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ABSTRACT 

A data processing system enables a network of intercon 
nected public access computers (250) to act as a continuous 
transactional exchange for electronic advertising. The system 
customizes paid advertising, enabling dynamic pricing and 
price discovery. The system provides extensive real-time 
tracking which Supports a hybrid pay for performance model 
as well as a process for multi-stage optimization. 
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ONLINE MEDIA EXCHANGE 

CROSS REFERENCE TO RELATED 
APPLICATIONS 

0001. This application claims the benefit of U.S. provi 
sional application 60/206,944, filed 25 May 2000, the content 
of which is incorporated by reference. This application claims 
the benefit of International Application number PCT/US01/ 
16927 having an international filing date of 24 May 2001. 

BACKGROUND 

0002 The explosion of Internet activity over the past few 
years has created enormous growth for advertising on the 
Internet. The current market is however is very fragmented 
(many buyers and sellers who cannot find each other), inef 
ficiencies and non-transparency exist (trading information, 
especially pricing information is often hidden from the par 
ticipants). 

0003. The Internet operates on a client/server model. In 
this model, a client computer communicates with a server 
computer on which information resides and the client com 
puter depends on the server to deliver requested information 
and services. These services may involve handling incoming 
and outgoing email, providing advertisements, and conduct 
inge-commerce. Other examples of these services are search 
ing for information and sending it back to the client (Such as 
when a database on the Web is queried), and delivering web 
pages for a web site. The servers (also known as hosts) are 
usually more powerful computers that store the data and 
databases. 

0004) The web sites that make up the World Wide Web 
need to have unique locations so that a client computer can 
locate them to request services such as retrieving email, files, 
web pages, and other information. The unique identifier for a 
host computer is called an IP (Internet Protocol) address and 
the unique identifier for a web site (web page) is called the 
URL (Uniform Resource Locator). A URL indicates where 
the host computer is located, the location of the web site on 
the host, and the name of the web page and the file type of 
each document, among other information. 
0005. A common form of Internet advertising is known as 
banner ads. These banner ads are frequently seen stretching 
across the top of a web page. Many large sites, such as Alta 
Vista, Yahoo, and CNN, host banner ads. Typically, there are 
three parties involved in making banner advertising work. 

0006 An advertiser is someone trying to build a brand 
name (branders) or to sell a product or service (direct mar 
keters). For example, the marketplace knows that Dell sells 
computers and Price Waterhouse sells accounting services. 
Advertisers develop individual ads or groups of coordinated 
ads called campaigns. The text and artwork comprising an ad 
are known as the ad copy and creative respectively. Advertis 
ers need to have these ads distributed so that consumers will 
see them. For this distribution, they rely on publishers. 
0007. A publisher provides content that consumers want 
or need. For example, the New York Times provides news, 
ZDnet provides computer information, Disney's Go Network 
provides entertainment content. Content attracts consumers. 
Publishers make space available next to their content to sell to 
advertisers. 
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0008. In this context, a consumer is anyone with Internet 
access. Such as a web browser. A consumer visits a site to see 
the content provided by the publisher. While there, the con 
Sumer is attracted to an ad and clicks on it to see more 
information. The act of clicking normally directs the consum 
er's browser to the advertiser's web site, as shown in FIG. 2. 
There, the consumer can find information, register to get even 
more information, download trial software, or purchase mer 
chandise. Advertisers get paying customers resulting from the 
distributed ads. Publishers get paid for their ad inventory. 
Consumers get content (often paid for by the advertisers). 
2.1 Advertising Trading Models 
0009. In traditional advertising, there is one primary way 
to sell advertising space Such as a column in a newspaper, a 
page in a magazine, a radio or television spot, or a billboard. 
An advertiser may buy five column inches, a quarter page, or 
a 30 second spot. In all cases, the space for an advertisement 
is bought and sold. 
0010 Internet advertising started out in much the same 
way. The primary space on the Internet for advertising is the 
impression. An impression refers to a consumer viewing an 
adon a publisher's page. Iften consumers visit the same page 
and see the same ad, then ten impressions have been deliv 
ered. To make advertising more effective, the banner for a 
particular page usually rotates. This means that one of many 
different ads may appear each time the web page is viewed. 
Since the value of a single impression is Small, a deal between 
a publisher and an advertiser may involve millions of impres 
sions. The cost for this space is known as cost per thousand 
impressions or CPM. CPM rates range from just a few dollars 
to several dollars. However, the Internet provides a unique 
opportunity for trying other models of selling advertising 
space, and other models have already begun to emerge. Three 
different models are discussed below, CPM, CPA, and 
Inverted CPA. The following figure (FIG. 12) describes the 
abstract steps followed in each model, and thus highlights 
their differences. 

2.2 CPM Model 

0011. The goal of advertisers is sales and/or branding. The 
goal of the publishers is to sell their ad inventory at the best 
price. Buying and selling ad inventory according to impres 
sions is a legacy of traditional advertising media, where it was 
difficult or impossible to measure the effectiveness of the 
advertising. The price a publisher can charge is affected by the 
perceived effectiveness of the advertising. For example, pub 
lishers can say that their audience includes some number of 
people with some specified characteristics. These people are 
assumed to be likely to buy the particular product being 
advertised. Advertisers currently predict the effectiveness of 
the advertising using historical data, test marketing, and 
guess-work. This is then used to predict return-on-investment 
(ROI) and to negotiate terms with a publisher. The negotia 
tions are complicated by inconsistencies in definition (e.g., 
when, exactly, is an impression considered to be delivered), 
and the need to qualify ad delivery by parameters including: 

0012 1. Guaranteed delivery of a specific number of 
impressions within a certain time. 

0013 2. Frequency (how many times a single viewer 
will see the ad in a certain period). 

0014) 3. Location of the ads on a site and within a page. 
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0015 4. Target audience specification. Note that pub 
lishers cannot guarantee that only the desired audience 
will see the ads to a consumer viewing an ad on a pub 
lisher. In order to have some control over their ROI in the 
CPM model, advertisers are forced to contractually obli 
gate publishers to deliver their ads according to these 
specific parameters. 

0016 On the other hand, publishers need to estimate how 
much of their available inventory matches the advertiser's 
specifications so that they know how much to sell. This is not 
always easy, since the categories are overlapping. Publishers 
should implement tools and processes to satisfy advertisers 
that the requested specifications are being met. This involves 
choices of ad serving technology, gathering data about their 
audience, and organizing the layout of their pages. To main 
tain control over their site and audience, publishers impose 
constraints on advertisers regarding the size, type, and ani 
mation qualities of their creative executions. Publishers are 
concerned that their audience will be alienated by ads that are 
too distracting or slow to load. 
0017. The traditional CPM approach leads to a short-term 
misalignment between the interests of the advertisers and 
those of the publishers. Once a publisher has sold their inven 
tory to an advertiser, they are less concerned about the effec 
tiveness of the advertising. They have less motivation to help 
the advertiser be more effective. Of course, in the long run, 
publishers should be concerned. If the advertising on their site 
is continually ineffective, advertisers will be reluctant to 
place ads on their site. 
0018 Typically (see FIG. 12), the steps involved in the 
CPM buying model are: 

0019 1. The advertiser approaches publishers with a 
request for proposal, or a publisher approaches advertis 
ers with a rate card. In either case, this is a proposal to do 
business. 

0020 2. The advertiser and the publisher negotiate on 
the specific terms for the deal. In all media, this is a 
complicated process. 

0021 3. After the deal is consummated, the advertising 
space is used as contracted. 

0022 4. After the advertisements appear, the advertiser 
pays for the delivery. 

0023 The Internet has made it easier to determine the 
effectiveness of advertising. The possibility of directly mea 
Suring actions and associating these actions with a particular 
advertisement creates a powerful mechanism for aligning the 
interests of advertisers and publishers. Such a model would 
alleviate or eliminate much of the complexity associated with 
the CPM model. 

2.3 CPA Model 

0024. Another way for advertisers to pay publishers is on 
a performance basis, that is, the cost per action (CPA) model. 
Under this model, the advertiser only pays when the adver 
tising generates a measurable result. Today, many CPA deals 
measure performance by counting the click-throughs that a 
particular ad generates. A few services, including the system 
of the present invention, measure events beyond the click, 
Such as registrations, Software downloads, and sales. 
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0025 Selling advertising media on a per-action basis 
aligns the interests of both the advertisers and the publishers. 
Publishers are motivated to do whatever they can to improve 
the effectiveness of the advertising. This type of payment 
works best with direct marketers who are trying to achieve 
Some measurable response, rather than branders who are only 
trying to increase name recognition. 
0026. Typically (see FIG. 12), the steps involved include: 
0027 1. A publisher offers ad space to advertisers at a 
particular performance rate. 

0028 2. Advertisers accept the offer. 
0029) 3. The ads are run, and the performance is mea 
Sured. 

0030 4. Advertisers pay for the results measured. 
0.031) The CPA model shifts risk from the advertiser to the 
publisher. If the advertising does not work, the publisher does 
not get paid. The conventional CPA model does little to com 
pensate the publisher for the additional risk. The inverted 
CPA model, described below, addresses this issue. 

SUMMARY 

3.1 Inverted CPA Model 

0032). In the CPM and conventional CPA models, adver 
tisers select from a pool of publishers competing for their ad 
dollars. To compensate the publisher for accepting the addi 
tional risk of CPA payment, the inverted CPA model provides 
publishers with a pool of advertisers to choose from, and 
provides publishers with further control over the advertising 
that is placed on their site. In the CPM model, publishers are 
not concerned about the particular advertisements that are 
placed on their site, as long as they do not contain objection 
able material. 

0033. In the inverted CPA model, publishers choose which 
media (e.g., ads) they want to appear on their site, because 
they will get paid only if those ads are effective. The effec 
tiveness of the media may be measured using CPM, CPA, 
CPC, and the like. 
0034. In the inverted CPA model, the present invention 
inverts the traditional roles of buyer and seller. In the CPM 
and CPA models, price negotiation begins with publishers. In 
the inverted CPA model, it begins with advertisers. Advertis 
ers create offers comprised of the creative and the price they 
are willing to pay for any action that may result. These offers 
are listed on the exchange system. Publishers review these 
offers and select the ones that are most appropriate. Thus, the 
commodity that is bought and sold on the exchange system is 
really a promise by the advertiser to pay for the actions 
resulting from a publisher placing the ad on their site. 
0035) The abstract steps (shown in FIG. 12) are: 
0036 1. An advertiser offers to pay publishers at a par 
ticular performance rate. 

0037 2. Publishers accept offers. 
0038. 3. The serving of the creatives occurs pursuant to 
specified constraints including time, Volume, monetary 
amount and the performance is monitored. 

0039 4. The advertiser pays for the results measured. 
The Internet provides the environment in which these 



US 2010/0082439 A9 

various models can co-exist and compete with each 
other. The competition will strengthen and reward the 
Successful models. Multiple competing models may 
continue to exist, each serving their own market niche. 

0040. The method and system of the present invention 
introduce an exchange (like NASDAQ), coupled with a 
unique business model, to this chaotic market. The exchange 
reduces fragmentation by providing aggregation, increases 
efficiency by providing commoditization, and creates trans 
parency by providing unbiased market-determined pricing. 
The method and system of the present invention change the 
current sales paradigm by inverting the traditional sales of 
buyers and sellers. Advertisers make offers that publishers 
can accept or reject. The system, based on the delivery of 
results flowing from the actions on the ads rather than the 
mere renting of the ad space, aligns the interests of both 
advertisers and publishers to further energize the market. 
0041. In one embodiment, the “many to many environ 
ment of the exchange system of the present invention creates 
a potentially unlimited number of registered Advertisers with 
the ability to make potentially unlimited numbers of variable 
offers to compensate a potentially unlimited number of reg 
istered Publishers for actions performed as a result of media 
run on Publishers sites. The Exchange environment com 
moditizes the buying and selling of advertising because any 
party involved can alter its position at any time. For example, 
Advertisers with accepted offers running on Publisher sites 
can modify the terms or withdraw the offers completely from 
the exchange floor at any time. Similarly, Publishers running 
accepted offers on their sites can remove the ads from the sites 
and replace them with offers from any Advertiser on the 
Exchange at any time. The “contracts' created are liquid in 
that there is no fixed duration, no fixed Publisher space that is 
actually acquired and no fixed price in that either party can 
modify price or withdraw/reject the offer. Therefore, by com 
moditizing the media, the method and system of the present 
invention allow for creation and termination of many one-to 
one contracts between parties in a many-to-many environ 
ment, all in real-time. The system is capable of keeping the 
identity of the publishers anonymous to the advertisers. Also, 
the identity of the publisher may be made known to the 
advertisers so that certain offers may be targeted to specific 
publishers. 

0042. Furthermore, the combination of the exchange and 
trading model brings hitherto non-participating players into 
the market. This releases hidden liquidity and increases the 
market several fold. Reluctant advertisers are emboldened to 
participate in a predictable, risk-free environment. Publish 
ers, even tiny ones, can generate revenue from their under 
utilized ad inventory without the need of a sales force. An 
extremely low cost of entry encourages experimentation and 
participation by both advertisers and publishers regardless of 
their size. The exchange provides feedback loops and utilizes 
network effects to fuel an exponential growth of transactions. 

0043. In one aspect, the system operates like a commis 
sions exchange where the fair market value of a commission 
is discovered. According to this view, publishers are consid 
ered as affiliates or as a dynamic outsourced sales force for an 
advertiser/merchant. These affiliates or resellers are paid pri 
marily by a commission on the sales they generate. Typical 
affiliate sales programs have previously been static and long 
term. The exchange allows the affiliate relationship to be 
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dynamic, and hence responsive to changing conditions in 
real-time. Publisher/Affiliates can simultaneously have rela 
tionships with several merchants at the same time and can 
dynamically adjust these relationships to maximize their 
yield. Moreover, because the prices being paid are deter 
mined by Supply and demand, the commission is not fixed and 
reflects the fair market value of the relationship. 
0044) In one aspect, the system operates like a commis 
sions exchange where the fair market value of a commission 
is discovered. According to this view, publishers are consid 
ered as affiliates or as a dynamic outsourced sales force for a 
advertiser/merchant. These affiliates or resellers are paid pri 
marily by a commission on the sales they generate. Typical 
affiliate sales programs have previously been static and long 
term. The exchange allows the affiliate relationship to be 
dynamic, and hence responsive to changing conditions in 
real-time. Publisher/Affiliates can simultaneously have rela 
tionships with several merchants at the same time and can 
dynamically adjust these relationships to maximize their 
yield. Moreover, because the prices being paid are deter 
mined by Supply and demand, the commission is not fixed and 
reflects the fair market value of the relationship. 
3.2 Inverted CPA Advertising Exchange 

0045. The system “inverts” the traditional CPM and more 
recently adopted CPA models (the “inverted CPA model”) to 
“commoditize' advertising space and create a highly efficient 
method of business via an exchange. This section outlines 
how the exchange works. The idea of using an exchange to 
obtain a high degree of trading efficiency has already gained 
wide exposure on the Internet. For instance, Chemdex(TM) 
trades bulk chemicals, Band-X(TM) trades Internet band 
width, FastParts(TM) trades electronic parts, and National 
Transportation Exchange trades available cargo space on 
trucks. 

0046) The invention implements a centralized exchange 
(see FIG. 13), preferably as a website. Advertisers and pub 
lishers join the service by first registering. Advertisers 
describe their demographic, psychographic, geographic, and 
economic requirements in an offer. Similarly, publishers 
describe the demographic, psychographic, and geographic 
parameters of each page, area, or channel of their website. As 
shown below, through the system advertisers are able to 
instantly submit for viewing by all publishers any number of 
offers on the exchange. Advertisers may also instantly 
remove offers from the exchange, even though Such offers 
may have already been accepted by and served on publisher 
sites. Similarly, publishers may instantly accept and, through 
the system, begin serving the media on their sites, as well as 
instantly reject any and all previously accepted offers. The 
system tracks the actions performed for the advertisers for 
each and every offer, and resultant compensation due to the 
publishers for each and every offer. The advertiser can specify 
incentives that include distribution fees (CPM-based), click 
through fees (CPC-based), lead generation fees (CPL-based) 
and action-related fees (CPA-based). Publishers are compen 
sated for events generated at the rate specified by the adver 
tiser incentives. For instance, advertisers may want to sell 
different products, test different creative ads, or try a variety 
of different incentive levels. Publishers are able to review and 
accept those offers in real time via the exchange. As soon as 
an offer is accepted, the system starts serving the correspond 
ing ad, which appears on the publisher's page(s). A single 



US 2010/0082439 A9 

offer can be accepted by as many publishers as are registered 
on the exchange. This is a Substantial enhancement for adver 
tisers as it extends the reach of the ad and increases the 
likelihood that the media will achieve the desired actions, all 
without risk to the advertiser. Since advertisers only pay for 
results, there is little to no concern about how many or which 
Publishers accept the offer(s) placed on the Exchange. To the 
publisher, the exchange facilitates the liquidation of unsold 
inventory at no additional incremental cost thereby optimiz 
ing the advertising revenue yield for a website. In addition, 
the exchange brings potentially undiscovered advertisers (or 
advertisers willing to pay only via the exchange system) to 
publishers for no added cost. The result is an efficient liquid 
market on both sides. An exemplary process is depicted in 
FIGS. 3-9. 

0047 The inverted CPI model shifts risk and aligns the 
interests of all parties. Since advertisers pay only for effective 
advertising, their risk is—reduced and their return on invest 
ment (ROI) is predictable. The inversion brings advertisers to 
publishers, making an expensive publisher sales force unnec 
essary. 

3.3 Value Proposition 
0.048. The invention provides multiple benefits to both 
advertisers and publishers. The exchange system saves time, 
effort, and money for all participants. It also provides oppor 
tunities for optimization that have previously been unavail 
able. The exchange system also adds value for advertisers and 
publishers by substantially increasing their efficiency in three 
ways: 

0049) 1. The exchange's central marketplace brings 
together advertisers and publishers with complementary 
requirements. 

0050 2. The structured commodity allows for the 
immediate consummation of deals, rather than a time 
consuming and expensive bilateral negotiation. 

0051 3. Price discovery provides advertisers and pub 
lishers with the security that they are dealing at a fair 
market price. 

0.052 One aspect of the present invention is a method and 
system providing a dynamic real-time automated exchange 
for buying, selling and trafficking commoditized media while 
providing real time performance reporting and buyer/seller 
optimization modules. Once a contract between an advertiser 
and a publisher is established, the system and method of the 
present invention automates the advertiser-publisher relation 
ship by trafficking media (such as serving ad banners), track 
ing related activities (such as sales, leads generated or click 
through), providing media or inventory performance 
feedback, monitoring and detection of fraud as well as the 
collection and distribution of commissions. This aspect also 
describes a web-based, business-to-business, e-commerce 
infomediary for the Internet advertising market. 
0053. In one embodiment of the present invention, the 
Internet interface devices 220a-220m typically include a cen 
tral processing unit (CPU) 223 for processing and managing 
data; and a keyboard 224 and optionally, a mouse or a point 
ing device 225 for inputting data. A main memory 227 Such as 
a Random Access Memory (RAM), a video memory 228 for 
storing image data, and a mass storage device 231 such as a 
hard disk for storing data and programs are also included in a 
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typical personal computer (PC). Video data from the video 
memory 228 is displayed on the display screen 230 by the 
video processor 229 under the control of the CPU 223. A 
communication device 232, Such as a modem or a wireless 
communication device, provides access to the Internet 221. 
Optionally, one or more of Internet interface devices 220a 
220m may be connected to a local network 234. An Input/ 
Output (I/O) device 226 reads data from various data sources 
and outputs data to various data destinations. In some 
embodiments of the present invention, the Internet interface 
devices may be simplified for cost and space purpose to omit 
one or more of the above components. For example, one or 
more of the mouse, keyboard, and disk may be omitted or 
combined with other components to achieve lower cost or 
smaller size. Servers (hosts) 222a-222m are also computers 
and typically have architecture similar to the architecture of 
Internet interface devices 220a-220m. Generally, servers dif 
fer from the Internet interface devices in that servers can 
handle multiple telecommunication connections at one time. 
Usually, servers have more storage and memory capabilities, 
and higher speed processors. Some servers (hosts) may actu 
ally be several computers linked together, with each handling 
incoming web page requests. In one embodiment, each server 
222a-222m has a storage medium 236a-236m, such as a hard 
disk, a CD drive, and the like for loading computer software. 
When a software such as the software responsible for online 
media exchange according to the present invention is loaded 
on the server 222a, an off-the-shelf web management soft 
ware or load balancing software may distribute the different 
modules of the software to different servers 222a-222m. 
Therefore, in one embodiment, the computer program 
responsible for executing the present invention resides on one 
O. O. SWS. 

0054 An exemplary web site location 235 is shown on 
server 222a in FIG. 1. In one embodiment of the present 
invention, the advertisers and the publishers interact with the 
system by accessing web site 235 as described below in more 
detail. The web site 235 has a unique address that is used by 
the users to access server 222a (in this example) and the web 
site location on the server 222a. The computer software for 
executing the steps of the present invention may also reside on 
the web site 235. 

DESCRIPTION OF THE DRAWINGS 

0055 For as better understanding of the nature, objects, 
and processes involved in this invention, reference should be 
made to the detailed description taken in conjunction with the 
accompanying drawings, in which: 
0056 FIG. 1 illustrates a client-server computer network 
(e.g., the Internet) constructed in accordance with an embodi 
ment of this invention. 

0057 FIG. 2 illustrates an example processing operation 
to server and track advertisements in accordance with an 
embodiment of this invention. 

0058 FIG. 3 illustrates an example user interface process 
that an advertiser executes in accordance with an embodiment 
of this invention. 

0059 FIG. 4 illustrates an example processing operation 
that an advertiser executes in accordance with an embodiment 
of this invention. 

0060 FIG. 5 illustrates a processing operation for an 
advertiser from the exchange operator's point of view in 
accordance with an embodiment of this invention. 
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0061 FIG. 6 illustrates an example user interface process 
that a publisher executes in accordance with an embodiment 
of this invention. 

0062 FIG. 7 illustrates an example processing operation 
that a publisher executes in accordance with an embodiment 
of this invention. 

0063 FIG. 8 illustrates a processing operation for a pub 
lisher from the exchange operator's point of view in accor 
dance with an embodiment of this invention. 

0064 FIG. 9 illustrates a processing operation for billing 
and accounting in accordance with an embodiment of this 
invention. 

0065 FIG. 10 illustrates an example system architecture 
which may be used in accordance with an embodiment of this 
invention. 

0.066 FIG. 11 illustrates processing operations under 
taken by advertisers, publishers, and the exchange operator in 
accordance with an embodiment of this invention. 

0067 FIG. 12 illustrates several advertising negotiation 
and payment models in accordance with an embodiment of 
this invention. 

0068 FIG. 13 illustrates a processing operation for a 
many-to-many exchange in accordance with an embodiment 
of this invention. 

0069 FIG. 14 illustrates how dynamic pricing influences 
impression Volume and reach of an advertisement in accor 
dance with an embodiment of this invention. 

0070 FIG. 15 illustrates a system architecture in accor 
dance with an embodiment of this invention. 

0071 FIG. 16 illustrates a exchange website architecture 
in accordance with an embodiment of this invention. 

0072 FIG. 17 illustrates a detailed website architecture 
specific to advertisers in accordance with an embodiment of 
this invention. 

0.073 FIG. 18 illustrates an example advertiser home page 
graphical user interface inaccordance with an embodiment of 
this invention. 

0074 FIG. 19 illustrates an example offer management 
web page in accordance with an embodiment of this inven 
tion. 

0075 FIG.20 illustrates an example offereditor web page 
in accordance with an embodiment of this invention. 

0.076 FIG. 21 illustrates an example banner management 
web page in accordance with an embodiment of this inven 
tion. 

0077 FIG. 22 illustrates an example banner editor web 
page in accordance with an embodiment of this invention. 
0078 FIG. 23 illustrates an example URL management 
web page in accordance with an embodiment of this inven 
tion. 

0079 FIG. 24 illustrates an offer state transition diagram 
in accordance with an embodiment of this invention. 

0080 FIG. 25 illustrates a contract state transition dia 
gram in accordance with an embodiment of this invention. 
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0081 FIG. 26 illustrates a physical network diagram in 
accordance with an embodiment of this invention. 

0082 FIG. 27 illustrates a system architecture in accor 
dance with an embodiment of this invention. 

0083. Like reference numerals refer to corresponding 
parts throughout the several views of the drawings. 

DETAILED DESCRIPTION 

0084 FIG. 1 shows a block diagram of a typical Internet 
client/server environment used by advertisers, publishers and 
consumers in one embodiment of the present invention. Inter 
net interface devices 220a-220n are connected to the Internet 
221 through the communication links 233a-233n. Optionally, 
a local network 234 may serve as the connection between 
some of the Internet interface devices 220a-220n, such as the 
Internet interface devices 220a and the Internet 221. Servers 
222a-222m are also connected to the Internet 221 through 
respective communication links. Servers 222a-222m include 
information and databases accessible by Internet interface 
devices 220a-220m. In one embodiment of the present inven 
tion, a computer program for online media exchange resides 
on at least one of the servers 222a-222m and is accessible by 
the advertisers and publishers using one or more of the Inter 
net interface devices 220a-220n. 

0085 5.1 System Architecture 
0086. In one embodiment, the architecture of the system 
includes five major components: the Web server 390, the ad 
server 401, the application server 392, the database 443, and 
the accounting package 382. The architecture for one 
embodiment of the exchange system is set forth in greater 
detail below. Moreover, the architecture for another embodi 
ment of the System is shown in FIG. 15. 
0.087 5.1.1 Web Servers 
0088 Web servers 390 interact with the system users (i.e., 
an advertiser or publisher). The web servers 390 provide the 
user interface to the exchange service. It is the only compo 
nent that knows about the precise details of the user interface. 
The Web servers 390 are generally under a light load and do 
not have severe real-time constraints. 

0089) 5.1.2 Application Servers 
0090 The application servers 392 house all the business 
logic of the system. There are two primary functions of this 
component. The first is to provide editing and management 
functions for all the objects associated with the advertiser arid 
the publisher. The second is to provide the automation nec 
essary to have a dynamic real-time negotiation system. This 
includes functions for filtering and matching the offers to the 
publishers. Multiple applications servers can be used within 
the system architecture. Some application servers 392 can be 
used for specific tasks (e.g., for customer Support functions). 
0091) 5.1.3 Database 
0092. The database 443 is the repository of all the persis 
tent data in the System. One embodiment uses an object 
oriented database for this purpose since it provides a direct 
mapping to the objects used in the rest of the system. 
0093) 5.14 Ad Servers 
0094. The ad servers 401 are in charge of serving up the 
ads when requested by the end-user. The ad server 401 has 
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been designed to be fast and efficient by caching all required 
data in random access memory. For example, if the ad server 
401 were to not serve up the requested ad in a timely fashion, 
it would resultina broken GIF, which could detrimental to the 
business reputation. The ad server 401 is therefore very 
robust. In order to maintain real-time control over the ads 
being served, the invention maintains direct control over the 
ad server 401. 

0.095 There are multiplead servers 401 to handle the load. 
Each ad server 401 is independent of all the others with the 
ability to serve all the ads by itself. In one embodiment, 
hardware load balancers are used to balance the load among 
the ad servers 401. 

0096. The database 443 communicates with the ad servers 
401 via the ad server controller 441. When there is any change 
in the ads, the information is passed from the database 443 to 
each of thead servers 401 via thead server controller 441. The 
ad server controller 441 instantaneously communicates new 
advertising to thead servers 401 upon new trades taking place 
in the exchange. 
0097 5.1.5 Measurement 
0098. The ad server 401 is also responsible for gathering 
the information about various actions or events that take place 
related to the ad that has been served. For example, the ad 
server 401 is responsible for receiving all click-throughs and 
redirecting them to their appropriate targets. It is also respon 
sible for receiving all notifications of sales or other actions. 
These events are then handed off to the log servers 442 as soon 
as possible. It is the responsibility of the log servers to make 
Sure that the events are logged and then recorded in the 
database 443. 

0099) 5.1.6 Accounting System 
0100 All the online, real-time accounting information is 
stored in the database 443 and reported to the customer on 
demand. Periodically, all this information is aggregated and 
sent to the accounting package 382 whose responsibility it is 
to keep track of what has been is billed, owed, and received. 
The accounting package 382 is the interface to the external 
world of billing. 
0101 5.2 Advertiser and Publisher 
0102) This section describes an advertiser's and a publish 
er's experience using one embodiment of the present inven 
tion. 

0103) Advertisers (see FIGS. 3-5) 
0.104) 1. Advertisers register 280 for access to the ser 
vice and the system verifies their credit-worthiness 306. 

0105 2. Advertisers create accounts 263 to organize 
their campaigns. 

0106 3. Advertisers create campaigns 284. They 
specify the actions for which they will compensate pub 
lishers. If they pay solely for impressions and/or clicks, 
nothing more is necessary. If they want to pay by regis 
trations, downloads, or sale, the system provides the 
tools necessary to track Such actions and measure com 
pensation due to publishers. 

0107 4. Advertisers create offers 294, 295 within a 
particular campaign. The parameters of an offer are 
described in the “Commoditization' section. 
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0108) 5. Advertisers monitor 411 an aggregated view of 
the responses from publishers. Based on the feedback, 
they can dynamically adjust the offer. For instance, they 
can modify their creative or change the incentives. 

0109) 6. Advertisers monitor 412 the offers as the ads 
run in real time, thereby maximizing the efficiencies 
provided by the exchange. Unlike a static contract (e.g. 
binding on both publisher and advertiser for a fixed 
space on a web site for a set amount of time) where 
under-performance cannot be reversed, the exchange 
system utilizes instantaneous fluid contracts allowing 
either party to enhance performance. Either party can 
terminate contracts that are not achieving the desired end 
results. 

0.110) 7. Advertisers can rapidly achieve the optimal 
market price for advertising any given product through 
the exchange. For example, advertisers can start with 
elevated offers to compensate publishers, and then sys 
tematically reduce these amounts incrementally until the 
precise intersection between Supply and demand (i.e. 
market price at any given point in time) is achieved. 

0.111 8. Advertisers can also moderate the amount they 
are willing to offer as compensation to publishers 
depending on their own production inventory levels. For 
example, an advertiser with excess production capacity 
or aging inventory may decide to increase the incentive 
for compensation (thereby increasing the cost of goods 
sold and lowering margins) to publishers to increase the 
reach to accelerate sales. Conversely, advertisers having 
difficulty keeping up with demand may elect to reduce 
incentives on offers to publishers in order to reduce 
reach and corresponding sales Volume. 

0112 At the end of each month, advertisers receive a bill 
for the actions that their ads have generated. Advertisers pay 
their bill. An exemplary billing process is depicted in FIG.9. 
0113) Publishers (see FIGS. 6-8) Procedures followed by 
and/or features and benefits offered to publisher by the system 
include: 

0114 
vice. 

1. Publishers register 340 for access to the ser 

0115 2. Publishers input 342 into the system detailed 
psychographic, demographic and geographic profiles, 
and content taxonomy of each page, area and/or channel 
of their web site. This information is for use in matching 
(through an indexing process) the most compatible 
advertisers from a revenue-generating standpoint. 

0116 3. In one embodiment a manual process 334 with 
automated Support verifies that the site does not contain 
questionable or potentially offensive content. 

0117 4. Publishers create areas 324 to represent differ 
ent parts of their site that they have integrated 344, 416 
with the exchange. 

0118 5. Publishers specify preferences 415 for the 
kinds of advertising that they want to host. One embodi 
ment includes publisher specified restrictions on: 

0119) 5.1. creative properties, such as their dimen 
sions, size in bytes, and whether or not they can be 
animated. 
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0120 5.2. minimum acceptable incentive level. 
0121 5.3. minimum Effective CPM (“ECPM) 
based on all active accepted 

0.122 5.4 offers running on the exchange. 
0123 5.5. minimum expected flight time (the dates 
that the advertising campaign will run). 

0.124 5.6. modification to the offer, such as changes 
in flight time, creative, match indices 

0.125 6. Publishers can specify how they want to handle 
the advertisers offers that meet their filtering criteria 
418. They can specify trading rules to automate actions 
that they want performed when certain criteria are met. 
For example the publisher can: 
0.126 6.1. Automatically 415 accept all offers that 
meet their criteria. For instance, if the publisher has 
been sufficiently satisfied with an advertiser in the 
past, the publisher can instruct the system to accept all 
future offers from that advertiser that meet specific 
restrictions. In this way offers can be automatically 
accepted in an unattended mode. 

0127. 6.2. Manually 417 review the offers that meet 
their criteria. As the creative and product offering are 
difficult to characterize, this option allows the pub 
lisher to obtain more information about an offer 
before deciding whether to accept or reject it. 

0.128 7. Accept an offer with conditions 418. For 
instance, the publisher may indicate that the offer is 
accepted unless the advertiser changes the creative, 
product offer, or incentives. If the advertiser should 
change one of these parameters unacceptably, the pub 
lisher will automatically stop accepting the offer. In this 
way offers can be automatically rejected in an unat 
tended mode. 

0129 8. Provide feedback 329 to the advertiser on 
accepted or rejected offers. For instance, a publisher 
may reject an offer but communicate to the advertiser 
that the offer would have been accepted if the creative 
were different or the incentives were higher. 

0.130) 9. Reject the offer with no specified cause 329. 
0131 10. Select the system's automated process of 
accepting and/or rejecting offers Submitted to the 
exchange through dynamic configurable business rule 
definition 415 and/or parameter selection. 

0132) One embodiment of the audience/content match 
index method produces a number between 0 and 100 indicat 
ing the degree of the match between the advertiser's requested 
target and the publisher's available media, with larger num 
bers indicating better matches. 
0133) Once an offer is accepted by a publisher, the corre 
sponding creative is immediately sent to and automatically 
served by the system's ad servers 401. Publishers may manu 
ally or automatically adjust parameters dynamically to bias 
the selection of advertisements (e.g. give ads different priori 
ties with a system of weights, incorporate frequency capping, 
preferentially show certain ads at certain times of day). 
0134) If the selection of an advertisement (offer) fails to 
yield a result, there was no appropriate ad that the system 
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could select. In that case, the system allows the publisher to 
specify alternative strategies. One strategy might be for the 
system to choose among a set of publisher-specified creatives. 
Another strategy might be for the system to choose among a 
pool of exchange-maintained creatives. These could be used 
to implement a banner barter service. Yet another strategy 
might be for the system to redirect to a publisher-specified 
third-party ad server. 
0135 Publishers review ads (contracts) 4.19 as they are 
running. They can manually or automatically drop ads that are 
not performing well (i.e. low ECPM). Alternately, they can 
specify minimum performance criteria, and the system will 
automatically drop ads that do not meet the specified criteria. 
In one aspect, the publishers are paid by exchange provider 
for the actions directly attributable to ads they have served. In 
one embodiment, the ECPM is defined as a method of repre 
senting cost performance of media across advertiser, channel, 
or globally. 
0.136 5.3 Advertiser Integration 
0.137 Advertiser integration is used to measure compen 
satable events. An important property of said integration is 
that it functions with any and all existing or future publishers 
that the advertiser may trade with on the exchange. This 
implies that advertisers need integrate only once with the 
exchange to report the delivery of compensatable events. 
0.138 Advertisers can define arbitrary types of compen 
satable events as long as they can detect the occurrence of said 
event and provide notification to the ad servers 401. One 
embodiment of the above method is to embed a 1x1 transpar 
ent pixel in the “thank you' page of the advertiser that com 
municates the event (e.g. lead, download, Sale) to the ad 
server 401. For example, after the end-user buys an item on 
the advertiser's site, they are shown a “thank you' page that 
informs them about their purchase. The viewing of that page 
causes the 1x1 transparent pixel to be fetched from the ad 
server 401, thus notifying the ad server 401 of the sale. Strat 
egies are used in conjunction with proprietary technology to 
reduce the potential of fraud in the system. 
0.139. Another embodiment is to install a software module 
on the advertiser's network that communicates events directly 
to ad servers 401. A skilled practitioner would immediately 
recognize that such communication may be encrypted and 
authenticated for increased security. A skilled practitioner 
would further recognize that standard techniques could be 
employed to enable guaranteed delivery of messages on this 
communication link. 

0140 Another embodiment is to use a proxy HTTP server 
to rewrite HTML tags to allow the tracking of activity on a 
advertiser's site without requiring any modifications to that 
site. 

0.141. The requirements for the advertiser integration 
include: 

0.142 1. An advertiser should only need to integrate 
once for each kind of action they need to report. They 
should not have to re-integrate for each publisher that 
they work with. 

0.143 2. The solution should work on a static web page. 

0144) 3. The solution should be able to track repeated 
actions from the same customer to enable the exchange 
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to compensate the publishers in the form of residuals 
over of the lifetime of the customer. 

0145. In order to discuss the solution, more context about 
the problem is needed. There are four distinct entities 
involved in delivering ads and measuring actions. 

0146 1. The exchange operator that does the ad serving 
and records measured actions. 

0147 2. The publisher (sometimes known as the Con 
tent Provider) that delivers content containing ads. Each 
ad the publisher serves has a contract id that uniquely 
identifies the agreement between the advertiser and the 
publisher. 

0.148. 3. The advertiser that places ads to drive traffic to 
their own site where they detect and report events 
observed to the exchange operator. 

0.149 4. The consumer that uses a browser 250 to visit 
publisher sites, click on ads to visit advertiser sites, and 
generate actions that the advertiser detects and reports. 

0150. One embodiment of the solution uses the following 
steps: 

0151 1. The consumer visits the publisher, sees an ad, 
and clicks on the ad. This directs their browser to the 
exchange operator's ad server 401 using a request that 
identifies the publisher and ad. 

0152 2. The exchange operator's ad server 401 records 
the click, redirects the consumer's browser to the adver 
tiser's site based on the unique identifier in the original 
request. The ad server 401 also defines a “cookie' on the 
browser that binds the advertiser's identifier to the con 
tract id for this ad served by the publisher. 

0153. 3. The consumer navigates through the advertiser 
site. Upon generating an action, the advertiser embeds a 
request for an invisible pixel on the page next sent to the 
consumer (e.g. the thank you page for registering). The 
request for the invisible pixel directs the browser to get 
the image data from the exchange operator's server. The 
request contains specific information about the action 
performed by the consumer. 

0154 4. The exchange operator's ad server 401 receives 
the request for the invisible pixel, along with the con 
Sumer's browser cookie binding the advertiser's id to the 
appropriate contractid. If the binding does not exist, this 
may simply indicate that the event was generated from a 
consumer that did not follow an ad to the site. The 
exchange operator's system records the action on the 
appropriate contract. The ad server 401 sets another 
cookie with an event signature to prevent multiple 
requests for the image from causing double counting of 
events (multiple requests for the image can occur from 
browser refresh, back button, printer functions, etc.). A 
timeout on the signature allows residual payments to 
OCCU. 

0155 The information that the advertiser includes in the 
request includes: 

0156 1. The advertiser id. 

0157 2. The event id (e.g. lead, download, sale). 
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0158. 3. In the case of a sale, there is additional infor 
mation regarding the value of a sale so that advertisers 
may compensate publishers by a percentage of the value 
of the sale. 

0159 4. A string provided by the advertiser that is not 
directly used by the exchange operator (it is treated as 
opaque data) but can be useful in an audit. For instance, 
an advertiser may include an order id for a sale. 

0.160 Since none of this information is particular to a 
publisher, the integration, is independent of the publishers 
that the advertiser is working with. All the events can be 
generated by a request on a static page. Signatures and tim 
eouts control counting for residual payments to publisher. 
Therefore, this solution satisfies the three requirements pre 
sented at the beginning of this section. 
0161 5.4 Publisher Integration 
0162 Publisher integration is used to enable the selection 
and delivery of advertising creative to the media content 
consumer. An important property of said integration is that it 
functions with any and all existing or future advertisers that 
the publisher may trade with on the exchange. This integra 
tion must allow the publisher to communicate sufficient infor 
mation to the ad server 401 in order to effectively select an 
appropriate offer. Furthermore, the integration may be inde 
pendent of the creative media type and format that will be 
delivered (e.g. images, streaming media). The integration 
may also be independent of the creative media used to deliver 
publisher content (e.g. web, email, wireless). 
0.163 This onetime integration may allow the delivery and 
measurement of impressions and clicks from network nodes 
other than the exchange ad servers 401. This is achieved by 
redirecting the request for the creative to the selected network 
node. 

0164. The redirection is based on a combination of param 
eters such as: network topology, current bandwidth amount 
and costs at the various nodes, and publisher or advertiser 
preference. Said network node may be under the administra 
tive control of the advertiser, the publisher, or a third party. 
0.165. One embodiment of this integration utilizes a Com 
bination of HTML IFRAME tags and JavaScript. In this 
embodiment, if the consumer's browser supports the 
IFRAME tag, said tag is used. If said browser does not sup 
port IFRAME tags, but does support JavaScript, JavaScript is 
used to insert the HTML into the web page at the desired 
location. If said browser does not support JavaScript, a default 
creative is selected for display. 
0166 Publishers need to integrate in order to present 
advertising to their content readers. The constraints for the 
Solution are: 

0.167 1. A publisher should only need to integrate once for 
each page/area they wish to present advertising in. A pub 
lisher can use the same tags for all their pages if they don't 
need to partition their site into Sub-areas or pages into 
Subparts for separate measurement. 

0168 2. The solution should work with a large segment of 
installed browsers (Internet Explorer and Netscape Navi 
gator). 

0169. 3. The solution must allow banners to “rotate.” 
meaning that each time a page is viewed, the banner can 
change. 
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0170 When requesting a banner from the ad server 401, a 
specific publisher will include their publisherid"pubid', area 
id “areaid', and the desired creative dimensions “-dimen 
siond”. The identifiers are not of any particular form and need 
not be in the order used in the following examples. 
0171 Fundamentally, we wish HTML had a tag that 
looked like: 

0172 This would return a response containing the creative 
data, Such as the bytes representing an animated GIF file, and 
a header directive indicating what should happen if the user 
were to click on the creative. Unfortunately, HTML does not 
have any such tag. Normally, in HTML when we wish to 
display an image that may be clicked on, a construct like the 
following is used: 

<a href="...'szimgsrc="...'s Clas 

0173 This directs the browser to display an image within 
an “anchor' tag which directs where the browser should go if 
the image is clicked on. Unfortunately, if the img tag returns 
a "rotating banner, then the destination in the anchor would 
have to match. There is no direct way to make this happen. 
Therefore, we need a construct that will generate or fetch this 
image/anchor pair, or else we need to use some scheme that 
will keep the required binding of image/anchor pair using 
some combination of browser and server memory. The latter 
is expensive and has many known problems with the Solutions 
uncovered thus far. 

0174 We chose to use a technique to fetch the desired tags 
from the server. Once again, it is unfortunate that the browsers 
do not adhere to a standard way to do this. For Internet 
Explorer, we use an IFRAME, but for Netscape Navigator, we 
must resort to JavaScript. Both techniques effectively work 
like an “include directive’ specifying that the HTML in 
include comes from a remote server. For a browser that does 
not support these techniques we use a “noscript' tag. Using 
these techniques, the idealized solution looks like: 

<IFRAME src="http://<host>flaverf-pubidsf-area.Idef-dimensions'> 
<SCRIPT language=javascript 
src="http://<host>flayer-pubidsf-areaidsf-dimensions'> 
&SCRIPTs 
&NOSCRIPTNOSCRIPTs 
&IFRAMEs 

0175. Unfortunately, although Internet Explorer should 
ignore tags between an "CIFRAME> ... </IFRAME>' pair, 
it does not in this case. It makes the request to the server but 
does nothing with the result. This pointlessly increases the 
load on the ad servers 401. Therefore, we use a technique of 
using JavaScript to generate the desired JavaScript. This 
makes all browsers do more work but the end result is that 
Internet Explorer stops contacting the ad servers 401 while 
Netscape Navigator continues to do so. 
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0176) There are other parameters that are included in the 
“IFRAME' tag to make the result look correct. These include 
“marginwidth”, “marginheight”, “width”, “height”, “frame 
border, and "scrolling. We also try to make use of the 
“NOSCRIPT Section to allow the server to use is various 
techniques for delivering a non-rotating ad to browsers that do 
not support “IFRAME” or JavaScript. In one embodiment, 
this is the final result: 

<IFRAME Src=http://<hosts/layer <pubids/<areaids/<dimensions 
marginwidth="O' marginheight="O' width="468 height="60 
frameborder="Oscrolling="no's 
<SCRIPT language=javascripts document.write("<SCRVIPTs 
language=javaScript src= 
"http://<hosts/layer? <pubidsf-areaids/<dimensions'> 
</SCRIPTs'):</SCRIPTs 
&NOSCRIPTs 
<a href= 
"http://<hosts/noscriptClick? <pubidsf-areaidsf Colimensions'> 
<ing Src= 

0177. This solution satisfies the three requirements 
defined it the beginning of this section. 
0178) 5.5 Dynamic Trading 
0.179 All of the system's trading is dynamic and real-time. 
The exchange system provides real-time reporting to both the 
advertisers and the publishers. Advertisers monitor each of 
their offers in real-time and get immediate feedback on any 
changes that they make. Publishers monitor the yield of the 
various areas on their site and get immediate feedback on 
changes. Previously, advertisers and publishers had to wait 
for up to a week to get any reports and could not readily 
associate changes in results with any changes they may have 
made. The real-time reports from the system allow advertisers 
and publishers to respond effectively to changed circum 
stances. This helps to cut losses in losing situations and 
increase gains in winning situations. 
0180. The ability to monitor the results immediately and 
change parameters dynamically allows on the fly testing of 
advertising. The effect of changes, such as different creatives, 
different product offers, and different incentives, can by 
tested and measured efficiently. Ultimately, the instant moni 
toring and dynamic controls blur the line between ad testing 
and full ad runs: they are both the same. 
0181. The dynamic nature of the trading allows for auto 
mated testing of variables impacting the effectiveness of 
advertising. One example of Such a test would be an adver 
tiser specifying three different creatives, three different prod 
uct price points, and three different incentive levels. The 
resulting twenty-seven individual offers may be automati 
cally generated and run for comparison. 

0182 Advertisers dynamically control their risk profile by 
adjusting their incentives (e.g. shifting payment from impres 
sion to sale decreases risk). Publishers can control risk by 
adjusting acceptance and rejection criteria for offers. 

0183) 5.6 Commoditization 
0.184 Commoditizing a product is a key ingredient for an 
efficient transactional exchange. A commodity can be 
described by a common set of parameters. If the values of 
these parameters alone is sufficient for a buy/sell decision, 
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then the product has been fully commoditized. If a product is 
only partially commoditized, buyers and sellers can be 
matched efficiently, but a trade cannot be consummated cre 
ating an informational, rather than a transactional, exchange. 
A fully commoditized product permits efficient matching and 
trading. If the matching can be fully automated, a trade may 
occur as soon as a bid is Submitted. 

0185. The inverted CPA model increases the commodiza 
tion and fungibility to Such a degree that trades can execute 
immediately on a transactional exchange. The commodity is 
represented by an advertiser's offer. One embodiment of such 
a commoditized offer includes: 

Parameter Example Value 

Creative A GIF or JPEG image 
(the banner ad itself) 

Product Offer Download of Adobe 
Software 

Flight time Jun. 1 to Aug. 31, 
1999 

Max Pay-out S15,000 
Compensation 

Per click SO.05 
Per download S1.00 
Publisher Computers/Software 
Content 

0186 The advertisers may set a maximum pay-out asso 
ciated with a particular offer. When the maximum dollar 
amount is reached, thead is automatically pulled so that it will 
no longer appear on any publishers’ sites. 

0187 Advertisers and publishers control the scope of 
potential trades by specifying inclusion and exclusion lists. 
These lists indicate which parties may or may not participate 
in this trade. One embodiment of these lists uses domain 
names and/or target profiles to specify the contra-parties. 
These lists can be manipulated to change the relationships 
between advertiser and publisher. In one extreme, they can be 
used to limit a trade to a one-to-one relationship. 
0188 By allowing trades to execute immediately, com 
moditization eliminates the time and energy wasted on 
lengthy bilateral negotiations. Allowing ads to be withdrawn 
instantly once an advertising budget is exhausted promotes 
efficiencies to the Publisher. Through the exchange system, 
Publishers can now offer unsold/unused space to the popula 
tion of advertisers on the Exchange. Under the CPM model, 
website space is purchased for a fixed period of time, regard 
less of whether the campaign is effective and/or the advertiser 
has achieved the desired end result. 

0189 5.7 Reporting 

0190. All the data from the ad servers 401 is collected, 
Summarized, and analyzed to provide a wide variety of 
reports available to advertisers and publishers. These reports 
provide transparency to the activity on the exchange allowing 
the participants to make informed decisions. Users can also 
download raw data with which to generate their own reports. 

0191 The reporting system 394 uses the collected infor 
mation for data mining. This process computes useful statis 
tics (e.g. conversion ratios, effective cost per event, activity) 
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over various views of the system (e.g. advertisers, publishers, 
areas, offers, channels, or the entire exchange), aggregated 
over several temporal granularities (e.g. day, week, month to 
date). 
0.192 A specific metric, ECPM, is defined as the value of 
an entity per thousand impressions delivered (e.g. the ECPM 
ofan offer is the dollars spent divided by thousands of impres 
sions delivered). This varies based on events measured and 
incentive levels. Two variants of ECPM are computed: past 
and future. Past ECPM is based on observed activity in terms 
of compensation levels and processed events. In one embodi 
ment, future ECPM is computed based on processed events 
which provide historical conversion ratios and current incen 
tive levels. 

0193 ECPM is used to provide a single metric for com 
paring similar offers with different incentive levels in the 
exchange. 
0194 5.8 Dynamic Control and Price Discovery 
0.195 A feature of the present invention allows both the 
advertisers and the publishers to have complete, continuous, 
and rapid control over all aspects of the buy/sell process. All 
accepted offers are monitored continuously by the system, 
and the results are dynamically updated. The raw data 
includes impressions served and events recorded. Other use 
ful data, such as conversion ratios and ECPM are derived 
from the raw data. In one embodiment, the conversion ratio is 
defined as the ratio of the number of actions performed to the 
number of impressions served to generate said actions. The 
system allows for different definitions of the conversion ratio. 
This performance data can be used by both advertisers and 
publishers to evaluate the performance of the accepted offer. 
0196. As described above, advertisers may monitor and 
modify their offers dynamically. If their offer is not being 
accepted by an adequate number of publishers, an advertiser 
can increase the incentives being offered to attract more pub 
lishers. This allows advertisers to control the exposure they 
get via price modifications. FIG. 14 graphically depicts a 
simplified benefit of dynamic price control through the 
exchange system of the present invention. Horizontal lines 
represent advertiser incentives offered. The area in the tri 
angle above a pricing line represents the number of publishers 
that accept incentives at or below that level. If the advertiser 
on the left sets the incentive at S2, only a small number of 
publishers will accept their offer. If they set it at S5, more 
publishers are likely to accept their offer. 
0.197 Conversely, if the ads generate an acceptable num 
ber of actions (and hence ad revenue to the publishers), pub 
lishers will continue to run the ads. If the actions resulting 
from running particular ads are poor, publishers can instantly 
drop those underperforming ads from their sites. The inven 
tion provides an automated mechanism for publishers to 
specify under which conditions they want a particular ad 
accepted or discontinued. This allows a publisher to have 
dynamic control (whether manually or through automated 
processes) over the ads they accept and/or terminate. 
0198 Similar to a stock market ticker, the price, embodied 
as ECPM, is available continuously. Such is not the case with 
periodic auctions. Rapid control over the price allows the 
market forces of Supply and demand to come into play and 
dynamically determine the fair market value of the advertis 
ing media during any Snapshot in time. Both buyers and 
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sellers can rest assured that they are getting the most optimal 
deal through the most efficient means at any given time. 
0199 5.9 Automation 
0200. As described above, the exchange system automati 
cally filters and matches advertiser offers to the most appro 
priate publishers. The results are provided to each individual 
publisher in rank order. This significantly reduces the amount 
of work the publisher has to do in selecting appropriate offers. 
To ease the burden of having to continually monitor changes 
in accepted offers, the system allows publishers to specify the 
conditions under which they would accept or reject particular 
offers. For example, a publisher can specify that if an 
accepted offer is paying out less than $2 effective CPM, it 
should be dropped immediately. The result is a maximized 
yield requiring minimal cost and effort on the part of the 
publisher. 
0201 The automation provided by the system also ben 
efits advertisers by commoditizing their advertising needs 
and matching their offers with publishers willing to host their 
ads. Advertisers can adjust their advertising reach by chang 
ing the incentives in their offer. This automation enables 
advertisers and publishers to engage in a higher Volume of 
transactions. Dynamic monitoring and reporting provides the 
necessary controls to manage the increased Volume effec 
tively. 
0202 Feedback from advertising performance and auto 
mated yield management dynamically uses a process similar 
to natural selection to terminate offers that are underperform 
ing. The matching and filtering technologies include tech 
niques and software to increase the likelihood of an effective 
match. In one embodiment, the whole process is automated 
and optimized. The automation in specifying the accept/reject 
conditions may be a simplified automated agent. Alterna 
tively, the system is capable of using more Sophisticated 
matching schemes based on ECPM, the intended ECPM, 
conversion rates, and/or ROI calculations. The agent archi 
tecture also provides automation for expanded negotiations. 
0203 Additionally, agent APIs and protocols allow exter 
nal Software agents to be plugged into the system. This has the 
advantage that negotiation algorithms can be totally under the 
control of the customer. Optimization tools are also provided 
for optimizing the advertisers ROI and managing yields for 
publishers. For example, the optimization tool provides opti 
mization of the advertiser's ROI based on one or more of: 
number of impressions served on an offer, number of click 
throughs, number of publishers who accepted an offer, cause 
for rejection of offers by advertisers, and ECPM of the offer. 
Publishers yields are maximized based on one or more of 
number of impressions served, ECPM of the offer, and click 
through rate. One embodiment of the publisher's yield opti 
mization method is to continually accept all offers for a num 
ber of impressions and then reject all but the top performing 
offers. An exemplary diagram for the automated process is 
shown in FIG. 15. 

0204 5.10 Overview of One Embodiment 
0205 Key objectives are: 
0206 1. Provide a smart affiliate exchange mechanism 
that facilitates the industry's specific requirements. The 
exchange automates the negotiation process as much as 
possible and simplifies the advertiser's and publisher's site 
programming requirements. 
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0207 2. Operate at acceptable performance levels. 
0208. 3. Provide accurate and auditable accounting infor 
mation. 

0209 4. As a mission-critical component, the site strives 
for minimum downtime. The ad servers 401 are the most 
mission critical components. They should be capable of 
responding to requests at all time and at adequate perfor 
mance levels. This is accomplished through redundancy 
and fail-over mechanisms. The system does not allow 
unauthorized access, or allow users to corrupt the database 
443. 

0210 5. Provide a user friendly and intuitive interface for 
all of the site's visitors (advertisers, publishers and unreg 
istered guests) 

0211) 6. Facilitate scalability through modular design. 
0212 7. Ensure security under password protection 
mechanisms. 

0213 8. Accommodate future enhancements, through a 
modular design. 

0214) The following sets forth descriptions and certain key 
aspects of the invention's functionality: 
0215 1. Exchange: facilitates a trading floor for affiliate 
programs. A meeting place for advertisers and publishers 
for the purpose of establishing a (temporary and dynamic) 
affiliate relationship. 

0216 2. Trading Hub: facilitates serving of banners and 
tracking of all ad related transactions 

0217 3. Financial Module: responsible for the generation 
of statements and invoices as well as handling of accounts 
receivable and accounts payable. Preferably, the module 
operates as a standalone unit with data being exchanged 
manually between the web site and the financial module. 

0218 4. Operations: provides all necessary tools for the 
operation of this mission critical site. 

0219) 5.10.1 Exchange 
0220. When an offer is accepted by a publisher, a contract 
(Accepted Offer) is formed. However, this contract may be 
terminated at the wills of each party, or when the conditions 
specified in the contract and detected by the system are 
reached. In one embodiment, a contract includes: offer, bid 
(manual or automated), rejection criteria by the publisher (a 
publisher can decide to manually review each offer, or have 
the system automatically accept all new offers matching the 
specified criteria), definition of the area in which the media is 
posted, and the like. 
0221) The following key functions are provided: 
0222 1. Viewing of the trading floor: The system provides 
aggregate status information about the trading floor. This 
information is primarily used as a marketing tool. 

0223 2. Management of offers and their associated com 
ponents: Offers can be constructed and modified to meet 
market dynamics. Obsolete offers are removed from the 
system 

0224 3. Management of acceptances/rejections of traded 
offers: Acceptances/rejections of traded offers can be con 
structed and modified to meet market dynamics 
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0225. The Exchange module supports different matching 
processes. For example it can Support manual or automatic 
matching. When using automated matching of (advertiser 
issued) offers and (publisher issued) bids, publishers are noti 
fied via the alert mechanism of Such matches. Actual accep 
tance of related offers may be done manually or automati 
cally, depending on the publisher's preferences. The 
matching algorithm will provide users with the functionality 
to specify those companies with which they (a) are willing to 
engage in transactions (so-called “inclusionary' categories, 
Such as predetermined complimentary channel buys) and (b) 
are not willing to engage in transactions (so-called "exclu 
sionary categories, such as direct competitors of advertisers 
or products/services) that would offend the audience of pub 
lishers. 

0226 5.10.2 Trading Hub 
0227. The following key functions are provided: 

0228 
ships 

1. Serving of banners for active affiliate relation 

0229 2. Tracking (monitoring and logging) of all trade 
transactions. The system tracks all predefined events. Cur 
rently such events include: 
0230 2.1. Impressions 

0231 2.2. Click-throughs 

0232 2.3. Leads (user definable) 
0233 2.4. Sales 

0234 3. Monitoring of start and termination conditions of 
active affiliate relationships. The system checks for start 
(e.g. user defined start time) and end conditions (e.g., user 
defined maximum impressions). 

0235 4. Monitoring and delivery of user- and system 
defined alerts. The system checks for user-defined (e.g.: 
accept until) and system-imposed alert conditions (e.g.: 
credit limit exceeded). 

0236. In one aspect of the invention, the system logs ail of 
the events, tracked by the tracking servers, as well as other 
events, initiated within the exchange module, within a trans 
actional database 443. A log server handles the logging of the 
advertiser external events. The log server is responsible for, 
among other functions, the following: 

0237) 1. Validation of events, based on conditions stored in 
the database 443. Due to delays inherent in the system, 
Some reported events might not be valid any longer. Such 
events are not stored within the transactional database 443. 

0238 2. Monitoring for Aoffer- and account-associated 
thresholds. The following thresholds are being monitored: 

0239). 2.1. Number of served banners 

0240 2.2. Number of sale events 
0241 2.3. Advertiser-specific cost 

0242 2.4. Credit levels (for advertisers) When thresh 
olds are exceeded, the logging servers will trigger 
“state' transitions when appropriate, as explained 
below. 
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0243) 3. Depending on the criticality of the events being 
monitored for threshold conditions, the logging, server will 
activate a throttling mechanism, for banner serving. 

0244. 4. Logging of all events to the transactional database 
443. All events are time-stamped. 

0245) 5.10.3 User Interface 

0246 Users interface with the exchange via a client-server 
(typically web-based) mechanism. 

0247 The web site contains three areas (sub-sections) that 
facilitate interaction with the exchange (see FIG. 16). These 
a. 

0248 Advertiser subsite 

0249 Publisher subsite 

0250 General information about the trading floor 
0251 The functionality of these sub-sites is described 
below. 

0252) 5.10.3.1 Advertiser Sub-Site 

0253) 5.10.3.1.1 Advertiser Sub-Site Architecture 

0254 The advertiser's sub-site (see FIG. 17) is imple 
mented as an extranet. Using the login name and system 
stored user profile, the system identifies the user as an adver 
tiser and displays their private home page. The Sub-site con 
tains user-specific data. All future activities For this user are 
handled from this sub-site. 

0255 Pages in this site include three areas: 
0256 Header area—displays client company name and 
USC a 

0257 Left navigation bar—contains selection buttons/ 
indicators which allow the user access various areas 
within his/her sub-site. 

0258 Main Area—displays function-specific data. 
Contents of this area are defined through the selection in 
the left navigation bar. 

0259 Footer area—displays local time, based on the 
user profile 

0260 Pages may contain promotional material. Promo 
tional material is context sensitive and is controlled by autho 
rized staff. 

0261) 

0262) 

0263 

0264) 

0265 
0266 The system maintains several user-specific free 
running counters that count events and accrued dollar values. 
Two sets of counters are maintained: daily and monthly. Cur 
rent month-to-date values comprises the sum of the monthly 
counter and the current daily counter. 

5.10.3.1.2 Page Architecture 

5.10.3.1.2.1 Advertiser Home Page 

Page architecture is shown in FIG. 18. 
Main Frame—displays account-specific data: 

1. Current month-to-date statistics 
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0267 Fields are defined as follows: 
0268) 

0269 Total number of impressions served for the adver 
tiser (driven by multiple accepted offers) 

0270) 1.2. Month-to-date number of click-throughs: 
0271 Total number of clicked-through impressions for the 
advertiser (driven by multiple accepted offers) 

0272 
0273 Total number of leads for the advertiser. Leads are 
advertiser-defined events and are detected at the advertiser 
site and tracked by the exchange provider's web site. 

0274) 
0275 Total number of sales for the advertiser. Sales are 
detected at the advertiser site (“thank-you' page) and tracked 
by the exchange provider's web site. 

0276) 
0277 Total dollar value of commissionable sales. Com 
missionable sales are advertiser defined and make up part of 
the offer, in general, commissionable sales may include the 
value of an advertised product or the total amount of the 
shopping cart. 

0278) 
0279 Total dollar value of commissions, due to all of the 
publishers who have a contract with the advertiser. 

1.1. Month-to-date number of impressions: 

1.3. Month-to-date number of leads: 

1.4. Month-to-date number of sales: 

1.5. Month-to-date accrued sales: 

1.6. Month-to-date accrued commissions: 

0280 Clicking on the title for any of the statistics will 
display a pop-up screen with a term definition for that field. 
0281 2. Financial summary for the last three months 
0282 Same information as in the current month-to-date 
statistics, gathered for the last three months (not including the 
current month). Additional information includes: previous 
balance, amount earned/spent during the month, payments/ 
distributions during the month, and new balance. 
0283 3. List of current advertiser-specific offers 
0284 Tabular summary information, containing a list of 
the current advertiser specific offers. Information for each 
offer includes: 

0285) 3.1. Offer name 
0286 3.2. Number of times reviewed (since last modi 
fication) 

0287 3.3. Number of current acceptances 
0288 3.4. Number of current rejections 
0289 3.5. Number of impressions (since last modifica 
tion) 

0290 3.6. Number of click-throughs (since last modi 
fication) 

0291 3.7. Number of sales (since last modification) 
0292) 3.8. Return on Investment (“ROI) calculation 

0293 Under normal system operation, the displayed val 
ues may be delayed by a few minutes. 
0294 All values displayed are static (i.e.: the browser does 
not refresh automatically) 
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0295). Offers may be sorted by the following user definable 
criteria: 

0296 4. Ascending/descending date of last modification 
0297 5. Ascending/descending ROI 
0298 6. Ascending/descending number of acceptances 
followed by Ascending/descending number of rejections 

0299 7. Ascending/descending number of rejections fol 
lowed by Ascending/descending number of acceptances 

0300 8. Offer category: either product category and/or 
target audience 

0301) 5.10.3.1.2.2 Offer Manager 
0302) The offer manager web page (see FIG. 19) is entered 
by clicking on the Manage Offer button on the left naviga 
tion bar. 

0303) Note: The Manage Offer indicator is lit (red). This 
page provides tabular Summary information, containing a list 
of the current advertiser specific offers. Next to each offer, the 
system provides management buttons. Information for each 
offer is similar to the one shown in the advertiser's home page 
and includes: 

0304 
0305 2. Thumbnail of creative 

1. Offer name 

0306 3. Number of times reviewed (since last modifica 
tion) 

0307 4. Number of current acceptances 
0308 Under normal system operation, the displayed val 
ues may be delayed by few minutes. 
0309 All values displayed are static (i.e.: the browser does 
not refresh automatically) 
0310. By clicking on the current acceptances’ field, a 
pop-up window will display a Summary of conditions 
(accept until) 
0311 Offers may be sorted by the following user-defin 
able criteria: 

0312 Ascending/descending date of last modification 
0313 Ascending/descending number of acceptances 

0314. Each offer has the following management buttons 
associated with it: 

0315 1. View detail/Edit Copy the offerinto an editor 
buffer for either viewing, modification, or use of the offer 
as a template for a new offer. By clicking on a the button, 
the user is taken to the Offer Editor page. 

0316 2. Enable/Disable Toggle the offer state between 
enabled and disabled 

0317 3. Delete Mark the offer for deletion. This is 
implemented as a checkbox 

0318 4. Copy—Make a copy of the marked offer and 
name it “Copy of...'. The page has two additional buttons 
New and Submit 

0319) 5. The Newbutton is used to create a new offer. The 
user is taken to the Offer Editor page. 
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0320 6. All changes and commands take effect when the 
Submit button is clicked. 

0321) 5.10.3.1.2.3 Offer Editor 
0322 This popup page (see FIG. 20) is entered in one of 
the following two methods: 

0323 By clicking on the View Details/Edit button, 
associated with a specific offer in the offer summary 
area of the Manage Offers page 
0324. The page will be pre-populated with the details 
of the selected offer. 

0325 By clicking on the New button on the Manage 
Offers page. 
0326 All fields within the page will be populated 
with the default values 

0327 Offer Details 
0328. This section allows the advertiser to describe 
the offer 

0329. Offer name Unique descriptor name. 
0330 Text string. 
0331 Entered as text input. 
0332 Verified for correctness and uniqueness 

0333 Offer start date & time Flight start date & 
time (local time) 
0334 Pull-down items. 
0335) Default-current date & time. Selection 
should be set for current or future time. 

0336 Verified for correctness 
0337 Product Details 

0338. This section allows the advertiser to describe 
the product 

0339) Product name Product descriptor name. 
0340 Text string. 
0341 Entered as text input. 

0342 Product Description 
0343 Free form text string 
0344) Entered as text input. 

0345 Product Price Product price 
0346) Optional field. When entered, the system 
uses it for display of statistics such as Total 
accrued sales and ROI 

0347 Entered as decimal number. 
0348 Banner Details 

0349 This section allows the advertiser to associate a 
banner with the offer. The offer can be associated with 
a pre-defined banner or can spawn a new browser 
window for defining a new banner, to be used with the 
offer. 

0350 Banner name Unique banner name of a 
previously defined banner. 
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0351) Text string. 
0352 Pull-down selection. 

0353 Alt. tag. Alt tag for the banner. 
0354) Text string. 
0355 Pull-down selection. 

0356) “View button Opens a popup window, 
displaying the creative for the selected banner. 

0357 New button Opens a pop-up Banner 
Editor window. 

0358 Target URL 
0359. This section allows the advertiser to associate a 
banner target URL with the offer. 
0360 URLs are text strings including alphanu 
meric characters. 

0361 All of the URLs are verified for correct 
Structure. 

0362) External Advertiser Event Definition 
0363 This section allows the advertiser to associate 
an external advertiser event definition with the offer. 

0364 Commission Details 
0365. This section allows the advertiser to define the 
commission structure for the offer. Each activity type 
is associated with commission. 

0366 Commissions may be paid for the following: 
0367 Per CPM (thousand impressions) (flat 
rate: dollar value; format: SXX.XXX) 

0368 Per click (flat rate: dollar value; format 
XX.XXX) 

0369 Per lead (flat rate: dollar value; format 
SXX.XXX) 

0370 Perother activity (flat rate: dollar value: 
format: SXX.XXX) 

0371 Per sale. May be paid in one of the fol 
lowing two methods: 

0372) Flat rate (dollar value; format: 
SXX.XXX) 

0373) Percentage of the shopping-cart con 
tents 

0374) Offer Limits 
0375] This section allows the advertiser to define ter 
mination events for the offer. Termination events may 
include: 

0376) End date & time 
0377 Default end time is infinity. End date & 
time should occur past start time. 

0378 Verified for correctness. 
0379 Maximum number of impressions 
0380 Maximum number of leads 
0381 Maximum number of sales 
0382 Maximum cost o Minimum ROI 
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0383 Target Content Profile 
0384. This section allows tie advertiser to define a 
content profile for the ideal publisher, intended to 
maximize the ROI (and ECPM) 

0385) The section includes a list of attributes and 
associated check boxes. The system will be designed 
such that that the attribute list can be easily modified 
by a system administrator. 

0386 Target Audience Profile 
0387. This section allows the advertiser to define a 
profile for the ideal publisher's target audience, 
intended to maximize the ROI (and ECPM) 

0388. The section includes a list of attributes and 
associated check boxes. The system will be designed 
such that that the attribute list can be easily modified 
by a system administrator. 

0389 Aoffer Statistics 
0390 This section provides key statistics for each 
accepted offer, associated with this offer. 

0391 The “Offer Editor page has several buttons. These 
a. 

0392 Reset button 
0393 Clicking on this button resets the contents of 
the page to its initial state (i.e., original contents of the 
offer, in case an offer was edited/reviewed, default 
values in case of a new offer). 

0394) 
0395 Clicking on this button closes the “Offer Edi 
tor page, returning the user to the Offer Manage 
ment page. No changes take place. 

0396) 
0397) Clicking on this button closes the “Offer Edi 
tor page, returning the user to the Offer Manage 
ment page. Modifications to an existing offer are 
retained. 

0398) ‘Save-As button 
0399 Clicking on this button closes the “Offer Edi 
tor page, returning the user to the Offer Manage 
ment page. The system will store the offer under the 
name given in the in the Offer Name field. In case the 
name wasn't modified, the system will prompt with a 
dialog box, requesting confirmation to overwrite the 
previous offer. When stored under a different name, 
the original offer remains unchanged. 

04.00 5.10.3.1.2.4 Banner Manager 

“Cancel button 

Save” button 

04.01 The banner manager web page (see FIG. 21) is 
entered by clicking on the Manage Banners’ button on the 
left navigation bar. 
0402. Note: The Manage Banners indicator is lit (red). 
0403. This page provides tabular summary information, 
containing a list of the current advertiser specific banners. 
Next to each banner, the system provides a delete checkbox. 
information for each banner includes: 

0404 Banner name Unique text string 
04.05 Creative Image 
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0406 Dimensions in pixels; Computed by the system 
0407 Size in kb: Computed by the system 
0408. Type of image Static or Animated: Determined 
by the system 

04.09 
0410 Banners can be marked for deletion by using the 
'delete checkbox next to them. 

Banner Name and Alt. Tag are editable 

e age has tWO add1t1Onal buttons CW a 0411 The page h dditional b New and 
Submit 

0412. The Newbutton is used to create a new banner. The 
user is taken to the Banner Editor page. 
0413 All changes and commands take effect when the 
Submit button is clicked. 

0414) 5.10.3.1.2.5. Banner Editor 
0415. This pop-up page (see FIG.22) is entered by click 
ing on the New button on the Manage Banners' page. 
0416 Note: The Manage Banners’ indicator is lit 
(orange). 

0417. This page provides tools for the creation of a new 
banner. The tools provide the advertiser with the ability to: 

0418 Define a unique banner name 
0419 Upload a creative from the client station and save 

it on the provider's server. Browse buttons are provided 
for is the definition of source and destination paths. 

0420 
0421) 
0422 
0423 

0424 The system provides the following additional but 
tOnS: 

0425) 
0426 Opens a pop-up window, displaying the creative 
for the selected banner. 

0427 
0428 Populates the dimensions, size and attributes 

fields, based on the uploaded creative. 
0429 
0430 Clicking on this button closes the Banner Editor 
page, returning the user to the Banner Management 
page. No changes take place. 

0431 
0432 Clicking on this button closes the Banner Editor 
page, returning the user to the Banner Management page. 
The new banner is added to the list of advertiser-defined 
banners. 

View the uploaded creative 
Calculate the size and dimensions (server side) 
Evaluate attributes (server side) 
Define an Alternate Tag 

View button 

Calculate button 

“Cancel button 

Submit button 

0433 Upon submitting a banner, the system performs the 
following checks: 

0434 Validity of the creative: correct format, allowable 
banner size 

0435 Uniqueness of the banner name 
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0436 5.10.3.1.2.6 External Advertiser Event Manager 
0437. This page (see FIG. 23) is entered by clicking on the 
Manage External Advertiser Events button on the left navi 
gation bar. 
0438) Note: The Manage External Advertiser Events is 
indicator is lit (red). 
0439. This page provides tools for the definition of Exter 
nal Advertiser Events within the advertiser's site. The tools 
provide the advertiser with the ability to: 

0440 Review existing External Advertiser Events 
0441 Modify External Advertiser Event related param 
eters: 

0442 External Advertiser Event name 
0443) External Advertiser Event IP address 

0444. Each External Advertiser Event entry has a 
checkbox, allowing the user to mark it for deletion. 

0445. The page has two additional buttons New and 
Submit 

0446. The Newbutton is used to create a new External 
Advertiser Event definition. The user is taken to the 
External Advertiser Event Editor page. 

0447 All changes and commands take effect when the 
Submit button is clicked. 

0448) 5.10.3.1.2.7 Alert Handier 
0449 The alert handler provides two main functions: 
0450 Manage alerts 

0451 Define which alerts should be reported and 
which should be masked. 

0452 Following is a list of reportable alerts: 
0453 Flight-time start (warning and actual 
event) 

0454 Flight-time end (warning and actual 
event) 

0455 Impression limit reached (warning and 
actual event) 

0456 Lead limit reached (warning and actual 
event) 

0457 Sale limit reached (warning and actual 
event) 

0458 Dollar value reached (warning and actual 
event) 

0459 Credit level reached (warning and actual 
event) 

0460 ROI threshold exceeded (actual event) 
0461 Offer is stale (warning and actual event) 

0462 Define alert handling, other than web-based 
display and issuance of e-mails 

0463 View alerts 
0464 A color-coded marker in the advertiser's homepage, 
notifies the advertiser that new alerts were added to the alert 
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log since the last time it was viewed. The alert log uses the 
following format: 

Alert 
Date Time Level OfferiBid Description 

O2.08 16:44 Medium Roses 
O2.08 18:23 High Roses 
04/12 07:23 Medium Laptop 

80% of sales reached 
100% of sales reached 
48 hours till end of flight 
time 

04/14 07:23 High Laptop End of flight-time 

0465. The user can view the log and manipulate its content 
through the following commands: 

0466 Mark an entry as read 
0467 Mark an entry for deletion 

0468 Clear the content of the alert log. 

S.10.3.2 
5.10.3.2.1 

Publisher Sub-Site 
Publisher Sub-Site Architecture 

0469 The publisher's sub-site is implemented as an extra 
net. Using the login name and system stored user profile, the 
system identifies the user as a publisher and displays their 
private home page. The Sub-site contains user-specific data. 
All future activities for this user are handled from this sub 
site. 

0470 Pages in this site include three areas: 
0471 Header area—displays client company name and 
USC a 

0472 Left navigation bar contains selection buttons/ 
indicators that allow the user access various areas within 
his/her sub-site. 

0473 Main Area—displays function-specific data. 
Contents of this area are defined through the selection in 
the left navigation bar. 

0474 Footer area—displays local time, based on the 
user profile 

0475 Pages may contain promotional material. Promo 
tional material is context sensitive and is controlled by autho 
rized staff. 

5.10.3.2.2 
5.10.3.2.2.1 

Page Architecture 
Publisher Home Page 

0476 Main Frame—displays account-specific data: 
0477 Current month-to-date statistics 

0478. The system maintains several user-specific 
free-running counters that count events and accrued 
dollar values. Two sets of counters are maintained, 
daily and monthly. Current month-to-date values 
include the sum of the monthly counter and the cur 
rent daily counter 
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0479 Month-to-date number of impressions: 
0480. Total number of impressions served by the 
publisher (driven by multiple accepted offers) 

0481 Month-to-date number of click-throughs: 
0482 Total number of clicked-through impressions 
served by the publisher (driven by multiple accepted 
offers) 

0483 Month-to-date number of leads: 
0484 Total number of leads accrued by the publisher. 
Leads are advertiser-defined events and are detected 
at the advertiser site and tracked by the provider's web 
site. 

0485 Month-to-date number of sales: 
0486 Total number of sales accrued by the publisher. 
Sales are detected at the advertiser site (“thank you' 
page) and tracked by the provider's web site. 

0487 Month-to-date accrued commissions: 
0488 Total dollar value of Commissions, due to the 
publisher. 

0489 Clicking on the title for any of the statistics will 
display a pop-up screen with a term definition for that field. 

0490 Financial summary for the last three months 
0491 Same information as in the current month-to 
date statistics, gathered for the last three months (not 
including the current month). 

0492 Additional information includes: 
0493 Previous balance 
0494. Amount earned/spent during the month 
0495 Payments/distributions during the month 
0496 New balance 

0497 List of current publisher-specific accepted offers 
0498 Tabular summary information, containing a 

list of the current publisher specific accepted offers. 
Information for each accepted offer includes: 
0499. Accepted offer name 
0500 Number of impressions (since last modifica 
tion) 

0501) Number of click-throughs (since last modi 
fication) 

0502) Number of sales (since last modification) 
0503) ECPM 

0504 Under normal system operation, the displayed 
values may be delayed by a few minutes. 

0505 All values displayed are static (i.e., the browser 
does not refresh automatically) 

0506 Accepted offers may be sorted by the following 
user-definable criteria: 

0507 Ascending/descending date of acceptance 
0508) Ascending/descending ECPM 
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0509 Ascending/descending monetary amount of 
compensation remaining in account. 

0510 List of current publisher-specific bids 
0511 Tabular summary information, containing a 

list of the current publisher specific bids. Information 
for each offer includes: 

0512 Bid name 
0513. Number of times reviewed (since last modi 
fication) 

0514 Number of current accepted offers, driven 
by the bid 

0515 Under normal system operation, the displayed 
values may be delayed by few minutes. 

0516 All values displayed are static (i.e., the browser 
does not refresh automatically) 

0517 Bids may be sorted by the following user-de 
finable criteria: 

0518) Ascending/descending date of last modifi 
cation 

0519) Ascending/descending number of acceptan 
ces driven by the bid 

0520 5.10.3.2.2.2 Accepted Offer Manager 
0521 Clicking on the Manage Accepted Offers button on 
the left navigation bar enters this page. 
0522. In one aspect of the invention, this page provides 
tabular Summary information, containing a list of the current 
accepted offers. Next to each accepted offer, the system pro 
vides management buttons. Information for each accepted 
offer is similar to the one shown in, the publisher's homepage 
and includes: 

0523) Accepted offer name 

0524. Thumbnail of creative 
0525) Number of impressions (since last modification) 

0526 Number of leads 

0527 Number of sales 
0528 Number of impressions, leads and sales can be 
displayed as a time-based graph 

0529 Under normal system operation, the displayed 
values may be delayed by few minutes. 

0530 All values displayed are static (i.e., the browser 
does not refresh automatically) 

0531. Accepted offers may be sorted by the following 
user-definable criteria: 

0532 Ascending/descending date of last modifi 
cation 

0533 Ascending/descending ECPM 

0534 Ascending/descending monetary amount of 
compensation remaining in the account. 



US 2010/0082439 A9 

0535 Each offer has the following management but 
tons associated with it: 

0536 View detail/Edit Copy the accepted offer 
into an editor buffer for either viewing or modifi 
cation. By clicking on the button, the user is taken 
to the Accepted Offer Editor page. 

0537) Enable/Disable Toggle the accepted 
offer state between enabled and disabled 

0538 Delete Mark the accepted offer for dele 
tion. This is implemented as a checkbox 

0539. The page has an additional button Submit. 
All changes and commands take effect when the 
Submit button is clicked. 

0540 5.10.3.2.2.3 Accepted Offer Editor 
0541. This pop-up page is entered in one of the following 
two methods: 

0542. By clicking on the View Details/Edit button, 
associated with a specific accepted offer in the Manage 
Accepted Offers page. The page will be pre-populated 
with the details of the selected accepted offer. 

0543. By clicking on the New button on the Manage 
Accepted Offers page. All fields within the page will be 
populated with the default values. 

0544 The page includes several items: 
0545) Offer Details 

0546) This read-only section allows the publisher to 
view the offer details 

0547 Offer name Unique descriptor name. Text 
String. 

0548. Offer start date & time—Flight start date & 
time (local time) 

0549. Product Details 
0550 This read-only section allows the publisher to 
view the offer details 

0551 Product name Product descriptor name— 
Text string. 

0552) Product Description Free-form text. 
0553 Banner Details. This read-only section allows the 
publisher to view the banner details 
0554 Banner name Unique banner name of a pre 
viously defined banner. Text string. 

0555 Alt. tag. Alt tag for the banner. Text string. 
0556 View button Opens a pop-up window, dis 
playing the creative for the selected banner. 

0557. Target URL 
0558) A text string (link) describes the URL. Click 
ing on the URL will pop up a window, displaying the 
target URL. 

0559) Commission Details 
0560. This read-only section allows the publisher to 
view the commission details 
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0561 Per CPM (thousand impressions).(flat rate 
dollar value; format: SXX.XXX) 

0562) Per click (flat rate: dollar value; format 
SXX.wXX) 

0563) Per lead (flat rate: dollar value; format: 
SXX.XXX) 

0564) Per “other activity (flat rate: dollar value 
format: SXX.XXX) 

0565 Per sale. May be paid in one of the following 
two methods: 

0566 Flat rate (dollar value; format: SXX.XXX) 
0567 Percentage of the shopping-cart contents 

0568. Offer Limits 
0569. This read-only section allows the publisher to 
view the termination conditions for the offer, set by 
the advertiser—Termination events may include: 
0570) End date & time 
0571 Maximum number of impressions 
0572 Maximum number of leads 
0573) Maximum number of sales 
0574) Maximum cost 
0575 Minimum ROI 

0576 Target Content Profile 
0577. This read-only section allows the publisher to 
view a content profile for the ideal publisher, intended 
to maximize the ROI (and ECPM). The section 
includes a list of attributes. 

0578 Target Audience Profile 
0579. This read-only section allows the publisher to 
view a profile for the ideal publisher's target audience, 
intended to maximize the ROI (and ECPM). The sec 
tion includes a list of attributes. 

0580 Acceptance Conditions 
0581. This section allows the publisher to define 
acceptance conditions (follows the current Accept 
Until feature). The section includes a list of attributes 
and associated checkboxes. 

0582 The Accepted Offer Editor page has. several 
buttons. These include: 

0583 Reset button 
0584 Clicking on this button resets the contents of 
the page to its initial state (i.e.: original contents of 
the accepted offer, in case an acceptance was 
edited/reviewed, default values in case of a new 
accepted offer). 

0585 “Cancel button 
0586 Clicking on this button closes the Accepted 
Offer Editor page, returning the user to the 
Accepted offer Management page. No changes 
take place. 



US 2010/0082439 A9 

0587) “Save” button 
0588 Clicking on this button closes the Accepted 
Offer Editor page, returning the user to the 
Accepted Offer Management page. Modifications 
to an existing accepted offer are retained. 

0589) 5.10.3.2.2.4 Alert Handler 
0590 The alert handier provides two-main functions: 

0591. Manage alerts 
0592 Define which alerts should be reported and 
which should be masked. Following is a list of report 
able alerts; 

0593. Flight-line start (warning and actual event) 
0594 Flight-time end (warning and actual event) 
0595) 
event) 

impression limit reached (warning and actual 

0596) Lead limit reached (warning and actual event) 
0597 Sale limit reached (warning and actual event) 
0598. Dollar value reached (warning and actual 
event) 

0599) 
0600 
0601 
0602) 
0603) 
0604) 

0605 Define alert handling, other than web-based dis 
play and issuance of e-mails 

0606) View alerts 
0607. A color-coded marker in the publisher's home page, 
notifies the publisher that new alerts were added to the alert 
log since the last time it was viewed. In one embodiment, the 
alert log uses the following format: 

Offer removed by the system (actual event) 
Offer removed by the advertiser (actual event) 
Compensation changed (actual event) 
Creative changed (actual event) 
ECPM threshold exceeded (actual event) 
Bid is stale (warning and actual event) 

Alert Offeri 
Date Time Level Bid Description 

O2.08 16:44 Medium Roses 80% of sales reached 
O2.08 18:23 High Roses 100% of sales reached 
0412 07:23 Medium Laptop 48 hours till end of flight 

time 
04/14 07:23 High Laptop End of flight-time 

The user can view the log and manipulate its content through 
the following commands: 

0608 Mark an entry as read 
0609 Mark an entry for deletion 
0610 Clear the content of the alert log 

0611) 5.10.4 State Diagrams 
0612) 5.10.4.1 Offer State Transitions 
0613 Offers can be in the following states (see FIG. 24): 

0.614. UserDisabled (initial state). In this state, offers 
cannot have new acceptances, nor can they be run. 
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0615) Enabled. In this state, offers can be accepted, but 
cannot be run-typically because the start time of the offer 
has not been reached. 

0616) Active. In this state, offers can be accepted and 
also run. 

0.617) SystemDisabled. In this state, offers cannot have 
new acceptances, a-rid are not running. An offer gets 
into this state only via system events. 

0.618) UserAndSystem Disabled. In this state, offers 
cannot have new acceptances, and are not running. 

0619 Deleted. Marked as deleted. In this state, offers 
cannot have any new acceptances ever again and cannot 
run ever again. 

0620 5.10.4.2 Contract (AOffer) State Transitions 
0621 Contracts (AOffer) car, be in one of the following 
states (see FIG.25): 

0622 OfferInactive. In this state, the aoffer is inactive 
because its associated offer has become inactive (i.e., 
any state other than Active) No banners will be shown. 

0623 Active. In this state, the aoffer and its offer are 
active, and banners will be shown. 

0624 Publnactive. In this state, the aoffer is inactive 
because the publisher has disabled the aoffer. The cor 
responding offer is active. No banners will be shown— 

0625 Pub AndOfferinactive. In this state, the aoffer is 
inactive because the publisher has disabled the aoffer 
and the associated offer is inactive. No banners will be 
shown. 

0626 Deleted. Marked as deleted. 
0627 The initial state may be either Offerinactive or 
Active, depending on the state of the offer when the 
aoffer was created. 

0628) 5.10.5 Reporting 
0629. In one embodiment of the invention, a number of 
reports are generated that continuously create opportunities 
for enhanced performance to the recipients of the informa 
tion. 

0630 Reports can be generated on demand or periodi 
cally, Example reports include: 

0631 1. Average compensation for each product category 
within my domain (taxonomy), stratified by its compo 
nents 

0632 2. System-wide average ECPM 

0633 3. Average ECPM per publisher category (as defined 
by its taxonomy) 

0634. 4. Per offer, correlation values of publishers who 
have accepted the offer (e.g. 3 publishers from Comput 
ers, 5 publishers -from Sport) 

0635. 5. Average offer compensation (stratified by its 9. p y 
components) for all other advertisers within my category 
(as defined by the advertiser's taxonomy) 
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0636 6. Conversion ratios 
0637 7. Exchange status including number of advertisers, 
publisher, offers, active offers, inactive offers, contracts, 
bids. 

0638 8. Top ten lists such as highest ECPM offers, highest 
click incentive, best converting banners. 

0639 Reports can be generated over various time granu 
larities to view changes in performance over time. Example 
time granularities include last year, year to date, last. three 
months, last month, month to date, last week, yesterday, 
today, or a specific begin and end date/time. 
0640 Reports Can be generated over various channel 
granularities. For example, the performance of an offer can be 
viewed overall, or the performance data can be drawn only 
from activity on sites with particular content and audience 
profiles. 

0641) 5.10.6 Calculation of ECPM 
0642 ECPM is a single metric by which the effectiveness 
of the advertising can be measured. It is defined as the value 
of the advertising divided by the number of impressions 
served. For a publisher, this is a yield metric which can be 
used to determine which advertising is maximizing dollars 
earned-for impressions served. For an advertiser, ECPM can 
be used to compare the effectiveness of offers that have iden 
tical incentives. This is good for comparing creatives, ad 
copy, or product price points to see what is generating the best 
conversion. 

0643) The ECPM calculation is: 

(dollar value) (impressions delivered) * 1000 

0644) For instance, if $25.00 were made on 15,000 
impressions delivered, this would be an effective CPM of: 

(25 / 15000) * 1000 = $1.66 ECPM 

0645) 5.10.7 Calculation of Future ECPM 
0646) The concept of “Future ECPM is only relevant in 
an environment where the incentives associated with adver 
tising are changing. The future ECPM 138 computed using 
historical event counts, or conversion ratios, and the current 
incentive levels. 

0647. The computation of future ECPM is: 

((predicted value) (impressions delivered) * 1000 

0648. The “Predicted value” is: 

Sum(current incentive level * historical event count) for all event types 
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0649. For example, “offer a has an ECPM of $2.12, but if 
the advertiser starts paying S0.15 a click, the ECPM of a 
publisher that picks it up after the incentive change will 

Impressions Clicks Leads Sales 

Incentive S O.OO S 0.10 S 1.50 S10.00 
Events Measured 100,000 1,250 25 5 

be $2.75. For publishers that already accepted the offer, their 
overall compensation will tend towards an ECPM of $2.75. 

0650) 5.10.8 Audience/Content Match Indices 
0651. The goal of the match indices is to provide a single 
number between 0 and 100 that indicates the “goodness” of a 
match between an advertiser's offer and a publisher's area. 
This index is computed for audience demographics and for 
content. The computation is performed on information pro 
vided by the publishers (content providers) and advertisers. 
The advertisers are indicating what content and audience the 
ad will work best with. The publishers are indicating what 
their content and audience makeup is. 

0652 The audience data has weights associated with each 
data point. This allows advertisers to say how important this 
audience is to them and publishers to indicate what percent 
age of their audience makeup has this demographic. For 
instance, we might have three sites as follows (the number in 
parenthesis as the weight, a number in between 1 and 5): 

Content Audience 

site a Auto age 18–25 (3), auto-buyer (1) 
site b Auto, museum age 35-44 (4) 
site c Auto age 35-44 (4), auto-buyer (4) 

0653) Now if we have an advertiser offer that looks like the 
following: 

Content Audience 

offer a Auto, museum age 35-44 (3), auto-buyer (5) 

0654 For example, the advertisement is for a luxury auto 
mobile manufacturer using a creative of a couple coming out 
of an auto in front of an art museum. 

0655 The resulting match indices are: 

Content Audience 

site a 70 35 
site b 1OO 50 
site c 70 86 

0656. The highest score of 100 indicates an exact match 
which we only got once for the content of site b. The lowest 
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index b we got was 35 it was non-zero because of the overlap 
of auto-buyer but the audience is the wrong age and relatively 
few of them are auto buyers. 
0657. A significant factor in the development of the algo 
rithm is that it has to be trivial to compute. Frequently a large 
number of these indices have to be computed while a user is 
waiting. This data is not amenable to caching (the space for 
the cached values would be prohibitively large) so we need to 
compute it quickly on-the-fly. 
0658 Another factor in developing the match algorithm 
was that its results had to be similar to what you'd get by 
“common sense'. This is also sometimes known as the prin 
ciple of “least surprise'. So, if the match index shows that a 
particular match is better than another, we expect that a 
human would also consider the same match to be better. 

0659 The content match algorithm is: 

100 * sqrt (#matches max(length(offerProfile), length(areaProfile))) 

0660. In this way, a large profile (e.g. a publisher that 
checks most of the content categories) will dilute the score if 
an advertiser has only selected a few items in the pro-file and 
Vice versa. Since the matching is so sensitive to dilution, we 
use a square root to get reasonable matches to have scores 
closer to 100. 

0661 The audience match is slightly complicated by the 
weights: 

100 * sqrt (Sum(adv. item weight* pub item weight) (5 * 
Sum (weights (adv. profile)))) 

0662. The dilution is handled differently here on the 
assumption that an audience member may have more interests 
than just those specified without that being detrimental to the 
quality of the match. However, an advertiser looking for a 
large number of attributes does dilute the result. 
0663) 5.11 Synopsis 
0664) In one aspect, the present invention is a method 
implemented on a computer network that allows for media 
and space for displaying media to be exchanged in real time 
between a plurality of advertisers and a plurality of publishers 
connected to the network by a plurality of respective termi 
nals comprising the steps of: a) storing a plurality of offers for 
media spaces submitted by the plurality of advertisers, 
wherein each offer includes information about the media 
content, and a monetary compensation structure offered to be 
paid upon acceptance; b) displaying offers to individual pub 
lishers in a rational order through correlated parameters input 
by advertiser and publisher; c) sorting offers based on (i) 
information provided by publishers and advertisers; or (ii) 
sorting offers for display to individual publishers based on 
demographic, psychographic, geographic and other taxono 
mies input during the registration process by advertiser and 
publisher alike, or (iii) sorting offers on the basis of dollar per 
action, click-through, lead, distribution or combination 
thereofd) accepting by the publisher of one or more of the 
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ordered offers; e) creating an instantaneous “liquid contract’ 
for the accepted offer: f) serving the media content for the 
contracted offer to the publisher's terminal according the 
information in the offer; and g) maintaining the status of the 
contract in accordance with the information contained in the 
accepted offer until modified by advertiser or rejected by 
publisher. The method further comprises the step of updating 
the status of the contract based on information provided in the 
offer, the step of allowing the advertiser who placed the 
accepted offer to modify the terms of the contract, or the step 
of instantly ceasing the serving of media upon a publisher's 
rejection or a previously accepted offer. 

0.665. In another aspect, the present invention describes a 
method implemented on a computer network for providing an 
exchange for the purchase of advertising spaces by advertis 
ers from publishers, comprisinga) storing offers Submitted by 
advertisers for the purchase of an advertising space for an 
advertisement, wherein each offer includes a description of 
the advertisement and a compensation rate for the placement 
of the advertisement in an advertising space; b) storing con 
ditional offers submitted by publishers for the sale of adver 
tising spaces, wherein each conditional offer contains accep 
tance criteria for offers submitted by advertisers; c) compiling 
for a conditional offer a list of offers that satisfy the accep 
tance criteria; d) accepting one or more offers from the list by 
a publisher, and e) serving the advertisement described in the 
accepted offer when the publisher accepts the offer. 

0666. The method further comprises the steps of determin 
ing for an offer the number of acceptances of the offer, out 
putting the number of acceptances to the advertiser who Sub 
mitted the offer, and allowing the advertiser to modify the 
terms of the offer, whereby an advertiser may modify the 
terms of an offerin order to increase the number of acceptan 
ces of the offer. The method is also capable of performing the 
steps of determining for each accepted offer that results in the 
placement of an advertisement in an advertising space, the 
compensation due the publisher for the placement of the 
advertisement in the advertising space, outputting the com 
pensation to the publisher who accepted the offer, and allow 
ing the publisher to revoke acceptance of the offer. 

0667. In another aspect, the invention describes a net 
worked media exchange system for matching and tracking of 
offers to purchase advertising space comprising: a plurality of 
advertisers’ terminals for connecting a plurality of advertisers 
to the network for placing a plurality of offers for media 
spaces; a plurality of publishers’ terminals for connecting a 
plurality of publishers to the network for reviewing the placed 
offers on the network and selectively accepting one or more 
offers; a first server Subsystem for arranging the placed offers 
based on information provided by each of the plurality of 
publishers and creating an instantaneous contract between an 
advertiser and a publisher when the publisher accepts an offer 
placed by the advertiser; and a second server subsystem for 
executing transactions according to information provided in 
the offer. 

0668. In another aspect, the invention discloses a method 
by which a plurality of advertisers can enter a liquid contract 
with a plurality of publishers which is transparent, fully auto 
mated, does not require a one-to-one negotiation, and Sup 
ports anonymity for the publishers on the exchange. The 
invention may also be described as a method to turn into a 
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commodity the purchasing and selling of online media, and/ 
or a method to turn into a commodity the purchasing and 
selling of offline media. 
0669. The invention creates a metric (ECPM) to allow 
both publisher and advertiser to not only purchase and sell 
media at the then-current fair market value, but also to use 
historical ECPM to reasonably predict future performance. 
ECPM may be defined as the creation of a method of repre 
senting cost performance of media across channel, globally or 
by advertiser. A feature of the invention is a method to main 
tain publisher anonymity from advertisers so that CPM trans 
actions (at rates higher than ECPM) can be maintained with 
the same advertisers. Another feature of the present invention 
calculates the return on investment (ROI) at any given period 
in time for advertisers and decide on behalf of publishers 
through automated processes whether to continue to maintain 
an active offer. 

0670. In another aspect, the invention includes a process 
by which the traditional principles through which a binding 
contract is formed (offer, acceptance, consideration) is, for 
purposes of market efficiencies transformed into a “liquid 
contract’ that allows multiple parties on both sides of the 
transactions to accept offers simultaneously, and also termi 
nate accepted offers, and even reaccepted terminated offers. 
0671 In yet another aspect, the invention includes a 
method by which the parties participating in the purchase and 
sale of media can realize price discovery for the space. Under 
current methods (auction, blind auction, reverse auction, net 
works, one-to-one negotiations, and/or markets) the parties 
lack full information and lack a method to truly achieve the 
fair market value of the space purchased and sold. 
0672. In another aspect, the invention includes a method 
by which the purchase and sale of media is facilitated by 
allowing the advertiser to test the effectiveness and cost of 
media through the low cost of entering/exiting contracts, 
combined with the ability to constantly alter creative aspects 
of advertising campaigns. 

0673. It will be recognized by those skilled in the art that 
various modifications may be made to the illustrated and 
other embodiments of the invention described above, without 
departing from the broad inventive scope thereof. It will be 
understood therefore that the invention is not limited to the 
particular embodiments or arrangements disclosed, but is 
rather intended to cover any changes, adaptations or modifi 
cations which are within the scope and spirit of the invention. 
0674) Certain levels of tracking and logging errors are 
allowable. 

0675) 5.12 Certain Defined Terms 
Source: 

littp://www.internetadvertising.org/qa/glossary.shtml 

0676 Ad Serving: A software package or a service that 
responds to requests from browsers to provide advertising 
content, typically-banners. 
0677 Advertising Network: A group of Web sites which 
share a common banner server. Typically a sales organization 
which manages the commerce and reporting. An ad network 
has the ability to deliver unique combinations of targeted 
audiences because they serve your banner or ad across mul 
tiple sites. 
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0678 Animated GIF: An animation created by combining 
multiple GIF images into one file. The result is multiple 
images, displayed one after another, that give the appearance 
of movement. Very useful for attracting/distracting Web surf 
CS. 

0679 Banner: Typically a rectangular graphic element 
which acts as an advertisement on the Web and entices the 
viewer to click on it for further information, typically on the 
advertiser's Web site. 

0680 Banner Network: See Advertising Network above. 
0681 Branders: Advertisers primarily interested in pro 
moting name recognition for their brand. 
0682 ClickThrough: The act of clicking on a banner or 
otherad, which takes the user through to the advertiser's Web 
site. Used as a- counter point to impressions to judge the 
response-inducing power of the banner. 
0683 ClickThrough Rate (CTR): The response rate of an 
online advertisement, typically expressed as a percentage and 
calculated by taking the number of clickthroughs the ad 
received, dividing that number by the number of impressions 
and multiplying by 100 to obtain a percentage. Example: 20 
clicks/1,000 impressions=0.02x100-2% CTR. 
0684 CPA: Cost Per Action. The price paid by an adver 
tiser for each “action' that a content site delivers. “Action' 
may be a sale, a lead, a Successful form fill-out, a download of 
a Software program or an e-commerce sale of a product. Both 
the action, price and terms of a CPA purchase are mutually 
agreed upon by the advertiser and content site and Such a 
purchase typically involves a back end tracking system pro 
vided by the advertiser that allows the content site to view 
clicks and actions every 24 hours if they choose to do so. 
0685 CPC: Cost Per Click. The price paid by an advertiser 
to a content site. When buying on a Cost Per Click model, the 
advertiser and content site have mutually agreed that the 
content site will continue to display the advertiser's ad cre 
ative until X number of clicks have been delivered—the 
amount purchased. This pricing model typically ranges 
between 10 cents CPC up to S2 CPC and as with other forms 
of online advertising, is dependent on content, audience 
reached and targeted delivery—Untargeted being lower 
priced, targeted to an affluent audience being at the high end 
of the rate scale. 

0686 CPM: Cost Per Thousand (Roman Numeral) 
impressions. The price paid by an advertiser for a content site 
displaying their banner 1,000 times. 
0687 CPS: Cost Per Sale. The price paid by an advertiser 
to a content site for each sale that results from a visitor who is 
referred from the content site to the advertiser's site. This type 
of buying model is typically tracked with cookies, where the 
cookie is offered on the content site and read on the advertis 
er's site at the Success page after Successful completion of one 
transaction/sale. Typical rates/bounties range between 5% 
and 25% of the retail price of the product or service being 
sold. See also CPA above. 

0688 Creative: The concept, design, and artwork that go 
into a given ad. 
0689) Demographics: Common characteristics that allow 
for population segmentation. Typical demographic data 
points include age, gender, postal code, and income. 
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0690 Direct Marketers: Advertisers primarily interested 
in eliciting tangible responses such as Sales. 

0691) Effective CPM. A metric for the cost of advertising 
when it is not paid entirely by CPM. Computed by dividing 
the cost of the advertising by the number of impressions used. 

0692 Effective Frequency: The number of times an ad 
should be shownto one person to realize the highest impact of 
the ad without wasting impressions on that individual. 

0693) Effective Reach: The number of people who will see 
an ad the most effective number of times. The most effective 
frequency. 

0694 Exposures: See impression 

0695 Frequency: The number of times a given person will 
See an ad in a given time period. 

0696 GIF: Graphical Interchange Format. The most com 
mon file compression format for banner ads and most other 
pictures on the Web. 

0697 Hits: Every time a file is sent by a server, be it text, 
graphic, video, and so on, it is recorded as a-hit. Not a reliable 
gauge to compare different sites, as ore page with five graphic 
elements will register six hits when viewed, while a page with 
nographics will only register one hit. 

0698 Impression: The Opportunity To See (OTS) abanner 
or other ad by a surfer. When a page that includes a banner is 
viewed, it is considered an impression. 

0699 Interstitial Ads: Web pages that pop up between 
what the viewer is looking at and what they are expecting to 
get. More like a TV commercial than anything else on the 
Web (at the moment). 
0700 Inventory: The amount of available space for ban 
ners on a Web site that can be delivered in a given time period. 
Also known as the amount of gross impressions per month (or 
clicks if the publisher is selling on a Cost Per Click rate 
model) available for sale to advertisers by a Web publisher. 

0701 Link: A hypertext connection between two docu 
ments, image maps, graphics, and the like. 

0702 Liquidity: The ability of an asset to be converted into 
cash quickly and without any price discount. A larger number 
of buyers and sellers tends to increase the liquidity of a 
market. 

0703 Pageview: When a Web page is requested by some 
body through a browser. Pageviews are often used to track the 
number of impressions a banner gets. 

0704 Proxy: A proxy server acts as a cache file for an 
organization. It is also used where firewalls protect the inter 
nal network from the external Internet, while continuing to 
serve Web pages from the inside. 
0705 Psychographics: Common psychological character 
istics that allow for population segmentation. Typical psycho 
graphic data points include opinions, attitudes, and beliefs 
about various aspects relating to lifestyle and purchasing 
behavior. 

0706 Reach: The total number of people who will see a 
given ad. 
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0707 Sell-Through Rate: The percentage of banner or 
other ads sold as opposed to traded or bartered in an ad 
network. 

0708) Session: A completed visit to a Web site by a surfer/ 
viewer/visitor. A session can start at the home page and last 
anywhere from mere moments to hours, depending on the 
interest the visitor has in the information, games, and so on, at 
the site. 

0709 Traffic: The number and types of people who come 
to a Web site. Measured in many different ways. 
0710 Transaction Model Exchange: A transaction-model 
exchange provides all the information necessary to make a 
buy/sell decision and performs the actual transaction. In con 
trast, an informational model exchange provides some but not 
all the information necessary for a buy/sell decision. There 
fore, the actual transaction occurs outside of an informational 
exchange. The revenue potential of an informational 
exchange is limited to Subscription fees. Transaction 
exchange can, in addition, charge for services related to per 
forming transactions (e.g., a per transaction commission). 
Therefore, a transaction exchange can be substantially more 
lucrative. 

0711 URL: Uniform Resource Locator. The address of 
any particular page on the World WideWeb, seen as www 
company.com/page.shtml. 

0712 Note that, we use terms such as “all” or “always' to 
describe certain aspects of our preferred embodiment. While 
the preferred embodiment is so limited, the claims are not; 
rather, the claims are limited only by their own terms, not by 
limitations described in the preferred embodiment. 

1. A computer system configured to provide an online 
media exchange, the computer system comprising: 

a web server configured to provide a user interface to 
advertisers and publishers accessing the online media 
exchange; 

one or more application servers configured to manage data 
objects associated with respective advertisers and pub 
lishers and further configured to manage online negotia 
tions between advertisers and publishers regarding 
placement of advertiser ads on publisher websites; 

a database in communication with the one or more appli 
cation servers, the database storing data including the 
data objects; and 

one or more ad servers in communication with the data 
base, the one or more ad servers configured to serve data 
defining advertiser ads to publisher websites. 

2. The computer system of claim 1 further comprising: 
an ad server controller in communication with the database 

and the one or more ad servers and configured to convey 
advertising data from the database to the one or more ad 
SWCS. 

3. The computer system of claim 1 wherein the one or more 
ad servers are configured to 

receive an online request from a consumer, the online 
request specifying a contracting publisher and an ad; 

record data regarding the online request; and 
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redirect the consumer to an advertiser website based on 
data of the request, the advertiser website being associ 
ated with a contracting advertiser. 

4. The computer system of claim3 wherein the one or more 
ad servers are further configured to: 

receive a Subsequent request from the consumer, Subse 
quent request including data specifying an action per 
formed by the consumer at the advertiser website: 

record data regarding the action, the data being recorded in 
association with contract data linking the contracting 
advertiser and the contracting publisher. 

5. The computer system of claim 1 further comprising an 
accounting package in communication with the database, the 
accounting package configured to manage billing among the 
advertisers and the publishers. 

6. The computer system of claim 1 wherein the web server 
is configured to receive an offer from an advertiser. 

7. The computer system of claim 6 wherein the web server 
is configured to detect in the offer one or more of 

creative, 
a product offer, 
a flight time, 

a maximum pay-out amount, 
a compensation amount, 

a per click payment amount, 
a per download payment amount, and 
a publisher content description. 
8. The computer system of claim 6 wherein the web server 

is configured to provide data about responses to the offer from 
publishers. 

9. The computer system of claim 6 wherein the web server 
is configured to receive modifications to the offer or modified 
offers. 

10. The computer system of claim 1 wherein the web server 
is configured to receive ad preference data from a publisher 
for ads to be hosted by the publisher. 

11. The computer system of claim 10 wherein the web 
server is configured to detect in the ad preference data one or 
more of 

creative properties, 

a minimum acceptable incentive level. 
a minimum effective cost per thousand impressions 
(ECPM), and 

minimum expected flight duration. 
12. The computer system of claim 1 wherein the one or 

more application servers are configured to match advertiser 
offers to publishers. 

13. The computer system of claim 1 wherein the one or 
more application servers are further configured to match the 
advertiser offers to publishers based on a calculated effective 
cost per thousand impressions. 

14. The computer system of claim 12 wherein the one or 
more application servers are further configured to filter the 
advertiser offers according to publisher-specified filtering cri 
teria. 
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15. The computer system of claim 1 wherein the one or 
more application servers are configured to monitor and log 
trade transactions between advertisers and publishers. 

16. The computer system of claim 1 wherein the one or 
more application servers are configured to monitor start con 
ditions and termination conditions of trade transactions 
between advertisers and publishers. 

17. The computer system of claim 1 wherein the one or 
more application servers are configured to determine an 
effective cost per thousand impressions for trade transactions 
between advertisers and publishers. 

18. A computer system comprising: 
means for storing data defining an offer to sell advertising 

media, the data including data defining a consumer 
action as a variable input for calculating compensation 
payable to a publisher for purchase of the advertising 
media; 

means for storing data defining an offer to purchase adver 
tising media, the data including data defining a con 
Sumeraction as a variable input for calculating compen 
sation payable to an advertiser for purchase of the 
advertising media; 

means for comparing the data defining an offer to sell 
advertising media and the data defining an offer to pur 
chase advertising media; 

means for establishing a contract between an advertiser 
and a publisher based on the stored data defining an offer 
to sell advertising media and the stored data defining an 
offer to purchase advertising media; and 

means for tracking commissions owed, billed and received 
under the contract. 

19. The computer system of claim 18 further comprising: 
means for storing data defining advertising content to be 

presented in the advertising media; and 
means for serving the data defining advertising content on 

the advertising media if the data defining an offer to sell 
advertising media meets terms of the data defining an 
offer to purchase advertising media 

20. The computer system of claim 18 further comprising: 
means for receiving from an advertiser the data defining an 

offer to sell advertising media; and 
means for receiving from a publisher the data defining an 

offer to purchase advertising media. 
21. A method for operating a computer system, the method 

comprising: 

storing data defining an offer to sell advertising media, the 
data including data defining a consumer action as a 
variable input for calculating compensation payable to a 
publisher for purchase of the advertising media; 

storing data defining an offer to purchase advertising 
media, the data including data defining a consumer 
action as a variable input for calculating compensation 
payable to an advertiser for purchase of the advertising 
media; 

comparing the data defining an offer to sell advertising 
media and the data defining an offer to purchase adver 
tising media; and 
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establishing a contract between an advertiser and a pub 
lisher based on the stored data defining an offer to sell 
advertising media and the stored data defining an offer to 
purchase advertising media. 

22. The method of claim 21 further comprising: 
trafficking media in accordance with the contract. 
23. The method of claim 22 wherein trafficking media 

comprises: 

serving banner advertisements created by the advertiser for 
publication by the publisher. 

24. The method of claim 21 further comprising: 
establishing a commission based on the contract. 
25. The method of claim 21 wherein establishing a com 

mission comprises: 
establishing a commission based on a number of impres 

sions of advertiser creative served. 
26. The method of claim 24 wherein establishing a com 

mission comprises: 
establishing a commission based on a number of click 

throughs. 
27. The method of claim 24 wherein establishing a com 

mission comprises: 
establishing a commission based on a number of leads. 
28. The method of claim 24 wherein establishing a com 

mission comprises: 
establishing a commission based on a number of post 

click-through actions of a consumer. 
29. The method of claim 24 wherein establishing a com 

mission comprises: 
establishing a flat rate commission. 
30. The method of claim 24 wherein establishing a com 

mission comprises: 
establishing a percentage rate commission. 
31. The method of claim 24 wherein establishing a com 

mission comprises: 
receiving data defining the commission from one of the 

advertiser and the publisher. 
32. The method of claim 24 further comprising: 
33. An online media exchange method comprising: 
receiving from one or more advertisers data defining offers 

to sell advertising media; 
receiving from one or more publishers data defining bids to 

purchase advertising media; 
matching an offer to sell of a contracting advertiser with 

one or more bids to purchase of respective contracting 
publishers to form respective contracts; and 

serving advertising content including advertising media 
defined by the contract to consumers accessing websites 
of the respective publishers. 

34. The method of claim 33 further comprising: 
storing data about the offers, the bids and matched offers 
and bids for subsequent retrieval. 

35. The method of claim34 wherein storing data comprises 
at least one of: 

storing data about event types defined for received offers 
and bids, 
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storing data about conversion ratios for received offers and 
bids, 

storing data about event counts for received offers and bids. 
36. The method of claim 33 further comprising: 
receiving one of 

revised offer information modifying the data received 
defining an offer to sell; and 

revised offer information modifying the data received 
defining a bid to purchase. 

37. The method of claim 33 wherein receiving data defin 
ing offers to sell comprises receiving from the one or more 
advertisers information about one or more of 

creative, 
a product offer, 
a flight time, 
a maximum pay-out amount, 
a compensation amount, 
a per click payment amount, 
a per download payment amount, and 
a publisher content description. 
38. The method of claim 33 wherein receiving data defin 

ing bids to purchase comprises receiving from the one or 
more publishers information about one or more of 

creative properties, 
a minimum acceptable incentive level. 
a minimum effective cost per thousand impressions 

(CPM), and 
minimum expected flight duration. 
39. The method of claim 33 wherein matching an offer to 

sell with one or more bids to purchase comprises: 
filtering the offer to sell against requirements of the bids of 

the one or more publishers. 
40. The method of claim 33 further comprising: 
reporting to advertisers and publishers data about received 

offers and received bids. 
41. The method of claim 33 further comprising: 
determining an effective cost per thousand impressions 
(ECPM) for at least one of advertiser offers and pub 
lisher bids. 

42. The method of claim 41 wherein determining the 
ECPM comprises: 

determining ECPM as a ratio of value of the advertising 
media to number of impressions of the advertising con 
tent served 

43. The method of claim 42 wherein matching the offer to 
sell with the one or more bids to purchase comprises compar 
ing ECPM for the offer to sell with ECPM for the one or more 
bids. 

44. The method of claim 41 wherein determining ECPM 
comprises: 

determining past ECPM based on observed activity. 
45. The method of claim 44 wherein determining past 

ECPM comprises determining ECPM based on stored data 
defining compensation levels for matched offers. 
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46. The method of claim 41 wherein determining ECPM 
comprises: 

determining future ECPM based on observed one of his 
torical event counts and conversion ratios, and current 
incentive levels. 

47. The method of claim 41 wherein determining ECPM 
comprises: 

determining future ECPM as a ratio of a predicted value 
and number of impressions delivered. 

48. The method of claim 47 further comprising: 
determining predicted value as a sum of products of current 

incentive levels and historical event counts overall event 
types. 

49. A method for trading advertising media, the method 
comprising: 

a. providing an exchange data structure accessible via a 
communications network; 

b. Storing in said data structure data defining an offer to sell 
advertising media, said data defining a selling compen 
sation scheme which uses a consumer action as a vari 
able input to calculate compensation payable to pur 
chase said advertising media; 

c. Storing in said data structure data defining an offer to 
purchase advertising media, said data defining a pur 
chasing compensation scheme which uses a consumer 
action as a variable input to calculate compensation 
payable to purchase said advertising media; 

d. comparing said offer to sell and said offer to purchase, to 
identify whether said offer to purchase meets the terms 
of said offer to sell. 

50. The method of claim 49, further comprising: 
e. Storing data defining advertising content to be presented 

in said advertising media; and 
f. publishing said advertising content data on said adver 
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c. storing in said data structure data defining an offer to 
purchase advertising media, said data defining a pur 
chasing compensation scheme which uses a consumer 
action as a variable input to calculate compensation 
payable to purchase said advertising media; 

d. publishing said data defining an offer to purchase or said 
data defining an offer to sell. 

55. A system for trading advertising media, comprising: 
a. an exchange data structure accessible via a communica 

tions network; 
b. Stored in said data structure, data defining an offer to sell 

advertising media, said data defining a selling compen 
sation scheme which uses a consumer action as a vari 
able input to calculate compensation payable to pur 
chase said advertising media; 

c. Stored in said data structure, data defining an offer to 
purchase advertising media, said data defining a pur 
chasing compensation scheme which uses a consumer 
action as a variable input to calculate compensation 
payable to purchase said advertising media; 

d. means to compare said offer to sell and said offer to 
purchase, to identify whether said offer to purchase 
meets the terms of said offer to sell. 

56. The system of claim 55, further comprising: 
e. Stored data defining advertising content to be presented 

in said advertising media; and 
f, means for publishing said advertising content data on 

said advertising media if said offer to purchase meets the 
terms of said offer to sell. 

57. The system of claim 44, further comprising: 
g. means for measuring said consumer action. 
58. The system of claim 55, further comprising: 
e. a calculator for calculating the effective cost per thou 

sand for said offer to purchase or said offer to sell, and an 
output for outputting said effective cost per thousand. 

59. The system of claim 55, wherein said offer to purchase 
is revocable at will. 

60. A system for publishing information on the current 
market value of media, comprising: 

tising media if said offer to purchase meets the terms of 
said offer to sell. 

51. The method of claim 50, further comprising: 
g. measuring said consumer action. 
52. The method of claim 49, further comprising: 
e. calculating the effective cost per thousand for said offer 

to purchase or said offer to sell, and outputting said 
effective cost per thousand. 

53. The method of claim 49, wherein said offer to purchase 
is revocable at will. 

54. A method for publishing information on the current 
market value of media, the method comprising: 

a. providing an exchange data structure accessible via a 
communications network; 

b. Storing in said data structure data defining an offer to sell 
advertising media, said data defining a selling compen 
sation scheme which uses a consumer action as a vari 
able input to calculate compensation payable to pur 
chase said advertising media; 

a. an exchange data structure accessible via a communica 
tions network; 

b. Stored in said data structure, data defining an offer to sell 
advertising media, said data defining a selling compen 
sation scheme which uses a consumer action as a vari 
able input to calculate compensation payable to pur 
chase said advertising media; 

c. Stored in said data structure, data defining an offer to 
purchase advertising media, said data defining a pur 
chasing compensation scheme which uses a consumer 
action as a variable input to calculate compensation 
payable to purchase said advertising media; 

d. publishing means for publishing said data defining an 
offer to purchase or said data defining an offer to sell. 
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