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SYSTEM AND METHOD FOR BROKERING THE SALE OF INTERNET
ADVERTISEMENT INVENTORY AS DISCRETE TRAFFIC BLOCKS OF
SEGMENTED INTERNET TRAFFIC

CROSS-REFERENCE TO RELATED APPLICATIONS

[0001] The present application claims the benefit of the following applications: U.S.
Application Serial No. 11/893,976, filed August 18, 2007; which claims the benefit of U.S. Provisional
Application Serial No. 60/915,433, filed on May 01, 2007; each of which is incorporated herein in its
entirety by reference thereto.

FIELD OF THE INVENTION
[0002] The present invention relates to a network based auction system and method for
brokering, between a seller and a buyer, the sale of Internet advertisement inventory as a discrete
traffic block of segmented Internet traffic and, more particularly to a system and method for facilitating
seller segmentation of its Internet traffic, definition of a discrete traffic block, buyer selection thereof,
and advertisement impression delivery in response to a buyer purchase of thereof.

BACKGROUND OF THE INVENTION

[0003] Users of the Internet are frequently presented with display advertisements within web
pages. These advertisements may be in the form of banner advertisements, pop up ads, pop under
ads, or other static or dynamic display advertisements within (or associated with) a web publisher's
web site.

[0004] The goal of each of these advertisements is to entice the user to link to the advertiser's
web site for additional information and/or ultimately to solicit the sale of a product or service to the
user. As such, displayed advertisements may be associated with a link such that if the advertisement
is clicked, the user’'s web browser is redirected to the advertiser's designated web page.

[0005] Because of the above described dynamics of Internet advertising, certain terminology
has evolved in the Internet advertising industry. For example: i) the event of rendering an

advertisement to an end user within a web publisher’'s web site is generally referred to as an
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advertisement impression; ii) the event of a user selecting an advertisement, or clicking on the
advertisement, such that his/her browser is redirected to the advertiser's website is generally referred
to as a “click” or “click-through”; iii) web publishers may be referred to as sellers of advertisement
space, sellers of Internet traffic, or sellers; iv) advertisers may be referred to as buyers; v) the quantity
of impressions that a web publisher is able to deliver during a period of time may be referred to as its
inventory or inventory of Internet traffic, or traffic available for buyers to purchase; and vi) the distinct
portions of a web publisher’s inventory that can be delivered to end users distinguishable based on
end user attributes such as geography, demographics, and/or behavioral patterns may be referred to
as segmented inventory or traffic segments.

[0006] For example, a web publisher which has traffic of 10,000 “hits” per day has the ability
to deliver 10,000 banner advertisements per day. Therefore the publisher has an inventory of 10,000
banner advertisement impressions per day which can be sold.

[0007] Further, if the impression is delivered on a web page where user registration is
required to access the web page, and such registration requires the user to disclose his/her gender,
then the inventory of 10,000 banner advertisements can be segmented into a male segment and a
female segment. If, on average, the 10,000 hits are 50% male and 50% female, the publisher has
segmented inventory of 5,000 banner advertisement impressions per day as its male traffic segment
and 5,000 banner advertisement impressions per day as its female traffic segment.

[0008] Advertisement inventory is generally priced and sold utilizing transactional units based
on a per-impression transactional model or on a per-click transactional model. An advertiser
purchasing placement within a web site utilizing the per-impression transactional model will pay a fee
to the publisher (or a broker) that is calculated based on the quantity of impressions rendered. An
advertiser purchasing placement within a web site utilizing the per-click transactional model will pay a
fee to the publisher (or a broker) calculated on the number of end users that “click through” the

advertisement impression to the advertiser’'s website.
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[0009] In more detail, the most common transactional units are Cost-Per-Thousand-
Impressions (CPM) and Cost-Per-Click (CPC). Other transactional units which require at least user
interaction with the advertisement impression and click through to the advertiser's web site include
Cost-Per-Lead (CPL), Cost-Per-Acquisition/Action (CPA).

[0010] Website owners generally sell their inventory utilizing one of two dominant business
models. The first dominant business model includes a buyer initiating a request for proposal (RFP)
process. The buyer's RFP may describe the advertising campaign in terms of its overall objectives for
advertising a particular product or service over a distinct period of time. Further, the RFP may
typically specify proposed sales goals, conversion goals and branding goals, and target user
attributes likely to improve the campaigns success. As is typical of any RFP process, the buyer will
distribute the RFP, particularly to those web publishers (or brokers) known to have inventory, or
segmented inventory, suited to meet the goals and objectives of the campaign.

[0011] Each seller receiving the RFP may determine whether it has available inventory, or
segmented inventory that meets the buyer’s stated goals. If a seller has available inventory, or
segmented inventory, that meets the stated goals in the RFP, the seller may submit a proposal for the
delivery of inventory that meets all or part of the buyer's volume requirements. The proposal typically
is a firm offer that remains open for the buyer to accept during a defined period of time.

[0012] The buyer then reviews those submitted proposals and selects/accepts those
responses that the buyer determines provide the inventory most suitable for meeting the campaign
objectives.

[0013] The second dominant business model includes use of an ad network. An ad network
aggregates web publishers with available inventory and sells such inventory to buyers — which it also
aggregates. Such inventory is often sold in a continuous auction meaning that an available
impression may be sold, at least in part, to the advertiser with the highest yielding advertisement (e.g.
the highest remuneration expected to be received for the lowest quantity of inventory to be delivered

at such time as the impression is to be rendered to the end user viewing the publisher's web page.
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[0014] For example, an ad network may categorize the web sites of several publishers within
a topical category for purposes of defining available inventory associated with such topic. Advertisers
would then place bids associated with such topic. As such, so long as the advertiser remains the
highest bidder for such topical category, its advertisement content will be rendered over that of other
advertisers placing lower bids. Further, the highest bidder may be determined utilizing relative yield
between multiple bids.

[0015] The primary advantage of the RFP process is that the advertiser maintains control
over: i) in which web publisher’'s websites its advertisement content appears; and ii) to which end user
segments its advertisement content is rendered. This control enables buyers to select what it
perceives to be the highest value inventory, or inventory segments, and makes it economically
feasible for the buyer to pay a premium for such highest value inventory, or inventory segments.
[0016] An advertiser purchasing inventory through an ad network may only control the topical
category on which the advertiser is bidding — but limited control over which web publisher's websites
within the topical category will deliver its advertisement content to end users — and little control over
the end user segments to which its advertisement content will be delivered.

[0017] As such, from the perspective of an advertiser, inventory purchased through an ad
network is generally “less targeted” than inventory purchased through the RFP method because the
ad network inventory is defined by the ad network categorization — not the buyer’s campaign specific
objectives. Therefore, from the perspective of an advertiser, the inventory within the topical category
likely contains a composition of inventory that the advertiser would perceive as high value inventory
and inventory that the advertiser would prefer not to purchase. A rational advertiser considers these
factors when purchasing through and ad network and will therefore typically pay less per impression
or per click per other action performed for such less targeted inventory.

[0018] Further yet, because ad networks often operate in an auction environment that is
continuous, there is little predictability as to the quantity of impressions that will be delivered on a

certain budget — as a buyer may be outbid at any time.
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[0019] There are also disadvantages of use of an ad network from the seller’s perspective.
Because the seller’s inventory is aggregated with inventory of other sellers within a topical category —
and is generally purchased as a composition by a buyer, it is difficult for a seller to promote the value
of its website or its traffic, or traffic segments, over other sellers within the topical category. As such,
it may be difficult for a seller to realize the maximum value of the traffic, or traffic segments, that it
could deliver on a more targeted basis.

[0020] Secondly, because of the continuous auction system, there is little predictability of the
revenue a seller will receive for delivering inventory through the ad network — or even if there will be
buyer bidding any minimum price at the time the seller is to deliver an impression — leaving what may
be referred to as unsold inventory.

[0021] On the other hand, some disadvantages of the RFP process include the fact that the
entire RFP process is very time consuming and labor intensive process for all parties. The RFP
process also fails to create a true open-market environment for the sale and purchase of inventory
because: i) buyers are limited in their available options for the purchase of inventory by the RFPs it
sends out; and ii) sellers are limited in their opportunities to sell their available inventory to RFPs
received and the efforts of its sales staff to directly sell their inventory to buyers, which may or may
not result in the initiation of the RFP process, outlined above. As such, there are transaction and/or
pricing inefficiencies that are mitigated in the Internet based open market created by an ad network.
[0022] In view of the foregoing, what is needed is a system and method for brokering the sale
of Internet advertisement inventory as a discrete traffic block of segmented inventory in a manner that
does not suffer the disadvantage of the present business models used for selling/purchasing Internet
advertising inventory.

SUMMARY OF THE INVENTION

[0023] A first aspect of the present invention comprises an auction management system for

brokering, between a seller and a buyer, a discrete traffic block of an ad placement.
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[0024] The auction management system comprises a traffic block definition tool providing
workflows for obtaining traffic block parameters defining the discrete traffic block. The traffic block
parameters comprises: i) identification of the ad placement; ii) a volume parameter defining the
volume of traffic included in the discrete traffic block; iii) at least one duration parameter defining an
active time period during which the volume of traffic included in the discrete traffic block will be
provided; and iv) an auction parameter defining an expiration time before which buyers may submit
offers to purchase of the discrete traffic block.

[0025] A listing search tool provides web pages displaying a listing of a plurality of listed
discrete traffic blocks, each listed discrete traffic block comprises a discrete traffic block with an
expiration time that has not yet passed. The listing includes, for each listed discrete traffic block, the
traffic block parameters associated therewith.

[0026] An auction management tool provides for: i) obtaining a buyer compensation
parameter obtained from each of a plurality of buyers submitting offers to purchase the discrete traffic
block; and iii) designating the buyer that provided a compensation parameter meeting selection
criteria as the winning buyer.

[0027] An order management system directs placement of buyer advertisement content
designated by the winning bidder within the advertisement placement for the volume of traffic defined
by the volume parameter and during the time period defined by duration parameter.

[0028] In one embodiment, the order management system further directs placement of
filler advertisement content within the ad placement if placement of advertising content designated by
the winning bidder is at a fulfillment pace that is ahead of a fulfilment pace threshold.

[0029] In one sub-embodiment the volume of traffic as defined by the volume parameter may
be a predetermined quantity of advertisement impressions displayed to end users. The fulfillment

pace may be the aggregate of advertisement impressions displayed to the end users.
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[0030] The fulfillment pace threshold may be the total quantity of advertisement impressions
included within the discrete block divided by the active time period of the discrete block and multiplied
by the portion of the active time period that has elapsed.

[0031] Alternatively, the fulfillment pace threshold may be a high fulfillment threshold. The
high fulfillment threshold may be: i) the total quantity of advertisement impressions included within the
discrete block divided by the active time period of the discrete block and multiplied by the portion of
the active time period that has elapsed, plus ii) a predetermined high threshold value divided by the
active time period of the discrete block and multiplied by an amount of time remaining before
expiration of the active time period.

[0032] In another sub embodiment the volume of traffic as defined by the volume parameter
may be a predetermined quantity of clicks, with a click representing an end user, to which an
advertisement impression is displayed, selecting the advertisement impression for redirect to a web
page designated by the buyer. The fulfillment pace may be the aggregate quantity of clicks.

[0033] The fulfillment pace threshold may be the total quantity of clicks included within the
discrete block divided by the active time period of the discrete block and multiplied by the portion of
the active time period that has elapsed.

[0034] Alternatively, the fulfillment pace threshold may be a high fulfilment threshold. The
high fulfillment threshold may be: i) the total quantity of clicks included within the discrete block
divided by the active time period of the discrete block and multiplied by the portion of the active time
period that has elapsed, plus ii) a predetermined high threshold value divided by the active time
period of the discrete block and multiplied by an amount of time remaining before expiration of the
active time period.

[0035] In a second embodiment, at least two discrete traffic blocks may include concurrent
active time periods. The order management system may direct placement of buyer advertisement
content designated by the winning bidder within the ad placement for the discrete traffic block that is

most behind a fulfillment pace threshold.
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[0036] For each of the at least two discrete traffic blocks the fulfillment pace for the discrete
traffic block may be the aggregate of volume fulfilled. The fulfillment pace threshold for the discrete
traffic block may be the total volume of traffic included in the discrete traffic block divided by the active
time period of the discrete traffic block and multiplied by the portion of the active time period that has
elapsed.

[0037] In one sub embodiment the fulfilment pace threshold may be a low fulfillment
threshold. The low fulfilment threshold may be: i) the total volume included within the discrete block
divided by the active time period of the discrete block and multiplied by the portion of the active time
period that has elapsed, less ii) a predetermined low threshold value divided by the active time period
of the discrete block and multiplied by an amount of time remaining before expiration of the active
time period.

[0038] In a third embodiment, the traffic block parameters may further comprise a segment
parameter. The segment parameter may define at least one attribute comprising. The at least one
attribute may be a geographic, demographic, behavioral, psychographic, or other attribute.

[0039] In this embodiment, the order management system: i) receives an attribute profile
about the end user to which an advertisement impression is to be displayed, the attribute profile
defining at least one of a geographic, demographic, or behavioral attribute of such end user; and ii)
directs placement of, as the advertisement impression, buyer advertisement content designated by
the winning bidder within the ad placement for the volume of traffic defined by the volume parameter,
during the active time period of the discrete traffic block defined by the duration parameter, and for
which the attribute profile of the end user matches the at least one attribute defined by the segment
parameter.

[0040] In a fourth embodiment, the auction management system may further include a
campaign configuration tool providing a work flow for obtaining campaign parameters defining the
buyer’'s advertisement campaign. The campaign parameters may comprise at least one target traffic

attribute defining at least one of geographic, demographic, or behavioral data of end users to which
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the buyer desires the buyer advertisement content to be rendered. In this embodiment, the listing tool
further displays an indication of match between the at least one attribute defined by the segment
parameter and the at least one target traffic attribute.

[0041] In a fifth embodiment, the traffic block parameters further comprise a buyer group
parameter, the buyer group parameter defining a plurality of private buyers. In this embodiment, the
listing search tool includes the discrete traffic block within the display of active traffic blocks only if the
buyer is a one of the plurality of private buyers.

[0042] In a sixth embodiment, the compensation parameter may be a yield weighted bid. The
yield weighted bid may comprise a buyer’s raw bid divided by the expected number of impressions
required to provide the predetermined quantity of clicks.

[0043] The expected number of impressions required to provide the predetermined quantity of
clicks comprises the predetermined quantity of clicks divided by a yield factor.

[0044] In one embodiment, the yield factor may comprise a value calculated by dividing a
historical quantity of clicks on the advertisement content over a predetermined period of time by the
guantity of impressions of the advertisement content over the predetermined period of time.

[0045] In another embodiment, the yield factor may comprise a value calculated by dividing a
historical quantity of clicks on the advertisement content within the discrete traffic block over a
predetermined period of time by the quantity of impressions of the advertisement content within the
discrete traffic block over the predetermined period of time

[0046] A second aspect of the present invention comprises a listing system for brokering,
between a seller and a buyer, a discrete traffic block of an ad placement. The listing system may
comprise a request for listing tool providing web pages to a buyer for obtaining campaign parameters
defining the buyer’s advertising campaign. The campaign parameters may comprise: i) at least one
target traffic attribute defining at least one attribute of a target discrete traffic block in which the buyer
desires buyer advertisement content to be rendered; and ii) a target duration parameter defining a

time period during which the buyer desires to have buyer advertisement content rendered.
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[0047] A listing response tool provides web pages to a seller for displaying the campaign
parameters for at least one open request for listing and obtaining traffic block parameters associated
with a seller proposed discrete traffic block.

[0048] The traffic block parameters may comprise: i) a volume parameter defining the
volume of traffic included in the discrete traffic block; and ii) at least one duration parameter defining a
time period during which the volume of traffic included in the discrete traffic block will be delivered.
[0049] The request for listing tool may further provide web pages to the buyer for: i) displaying
the traffic block parameters associated with each proposed discrete traffic block; and ii) obtaining
selection of at least one selected traffic block, the at least one selected traffic block being a one of the
proposed discrete traffic blocks.

[0050] An order management system directs placement of buyer advertisement content
designated by the buyer within an ad placement of the at least one selected traffic block for the
volume of traffic defined by the volume parameter and during the time period defined by the duration
parameter.

[0051] In one embodiment of this second aspect, the volume of traffic defined by the volume
parameter may be a predetermined quantity of advertisement impressions displayed to end users.
The order management system may further direct placement of filler advertisement content within the
ad placement if placement of the advertising content designated by buyer is at a fulfilment pace that
is ahead of a fulfillment pace threshold. The fulfillment pace is the aggregate of advertisement
impressions displayed to the end users.

[0052] In one sub embodiment the fulfilment pace threshold is the total quantity of
advertisement impressions included within the discrete block divided by the active time period of the
discrete block and multiplied by the portion of the active time period that has elapsed.

[0053] In an alternative sub embodiment the fulfilment pace threshold is a high fulfillment
threshold. The high fulfillment threshold may be: i) the total quantity of advertisement impressions

included within the discrete block divided by the active time period of the discrete block and multiplied
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by the portion of the active time period that has elapsed, plus ii) a predetermined high threshold value
divided by the active time period of the discrete block and multiplied by an amount of time remaining
before expiration of the active time period.

[0054] In a second embodiment of this second aspect, the volume of traffic defined by the
volume parameter may be a predetermined quantity clicks and wherein a click represents an end
user, to which an advertisement impression is displayed, selecting the advertisement impression for
redirect to a web page designated by the buyer. In this second embodiment, the fulfillment pace is
the aggregate quantity of clicks.

[0055] In one sub embodiment, the fulfilment pace threshold is the total quantity of clicks
included within the discrete block divided by the active time period of the discrete block and multiplied
by the portion of the active time period that has elapsed.

[0056] In an alternative sub embodiment, the fulfilment pace threshold is a high fulfilment
threshold. The high fulfillment threshold may be: i) the total quantity of clicks included within the
discrete block divided by the active time period of the discrete block and multiplied by the portion of
the active time period that has elapsed, plus ii) a predetermined high threshold value divided by the
active time period of the discrete block and multiplied by an amount of time remaining before
expiration of the active time period.

[0057] For a better understanding of the present invention, together with other and further
aspects thereof, reference is made to the following description, taken in conjunction with the
accompanying drawings. The scope of the present invention is set forth in the appended claims.

BRIEF DESCRIPTION OF THE FIGURES

[0058] Figure 1 is a block diagram representing exemplary architecture for implementing a
network based auction system and method for brokering the sale of Internet advertisement inventory
as discrete traffic blocks in accordance with an embodiment of the present invention;

[0059] Figure 2 is a block diagram representing exemplary architecture for implementing a

network based auction system and method for brokering the sale of Internet advertisement inventory
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as discrete traffic blocks of segmented Internet traffic in accordance with an embodiment of the
present invention;

[0060] Figure 3 is a block diagram representing an auction management system in
accordance with an exemplary embodiment of the present invention;

[0061] Figure 4 is a table representing a global attribute library in accordance with an
exemplary embodiment of the present invention;

[0062] Figure 5a represents definition of traffic profiles for groups of one or more web pages in
accordance with an exemplary embodiment of the present invention;

[0063] Figure 5b is a table representing a first traffic template for segmenting a publisher's
Internet traffic in accordance with an exemplary embodiment of the present invention;

[0064] Figure 5c¢ is a table representing a second traffic template for segmenting a publisher’s
Internet traffic in accordance with an exemplary embodiment of the present invention;

[0065] Figure 6 is a web page diagram representing exemplary work flow for segmenting a
seller’s Internet traffic in accordance with an exemplary embodiment of the present invention;

[0066] Figure 7a is a diagram representing relational structures between data associated with
segmenting a seller’s Internet traffic in accordance with an exemplary embodiment of the present
invention;

[0067] Figure 7b is a diagram representing relational structures between data associated with
a seller’'s ad placements, segmentation therefore, and sale thereof as discrete traffic blocks in
accordance with an embodiment of the present invention;

[0068] Figure 8 is a web page diagram representing exemplary work flow for defining an
advertisement placement in accordance with an exemplary embodiment of the present invention;
[0069] Figure 9 is a diagram representing relations structures between data associated with

the hosting of private auctions in accordance with an embodiment of the present invention;
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[0070] Figure 10a is a web page diagram representing exemplary work flow for managing
segmented advertisement placement inventory in accordance with an exemplary embodiment of the
present invention;

[0071] Figure 10b is a web page diagram representing a first embodiment of an inventory
report in accordance with an exemplary embodiment of the present invention;

[0072] Figure 10c is a web page diagram representing a second embodiment of an inventory
report in accordance with an exemplary embodiment of the present invention;

[0073] Figure 10d is a web page diagram representing exemplary work flow for managing
discrete traffic block listings in accordance with an exemplary embodiment of the present invention;
[0074] Figure 11 is a diagram representing relational structures between data associated with
a buyer’s advertising campaign in accordance with an embodiment of the present invention;

[0075] Figure 12 is a flow chart representing exemplary steps for associating discrete traffic
blocks with objectives of a buyer's campaign with in accordance with an embodiment of the present
invention;

[0076] Figure 13 is a web page diagram representing an exemplary listing of discrete traffic
blocks corresponding to objectives of a buyer's campaign in accordance with an embodiment of the
present invention;

[0077] Figure 14 is a diagram representing exemplary relational structures between data
associated with buyer’s bidding on discrete traffic blocks in accordance with an embodiment of the
present invention;

[0078] Figure 15 is a diagram representing exemplary relational structures between data
associated with a buyer generating a request for listings and a seller’s response thereto in accordance
with an embodiment of the present invention;

[0079] Figure 16 is a flow chart representing exemplary steps for associating request for

listings with a seller's segmented traffic in accordance with an embodiment of the present invention;
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[0080] Figure 17 is a web page diagram representing an exemplary display of request for
listings matching a seller's segmented traffic in accordance with an embodiment of the present
invention;

[0081] Figure 18 is a web page diagram representing an exemplary work flow for responding
to a request for listing in accordance with an embodiment of the present invention;

[0082] Figure 19 is a ladder diagram representing exemplary steps performed for serving
advertisement content in accordance with an embodiment of the present invention;

[0083] Figure 20 is a flow chart representing exemplary steps performed by an order
management system for selecting advertisement content for rendering in accordance with an
embodiment of the present invention;

[0084] Figure 21 is a diagram representing fulfillment pace thresholds in accordance with an
embodiment of the present invention;

[0085] Figure 22a represents a calculation of a yield factor in accordance with an embodiment
of the present invention;

[0086] Figure 22b represents a calculation of a yield factor in accordance with an
embodiment of the present invention;

[0087] Figure 22¢ represents a calculation of a yield factor in accordance with an embodiment
of the present invention; and

[0088] Figure 22d represents a calculation of a yield factor in accordance with an embodiment
of the present invention.

DETAILED DESCRIPTION OF THE INVENTION

[0089] The present invention will now be described in detail with reference to the drawings. In
the drawings, each element with a reference number is similar to other elements with the same
reference number independent of any letter designation following the reference number. In the text, a
reference number with a specific letter designation following the reference number refers to the

specific element with the number and letter designation and a reference number without a specific
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letter designation refers to all elements with the same reference number independent of any letter
designation following the reference number in the drawings.

[0090] It should also be appreciated that many of the elements discussed in this specification
may be implemented in a hardware circuit(s), a processor executing software code, or a combination
of a hardware circuit(s) and a processor or control block of an integrated circuit executing machine
readable code. As such, the term circuit, module, server, or other equivalent description of an
element as used throughout this specification is intended to encompass a hardware circuit (whether
discrete elements or an integrated circuit block), a processor or control block executing code, or a
combination of a hardware circuit(s) and a processor and/or control block executing code.

[0091] It should also be appreciated that table structures represented in this application are
exemplary only and intended to show the mapping of relationships between various data elements.
Other table structures may store similar data elements in a manner that maintains the relationships
useful for the practice of the present invention.

[0092] Figure 1 represents an auction management system 10 for brokering the placement
of advertisement content 19a, 19b, 19¢, and 19d within one or more advertisement placements
regions (also referred to as ad placements) 12, 14, and 16 respectively within a seller's web page(s)
13.

[0093] In more detail, a seller 36 may operate a web server that provides web page(s) 13 to
those browser systems of end user’s which establish a connection to such web server.

[0094] The web page(s) 13 include informational or other published content 17 which attracts
or draws the end users to the website of the seller 36. The web page(s) 13 include the exemplary ad
placements 12, 14, and 16 into which a buyer’s advertisement content 19a, 19b, 19¢, and 19d may be
rendered.

[0095] The exemplary ad placements 12, 14, and 16 within the web page(s) 13 may be
combinations of a banner ad placement 12, a pop-up ad placement 14 which displays over the

published content 17 until closed by the end user, and other ad placements which are positioned for
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display on the web page(s) 13 above or below a fold line 18 — for example ad placement 16 which is
rendered below the fold line 18. The fold line 18 distinguishes the portions of the web page which are
visible upon loading by the web browser (e.g. portions above the fold line 18) from portions that are
only visible when the end user manually scrolls towards the bottom of the web page 13 (e.g. portions
below the fold line 18).

[0096] Unlike conventional continuous auction systems, the auction management system 10
brokers the sale of each ad placement 12, 14, and 16 in discrete traffic blocks 20a-20d.

[0097] In more detail, the delivery of a web page 13 to each of multiple end users linking to
the seller's website 36 may be referred to as Internet traffic or traffic 15. Each discrete traffic block
20a-20d of the traffic 15 may comprise: i) a defined quantity of impressions rendered within the ad
placement during a specified duration of time; or ii) a sufficient quantity of impressions rendered within
the ad placement to yield a defined quantity of clicks (end user’s selecting the advertisement
impression to link through to the advertiser's website) during a specified duration of time. In either
case, the specified duration may be defined by a specified start time and a specified end time.

[0098] For example, first buyer 34a may purchase a discrete traffic block 20a for ad
placement 12 which comprises rendering of 1,000 impressions within ad placement 12 between 1
June 2007 and 5 June 2007. Each impression comprises a rendering of advertisement content 19a
defined by the first buyer 34a to a unique end user obtaining and viewing the web page 13 in the
browser system of the end user.

[0099] As a second example, second buyer 34b may purchase a discrete traffic block 20b for
ad placement 14 which comprises 1,000 clicks between 1 June 2007 and 5 June 2007. As such,
advertisement content 19b defined by the second buyer 34b will be rendered within ad placement 14
for a sufficient quantity of impressions to yield 1,000 clicks between 1 June 2007 and 5 June 2007.
[0100] As yet a third example: i) a third buyer 34¢c may purchase a discrete traffic block 20¢

for ad placement 16 which comprises rendering of 500 impressions within ad placement 16 between 1
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June 2007 and 5 June 2007; and ii) a fourth buyer 34d may purchase a discrete traffic block 20d for
ad placement 16 which comprises 1,000 clicks between 3 June 2007 and 7 June 2007.

[0101] As such, advertisement content 19¢ defined by the third buyer 34c¢ is rendered within
the ad placement 16 to a unique end user obtaining and viewing the web page 13 between 1 June
2007 and 5 June 2007 and advertisement content 19d defined by the fourth buyer is rendered within
the ad placement 16 for a sufficient quantity of impressions to yield 1,000 clicks between 3 June 2007
and 7 June 2007. During the time period between 3 June 2007 and 5 June 2007 when the two
discrete traffic blocks overlap, order balancing systems (discussed herein) provide for selection of
which advertisement content 19¢ or 19d to render within the ad placement 16 as an impression to
each unique end user.

[0102] In all three examples, filler advertisement content 26 may be rendered within the ad
placement 12, 14, or 16 as needed if the web site traffic 15 exceeds that needed for delivery of
advertisement impressions for each purchased discrete traffic block. A more detailed discussion of
filler advertisement content 26 and its placement within a web page 13 is discussed herein.

[0103] Turning to Figure 2, the Internet traffic 15 may be further segmented into end user
segments 11a and 11b (also referred to as attributes segments and traffic segments) based on
attributes of the end user to which the web page 13 is to be rendered.

[0104] Attribute segments 11a and 11b may be defined based on attribute information that
can be determined about the end user prior to rendering of the web page 13 to the end user.
Examples include the end user’s: i) geographic location, ii) demographic information such as end
user’s gender, age, and income bracket; and iii) behavioral patterns.

[0105] The end user’s geographic location which may be determined based on the end
user’s IP address and/or registration information provided by the end user. Demographic information
may be determined by data input by the end user on a registration page. Behavioral information (or
other demographic information) may be obtained from information stored on the end user’'s computer,

for example “cookies”, which indicates user activity.
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[0106] In general, if attribute information is available about the end users comprising the
seller’s Internet traffic 15, it is beneficial to the seller 36 to segment its Internet traffic 15 to allow for
the sale of discrete traffic blocks 20 targeting distinct end user attribute segments of the Internet traffic
15.

[0107] In more detail, if total web site traffic 15 includes a significantly large quantity of “hits”
per day from diverse end users, it is reasonable to expect that certain advertisement content that
would appeal to, or be effective with, one segment of those end users (for example male end users)
may not be as appealing to, or effective with, another segment of those end users (for example
female end users).

[0108] Therefore, it is beneficial for the seller to segment the defined traffic block 15 into
multiple distinct end user attribute segments 11a and11b to maximize the aggregate value of the
traffic 15. For example, a first end user attribute segment 11a may include end users that are male
while a second end user attribute segment 11b may include end users that are female.

[0109] Such a segmentation is beneficial to the seller 36 because it can be reasonably
expected that aggregate revenue from the sale of discrete traffic blocks to the two segments
independently (the male segment being sold to the highest bidder willing to pay for the male segment
and the female segment being sold to the highest bidder willing to pay for the female segment) will be
greater than revenue from the sale of the entire traffic block 15 as single segment including both male
and female end users.

[0110] In this example, the fifth buyer 34e may purchase a discrete traffic block 20e for ad
placement 12 which comprises rendering of 1,000 clicks within ad placement 12 between 1 June 2007
and 5 June 2007. The discrete traffic block 20e may comprise attribute segment 11a which may be a
male attribute segment comprising those end users receiving the web page 13 which are male.
[0111] Similarly, the sixth buyer 34f may purchase a discrete traffic block 20f for ad
placement 12 which comprises 1,000 clicks between 3 June 2007 and 8 June 2007 (e.g. rendering a

sufficient quantity of impressions within the ad placement 12 to generate the purchased quantity of
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clicks). The discrete traffic block 20f may comprise attribute segment 11b which may be a female
attribute segment comprising those end users receiving the web page 13 which are female.

[0112] While the example shown in Figure 2 represents segmentation of traffic 15 into only
two traffic segments 11a, and 11b, it should also be appreciated that each traffic block segment may
be further segmented based on other attributes determinable about the end user. However, further
segmentation is not beneficial when, after segmentation, the quantity of expected impressions within
the segment would be too small to be meaningful to an advertiser/buyer. A more detailed discussion
of segmentation is included herein.

[0113] Turning to Figure 3, the auction management system 10 may be coupled to the
Internet 22 and operate as a web server for interacting with at least one buyer 34 and at least one
seller 36.

[0114] For purposes of interacting with the auction management system 10, the buyer 34 may
comprise a computer system operating a traditional web browser through which a buyer has accessed
the auction management system 10 through a buyer account (e.g. logged on using defined buyer
credentials such as a user name and password).

[0115] Similarly, the seller 36 may comprise a computer system operating a traditional web
browser through which a seller has accessed the auction management system 10 through a seller
account (e.g. logged on using defined seller credentials such as a user name and password).

[0116] The auction management system 10 may comprise seller tools 60, buyer tools 50, an
order management system 40, and reporting tools 41. In general, the seller tools 60 represent work
flows for performing various tasks associated with a seller: i) segmenting the seller's website traffic 15
to develop an inventory of ad placements within segmented traffic; and ii) defining and listing such
inventory.

[0117] Other seller tools 60 represent work flows for performing tasks such as: i) reviewing a

buyer’s advertisement content for purposes of accepting a purchase of a discrete traffic block; and ii)
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defining a discrete traffic block in response to a buyer’s request for a specified traffic block listing (e.g.
an RFL Response, described here).

[0118] Yet other seller tools 60 may include workflows for searching and reviewing listings of
other sellers for purposes of researching and developing segmentation and pricing strategies.

[0119] The buyer tools 50 represent work flows for performing various tasks associated with a
buyer defining an advertisement campaign; searching listings of discrete traffic blocks matching
campaign criteria, and bidding/purchasing selected discrete traffic blocks. Other buyer tools 50
represents work flows for performing tasks such as defining a request for listing (RFL) to solicit seller
proposals/responses that include discrete traffic blocks meeting the defined RFL.

[0120] The order management system 40 directs delivery of advertisement impressions in
accordance with purchases of traffic blocks made by buyers and the reporting tools 41 generally
enable buyers and sellers to access data related to Internet advertising activities.

SELLER TOOLS

[0121] A traffic block definition tool 62 provides work flows that enable a seller 36 to segment
its Internet traffic 15 associated with a web page 13 and record each segment 11a and 11b (Figure 2)
within a traffic profile associated with the seller 34.

[0122] As discussed, segmentation may be based on any combination of attributes related to
end users to which advertisement impressions will be delivered including geographical information,
demographic information, and behavioral information — all of which may be obtained, at least in part,
through IP address, registration information collected by the seller, and/or cookies.

[0123] Referring briefly to Figure 4, an exemplary embodiment of the system 10 may include
a global attribute library 70 which includes all attributes that may be used to segment Internet traffic
15 into traffic segments 11a and 11b.

[0124] The global attribute library 70 may include several thousand, or more, attribute
descriptions 72. Again, examples include: i) geographical attributes such as United States, United

Kingdom, regions of the United States such as New England, Mid Atlantic, and South East, and
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individual states and/or postal codes; ii) demographic attributes may include male/female, age
brackets and income brackets; and iii) behavioral attributes (not shown).

[0125] In general operation, the traffic block definition tool 62 provides work flows to the
seller 36 to enable the seller to define a traffic profile comprising one or more web pages(s) 13 and to
create a traffic blue print (using attributes from the global attribute library) for each attribute segment
11a and 11b of the traffic profile.

[0126] For example, referring briefly to Figure 5a, a seller may define a first traffic profile
(traffic profile ID 232a) to include a single web page 13 on with ad placements 12, 14, and 16 may be
rendered. A second traffic profile (traffic profile 232b) may include multiple related web pages 13
within the seller’s website. The inclusion of multiple web pages within a single traffic profile is useful
when the traffic profile of end users that access those pages is consistent across for all of those
pages. As an example, it may be useful for a seller operating a web site with news articles to group
those multiple pages related to sports news into a single traffic profile and those multiple pages
related to finance news into a second traffic profile. Each ad placement 12, 14, and 16 may be
rendered in permutations of one or more of the web pages associated with the traffic profile.

[0127] Turning to Figure 5b, a traffic profile (of one or more web pages 13) that does not
require user registration for access and receives heavy volume from U.S. end users may be
segmented solely based on geography because demographic information about a particular end user
may not be known. In the example of Figure 5b, segmentation to develop a traffic template 76 may
be based on an attribute subset 80 of the global attribute library 70. A first traffic segment 11a may
include a traffic attribute blue print 28a in which attributes of United States and New England are
identified. Similarly segments 11b through 11f, including traffic attribute blue prints 28b through 28f
respectively, each identifying other regions of the United States as the applicable attribute. Segment
11g includes a traffic attribute blue print 28g with no specified geography and as such would be a
segment that includes all non US end users by virtue of such end user’s not being within any of the

other segments 11a-11f.
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[0128] As another example, turning to Figure 5c¢, a traffic profile that requires user registration
may be segmented based on demographic information. The first segment 11a may include a traffic
attribute blue print 28a identifying female end users without further attributes. Segments 11b through
11f may include traffic attribute blue prints 28b through 28f respectively, each identify male end users
further segmented by age group. As such, female end users will be within the first segment 11a while
male end users will be within the proper segment 11b through 11f.

[0129] As will be discussed in more detail herein, when an advertisement request is received
by the order management system 40, the request will designate certain end user attributes known
about the end user to which the web page 13 will be rendered. The order management system 40
may match the end user attributes to the traffic attribute blue print 28 of each of the traffic segments
11 of the traffic profile template 76 to identify the traffic segment 11 to which the end user best
corresponds. The order management system 40 will then serve advertisement content of an active
traffic block campaign (e.g. an open order) for such traffic segment 11.

[0130] Figure 6 represents an exemplary web page 230 that may be used to implement the
work flows associated with defining traffic profiles and segmenting traffic. The web page 230 may list
defined traffic profile IDs 232a, 232b, and 232¢ - each of which represents one or more web page(s)
13 served by the seller's web server and on which the seller is able to render advertisement
impressions.

[0131] Associated with the traffic profile ID 232a, 232b, and 232¢ may be a drop down menu
control 234a, 234b, and 234c¢ which, as shown for control 234a, includes a selection 235 which
enables the seller 36 to create (and name) a new traffic segment 11 for the traffic profile 232.

[0132] After the seller 36 has segmented a traffic profile 232, the identification (a segment ID
236a, 236b) may appear as shown below the traffic profile ID 232a. Associated with each segment ID
236a, 236b may be a drop down menu control 238a, 238b which, as shown for control 238a includes
a selection 239 which enables the seller 36 to select attributes from the attribute library 70 to

associate with the segment.
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[0133] Turning briefly to Figure 7a, exemplary data relationships 84 are shown for recording
a seller’s traffic profiles and segmentation thereof. Associated with a seller ID 86 identifying the seller
may be a plurality of traffic profiles, each represented by a traffic profile ID 232a-232f recorded as a
record of a traffic profile ID table 231. Each traffic profile ID 232 may be associated with the URL(s)
233 of the web page(s) 13 within the traffic profile and delivery media data 89.

[0134] The delivery media data 89 may include information related to attributes of the web
page(s) 13, branding associated with the web page(s) 13, and other information related to the content
of the web page(s) 13 which is useful to a potential buyer assessing whether the published content is
sufficiently related to the buyer’'s potential advertisement for placement to be beneficial.

[0135] Also associated with the traffic profile identifier 232 are a plurality of records 74, each
of which represents one of the segments 11a-11c¢ into which the Internet traffic 15 of the traffic profile
has been segmented. Each record 74 associates the segment 11a-11c¢ with its traffic attribute blue
print 28a-28¢ (developed as discussed with reference to Figures 4, 5b, 5¢, and 6).

[0136] An advertisement placement tool 63 also comprises work flows for defining ad
placements 12, 14, and 16 within the web page(s) 13 of each traffic profile. In more detail, with
reference to the data relationships 84 of Figure 7b, associated with each seller (represented by a
seller ID 86) may be a plurality of records 75, each of which represents one of the ad placements 12,
14, and 16 within the seller's web page(s) 13. Each record 75 associates the ad placement 12, 14,
and 16 with: i) its size designator 88 (which may be determined utilizing Interactive Advertising Bureau
standard sizes); ii) its position designator 90 defining its position within (or related to) the web page
content 13; and iii) the traffic profile ID 232 associated with the web pages 13 on which the ad
placement is rendered.

[0137] The advertisement placement tool 63 further comprises work flows which enable a
seller 36 to segment each ad placement 12, 14, and 16 in accordance with the segments 11a-11c¢ of
the traffic profile ID 232 to develop an inventory of segmented ad placements 93a-93e. For example,

an inventory table 92 may comprise a plurality of segmented ad placements 93a-93e, each of which is
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represented by an association between an ad placement 12, 14, or 16 with one or more traffic
segments 11a, 11b, 11¢ of the traffic profile 232 associated with the ad placement.

[0138] It should be appreciated that each ad placement 12, 14, and 16 on a web page 13
may be associated with the same traffic profile 232, but may be independently associated with the
traffic segments of the traffic profile. For example, region 12 (the banner advertisement on the web
page 13) because of it value may be inventoried (and sold) separately for each traffic segment. The
other regions, for example region 16 below the fold line 18 being of lower value, typically generating
fewer clicks due to its location, may be inventoried (and sold) collectively with all traffic segments. A
segmented ad placement 93 may also be referred to as advertisement placement inventory.

[0139] The inventory table 92 may also be used to associate inventory statistics with each
segmented ad placement 93. The inventory statistics 94 may include values such as: i) expected
guantity of impressions per period of time (e.g. expected impressions per day); ii) historical quantity of
impressions per period of time (e.g. historical impressions per day); iii) estimated yield factor (e.g. an
estimated ratio of quantity of clicks per 1000 impressions); and iv) historical yield factor (e.g. a ratio of
historical quantity of clicks per 1000 impressions). The historical data may be tracked and
accumulated by the order management system 40 (Figure 4) between when the segmented ad
placement is first defined. Further, when a segmented ad placement is first defined, initial historical
data may be determined: i) based on historical data from similar web pages/ segmented ad
placements of the seller; and/or i) the web pages/segmented ad placements of the seller which are
replaced by the newly defined segmented ad placement.

[0140] Figure 8 represents an exemplary web page 240 that may be used to implement the
work flows associated with defining an ad placement 12, 14, 16 and associating the ad placement
with a traffic profile ID. Referring to Figure 8 in conjunction with Figure 7b, the web page 240 may
comprise an Ad Placement (inventory) control 242, which may be a text box, for obtaining input of

name or other identification of an ad placement 12, 14, 16 within a web page 13.
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[0141] A web page ID control 246, which also may comprise a text box, obtains user
identification of the web page 13 in which the ad placement 12, 14, 16 will exist. Such selection may
be by way of identifying the URL of the web page or other identification of the seller’s traffic 15.
[0142] A control 256, which may be a drop down menu listing traffic profiles 232a-232f
associated with the seller (Figure 7a), obtains user input or election of a traffic profile 232 to be
associated with the ad placement.

[0143] A region control 248, which may provide a pop up map 250 of the web page content,
obtains user input or election of the specific location of the ad placement 12, 14 or 16 within the web
page 13.

[0144] Various controls 252a-252¢ obtain user input or election of various inventory statistics
94 for the advertisement placement 93. As discussed, the inventory statistics 94 may include may
include values such as: i) expected quantity of impressions per period of time (e.g. expected
impressions per day); ii) historical quantity of impressions per period of time (e.g. historical
impressions per day); iii) estimated yield factor (e.g. an estimated ration of quantity of clicks per 1000
impressions); and iv) historical yield factor (e.g. historical ratio of quantity of clicks per 1000
impressions).

[0145] Returning briefly to Figure 3 in conjunction with Figure 7b, the create listing tool 64
provides work flows that enable a seller to define discrete traffic blocks 20 for its advertisement
inventory (e.g. for each segmented ad placement 93) and make such discrete traffic blocks 20
available for buyers to purchase.

[0146] In the data relationships 84 of Figure 7b, each discrete traffic block 20 is represented
by a record in a discrete traffic block table 98 which associates with the particular segmented ad
placement 93.

[0147] Each discrete traffic block 20 may be defined in terms of its duration 96 (e.g. a start
time 96a and an end time 96b defining the time period during which the advertisement volume will be

delivered) and its volume 98 (quantity of clicks 98a or quantity of impressions 98b). The discrete
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traffic block 20 may further include an auction start time 103a and an auction end time 103b defining
the end time of an auction for purchase of the discrete traffic block 20. A status identifier 102 may
indicate whether: i) the auction is active; ii) the auction is ended unsold; iii) the discrete traffic block 20
is sold — but that the start time 96a of the duration has not yet occurred (e.g. the discrete traffic block
20 is not yet an open order); iv) the discrete traffic block is sold 20 and is an active traffic block being
fulfilled by the order management system 40 (e.g. the discrete traffic block 20 is an open order); v) the
order has been fulfilled; and vi) other status such as order ended short or order canceled.

[0148] Those skilled in the art will appreciate that the distinction between the statuses of sold
but not open, sold and open order, and fulfilled order may be calculated from other data within the
discrete traffic block table 98 and need not be represented within a status field. However, such
statuses are represented in the status field for purposes of convenient illustration.

[0149] Further associated with the discrete traffic block may be fulfillment fields 104 for
tracking order fulfillment. The fulfillment fields 104 may include identification of the actual quantity of
clicks 104a and the actual quantity of impressions 104b delivered. Such information will be updated
by the order management system 40 (Figure 3) each time an impression is delivered and/or a click-
through achieved, against an open order for the discrete traffic block 20.

[0150] As is noted in the discrete traffic block table 98, multiple discrete traffic blocks 20 may
be sold for a segmented ad placement 93 — with concurrent (e.g. at least partially overlapping) time
periods for fulfillment. It is preferable that the multiple discrete traffic blocks 20 sold for any
segmented ad placement include volumes such that impressions and/or clicks required for fulfillment
of all discrete traffic blocks for any particular time period does not exceed the inventory available
during that duration of time. For example, it would be inappropriate to define multiple discrete traffic
blocks 20 that, in the aggregate require an inventory of 20,000 impressions on a certain day when the
expected quantity of impressions on such certain day is only 15,000.

[0151] Other exemplary data which may be associated with any discrete traffic block 20

include: i) minimum bid/start bid price or reserve price, ii) an immediate purchase price (e.g. buy-it-
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now, or One CLIQ Buy Price); and iii) seller specified advertisement content (e.g. fail over content) for
placement within the ad placement in the event that there are no open orders, or other revenue
generating advertisement content available at the time an impression is required for delivery to an end
user.

[0152] In another aspect, it is envisioned that an invitation only auction may serve to create or
enhance the perception of such seller's traffic as being premium inventory, and may, at the option of
the seller, eliminate the need to review creative ad units of the invited buyer with a winning bid.
[0153] As such, in an embodiment of the present invention, a discrete traffic block 20 may be
associated with a buyer group parameter or group identifier 106. The group identifier 106 may define
a plurality of private buyers that may participate in the bidding on a listing (an invitation only auction).
The private buyers are selected by the seller. However, the auction management system 10 may
suggest inclusion of additional buyers based on historical advertising activity or other factors.

[0154] Referring briefly to Figure 9, each group identifier 106a, 106b, and 106c, represented
by a record in a group identifier table 128, may be associated with an invited buyers table 130, each
record of which identifies a one of a plurality of private buyers within the group.

[0155] Referring to Figure 10a in conjunction with Figure 7b, a first exemplary web page 260
that may implement the work flows for defining and listing discrete traffic blocks 20 is shown. The
exemplary web page 260 may display each ad placement 12, 14, 16 of the seller. Associated with
each ad placement 12, 14, 16 may be its segmented ad placements. For example, segmented ad
placements 93a, 93b,and 93¢ may be associated with ad placement 12. Segmented ad placement
93e may be associated with ad placement 16.

[0156] An unsold inventory alert icon 264, which may appear as a traffic light of a red, yellow,
or green color, may alert the user to whether unlisted inventory exists for the ad placement 12, 14, 16
or the segmented ad placement 93. In more detail, if discrete traffic blocks which have been listed
include volumes which, in the aggregate, are above a predetermined threshold of the expected

volume for the segment, the icon 264 may appear “green light” indicating that inventory is listed for
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sale and/or sold. Similarly, if excess expected volume has not been defined and listed in discrete
traffic blocks, the icon 246 may appear “red light” indicating that unlisted and/or unsold inventory
exists.

[0157] A drop down menu control 262 may link to separate web pages useful for managing
existing discrete traffic blocks 20 for the segmented ad placement 93 and/or defining and listing new
discrete traffic blocks 20.

[0158] Figure 10b represents an inventory report 376 web page for displaying inventory
associated with a segmented ad placement 93. In an exemplary embodiment, the inventory report
376 may, for each of a plurality of days 378, associate, for the segmented add placement, data
related to delivery of volume against orders 380, data related to volume ordered but not yet delivered
382, total committed inventory 384, listed inventory 386, and the total portion of projected inventory
that is not yet sold 388. Such an inventory report 376 may be useful in assisting a seller in
determining to list additional inventory as well as monitor progress of delivery of volume against
orders.

[0159] Figure 10¢ represents an alternative inventory report 390 web page for displaying
inventory associated with a segmented and placement 93. This alternative inventory report 390 is in
the form of a bar chart. For each day 392, a single bar 394 graphically depicts total projected
inventory 396, volume delivered against orders 398, volume ordered, but not delivered 400, additional
committed volume 402, and listed volume 404.

[0160] Although both of the inventory report of Figure 10b and the alternative inventory report
of Figure 10¢ represent reporting of inventory on the basis of days, comparable embodiments may
include similar reports wherein the data is reported on the bases of weeks, months, or other useful
time periods.

[0161] Figure 10d represents a web page that may implement the work flows for defining and
listing discrete traffic blocks 20. Turning to Figure 10d in conjunction with Figure 7b, the exemplary

web page 280 may display detailed information about the discrete traffic block 20 defined for the ad
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placement 93 (Figure 10a). The web page 280 further comprises a Create New Listing control 282
which may provide work flows (e.g. a wizard) for obtaining such information for new discrete traffic
blocks to list for sale.

[0162] The seller may select a control from Figure 10a to link to the exemplary web pages of
Figures 10b, 10c and 10d.

[0163] Returning again to Figure 3 in conjunction with Figure 1, the bid acceptance tool 66
provides work flows that enable a seller 34 to accept or reject a bid for a discrete traffic block 20. It is
envisioned that a seller 34 may object to placement of certain buyer defined advertisement content 19
within its web page 13. As such, the work flows, within a predetermined time period (e.g. for example,
a time period following the auction end time 103b of Figure 7b), make the buyer defined
advertisement content 19 available to the seller 34 to enter an approval or an objection.

[0164] Referring again to Figure 3, to facilitate a buyer purchasing a discrete traffic block,
buyer tools 50, inclusive of the configure campaign tool 52, listing search tool 54, and bid tool 56,
enable a buyer to configure elements of an advertising campaign, search for listings of discrete traffic
blocks 20 (Figure 7b), and purchase such discrete traffic blocks 20 — by bid, by an immediate
purchase (e.g. buy-it-now or One CLIQ Buy), or other means.

[0165] Turning to Figure 11, exemplary data relationships of a buyer’s advertising campaign
are shown. Each record 136 of a campaign table 134 may represent an advertising campaign
identified by a campaign ID number 138.

[0166] Associated with the campaign are identification of the buyer 34, its buyer defined
target duration 140 (including a target start date and a target end date), its target volume 142 (which
may be a target volume of impressions, a target volume to clicks, or a target volume of other user
action, for example user completion of a lead generation forms), and its target advertising budget 145.
[0167] Throughout the campaign, additional data associated with the campaign may include: i)
purchased volume data 146 — for example data representing the quantity of impressions or clicks

purchased as discrete traffic blocks; and ii) fulfillment data 148 representing the actual volume — for
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example quantity of clicks or impressions delivered through the discrete traffic blocks (or as filler
advertisements). These values may be updated by the order management system 40 (Figure 3)
when the buyer purchases a discrete traffic block and updated as volume is delivered — for example
by advertisement content being placed as an impression and/or "clicks" are recorded.

[0168] Also associated with the campaign are its target end user attributes 144. Turning
briefly to Figure 4 in conjunction with Figure 11, the target end user attributes 144 comprises
identification of a subset of attributes, from the attribute library 70, which the buyer desires to utilize
for searching and/or matching of discrete traffic blocks to the advertisement campaign for purposes of
assuring that any purchased discrete traffic block includes segmented inventory which corresponds to
the target end user attributes 144.

[0169] Also associated with the campaign are the buyer’s defined creative advertisement
content in one or more rendering formats. The exemplary ad content table 150 includes records for
one or more instances of buyer’s creative advertisement content that the buyer may define, create,
upload, or otherwise associate with an advertisement campaign. Each record associates ad
identification 152 with identification of its size 154 (again, for example, utilizing an Interactive
Advertisement Bureau standard size), the creative content 19 (e.g. the image, video, or other creative
rendering content that will be rendered with the web page content 13), and a response URL 158
which identifies the URL of the advertiser's web page to which the advertiser desires a user to be
directed upon clicking the advertisement impression.

[0170] Returning to Figure 3, in general, the listing search tool 54 provides for matching of
buyer needs as set forth in the goals of a campaign against available seller listings, with relevance
based on attributes, price, run time, transactional units, and other relevant factors.

[0171] In more detail, referring to Figure 3 in conjunction with Figures 7 and 11, the listing
search tool 54 provides work flows for: i) matching discrete traffic blocks 20 with the objectives of an

advertisement campaign 136; and ii) displaying such discrete traffic blocks.
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[0172] Turning briefly to Figure 12 in conjunction with Figure 7b and Figure 11, matching
discrete traffic blocks 20 with the objectives of an advertisement campaign 136 may comprise steps
of: i) comparing the target duration of the advertisement campaign 136 with the duration 96 (or at
least the start date 96a) of the discrete traffic block 20 as represented by step 162; ii) comparing the
target attributes of the advertisement campaign 136 with the segment blue print 86 of the discrete
traffic block 20 as represented by step 164; iii) comparing the delivery media objects of the
advertisement campaign 136 with the delivery media data 89 of the web page of the discrete traffic
block 20; iv) comparing the transactional unit type and cost goals of the campaign with the volume
and costing statistics of the discrete traffic block 20 as represented by step 168; and comparing
identification of the buyer with buyers associated with a group ID of the discrete traffic block (if a
private auction) as represented by step 169.

[0173] After making such comparisons, the discrete traffic blocks with a status 102 of unsold
and for which the auction has not yet expired (e.g. end time 103 has not yet occurred) are sorted and
displayed at step 170.

[0174] Turning briefly to Figure 13, the display may comprise a listing display web page 300
which includes a listing 302a-302d for each of a plurality of discrete traffic blocks matching the search
criteria. The web page 300 further comprises various controls for enabling further sorting and
searching of listings by the buyer.

[0175] Each listing display 302 includes: i) an indicator 304 identifying how closely the discrete
traffic block matches the buyer's advertisement campaign; ii) a thumb nail image 306 of the sellers
website content 13 inclusive of identification of the ad placement therein; and iii) various other
information about the discrete traffic block.

[0176] Each listing display 302 further includes a bid control 310 which, if selected by the
buyer, initiates operation of a bid tool to enable the buyer to bid to purchase the discrete traffic block

20 represented by the listing display 302.
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[0177] Returning to Figure 3, in general the bid tool 56 provides for recording a buyer’s bid for
a discrete traffic block, recording a buyer’s bid for placement of filler advertisement content (e.g.
continuous auction), and providing expected cost/price economic statistics based on expected results
the advertisement content and/or the expected results provided by the seller's web page.

[0178] Referring to Figure 14, in conjunction with Figure 3, exemplary data relationships 180
established by, and managed by, the bid tool 56 may include representing each bid for a discrete
traffic block 20 as a bid record 182 in a bid table 110.

[0179] The bid record 182 may include an identification of the buyer 34, identification of the
buyer’s advertisement content 19, and a raw bid 112 entered by the buyer. In one aspect, the raw bid
may be the buyer compensation parameter and the selection parameter for determining the winning
bidder may be the highest raw bid entered.

[0180] In another aspect, wherein the discrete traffic block 20 is based on a transactional unit
such as the user clicking through to the buyer's web site (e.g. a click), an effective value for each bid
122, for example an effective cost-per-thousand impressions (eCPM), may be calculated and
recorded as the buyer compensation parameter and the selection parameter for determining the
winning bidder may be the highest eCPM of the entered bids.

[0181] It should be appreciated that when volume is based on a transactional unit other than
impressions (e.g. based on clicks) the quantity of impressions that will be needed to generate the
defined volume of clicks is dependent, at least in part upon the ability of the buyer's advertisement
content to entice an end user to click through to the advertiser's web site.

[0182] The eCPM calculation is based on yield factor (e.g. conversion rate) of the buyer’s
advertisement content and/or advertisement campaign as may be tracked by the order management
system 40.

[0183] As a very basic example, a first buyer may have advertisement content with a

conversion ratio such as 1 click per 1,000 impressions while a second buyer may have advertisement
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content with a conversion ratio of 1 click per 2,000 impressions — a conversion factor that is only half
that of the first buyer.

[0184] If a discrete traffic block comprises a volume of ten click-throughs, it can be expected
that 10,000 impressions will be required to deliver the volume if the discrete traffic block is purchases
by the first buyer while 20,000 impressions would be required to deliver the volume if the discrete
traffic block is purchased by the second buyer.

[0185] The seller of the discrete traffic block would rather accept a bid from the first buyer if
the second buyer’s bid is anything less than double the bid of the first buyer. For example, if the first
buyer bids $10.00, the seller would rather accept such bid even if the second buyer bids more than
$10.00 but anything less than $20.00.

[0186] To facilitate such, the auction may be based on selecting the bid with the highest
eCPM wherein the first buyers bid of $10.00 on an eCPM (e.g. effective cost per 1,000 impressions)
basis is $1.00 because 10,000 impressions are expected to be required to deliver the 10 clicks.
Assuming the second buyer bids $15.00, on an eCPM basis, the second buyers bid is only $0.75.
[0187] It should be appreciated that without use of eCPM for the basis of the auction, the
second buyer would win the auction with a raw bid of $15.00. However, if the auction is based on
eCPM, the first buyer’s bid of $10.00 would win the auction. The benefit of the calculating eCPM is
that it enables a seller to determine the value of its inventory on a per-impression basis and compare
all bids on a per-impression basis.

[0188] The eCPM value 122 may be calculated using various yield factors (e.g. conversion
rates) including, but not limited to:

[0189] First, a yield factor of the advertisement content within a specific advertisement
placement (e.g. traffic segment 93) which may be referred to as Yfao and calculated in accordance
with the formula of Figure 22a. In the event that Yfao is known for a particular bid on a particular

discrete traffic block, it may provide the most accurate calculation of eCPM.
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[0190] Second, a yield factor for the advertisement content (across all advertisements
placements (e.g. all traffic segments 93) within which the advertisement content has been placed)
which may be referred to as Yfa and calculated in accordance with the formula of Figure 22b. In the
event that Yfao is unknown, Yfa may provide a fairly accurate estimate eCPM assuming that the
advertisement content performs equally well in various traffic segments.

[0191] Third, a yield factor based on all advertisement content within a buyer's advertisement
campaign (within a specific advertisement placement (e.g. traffic segment 93) which may be referred
to as Yfco and calculated in accordance with the formula of Figure 22¢. In the event that Yfao is
unknown and/or the advertisement content is too new to calculate Yfa, Yfca may provide an estimate
of eCPM based on past performance of other advertisement content within the buyer's campaign.
[0192] Fourth, a yield factor based on all advertisement content within a buyer’s
advertisement campaign (across all advertisements placements (e.g. all traffic segments 93) within
which the advertisements content has been placed) which may be referred to as Yfco and calculated
in accordance with the formula of Figure 22d. In the event that Yfao, Yfa, and Yfca are unknown,
Yfco may provide an estimate of eCPM based on past performance of other advertisement content in
other traffic segments.

[0193] It should be appreciated that values needed for calculating the various yield factors
may include the inventory statistics 94 as discussed with respect to Figure 7b and statistics traced by
the order management system 40.

[0194] Returning briefly to Figure 11, the bid tool 56 may further associate (as represented by
traffic block table 162) each campaign 136 with those discrete traffic blocks 20 purchased for the
campaign to facilitate tracking and reporting on the campaign’s performance and fulfillment against its
target volumes and budget.

[0195] For example, the traffic block table 162 includes a plurality of records, each of which

identifies a discrete traffic block 20 for which the buyer has bid for fulfillment of the campaign. The
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record may further include the buyer’s raw bid amount, the status (such as auction still open,
purchased, lost) and the volume.

[0196] Returning again to Figure 14, the exemplary data relationships 180 established by, and
managed by, the bid tool 56 may further include representation of each bid for placement of filler
advertisement content 26 as a filler bid record 184 in a filler bid table 116.

[0197] The filler bid record 184 may include an identification of the buyer 34, identification of
the buyer’'s advertisement content 19, a bid 118 entered by the buyer either on a per impression
basis, and an expiration time 120 entered by the query.

[0198] As discussed, this enables the order management system 40 (Figure 3) to place the
buyer’s advertisement content, as filler advertisement content 26 (Figure 1) in the event that excess
volume exists. In one aspect, only buyers who bid for a discrete traffic block within an advertisement
placement 93 (Figure 7b) are permitted to bid for placement as filler advertisement content 26.

[0199] In other aspects, the bid tool 56 provides typical auction controls which create
limitations on a buyer's ability to bid on a discrete traffic block listing and a seller's ability to cancel a
discrete traffic block listing based on submitted bids, including (i) by not allowing bids less than a
minimum bid, if any, set by the seller during the traffic listing creation process; (ii) by not allowing bids
less than a minimum incremental bid, if any, set by the seller during the traffic listing creation process;
(iii) by halting further bidding and deeming a bid to be a winning bid if an immediate purchase price
(e.g. buy it now or One CLIQ Buy price) is bid by a buyer; (iv) by preventing a seller from terminating a
listing for a discrete traffic block if at least one bid has been placed by a buyer, provided such bid
meets the minimum bid requirement, if any, (v) by preventing a bid from a buyer when the buyer does
not have a sufficient account balance to be reserved for such bid in the event such bid becomes the
winning bid, (vi) by allowing a seller to set the time and date an auction for a listing for a discrete
traffic block will begin and end, during the listing creation process, thereby limiting the time during

which a buyer may submit a bid for such discrete traffic block; (vii) by preventing a buyer from
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submitting a bid less than a winning bid, and (viii) by preventing a buyer from withdrawing a winning
bid.

[0200] Additional embodiments of the bid tool 56 may include work flows that enable a buyer
to set up parameters for automatically locating and bidding on listings. In more detail, a buyer may
create high level metrics for certain associations between a prospective discrete traffic block and the
campaign objectives. When the bid tool 56 recognizes that a discrete traffic block matches the high
level metrics, a bid may be automatically entered by writing of a bid record 182 to the bid table 110.

REQUEST FOR LISTING/RESPONSE TO LISTING

[0201] Returning to Figure 3, the request for listing tool 58 and the request for listing response
tool 68 (also referred to as the response tool 68) provide an alternative system and method for

brokering the sale of an advertising region within a discrete traffic block between a seller and a buyer.

[0202] In a first aspect, the request for listing tool 68 may operate in a similar manner to the
create campaign tool 52, or invoke operation of the create campaign tool, to provide for development
of the data relationships related to the buyer's campaign as previously discussed with respect to
Figure 11.

[0203] Referring to Figure 15 in conjunction with Figure 3, the request for listing tool 68 may
provide work flows to obtain buyer’s input of information content for purposes of developing the data
relationships as set forth in an exemplary RFL fields 300 for purposes of soliciting sellers to propose
discrete traffic blocks for fulfilment of the buyer’s campaign 136. The exemplary RFL fields 300 may
comprise: i) an RFL option field 302 indicating whether the campaign is open for sellers to propose a
discrete traffic block in response to the campaign 136; ii) a response due data 304 indicating when
seller proposals are due; and iii) an open offer date 306 indicating for how long any seller proposal
must remain open for buyer acceptance thereof.

[0204] The listing response tool 68 may provide work flows to obtain seller proposed discrete

traffic blocks for fulfillment of the buyer's campaign 136. Discrete traffic blocks proposed by sellers
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may be in accordance with the data relationships of the exemplary RFL response table 310. Each
record 312 of the RFL response table associates with a seller proposed discrete traffic block. The
record includes: i) a seller ID field 313 identifying the seller — which may be the same seller global
identifier as discussed with respect to field 86 of Figure 7b; ii) an inventory ID field 314 which identifies
the seller's segmented traffic by reference to a record 93 of the inventory table 92 of Figure 7b; iii) a
duration field 316 (comprising a start date 316a and an end date 316b) specifying the duration during
which the seller is proposing to fulfill the buyer’s request; iv) a volume filed 318 specifying the quantity
impressions 318a or quantity of clicks 318b which the seller proposes to fulfill the buyer’'s request;
and v) an acceptance/rejection field 320 which may be populated by workflows of the request for
listing tool 58 (Figure 3) indicating the buyer’s acceptance or rejection of the proposal.

[0205] Turning briefly to Figure 16, exemplary steps which may be performed by the listing
response tool 68 for displaying campaigns with open requests for listings are shown. Step 326
represents comparing the seller's segment blue print(s) 86 (Figure 7b) to target attributes 144 (Figure
11) of those campaigns for which an open request for listing exists.

[0206] Step 328 represents comparing the delivery media data 89 (Figure 7b) of the seller's
inventory to delivery media objectives 145 (Figure 11) of the campaigns for which open request for
listings exists.

[0207] Step 330 represents comparing the seller's available inventory to the transaction type
and cost goals of the campaigns for which there are open request for listings.

[0208] Step 332 represents sorting and displaying those open requests for listings which
correspond to the seller’s available inventory.

[0209] Turning to Figure 17, an exemplary open RFL web page 336 displaying those
campaigns for which an open request for listings exist that match the seller's inventory. The RFL web
page 336 may include a listed summary 338 of such campaigns, a calculation of the degree of match

340, an indication of when a response is due 341, and controls 342 and 344 for requesting additional
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information about the campaign and/or controls for responding to the request for listing available to
the seller, respectively.

[0210] Upon selection of the control for responding to the listing, the RFL response tool 68
may generate a response pop up window 348 as represented in Figure 18.

[0211] The response pop up window 348 may include controls for enabling the seller to define
a discrete traffic block, including a price quote, for proposing to the buyer in response to the RFL. In
more detail, the pop up window may include: i) control 350 for obtaining seller selection of an
available inventory segment/ad placement for proposal (e.g. a record 93 from the seller’s inventory
table 92 of Figure 7b); ii) control 352 for obtaining seller price quote for the proposes discrete traffic
block; iii) control(s) 354 for obtaining a duration of the proposed discrete traffic block; iv) control(s) 356
for obtaining the volume of impressions or clicks proposed in the discrete traffic block. Such data may
fulfill the data relationships discussed with respect to the RFL response table 310 of Figure 15.

[0212] Following seller submission of a proposed discrete traffic block, it remains available for
buyer acceptance for the period specified by the buyer (e.g. until the open offer date 306 of Figure
300). Upon acceptance by the buyer, the discrete traffic block may become an open order for
fulfillment by the order management system 40 (Figure 3).

ORDER MANAGEMENT SYSTEM

[0213] Returning to Figure 3 in conjunction with Figure 1, the order management system 40
provides for serving advertising content 19 for each ad placement 12, 14, and 16 of a web page 13 in
conjunction with the Seller's web server delivering the web page 13 to the end user’s computer
system for viewing.

[0214] Turning to Figure 19, a ladder diagram represents exemplary interaction between an
end user system (e.g. a web browsers), a web server of the seller 36, the order management system
40, and an advertisement content server 351 —which may be under common control with the order

management system 40, the seller 36, or the buyer 34.



WO 2008/137576 PCT/US2008/062268

39

[0215] Step 350 represents the end user browser system generating an HTTP connection to
the URL of the web server of the seller 36 for purposes of obtaining the seller's web page 13.

[0216] Step 352 represents the web server of the seller 36 serving the web page 13. Included
within the ad placement within the seller's web page 13 is advertisement request script for driving the
end user’s browser to generate an advertisement request to the order management system to obtain
an ad impression for rendering within the ad placement. The advertisement request script includes an
identifier of the segmented ad placement. Further yet, appended to the advertisement request script
may be end user attribute data dynamically generated by the seller's web server. For example, if the
end user is a registered user, attribute data known about the end user may be appended to the
advertisement request script.

[0217] Step 354 represents the end user browser generating an advertisement request to the
order management system 40. The advertisement request may include identification of the
segmented ad placement segment 93 (Figure 7b) as well as end user attributes.

[0218] Step 356 represents the order management system 40 determining selected
advertisement content for rendering to the end user as an advertisement impression within the ad
placement within the web page content 13. A more detailed discussion of the order management
system 40 determining selected advertisement content is included herein with respect to Figure 20.
[0219] Step 358 represents assigning a unique click response URL to the advertisement
impression. The unique click response URL includes a domain name associated with the order
management system such that if the end user clicks on the advertisement impression, his/her browser
is redirected to the click response URL such that the order management system can track end user
response.

[0220] Step 360 represents associating a unique identification of the advertisement
impression (or the open order with which the selected advertisement content is included) with the click
response URL. This association may be recorded in an impression database such that when an end

user clicks on the advertisement impression and is linked to the click response URL, such end user
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action may be associated with the open order associated with the advertisement content and the
order management system can redirect the end user’s browser to the advertiser's web page.

[0221] Step 362 represents returning, to the end user’s browser, an advertisement request
which includes the click response URL to associate with the advertisement impression and an
advertisement request for purposes of instructing the end user browser to connect to a URL at which
the selected advertisement content may be obtained (e.g. an ad server 351). Such URL may be
associated with the order management system 40, the seller (for example if a fail over advertisement),
the buyer (if the buyer is serving its own advertisement content), or an independent advertisement
content server.

[0222] Step 364 represents the end user’'s browser connecting to the ad content server 351
for purposes of obtaining the selected advertisement content. This step may further include passing
the click response URL to such ad content server 351 such that it may be associated with the
advertisement content to be returned for rendering.

[0223] Step 366 represents the advertisement content server 351 returning the advertisement
content (with the click response URL) to the end user’s browser for rendering in the ad placement.
[0224] Step 368 represents the end user browser establishing a connection to the click
response URL at the order management system 40 in response to the user clicking on the
advertisement content.

[0225] Step 370 represents the order management system 40 looking up the URL of the
advertiser’s web site and step 372 represents recording the “click”. Recording the click may comprise
updated data related to fulfillment of the discrete traffic block, fulfillment of the advertisement
campaign, and updating historical records associated with the effectivness of the seller's segmented
traffic 93 (Figure 6) and the buyer’s advertisement campaign and/or advertisement content.

[0226] Step 374 represents providing a redirect to the advertiser's web site such that the end

user’s browser may connect to the advertiser's website.
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[0227] It should be appreciated that although the steps of Figure 19 represent the end user
browser obtaining advertisement content directly from the ad content server 351, those skilled in the
art will recognize that the order management system 40 may obtain selected advertisement content
from an ad contend server 351 and, in response to the ad request 354, return the selected
advertisement content (with the click response URL) to the end user browser at step 362. Such
embodiment would eliminate the need for steps 364 and 366, but create additional processing and
connectivity burdens on the order management system 40.

[0228] Turning to Figure 20, a flow chart is shown which represents exemplary steps that may
be performed for determining selected advertisement content for rendering within an ad placement 12,
14, or 16 of a seller's web page is shown.

[0229] Step 200 represents receiving an advertisement request. The advertisement request
may include identification of the segmented ad placement and/or identification of the seller's web
page, the ad placement, and end user attribute data. Additional end user attribute data may be
obtained by determining the end user’s IP address, reading a cookie on the end user’s system, and or
reading browser parameters from the end user system.

[0230] Step 202 represents generating an end user attribute record which may comprise
mapping the end user attribute data into the attribute template of the ad placement within the web
page.

[0231] Step 204 represents determining which of multiple traffic segments the end user best
fits by comparing the end user attribute record to each segment of the segmented traffic. Such
comparison may be by way of comparing, for each traffic segment, a bit register representing the end
user attribute records to a bit register representing the traffic segment. The closest matching bit
register represents the best fit segment. Ideally the match should be exact.

[0232] Step 206 represent determining the quantity of active traffic block campaigns (e.qg.
open orders) for the segment. If there are no open orders, default content, which may be recorded by

the seller, becomes the selected advertisement content at step 208.
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[0233] If there is only a single open order, the buyer’'s advertisement content becomes the
selected content at step 210.
[0234] If there are multiple open orders, load balancing between the open orders is used to

determine the selected advertisement content as represented by step 212.

[0235] For example, referring briefly again to Figure 3, if, for a particular ad placement and
segment (represented by a record of the inventory table 92) there are a total of three discrete traffic
blocks have been sold to buyers and are active, the load balancing will be amongst the three traffic
blocks.

[0236] In one embodiment, load balancing may comprise determining which open order is
farthest behind (or least ahead) on its target pace. An order’s target pace may be equal to the volume
(e.g. the purchased quantity of impressions or clicks) divided by the time period over which the
volume is to be delivered. An order is ahead of the target pace if its actual aggregate fulfillment
volume (either clicks or impressions) is greater than a target volume. The target volume is the target
pace multiplied by the number of days that have already elapsed since the start date of the period
during which the volume is to be delivered. Similarly, an order is behind the target pace if the actual
aggregate fulfillment volume is less than the target volume.

[0237] In a second embodiment, load balancing may comprise determining which open order
is farthest behind a low fulfillment threshold (or least ahead of a high fulfillment threshold). Turning
briefly to Figure 21, target pace 220 of a particular traffic block campaign (e.g. the purchased volume
divided by the duration) is represented a graph with: i) a horizontal access representing time between
the start time and end time of the duration of the discrete traffic block; and ii) a vertical access
representing fulfillment between zero actual impressions/clicks and the purchased volume of
impressions/clicks. As such, the target pace 220 is represented by a straight line from the vertex of
the two axes and a coordinate representing full fulfillment of the purchased volume at the end date of

the duration.
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[0238] The low fulfillment threshold 222 represents a fulfillment pace less than the target pace
— but approaching the target pace at the end of the duration. Similarly, the high fulfillment threshold
224 represents a fulfillment pace greater than the target pace - but approaching the target base at the
end of the duration.

[0239] The range between the low fulfillment threshold 222 and the high fulfillment threshold
224 represent an acceptable deviation from the target pace — and such acceptable deviation becomes
narrower, and approaches zero, at the end of the duration.

[0240] In this embodiment, an open order is behind the low fulfillment threshold if its actual
fulfillment volume (at the particular time during the duration) is less than the low fulfillment threshold
222. Similarly, an open order is ahead of the high fulfillment threshold if its actual fulfillment volume
(at the particular time during the duration) is greater than the high fulfillment threshold 224.

[0241] Returning to Figure 20, after selecting the advertisement content based on load
balancing between open orders (using either embodiment) at step 212 — or after selecting
advertisement content based on there being only one open order at step 210, the order management
system 40 may perform a higher value test at step 214.

[0242] A higher value test enables the order management system 40 to override traditional
load balancing between open orders and insert other advertisement content in situations where there
is excess inventory (e.g. more impressions within the ad placement and segment than needed for
fulfillment of open orders) and an opportunity to place advertisement content that is more likely to
generate revenue than the advertisement content selected at steps 210 or 212 without putting any
open order too far behind target pace.

[0243] One example of a higher value test comprises calculating eCPM for any advertisement
content for which there is a bid as filler advertisement content — preferably using Yfao. If the eCPM is
higher than eCPM for any of the open orders and all open orders are not below the low threshold, the

higher value test may result in placement of the filler ad with the high eCPM value.
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[0244] In the event that the higher value test fails, the selected advertisement content is
delivered as represented by step 218. In the event that the higher value test is passed, the higher
value advertisement content becomes the selected advertisement content that is delivered as
represented by step 216. In either example, delivering the selected advertisement content may
comprise directing the end user browser to the selected advertisement content as discussed with
respect to Figure 19.

REPORTING TOOLS

[0245] Returning to Figure 3, as discussed, the auction management system 10 may further
include reporting tools 41 which provide workflows for executing buyer and/or seller defined queries
against the data relationships discussed herein for purposes of accessing and evaluating historical
data.

[0246] Exemplary reporting may include access historical transaction data by ad placement,
individual listing and/or by seller in general with respect to (i) past winning bid prices (both for such
individual buyer and all other buyers), (ii) fulfillment of open orders following the closing of an auction
for a listing with a winning bid (both for such individual buyer and all other buyers), (iii) average CPM,
CPC, CPL, CPA or other transactional unit winning bid prices per listing (both for such individual
buyer and all other buyers), (iv) historical conversion data, including, among others, click-through rate
(i.e., total click-throughs received per thousand impressions), acquisition rate (i.e., total sales or
completion of other actions per thousand impressions), average value of a conversion (e.g., average
dollar amount of a sale in a CPA transaction) (both for such individual buyer and all other buyers), and
(v) relative comparisons of (i) through (iv) above among other sellers of similar listings (based on
listing attributes provided by sellers at the time of creation of a listing). Further, an embodiment of the
present invention will allow the additional sorting and narrowing of the historical transaction data
available above by reference to either such individual buyer's campaign(s), or all buyers' campaigns
that (i) are associated with a particular offering (e.g., performance of cell phone offers), (ii) have

particular attributes associated with such buyer campaigns (e.g., performance of a seller with respect
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to women aged 18 to 34 years old), and/or (iii) are compared to an individual campaign created by a
buyer.

[0247] Other historical transaction data with respect to buyers relating to (i) past winning bid
prices, (ii) average CPM, CPC, CPL, CPA or other transactional unit winning bid prices per buyer
creative ad unit or campaign, (iii) historical conversion data, including, among others, click-through
rate, acquisition rate, average value of a conversion (both for individual buyers and all buyers in the
aggregate), and (iv) relative comparisons of (i) through (iii) above among other buyers of similar
listings (based on product or service offerings or the creative ad unit provided by buyers at the time of
creation of a campaign). Further, an embodiment of the present invention will advantageously allow
the additional sorting and narrowing of the historical transaction data available above by reference to
either such individual buyer's campaign(s), or all buyers' campaigns, (i) associated with a particular
offering (e.g., performance of cell phone offers), (ii) having particular attributes associated with such
buyer campaigns (e.g., performance of a seller with respect to women aged 18 to 34 years old), and
(iii) by comparison to an individual campaign created by a buyer.

[0248] Although the invention has been shown and described with respect to certain
exemplary embodiments, it is obvious that equivalents and modifications will occur to others skilled in
the art upon the reading and understanding of the specification. For example, the data relationships
represented in various figures are exemplary only. Those skilled in the art will appreciate that
database design for implementation may utilize other data relationships to achieve the objectives of
the present invention. The present invention includes all such equivalents and modifications, and is

limited only by the scope of the following claims.
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CLAIMS
What is claimed is:
1. An auction management system for brokering, between a seller and a buyer, a discrete traffic

block of an ad placement, the auction management system comprising:

a traffic block definition tool providing workflows for obtaining traffic block parameters defining

the discrete traffic block, the traffic block parameters comprising:
an identification of the ad placement;
a volume parameter defining the volume of traffic included in the discrete traffic block;

at least one duration parameter defining an active time period during which the volume

of traffic included in the discrete traffic block will be provided;

an auction parameter defining an expiration time before which buyers submit offers to

purchase the discrete traffic block;

a listing search tool providing web pages displaying a listing of a plurality of listed discrete
traffic blocks, each listed discrete traffic block comprising a discrete traffic block with an expiration
time that has not yet passed, the listing including, for each listed discrete traffic block, the traffic block

parameters associated therewith;
an auction management tool for:

obtaining a buyer compensation parameter from each of a plurality of buyers

submitting offers to purchase the discrete traffic block;

designating the buyer that provided a compensation parameter meeting selection

criteria as the winning buyer;

an order management system for directing placement of buyer advertisement content
designated by the winning bidder within the ad placement for the volume of traffic defined by the

volume parameter and during the time period defined by the at least one duration parameter.

2. The auction management system of claim 1, wherein the volume of traffic defined by the

volume parameter is a predetermined quantity of advertisement impressions displayed to end users.

3. The auction management system of claim 2, wherein the order management system further
directs placement of filler advertisement content within the ad placement if placement of advertising

content designated by the winning bidder is at a fulfilment pace that is ahead of a fulfillment pace
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threshold.

4. The auction management system of claim 3, wherein:

the fulfillment pace is the aggregate of advertisement impressions displayed to the end users;

and

the fulfillment pace threshold is the total quantity of advertisement impressions included within
the discrete block divided by the active time period of the discrete block and multiplied by the portion

of the active time period that has elapsed.

5. The auction management system of claim 3, wherein:

the fulfillment pace is the aggregate of advertisement impressions displayed to the end users;

and
the fulfillment pace threshold is a high fulfillment threshold, the high fulfillment threshold being:

the total quantity of advertisement impressions included within the discrete block
divided by the active time period of the discrete block and multiplied by the portion of the active time

period that has elapsed, plus

a predetermined high threshold value divided by the active time period of the discrete

block and multiplied by an amount of time remaining before expiration of the active time period.

6. The auction management system of claim 1, wherein the volume of traffic defined by the
volume parameter is a predetermined quantity of clicks and wherein a click represents an end user, to
which an advertisement impression is displayed, selecting the advertisement impression for redirect to

a web page designated by the buyer.

7. The auction management system of claim 6, wherein the order management system further
directs placement of filler advertisement content within the ad placement if placement of buyer
advertising content designated by the winning bidder is at a fulfillment pace that is ahead of a

fulfillment pace threshold.
8. The auction management system of claim 7, wherein:

the fulfilment pace is the aggregate quantity of clicks; and

the fulfillment pace threshold is the total quantity of clicks included within the discrete block

divided by the active time period of the discrete block and multiplied by the portion of the active time
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period that has elapsed.

9. The auction management system of claim 7, wherein:
the fulfillment pace is the aggregate of clicks; and
the fulfillment pace threshold is a high fulfillment threshold, the high fulfillment threshold being:

the total quantity of clicks included within the discrete block divided by the active time
period of the discrete block and multiplied by the portion of the active time period that has elapsed,

plus
a predetermined high threshold value divided by the active time period of the discrete
block and multiplied by an amount of time remaining before expiration of the active time period.

10. The auction management system of claim 1, wherein:

at least two discrete traffic blocks may include concurrent active time periods, and

the order management system directs placement of buyer advertisement content designated
by the winning bidder within the ad placement for the discrete traffic block that is most behind a

fulfillment pace threshold.
11. The auction management system of clam 10, wherein, for each of the at least two discrete
traffic blocks:

the fulfillment pace for the discrete traffic block is the aggregate of volume fulfilled; and

the fulfillment pace threshold for the discrete traffic block is the total volume of traffic included
in the discrete traffic block divided by the active time period of the discrete traffic block and multiplied

by the portion of the active time period that has elapsed.
12. The auction management system of claim 10, wherein, for each of the at least two discrete
traffic blocks:

the fulfillment pace for the discrete traffic block is the aggregate of volume fulfilled; and

the fulfillment pace threshold is a low fulfillment threshold, the low fulfillment threshold being:

the total volume included within the discrete block divided by the active time period of

the discrete block and multiplied by the portion of the active time period that has elapsed, less

a predetermined low threshold value divided by the active time period of the discrete

block and multiplied by an amount of time remaining before expiration of the active time period.
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13. The auction management system of claim 1, wherein:

the traffic block parameters further comprise a segment parameter, the segment parameter
defining at least one attribute comprising at least one of a geographic, demographic, or behavioral

attribute; and
the order management system:

receives an attribute profile about the end user to which an advertisement impression is to be
displayed, the attribute profile defining at least one of a geographic, demographic, or behavioral

attribute of such end user; and

directs placement, as the advertisement impression, of buyer advertisement content
designated by the winning bidder within the ad placement for the volume of traffic defined by the
volume parameter, during the active time period of the discrete traffic block defined by the duration
parameter, and for which attribute profile of the end user matches the at least one attribute defined by

the segment parameter.

14. The auction management system of claim 13, wherein:

the auction management system further includes a campaign configuration tool providing a
work flow for obtaining campaign parameters defining the buyer’'s advertisement campaign, the
campaign parameters comprising at least one target traffic attribute defining at least one of
geographic, demographic, or behavioral data of end users to which the buyer desires the buyer

advertisement content to be rendered; and

the listing tool further displays an indication of match between the at least one attribute defined

by the segment parameter and the at least one target traffic attribute.

15. The auction management system of claim 13, wherein

at least two discrete traffic blocks may include: i) concurrent active time period ii) the same

advertisement region, and iii) segment parameters wherein at least one attribute is different; and

the order management system directs placement of buyer advertisement content designated
by the winning bidder for a selected one of the at least two discrete traffic blocks, the selected one of
the at least one discrete traffic blocks being the discrete traffic block with its segment parameter most
closely matching the attribute profile of the end user to which the advertisement impression will be

rendered.

16. The auction management system of claim 1, wherein:
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the traffic block parameters further comprise a buyer group parameter, the buyer group

parameter defining a plurality of private buyers; and

the listing search tool includes the discrete traffic block within the display of active

traffic blocks only if the buyer is a one of the plurality of private buyers.

17. The auction management system of claim 6, wherein the compensation parameter is a yield
weighted bid, the yield weighted bid comprising a buyer’s raw bid divided by the expected number of

impressions required to provide the predetermined quantity of clicks.

18. The auction management system of claim 17, wherein the expected number of impressions
required to provide the predetermined quantity of clicks comprises the predetermined quantity of
clicks divided by a yield factor, the yield factor comprising a value calculated by dividing a historical
quantity of clicks on the advertisement content over a predetermined period of time by the quantity of

impressions of the advertisement content over the predetermined period of time.

19. The auction management system of claim 17, wherein the expected number of impressions
required to provide the predetermined quantity of clicks comprises the predetermined quantity of
clicks divided by a yield factor, the yield factor comprising a value calculated by dividing a historical
guantity of clicks on the advertisement content within the discrete traffic block over a predetermined
period of time by the quantity of impressions of the advertisement content within the discrete traffic

block over the predetermined period of time.
20. A listing system for brokering, between a seller and a buyer, a discrete traffic block of an ad
placement, the listing system comprising:

a request for listing tool providing web pages to a buyer for obtaining campaign parameters

defining the buyer’s request for listing, the campaign parameters comprising:

at least one target traffic attribute defining at least one attribute of a target discrete

traffic block in which the buyer desires buyer advertisement content to be rendered; and

a target duration parameter defining a time period during which the buyer desires to

have buyer advertisement content rendered;
a listing response tool providing web pages to a seller for:
displaying the campaign parameters of at least one open request for listing;

obtaining traffic block parameters associated with a seller proposed discrete traffic
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block, the traffic block parameters comprising:

a volume parameter defining the volume of traffic included in the discrete traffic
block;

at least one duration parameter defining a time period during which the volume

of traffic included in the discrete traffic block will be delivered;
the request for listing tool further providing web pages to the buyer for:
displaying the traffic block parameters associated with each proposed traffic block; and

obtaining selection of at least one selected traffic block, the at least one selected traffic

block being one of the proposed traffic blocks; and

an order management system for directing placement of buyer advertisement content
designated by the buyer within an ad placement of the at least one selected traffic block for the
volume of traffic defined by the volume parameter and during the time period defined by the duration

parameter.

21. The listing system of claim 20, wherein the volume of traffic defined by the volume parameter

is a predetermined quantity of advertisement impressions displayed to end users.

22. The listing system of claim 21, wherein the order management system further directs
placement of filler advertisement content within the ad placement if placement of the advertising
content designated by buyer is at a fulfilment pace that is ahead of a fulfillment pace threshold.

23. The listing system of claim 22, wherein:

the fulfillment pace is the aggregate of advertisement impressions displayed to the end users;

and

the fulfillment pace threshold is the total quantity of advertisement impressions included within
the discrete block divided by the active time period of the discrete block and multiplied by the portion
of the active time period that has elapsed.

24, The listing system of claim 22, wherein:

the fulfillment pace is the aggregate of advertisement impressions displayed to the end users;

and

the fulfillment pace threshold is a high fulfillment threshold, the high fulfillment threshold being:
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the total quantity of advertisement impressions included within the discrete block
divided by the active time period of the discrete block and multiplied by the portion of the active time

period that has elapsed, plus
a predetermined high threshold value divided by the active time period of the discrete

block and multiplied by an amount of time remaining before expiration of the active time period.

25. The listing system of claim 20, wherein the volume of traffic defined by the volume parameter
is a predetermined quantity clicks and wherein a click represents an end user, to which an
advertisement impression is displayed, selecting the advertisement impression for redirect to a web

page designated by the buyer.

26. The listing system of claim 25, wherein the order management system further directs
placement of filler advertisement content within the ad placement if placement of buyer advertising
content designated by the buyer is at a fulfillment pace that is ahead of a fulfilment pace threshold.
27. The listing system of claim 26, wherein:

the fulfilment pace is the aggregate quantity of clicks; and

the fulfillment pace threshold is the total quantity of clicks included within the discrete block
divided by the active time period of the discrete block and multiplied by the portion of the active time
period that has elapsed.
28. The listing system of claim 26, wherein:

the fulfillment pace is the aggregate of clicks; and

the fulfillment pace threshold is a high fulfillment threshold, the high fulfillment threshold being:

the total quantity of clicks included within the discrete block divided by the active time
period of the discrete block and multiplied by the portion of the active time period that has elapsed,

plus

a predetermined high threshold value divided by the active time period of the discrete

block and multiplied by an amount of time remaining before expiration of the active time period.



WO 2008/137576 PCT/US2008/062268

1/28

Seller Auction First Buyer 34a
36 Management

System ~—-| Second Buyer 34b
10

e——»{ Third Buyer 34c |—

'——'[ Fourth Buyer 34d }—

513

19a| 20a B

12 /1 [\

= T Start = 1 June 07
End = 5 June 07

Published Content 17 Impressions = 1,000
14 X {Filler 26 |

Pop Over
19b| 20b |

Start = 1 June 07
End = 5 June 07
Clicks = 1,000

18
v v

16 19¢| 20¢c

T Start = 1 June 07
End = 5 June 07
Impressions = 500

-
Q.

20d

B Start =3 June 07 [
' End = 7 June 07
Clicks = 1,000

Figure 1



PCT/US2008/062268

WO 2008/137576
2/28
Seller Auction Fifth Buyer 34e
36 Management
System ‘—'I Sixth Buyer 34f |—
10
11a

g A
13 19e | 20e
12 Start = 1June 07 [*]
17 End = 5 June 07

o Clicks = 1,000

{51 TABP =| 28¢|
11b

r y
3 19f | 20f
12 Start = 3June 07 [
17 End = 8 June 07

§ o | Clicks = 1,000
TABP =

Figure 2



PCT/US2008/062268

WO 2008/137576

3/28

TP 9seqeleq

¢ 2.nbi4

0 wa3sAs juswsabeuely 18p10

8E SJaAleS
JUUOD) JUBWISILAAPY

T¥ s|o0L Buipoday

€7 9bed gam | Z€ 14N

| 89wy |

| 99va |||[ B85y |
| #91 ||| %re |
| ®av ||| ¥s1 |
| Z9aaL |||] TwW» |
09 s|ool J9)19s | | 0G sjoolL JaAng

€

IBAIBS GIM

0T WolsAS uawabeuep uonony

9€ 19|I8S

$E 19Ang




WO 2008/137576

4/28

Attribute Library 70

INDX Attribute Description 72
1 us

2 UK

10 New England (MA, RI, NH, VT, ME)
11 Mid-Atlantic

12 South East

13 Mid-West

14 Mountain

16 South West

17 North West

100 Male

101 -Female

102 <18

103 18 - 30

104 30 - 40

105 40 - 50

106 50 +

207 Income < 30K

208 Income 30 - 60K
209 Income 60 - 100K
210 Income 100K - 250K
211 Income 250K +

Figure 4

PCT/US2008/062268



PCT/US2008/062268

WO 2008/137576

5/28

JET

eG a2Inbi4

r-»

€T

L-p

L s
T
ec1”] b
qzee
71l | <3O arsmeu
ct Juelt
T4
{3 arswou
ougely



PCT/US2008/062268

WO 2008/137576

6/28

o[o 2.nbi4

1S9M YUON

1S9M Y3noS

uiejunop

1SOM-PI

15e3 YyInos

J1URPY-PIW

M| FT|NjO|I~N]O

(3N LA ‘HN VI ‘TH)
pue|bug maN

[4

sn

T

BT dav.i

b1T '63s

08 =anquny

uoNed0]
g

97 o1ejdwial ey




WO 2008/137576 PCT/US2008/062268

7/28

X
X
Figure 5c

e
TABP 28a | TABP 28b| TABP 28c|TABP 28d | TABP

Attribute

Location | 80
18- 30

Male
Female
<18
30 - 40
40 - 50
50 +

Bit

Traffic Template 76

1
2
3
4
5
6
7




PCT/US2008/062268

WO 2008/137576

8/28

9 2.nbi4

WET_ _
qpez Ml ] J¢EC dI 91i0id diell «
657 qgez W ) S EETR
L i E—— 99€EZ Z Q1 aWbas
h S2INQLINY 109I3S ¢ z N _ 29¢7 1 QI Juswbas
_u:wEmwm M3N 81e31) le s—A| | BCEC dI 91404d dijell a
[* ik
\A pve
S¢e ar J9||19s
pJezip 9J140.d aduyel) | 123ud) abessaly | spodsy | Juswadeld py abeuely | AJARDY BUIPS
disH | InQ 607 | JUNODY J3Ang 03 ur 607 _ UN02Y AW _ yo1easay Tmczm:_ pieoqyseg
0cz™] DWOH utew 03 juijobo / buipuelg
MO




PCT/US2008/062268

WO 2008/137576

9/28

287 11

q8z qr7

egz eIT

wudanig ar
9INquUNY Juyel] |juawbes

e/ ainbi4

ETAN4

9gee

vL

ptee

azee

qzee

eget

68 el1eg
eipaw A1

(¥4
(s)1un

Fix4
al 9|yod Jujelt

S

T€¢

98 I
1913




PCT/US2008/062268

WO 2008/137576

10/28

q/ ainbi4

0t

0007 plosun 000T Lodunf 60 dunf G| 30C
00S uado 00S [£0 3unf £ {0 dun( €| POT
00S uado 00S Lodunt gizoaung 1} 307
90T QI | G¥0T| ®e%0T qeoT BEOT| 70T [086 'dw] {B86 oD | 096 pu3 | BG6 HeIS| dal
dnosg | -dwi| 21D [pwil pul |auiL He3s [sneis g1a
$0T Juawiiyind uoipny 86 BWN|OA 96 uoneing
86 21qeL Xo0ig dujel) 838951 N_
J'qe11 971 |3€6
o'q'ert vT | PE6
21T 2T |3¢6
qrt Z7 |ag6
eTT 2T |eg6
v6 dnoio | Juawaded | ar
sansiess | uawbag 91
AOJUDAUL . v1 | Loy
76 Aojuaaug || o1
pix4 06 88| a1
QldL| uomsod| @zs
ST juswade|d pY — |
vw\ 98 a1 J9|I3S




PCT/US2008/062268

WO 2008/137576

11/28

Q a.nbi4

juswWwade|d py m>mm_ _ [9oueD) _

aoeds \
pv
91
2oeds ,,_,ummm
A"/ . \
d ----d10d --------- Y 18
.l | 00
?2Jedg \
pv ; qzszt] | ae8
J3nQ-dod !
X vvy
aoeds b1 85T A |
pY avz” dn-dod wouy uoibay ﬁm_mm_ <« U007 pY PIJBS
CT 20eds py om\NL A _ arl ajyoid u_tm#_ -9|ljoid diged] 13RS
05 ovz] | 1un / a1 a6edgem

4 :aweN (AJ0jusAu]) Juswade|d py

UONRLLIOJUT JUdBWAR|d PY

Juswade|d py a3ess)

plezipy 9)oid ded] | 1) abesse | sHodoy | Tuswee]d py obeuel | AJARDY bulyes

djoH | InQ 607 | Juno22Yy JaAng 03 uf 607

_Ezouu< >_>__ yoJeasay _ moc:m:J pieoquseq

3WOH ule 03 yulobo1 / Buipuelg

O

1) 44



WO 2008/137576

12/28

4a

™)

Buyer

0

Buyer 34

Buyer 34c¢

& Invited Buyers 130

le 128

Group ID Tab

Figure 9

PCT/US2008/062268



PCT/US2008/062268

WO 2008/137576

13/28

QT 24nbi4

BE6 I Juswbas

Q€6 @I uawbas
3€6 a1 wswbag
Jauueg Q9xg9d JU2WILd PY a

JUBWBIL|d PY «

A~ ] 14 9€6 AI Judswbas
[4°T4 19AQ-dod juswade|d pY a

sbunsy  adA) Buuspusy py  AJIOJUDAU]L PIOSUf}  SWeN JUIWIe|d PY
MIAIIDAQ [Bwen uonedlqnd]

N o

_ 3]1J01d diyesl aeal) _ _Emeum_n_ pY Map 2)esl) _

sBuISI] %20ig dwed] 931340s1g abeuel / 31ealD

plezip Bjyo.d el | 493uad) abessap | spodey | TUsWwRde|d py ebeuel | AnAnoy bui)es

diaH | In0 607 | Junoddy JaAng 03 ug 607 _ N0V AW _ yoJeasay _ sbunsn _ pieogyseq

BWOH uiely 03 yuobo / buipueug

X&—

a

14"

91

09¢



PCT/US2008/062268

WO 2008/137576

14/28

qoT a.nbi4

LSS 8¢ 0 1L0'T 0 sabesany
L5€'8 89S 0 §90'91 0 s|elol
¥eS 192 0 T40'T 0 L002/L0/12
174 192 0 1401 0 £002/L0/0¢
ves 1L 0 1401 0 £00Z/L0/61
vZs 9 0 1401 0 £00Z/£0/81
¥2S 192 0 1401 0 L00Z/L0/LT
¥2S T 0 10T 0 L00T/L0/91
¥2S ¥4 0 10T 0 £002/L0/ST
74 112 0 10T 0 L00T/L0/¥T
G6S 0 0 10T 0 L00T/L0/€ET
S6S 0 0 TL0'T 0 £00Z/L0/21
G6S 0 0 TL0'T 0 L00Z/L0/1T
S6S 0 0 140'T 0 £002/L0/0T
G665 0 0 120'1 0 £00Z/L0/60
865 0 0 120’1 0 L002/L0/80
565 0 0 1407 0 £002/L0/L0
(spuesnoyy) | (spuesnoyi) (spuesnouyy) (spuesnouy}) (spuesnoyl) BIE
88E plosun [ 98E pepiwwo) | $8E Atojuaaul | Z8E€ (pataappun) | 08€ s19plO 31eq
papafold | 19A 10N ‘paisn | paniwwo) J3pJ0 U0 paiaAlleQ

9/€ yod

9y AlojusAu]




WO 2008/137576 PCT/US2008/062268

15/28

2
[ |
% 3
\ S Wl e v
\ I 5 §E
A N\
‘%N' \ Te @%ﬁ

394



PCT/US2008/062268

WO 2008/137576

16/28

POT ainbi4

7Y Buijey /eweuiasn (1 dnouo Juswbas adyed]) T Juswdeld Py
ulwog by/11 2000°0T$  £0/8/5-£0/1/S 1D 000't ¥ dweN bunsn

[ Buney/eweuiasn (T dnouo Juswbas dd1el]) T Juawadeld py
sinoy € Ev/vT J000°0T$  £0/8/5-£0/1/5 SHMD 000'T € swen bunsn

WY SIUDAD /WO PHOMINLIIPUOM MMM //:dNY YN

N Buney/Aweulasn (T dnouo Juswbas adiyedl) T JusWe|d pY
uw €€ €s/e1 J000°0T$  £0/8/5-£0/1/S ,S¥MD 000°T .z 2weN bunsi

A ] Buney/eweultasn (1 dnouo Juswbas ad1yel]) T Juswade|d Py
uw 0g EP/1T 000°0T$  £0/8/5-L0/1/S ,SHMD 000'T T dwen bunsi

JLUIY BWOY /WO PHOM|NLIDPUOM  MMM//:d1Y :TUN

Buluieway  sieyNeM pig doy pu3/ueis judwade|d
swil uopony  /spig Jo # juaun) Penuod Jyjell pv

NwN\(_ Buis man Bmw&
sbunsi pandx3 | sbunsi buipuad | SBURSHT SAIPY

_ S19pI0 Tmc_um_._

[dweusasn] swodom

pJezip 914014 adged] | 193us) abessal | spoday | Juswadeld py abeueyy |

TAIOY DUTISS

diaH | IO 607 | 3unoYy JaAng o3 u o

T::ouue. >_>L {12953y _ sbuisn _P_monsmmo

SWOH ulel 03 yuiobo / buipuelg

XM

r0¢

08¢



PCT/US2008/062268

WO 2008/137576

17/28

TT 2.nbi4

0¢

0¥ - 0g| SOT
0€-8T| €01 1501
alewad4| 10T paseya.ind
— T uad
___ SInqHmv | XANI BST 1N BT | %51 | <ot O —
PHT SeInquNy 1ebieL asuodsay | juauo) | szis (a1 py IO | dwi sme3s oL ar| d
|
N_ 05T JUSIU0D) JUBWSSIUAAPY SWNJOA ! v ald
N_ 9T dlqeL xooig dyel) |P_
ﬂ e ——
D | dwr|3oy) | dwp|SHT seandefqo| ST | 321D | dwi| pul | Heis| FEQI| BET QI XANI
5T 95T SWNIOA eipa AudAlag | 196png 25T oWNOA | OFT UOREING dnous) [ubiedwed
udwyngd | paseydund bue) 1obuel

PET 9|qel ubledwe)

9tl



WO 2008/137576

18/28

Compare Target Duration to
DTB Duration

v

Compare Target Attributes to
DTB Attributes

¥

Compare Delivery Media Objectives to
DTB Delivery Media Data

¥

Compare Transaction Type/ Cost Goals to
DTB Volume

)

Compare Buyer Identification to
Buyers Associated with Group ID of DTB

L~

v

Sort and Display Available DTBs

Figure 12

PCT/US2008/062268

162

164

166

168

169
170



PCT/US2008/062268

WO 2008/137576

€T 2.nbl4

WS ‘HOT ‘QZ :uondny up Yyajwil  19pesy J33uaD 151l SA0QY :U0Ked0T pY g
L@ WdD bT$ :350D 9AIAY3 €5p15T Aeidsiq :adA) py pzoE
O.HM\ : T— inlre /2t inlr/r u—_OU abp H 0\omw
SHeied 00v'T$ aI1es
/
suoissasdwi 000’tT § _H_ abeuw 9bew | misn
] ] | s ¥ snemomm— |
WS ‘HOT ‘az :uonony D PV
: WdD bT§ 13udwadeld py abed juswadeld py  dbedawoH § 1 “< ~Tzos
ore] || m__wuwo Biu0) | abedl! || %¢8
- 00%'1$ :pig JuadIn) "JU] 'sJap|ing SWOH pug :3weN I3||3s
suoissaidw] 000’1 :uonpesuesy SJ9p|ing SWOH puz :sweN Guiisiy
e WS ‘HOT ‘az :uomdny uj yaJwil  J9PesH 4B ISiiJ SAOQY :uonedo py g
W L L pig WdD ¥1$ :150D 2AIDRY] cop1gZ Aeidsiq adAL py ~qzo¢
~0TE] [ | spesaq T1:splaJo#  LO/1€/CT - LO/1/1 :pua/uels penuo) | abed (| %E9
- 00%'T$ :p1g Jua.uN) "JU] ‘SI3pjing SWIOH puz :dWeN YIRS
suoissaldwi QQ0’'T uonoesuel) siop|ing aWOoH puz :3weN builsiy
WS ‘HOT ‘QZ :uondny ur Yyajwil  I9PesH 193u3) 1Sil4 SAOQY :U0IIEeI0T PV g
i WdD ¥T$ 11500 anPIY3 €571 Aeidsiq :adAL py ez0€
01¢] sie1aq TT:spigjo#  LO/TE/ZT - LO/1/1 ‘pu3/mels penuo) | abedl] || %68
- oovrnw .pi1g uouInN) golli) ~m._w_u__:m SWOH pug 3WBN I9[}eS
suoissaidw] 000t :uonoesuesy S19p|ing 2QWOH pug :3weN buiisi
L v 4 -
80¢ 90¢ R
(synsay xx jo 2) [1 swen pv] yo1ew
09 |@r ] 03 dwing
Buipuadsage Buipusddsyo :18pIQ HOS [A] 7 :Ag U0S
00€”]
Xo—




PCT/US2008/062268

WO 2008/137576

20/28

T 24nbi4

0Z7 awiL |BTT 6T Al |$E aI PrT1 9MSqoM PTIT WA XD | TTT 61 dl (29
paudxa | pig | 3uazuo) |1ahng pue Ju3juod Pig 3uuo) I
MP’ 19AN
91T a|qeL pig 91 i 8
41_ 017 s|9qeL pig N_

0001 _u_Om:: 0001 LOBUNL 6|0 BUNC G| 30C

00S uado 00S [20o3ung 2|0 aunt €| POC

008§ uado 009 Losunggizoaungc 1| 30¢

907 QI {G¥0T "dwl | e%0T AD £0T ¢0T |G86 dwr |ege 21D | q96 pul | B9 HeIS| Al

dnos 0T Juawying | WL PUI |SMEIS 86 QWN|OA 96 uoneing | 180

081

(4]}

86 9/qEL %00/g JJel L 318.051Q

0¢



PCT/US2008/062268

WO 2008/137576

21/28

GT 2inbi4

483
mmm mﬁw G8TE MWD | BBTE dwr | G9TE pu3 |B9TE Ue3s YIE| €TE|XaNI
Palay | |30n 8T aWn|0 9T¢ uonesn ar ar
/ ¥dadoy 8Tt oA 91¢ uohend AIOJUDALT | J9)19S
0TE 3|qeL asuodsay 14y |F_
9€T
90¢ P0E ﬁ NI dw | dwi ﬂq mﬂ 1D dwi| pu3g ppes %me mwaﬂe XANI
8leq | suijpesq {uondQ 1 gpT PONIPRIG0 | 380pNg 70T OpT | 9no4D |ubleawed
1340 PSu0dseY | 1Y huawyyng | swnjon 1PN awn|oA | uoneing
u=do peseyung | Aemied 1bieL | 1968l

¥ET 9|qeL ubiedwe)

00¢€




WO 2008/137576 PCT/US2008/062268

22/28

Compare Seller's Segment,
Blueprint(s) to Target Attributes 326
)

Compare Media Data of Seller's
Inventory to Delivery Media Objectives 328
¥

. Compare Seller's Available Inventory
to Type and Cost Goals 330
v

| Sort and Display Open Request for Listings 32

Figure 16
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Receive Advertisement Request
- Webpage ID
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Determine Tr;ffic Segment LVZO"'

206
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Campaigns

Default Content Ad Content of
is Selected Ad Active Traffic
Content 208 Block Campaign
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Figure 20
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Total Clicks on Ad Content - within Traffic Segment

Yfao = Total Impressions - All Traffic Segment
Figure 22a
Yfa = Total Clicks on Ad Content - All Traffic Segment Placements

Total Impressions - All Traffic Segment Placements

Figure 22b

_ __Total Clicks - All Content within Campaign within Traffic Segment
Total Impressions - All Content within Campaign within Traffic Segment

- Figure 22c¢

Total Clicks - All Ad Content within Campaign
Total Impressions - All Ad Content within Campaign

Figure 22d
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