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SYSTEM AND METHOD FOR
WORD-OF-MOUTH ADVERTISING

TECHNICAL FIELD

The present disclosure relates generally to an online marketing system providing a
consumer accessing content on the network with a set of network accessible users with
connections to the marketed brands, products, or services, and possibly having a relation to

the consumer.

BACKGROUND

At any point in time, there are literally millions of Internet users online and yet for
most users the experience of using the Internet is a solitary, non-social activity. Although

Al 2 o

real-time communicatio

ns channels such as the voice over internet
messaging (IM), and short message service (SMS) protocol are available, those systems do
not allow object-specific, context-relative real-time communications directly associated with

the object.

Likewise, the billions upon billions of media objects on the Internet exist in isolation
unrelated to the users who may have created, consumed, commented on or are otherwise
knowledgeable with regards to them. Although systems like bulletin boards or user groups
exist to allow user interconnection related to specific subject matters, interests or media
objects, those mediums are shifted in time. They do not present the media in any
personalized or dynamic way to facilitate a real-time communication between users with the

ease of one-click.

When users are doing commercial research or actually trying to purchase something
online, this problem impedes efficient transactions and increases the number of unsatisfied
customers due to a lack of real-time sales support to help them make happy and support
efficient buying decisions. Although some businesses do offer real-time online sales support,

it is not personalized, nor diversified, nor deployed in context on the web.
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As means of communication improve, users of communication devices have an
increased ability to consume, generate, and disseminate information, and to interact over the
network through the sharing of information. In addition, the Internet has become a
marketplace for goods and services offering wide selection at low prices. Despite these
advantages, some consumers prefer the personalized experience of in-person sales and retain
loyalty to so-called “brick and mortar” stores. Manufacturers, distributors, retailers, service
providers, and advertisers seek improved means of marketing over the Internet and other

networks.

Network marketing is not limited by a lack of available information; the Internet
consumer is typically able to access a plethora of information available online. The digital
information consumer perceives information conveyed over the network through various
forms of media objects, including text, icons, voice, audio recordings, pictures, animations,
videos, interactive widgets, and other audiovisual information. Descriptions of one or more
forms of media objects may be combined in a data object, which the consumer accesses over
the network. The data object may contain additional “metadata” information which is not
typically observed by the consumer, but may instead define parameters useful in conveying
information to the consumer, such as user identifiers, data locaters, data types, or data
interpretation resources, as described below. Network users typically operate a physical
device, such as a telephone, a text messenger, a cell phone, a smart phone, a personal digital
assistant, a networked music/video player, a personal computer, or a public terminal, to
interconnect with other users on the network. The network user typically utilizes a number of

application programs to consume content on the network. Example application programs

include a “media object player” and a “browser”.

A browser is an application program that is generally intended to display “web
pages.” A web page is typically a two-dimensional image appearing as an individual page of
information including one or more types of contained media objects. Multimedia content on
the network appears in a virtual book format, which typically is displayed as an individually
framed web page along with means for navigating to other related web pages. A web page
may also be associated with audio output perceived by a page consumer. Data for web pages

is often described in a format known as a Document Object Model (DOM).

Multimedia content may be directly perceived on a web page or may be indirectly

accessible. Content on the page may be directly perceived by including one or more static
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media objects, such as a displayed image, or one or more dynamic media objects, such as a
video in a media object player rendered within the image of the page. Examples of indirect
access include access to an audio recording through background music, access through an
auxiliary page or pop-up window, access through a sidebar or drawer attached to a window,
access by invoking a menu item or toolbar, access provided through a link to another page, or
access through an auxiliary program, such as a media object player. Two media object
players are the Windows Media Player ® available from Microsoft Corp. of Redmond,
Washington or the Apple QuickTime ® player available from Apple Computer, Inc.

The source code for a media object or a web page may also contain one or more
instances of script languages. ECMAScript is a script programming language, standardized
by Ecma International of Geneva, Switzerland, in the ECMA-262 specification. JavaScript
and Jscript are the most common implementations of the EMCAScript standard. "JavaScript"
is a registered trademark of Sun Microsystems, Inc. of Santa Clara, CA; technology is further
developed and implemented under license by the Mozilla Foundation of Mountain View, CA.
“JScript” is an ECMAScript implementation from Microsoft, Corporation. JavaScript and

Jscript are often used for client-side interactive web applications.

When a consumer accesses a web page, script functions can interact with the
Document Object Model (DOM) of the web page to perform one or more tasks. Scripts may
also be used to make service requests to remote servers after a page has loaded. These
requests can obtain new information or data, as well as load or launch additional applications,
e.g., media object players, content viewers, application plug-ins, or software codes. Script
code can merge with the DOM of the underlying page so that one or more additional media
objects are displayed or otherwise rendered on the page. Alternatively, the script code may
initiate one or more additional pages or other rendering for the additional media object(s).
When script code is embedded into an HTML document and subsequently accessed by a
client application, the client application may retrieve and execute the script. The script may
initiate service requests to one or more remote servers to retrieve and render one or more
media objects that enhance the underlying content of the page, optionally using parameter
values assigned in the embed code. For example, the script, when executed, may access
stored locally stored user preferences or user attributes stored in relation to the use of browser

“cookies” and contain one or more user attributes in a dynamically generated service request.
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When a media object is published on the network, scripts may be inserted in tags
within the media object or within the published web page, and invoked when a consuming
user accesses the web page or clicks on a link in the page. For example, a media object may
be displayed in physical proximity with related advertising. The tags may additionally allow
for various functions to be executed in association with the consumption of the advertising.
For example, an Internet service provider (ISP) may use embedded tags to track the number

of reactions of the consumer to the advertising associated with the media object.

Research has shown that some consumers prefer, and are more likely to be influenced
by, marketing efforts provided by access to persons familiar with the marketed goods, brands,
or services. In a brick and mortar store, consumers prefer retailers who provide individualized
service, trustworthy knowledge, superior support, and easy access to quality goods. Some
consumers prefer the social experience of personal interaction. Consumers are also heavily

influenced by the consumption preferences of their social peers.

At this time, there is no simple way to access analogous marketing social functions
over the Internet. A goal of the present invention is to augment network advertising and

branding with a plethora of social network opportunities to further marketing goals.
SUMMARY

A service provider facilitates word-of-mouth advertising and sales support associated
with displayed media objects on distributed networks. The system provides one or more
advocates a network user accessing advertising of a brand, product, or service. One or more
of the advocates may be socially related to user. User interactions with the advocates are
facilitated through a real-time communication network, follow-on commercial activity is

tracked, and the value of word-of-mouth advocacy is captured and distributed.

The present invention provides detailed methods, apparatuses and systems directed to
interactive, word-of-mouth advocacy of consumption. In a particular implementation, a
service provider facilitates social interaction with a group of advocates leading to the
consumption of goods, brands, or services on the network. The service provider monitors
access to network content objects, identifying marketing opportunities for advocacy. The
opportunities are ranked, and one or more high ranking content objects are augmented with
one or more advocates. A consumer is provided with one-click access to one or more live

personalized advocates related to the consumer and the marketed goods, brands, or services.
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BRIEF DESCRIPTION OF THE DRAWINGS

Fig. 1 is an example of a prior art user interface displaying a search result.

Fig. 2 shows an augmented display associating various items with social halos.
Fig. 3 shows an augmented display associating a web page with a halo.

Fig. 4 illustrates associating a sub-page event with a halo.

Fig. 5 is an example flowchart for a method of populating a single halo.

Fig. 6 is an example flowchart for a method of populating a page with halos.

Fig. 7 is an example flowchart for a halo user interface daemon.

Fig. 8 shows an example of computer server architecture.

Fig. 9 shows an example of a social networking environment.

Figs. 10A and 10B show two steps in social network advertising on a cell phone.
Figs. 11A and 11B show two additional steps in social network advertising on a cell phone.

DETAILED DESCRIPTION

The following embodiments and aspects thereof are described and illustrated in
conjunction with systems, apparatuses and methods meant to be exemplary and illustrative,
not limiting in scope. In various embodiments, one or more of the above-described goals

have been achieved.

The specification sets the framework by describing a typical network environment
and user operation of the invention. Following that is a description of the algorithms
employed and a network infrastructure to support the invention. Finally, an alternative

environment and interface shows the general applicability and variations of the method.
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Fig. 1 illustrates a prior art browser window display using the Mozilla Firefox
browser. A browser window, such as the one shown, is typically divided into one or more
control areas and one or more content areas. The browser window contains typical control
and display regions, such as title bar 101, browser control bar 102, Yahoo! ® Tool bar 103,
and a main window content area 104. Browser control 108 is an interface for a Yahoo! ®
search engine. In this hypothetical example, a consumer has entered the search phrase “BCZ
Motors,” the name of a fictitious motorcycle manufacturer. In response, the main window

content area 104 displays fictitious results of the search request.

The area 105 contains the beginning of typical search results, with two line items 106-
107 displayed. As used hereinafter, a “line item” is a listed element of a display associated
with or linked to a different network location. Typically, the line item will contain an
explanatory title, one or more excerpts of text from a web page, and a link connected to the
uniform resource locater (URL) for the web site hosting the web page. In this fictitious
example, line item 106 is a link to the website for the North American distributor for BCZ

A

motorcycles, while line item 107 is a link to the website for a local BCZ motorcycle dealer.

The invention may be used to augment various line items as described further below.

The hypothetical web page also contains three sponsored search results, which are
typically advertisements for products, services, brands, or other web sites. A sponsor may be
any party in a commercial supply chain, from manufacturer or service provider to consumer.
A media object 109 consisting of a manufacturer logo is displayed as a sponsored
advertisement with a goal to increase brand awareness. A media object 110, depicting a
motorcycle, is an advertisement for a product. The media object may be a static object, such
as an image or illustration, or it may be a dynamically changing object, such as a flash movie,
an MPEG-4 video, or some other streaming audio/music video. A banner ad 111 advertises
the services of a fictitious law group. The invention may also be used to augment various

sponsored content objects, as described further below.

Example prototypical environments for the invention are shown in Figs. 2-4.
Displayed content is augmented with one or more groups of available advertisers to promote
goods, services, other web sites and/or brands. As used hereinafter, a halo of advertisers is a

group of one or more advertisers associated with a common marketing theme.
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Marketing or promotion themes are either supplied in source metadata or derived
from the various environments, as explained further below. Fig. 2 illustrates an example
where the three sponsored content objects of Fig. 1 are augmented in a modified page content
area 200. Each sponsored or un-sponsored content object presents a new potential marketing
theme, and the invention may be applied to an individual content object on a page as
described further below. For illustration purposes only, and not by way of limitation, only the

sponsored content objects are shown augmented in Fig. 2.

In Fig. 3, the content to be augmented is an entire web page. A single marketing

theme is embedded in the metadata of the page or determined from the content of the page.

In Fig. 4, each media object contained within the page presents a new potential
marketing theme. A consumer may dynamically access a group of advertisers associated with
one or more sub-page events or themes. For example, a motorcycle distributor may provide a
media object that any motorcycle rider may post on a personal webpage, consisting of an
image of one of the distributor’s products. The data for the media object includes metadata

and or script function calls implementing a social halo connected with the distributor.

Although three prototypical environments are shown separately in Figs. 2-4, the
invention is applicable in combinations present within a web page. For example, a web page
that contains L line items and M media objects may be augmented with zero to (L+M+1)
marketing theme halos, one for each line item, one for each media object, and one for an
overall page theme. The halos may be constantly visible, dynamically displayed, and/or

dynamically generated.

In one implementation, representations of the one or more halos associated with a
page are always visible as shown in the three example halos of Fig. 2. In one embodiment, a
consumer may obtain additional information about a marketing agent by a consumer action,
such as by touching the image of the agent on a touch-screen, or clicking/holding a computer
mouse button with the active screen cursor over a marketing agent’s image, or allowing the
screen cursor to hover over a marketing agent’s image. As known in the art, various

interfaces support various consumer actions to select an image within a page.

In Fig. 2, an exaggerated cursor arrowhead hovers above image 202. As a result, a
pop up window containing one or more items related to the marketing agent appears above

the page content. In this example, one or more of the name of the marketing agent (fitle), the
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affiliation of the marketing agent (company), and the social bond between the marketing
agent and the consumer (bonds) is shown in text area 206. For example, image 202 may be a
picture of a local BCZ motorcycle rider and area 206 may indicate his name, that he is a BCZ
rider, and that he lives in Oakland, the same location as the consumer. In addition, the pop-up
window may indicate one or more means to communicate directly with the agent, as
displayed in communication area 207. The communication area typically has a redundant
indicator for each means of initiating a communication. In this example, the consumer may
select a phone contact by selecting the text “phone” or clicking the associated icon (shown as
a bullet in close proximity to “phone”). In a preferred implementation, a best means of
communication, common to the consumer and marketing agent, is selected as a default
means. In one embodiment, the consumer may override the selection in a pop-up menu, a set

of user preferences, or via a pull-down menu or toolbar menu selection.

In a preferred embodiment, a consumer activation of any visible halo image results in
a direct, live connection to the marketing agent using the default means of communication.
As known in the art, consumer selection of an image within a screen display may be
accomplished in an interface by detecting various consumer actions, such as a tap on the
image of the agent on a touch-screen, or clicking/releasing (including double-clicking,
option-clicking, and so on) a computer mouse button with the active screen cursor over a

marketing agent’s image.

In an additional embodiment, the halo of marketing agents may include one or more
alternative agents. The motorcycle distributor, for example, may have a queue of available
sales agents. In the event that a displayed agent goes offline or otherwise becomes
unavailable, a replacement agent is ready. In a preferred embodiment, the image and
information of the offline marketing agent is replaced by the image and information of the
replacement agent. In a further embodiment, a failure to establish communication with a first
marketing agent results in an attempt to establish communication with a first replacement
agent, a failure to establish communication with a first replacement results in an attempt to
establish communication with a second replacement agent, and so on, until the list of
replacements is exhausted or communication is established. In an alternate embodiment, a
failure to establish communication to an agent by a first selected means of communication
results in an attempt to establish communication by a second best means of communication,

and so on, until the list of means of communications is exhausted or communication is
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established. In one embodiment, a failure to establish communication to an agent results in an
indication to the consumer that the agent is temporarily busy, and retries of the same
communication means may be attempted. In an alternate embodiment, a failure to establish
communication to an agent by a first selected means of communication results in an
indication to the consumer of a variety of alternate contact means and/or alternative

marketing agents, and allows the consumer to select the alternative desired.

Examples of agent communication means include, but are not limited to, telephone,
cell phone, instant messaging, the short message service (SMS) protocol, voice over internet
protocol (VoIP), video teleconferencing, e-mail, audio teleconferencing, and other computer,
phone, smart phone, cell phone, personal digital assistant, satellite phones, and other

telephonic means of communication.

In an alternate embodiment, the consumer may replace one or more marketing agents
with an alternative agent. In one example implementation, the function of the pop-up window
associated with the mouse hovering above image 202 may be different than that shown in
Fig. 2. In this embodiment, a hovering cursor or other consumer action associated with image
202 brings up a pop-up menu of alternative agents for that slot, such as the pop-up bubble
400 of Fig. 4. The consumer may click and drag the mouse (or take some other selection
action) to select one of the alternative agents. In one embodiment, when the consumer selects
_an alternative halo member, the image and information of the rejected marketing agent is

replaced by the image and information of the replacement agent and results in transmission of

information to track the popularity of halo members.

In another embodiment, the marketing agents are partitioned into categories and a
replacement must come from within the same category. For example, a motorcycle distributor
may specify that one agent in a two person halo is a sales agent, while the other is a service
technician. If a sales agent (or service technician) goes offline or becomes busy, a
replacement sales agent (or service technician) is selected. In one embodiment, one or more
marketing agents are considered required agents, with one or more required attributes. The

replacement of a required agent must have the same required attributes.

Three different methods of augmenting the user interface with available advertisers
are also illustrated in Figs. 2-4. The combinations shown are by way of example and not by

way of limitation. In Fig. 2, company logo 109 is augmented with two marketing agents,
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H1A 201 and H1B 202, in a halo H1 embedded within the page and placed in close proximity
to 109. Motorcycle advertisement 110 is augmented with three marketing agents, denoted
H2A 203, H2B 204, and H2C 205 in a halo H2 in close proximity to 110. Banner ad 111 is
augmented with a single marketing agent 208. Each of these three halos is shown embedded
in the content of the page and visible in the page. In one implementation, one or more
additional content objects may also be augmented with a halo which is only visible through
activation by the user, such as by hovering or clicking/holding a computer mouse button with
the active screen cursor over an object associated with a halo. This is illustrated in Fig. 4, as

described further below.

In the user interface of Fig. 2, the embedded representations may be alternatively
placed to the side of the augmented item, above or below the augmented item, or surrounding
the augmented item, as long as the representations are embedded in the page content area of

the page in close proximity to the augmented item.

Fig. 3, in a second example, shows a web page augmented with a halo of four

1g. npl
advertisers, with images 308-311 embedded in a separate left drawer 304. The web page has
a hypothetical content area 301 with a text phrase 302 (“My new motorcycle!”) and
displaying a media object 303 consisting of an image of a motorcycle. In this example, the
halo with four advertisers is not embedded in the content of the augmented page, but is
instead displayed in a separate area. The separate area may be a user interface known in the
art as a left drawer (shown), a right drawer, a left or right sidebar, a bottom bar, a bottom
drawer, a toolbar, a tear-off window, a pop-up window, a pop-up menu list, or in a separate
tabbed window. The user may utilize optional control button 307 by clicking and dragging to
the right to slide the drawer partially under the window or close it entirely. In one
embodiment, the halo window may be dragged apart from the main window as a tear-off
window. In one embodiment, a halo window has various controls to close, minimize, restore,
resize, and/or scroll through a subset of visible members in the halo window. The halo
window contains one or more images for the advertisers, such as examples 308-311, and may
contain a title area 305 to display the halo theme. In addition, various advertiser text labels
may be displayed (not shown). If the user desires to contact one of the advertisers in Figs. 2-
3, the consumer activates a selection of the advertiser’s image, as described above. In an
alternative implementation, the consumer may redundantly select the advertiser by selecting

the advertiser’s text label. In a further embodiment, the image and label of the advertiser may
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be combined in a single area, such as 208. In one implementation, title text and

communication selection icons are placed on top of the advertiser’s image (not shown).

The halo displays as shown in Figs. 2-3 are static in the sense that the halo images
remain on the screen when the page is displayed. An alternative example utilizes dynamic
“floating” halos as shown in Fig. 4. In Fig. 4, the underlying page content 300 is the same as
in the main window of Fig. 3. In Fig. 4, a browser user perceives a cursor location 401 that
typically is moved with a mouse. In this example, the cursor location hovers above a media

object 303 consisting of an image of a motorcycle.

In one embodiment, a user interface process monitors the amount of time the cursor is
above the media object, and provides a floating halo window, such as halo 400 containing
four advertisers 401-404, if the cursor remains above the media object beyond a time-out
period. If the user desires to contact one of the advertisers, the user moves the cursor to the
halo display and clicks a mouse button with the cursor location over the advertiser’s image.
In an alternate embodiment, the user initiates display of the floating halo window 400 by
clicking on the media object and holding the mouse button down. As a result, the floating
halo window 403 remains on display as long as the mouse button is held down. If the user
desires to contact one of the advertisers, the user drags the cursor location over the advertiser
and releases the mouse button. Other interfaces are possible. For example, on a touch screen a
consumer may touch a media object to pop-up the associated halo, and drag the finger or
stylus to the image of an advertiser for selection purposes. An advantage of this embodiment
is that a distributor may show a larger number of products on a page when one or more halos

are not displayed, and the consumer observes only those halos related to products of interest.

Although alternate interfaces are shown in Figs. 2-4, the interfaces share some
common features. By default, a marketing halo is shown in close proximity to the item, media
object, or page content to be augmented. With one click or other consumer activation, a user
can initiate immediate contact with an advertiser, as explained further below. Each halo of
advertisers promotes a common marketing theme. Although only one interface is shown in
each of Figs. 2-4, the various halo interfaces may be combined in the display of a web page

(not shown) or other display.

Fig. 5 is a flowchart showing an example halo population process, where a service

provider determines the members of a halo organized around a marketing concept. The halo
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population process begins in step 500. In step 501, the marketing concept or theme, consumer
attributes, the halo context, and desired advertiser attributes are input to the process. In this
example process, the process also inputs a number of required halo members, N, and a limit
on the number of optional halo members, M. In other embodiments, the number N or M may

be determined dynamically.

Consumer attributes may include the age, sex, location, income, and other
demographics of the consumer, expressed preferences of the consumer, and implied
preferences of the consumer such as buying or browsing habits, and so on. In a preferred
embodiment, a consumer-profiling server maintains a database of consumer attributes. A
consumer may register with the consumer-profiling server to obtain an identifier and store
one or more expressed attributes. Alternatively, a consumer-profiling server may assign user
identifiers. In one implementation of the halo population process, a consumer identifier may
be transmitted to the populating server, which is used to index the consumer attribute server
to obtain the consumer attributes. In an alternative embodiment, external consumer profiling
services may be used. In one embodiment, any consumer action related to a halo is tracked
and used to adaptively modify consumer attributes. In addition, consumer browser habits may
be tracked to estimate an expected time of purchase. For example, a motorcycle shopper
typically first accesses a variety of web sites related to different brands of motorcycles, and
gradually narrows his choice to concentrate on a limited number of brands and models, and,
as the purchase approaches, the shopper is likely to be more interested in exact price and
availability. By tracking the focus of the shopper, a service provider can estimate a time for

the shopper’s purchase.

In one embodiment, a service provider tracks and estimates the proper context of a
halo. For example, in one embodiment the service provider tracks the position of the
consumer in a purchasing timeline, and biases the selection of halo participants accordingly.
The halo context may also include the intended type of display device or other display
attributes, interface attributes, and desired halo characteristics, such as halo type, relative
fulfillment of marketing goals, geographic limitations, age limitations, demographic targets,
and so on. In one embodiment, a marketing deal identifier may be assigned, and a marketing-
logging server tracks the fulfillment of various marketing deals. For example, a motorcycle
distributor may be willing to pay for up to 1000 halo referrals to a sales agent, and the

marketing deal may be registered in the marketing-logging server. Whenever a consumer
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action results in population of the related halo, the populating server receives the marketing
deal identifier, accesses the marketing-logging server with the identifier as a deal index to
check on the fulfillment of the marketing deal. While the goal remains unfulfilled, the

selection of halo members may be biased in favor of sales agents.

In one embodiment, it may be specified that a halo has, for example, a population of
N required (or specified) members and exactly M optional (or optionally specified) members.
Alternatively, the halo may have a number of required members, N, determined as a default
value, a preference value, or an embedded value contained in metadata for the DOM of the
web page, and the process may determine one or more optional halo members, with an upper
limit of M optional members. For example, a marketing plan for motorcycles may require at
least three advertisers, and may allow for up to two additional advertisers. The marketing
agency may further specify additional desired attributes. For example, a marketing agency
may specify that of the three required advertisers, one is a motorcycle sales agent, one isa
motorcycle service agent, and it is preferred but not necessary that the third is a local
motorcycle dealer. In one implementation, a data object may be configured with metadata to

specify one or more attributes of halo members.

Step 502 evaluates a pool of advertisers as potential required members of a halo. For
each required member of the halo, the attributes of each member of a pool of advertisers are
compared to a set of required advertiser attributes, and if member of the pool meets the
qualifications, the member is considered a prospective advertiser. The set of prospective
advertisers is processed to determine a degree of social connection with the consumer, which
is assigned a social connection score (SCS) and a degree of marketing benefit, which is

assigned a market benefit score (MBS).

Social connections may have multiple dimensions, and an axis is assigned for each
dimension. For example, a consumer may feel a degree of social connection with an
advertiser in a nearby geographic location. One potential axis of advertiser/consumer
commonality is therefore geographic location. In one embodiment, the social connection
score for geographic location may be inversely proportional to the estimated distance
between the consumer and advertiser. A prospective advertiser who is nearer to the consumer
achieves a higher score for a location axis. The various social connections to be considered
may be embedded as metadata in the DOM for the web page, or may be assigned by default

or user preferences. Examples of social connections may include ethnicity, age, sex,
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educational level, educational institutions, economic class, profession, geographic area,
expressed or derived user preferences, and membership in various other demographic groups.
A prospective advertiser may have more than one social connection with the consumer, and a
score is assigned for each dimension. In one embodiment, the scores for various dimensions
of advertiser/consumer connection are accumulated for each prospective advertiser to
determine a combined SCS. In an alternate embodiment, the scores for various dimensions of
advertiser/consumer connection are squared, and the squares of the scores are accumulated to

determine a combined SCS.

At the same time, the subset of prospective members is processed to determine a
degree of marketing benefit to the product, which is assigned a marketing benefit score
(MBS). Marketing benefit may have multiple dimensions, and an axis is assigned for each
dimension.  For example, an advertiser may be evaluated in sub-categories including, but
not limited to, knowledge of the product, product training, familiarity with the product or
brand, attitude toward the product, image appeal, likeability, personality, fame, track record
in selling the product, general marketing skills, and so on. For each applicable dimension, a
potential marketing agent is assigned a marketing benefit score. In one embodiment, the
scores for all included dimensions are accumulated to determine a combined MBS. In an

alternate embodiment, the scores for included dimensions of marketing benefit are squared,

and the squares of the scores are accumulated to obtain a combined MBS.

In step 503, the accumulated scores are processed to identify the N best scoring
advertisers. In one implementation, an advertiser’s overall score is proportional to the product

of a social connection score and a marketing benefit score,
SCORE =w * SCS * MBS,

where w is a constant of proportionality. An advantage of such a scoring system is that it
results in a diverse source of marketing materials. A manufacturer’s representative, for
example, would likely have a relatively high marketing benefit score, which could overcome
a relatively low social connection score. On the other hand, a close social connection of the
consumer would likely have a high social connection score, which could overcome a
relatively low marketing benefit score. In one implementation, prospective marketing agents
who have a negative marketing benefit or marginal marketing benefit are not included. In one

embodiment, the constant of proportionality is a product of K weighting factors,



WO 2009/091655 PCT/US2009/030405
15

w=w[l]*w[2] * ... * w[K],

which account for various contextual factors. For example, an advertiser’s marketing benefit
score may be decreased or increased based upon a user preference rating by adjusting a

weighting factor.

In step 503, the scores for various prospective advertisers are sorted to identify the N
advertisers with the best scores. These advertisers are assigned as the N required halo
members. Step 505 initializes an empty group of optional advertisers as having zero members
and a score of zero. Step 505 checks if there is a possibility of identifying additional optional

members. If so, step 505 proceeds to step 506.

In step 506, each number L of potential optional members in the range of one up to M
is evaluated. Prospective advertisers are identified and assigned scores by accumulating MBS
and SCS scores as above. Finally, a group satisfaction score is determined for each value of
L. In one implementation, the group satisfaction score is proportional to the sum of the best L
advertiser’s scores divided by the total number of halo members. Although each additional
member adds some social marketing score, there are diminishing value returns as the
consumer becomes overwhelmed with a plethora of advertisers. The group satisfaction score

accounts for these diminishing returns.

In step 507, the group satisfaction scores are compared to identify the value of L with
the highest group satisfaction score. The corresponding group list is used to identify L
optional group members. The optional group members and the required group members are

combined in step 508, and the halo population process terminates in step 509.

Fig. 6 illustrates an example page population process which augments a page with one
or more social halos. The process begins in step 601. In step 602, the process takes in
consumer attributes, page content, and halo context. In step 603, the analyzed page content is
parsed to process any meta-tags which specify one or more required halo attributes. The
required halos are populated using a halo population process such as that shown in Fig. 5.
The meta-tags may also specify that a page theme halo is required. A page theme halo may
also be indicated as a consumer preference, in response to a consumer action, by default
preferences, or by estimating whether a page theme halo score exceeds a minimum threshold.

Step 604 checks if a page theme halo should be generated.
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If a page theme halo is generated, step 604 proceeds to step 605. In one embodiment,
a page theme is determined by page meta-data. In one embodiment, a dominant page theme is
determined by analyzing the page content. In an alternative embodiment, prospective
marketing themes for the page are compared and a best theme is chosen. For example, in one
embodiment, a best theme may be implemented as a theme that generates the most halo
service provider revenue. In one embodiment, a number of page themes are analyzed to

determine a page theme with the best social marketing benefit.

Step 604 or 605 proceeds to step 606, which checks if there is a possibility of adding
halos to one or more media objects or line items. If so step 606 proceeds to step 607. In step
607, each media object or line item is evaluated as a halo prospect. Meta-data in the line item
or media object may determine a best marketing concept, or alternatively, a best marketing
concept may be determined from the contextual theme of the line item or media object. In
one embodiment, meta-data may also remove a line item or media object from active
consideration. A prospective halo is populated using a halo population process such as that
shown in Fig. 5. Each prospective halo is assigned a social marketing score. in one
embodiment, each prospective halo is also scored on the enhancement it provides if
embedded in a page display. Social marketing scores are compared to find the best prospect

halo for each media object or line item considered.

Proceeding to step 608, the social marketing scores are compared and sorted to find
the N best prospect halos. Of these N halos, M are embedded in the page, where M is a non-
negative number less than or equal to N. The page enhancement scores are compared and
sorted to find the M best halos to embed in the page, and the page content is modified to
include the M best embedded halos. The remaining halos are configured as floating or
dynamically generated halos. In one embodiment, duplicate advertisers are replaced with
substitutes in post-processing. In an alternate embodiment, when an advertiser is assigned to
a halo for a consumer, the advertiser is removed from the pool of prospective advertisers for
that consumer, so that no duplicates are chosen. The page population process terminates in

step 609.

The methods indicated in the flowcharts of Figs. 5-6 are typically, but not necessarily,
implemented in network server systems. By contrast, Fig. 7is a flowchart showing an
example interface process typically, but not necessarily, implemented in a consumer’s client-

side device. Because of firewalls and other intruder/hacker protection measures, a server
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system may encounter difficulty in pushing content that is not requested to a client-side
device. In a preferred embodiment, a client-side process monitors consumer actions and
network conditions, and transmits requests to pull additional content from one or more

network servers as needed.

An example client side process begins in step 701. In step 702, it is assumed that the
consumer has accessed a page of content from a network server or a file system. The page
content is input and analyzed, and a stored consumer identifier is accessed. In one
embodiment, one or more additional consumer attributes are accessed. In a further
embodiment, a server request may contain additional consumer attributes identified by a
consumer cookie. In one embodiment, additional consumer attributes stored on the server
side may also be accessed. In step 703, a page content identifier and consumer identifier are
used to populate the page with one or more halos, using a page population process such as

that shown in Fig. 6.

In step 704, the populated page with constantly displayed (static) halos is rendered
and displayed on a client-side screen display. A timer is reset to zero to determine the amount
of elapsed time since the last rendering of the display. Step 705 is the center of an event loop.
The display timer and user interfaces are monitored to detect an event. When an event occurs,
step 705 compares the event to an enumerated list of events, and takes the corresponding path
in the flowchart. For example, when a consumer cursor or other pointing indicator remains
above a media object or line item with a configured floating halo for a pre-determined
amount of time, the consumer actions are considered to be performing a “floating halo hover”

event, and step 705 proceeds to step 706.

In step 706, a floating halo is rendered on the consumer screen display, preferably as a
top layer on top of the underlying display content and in close proximity to the corresponding
media object or line item. Further consumer actions are monitored to check if the consumer
proceeds to select a floating halo member in step 707. If not, the floating halo (if any) is
removed as a top layer in step 708, the page display with static halos is refreshed in step 704,

and consumer actions are monitored for a next event in step 70S.

If a consumer clicks on a halo member embedded in the page in step 705, or drags and
releases a mouse button with a screen cursor over a floating halo member in step 707, the

indicated halo member is selected for a marketing contact. In step 709, attempt is made to
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facilitate contact with the halo member, as, for example, by one of several means as discussed
above. If a live communication to the advertiser is established, the process waits in the
background in step 710 until the communication is completed and proceeds afterwards to step
708, to remove a floating halo if necessary, as explained above. If a preferred communication
link is not established, step 710 proceeds to step 711 to implement a backup communication
plan, by, for example, one of several means discussed above. In step 712, any halo members
found to be offline in the communication attempt(s) are replaced, and the flowchart proceeds

to step 708, as described above.

In step 705, if the elapsed time counter exceeds a threshold, it is assumed that the
page content has become stale and needs to be refreshed. A page refresh may also be initiated
by an express consumer action, such as by clicking on a browser refresh button. In this case,
step 705 proceeds to step 713. In step 713, the underlying page content is refreshed. If the
page content is unchanged from a marketing perspective, the previously populated halos are
re-used. If not, the page is repopulated with one or more new halos (not shown). Step 713

proceeds to step 712 to replace offline halo members, as described above.

In step 705, monitored consumer actions may indicate a “newpage” event, where the
consumer navigates to a different content page, and the flowchart proceeds to step 702 to
restart the interface process with the new page content. The consumer may navigate to a new
page by, for example, typing a new URL or search phrase in a browser control or clicking on
a page link. In step 705, monitored consumer actions may indicate the consumer desires to
quit the process. In this case, step 705 proceeds to step 715 where the process terminates.
Other events encountered in step 705 are assumed to be browser control events, processed in
step 714. After a browser control event is processed, the halo members are refreshed as

described above in step 712.

Server systems are typically used to populate a page with one or more marketing
halos, to edit and store halo-enabled pages, to maintain a presence system indicating the
availability of advertisers, to track consumer attributes and advertiser attributes, to determine
halo contexts, to respond to requests for marketing tracking updates, and to manage billing
and accounting for marketing plans. Server and client systems described herein can be

implemented by a variety of computer systems and architectures.
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Fig. 8 illustrates suitable components in an exemplary embodiment of a general-
purpose computer system. The exemplary embodiment is only one example of suitable
components and is not intended to suggest any limitation as to the scope of use or
functionality of the invention. Neither should the configuration of components be interpreted
as having any dependency or requirement relating to any one or combination of components
illustrated in the exemplary embodiment of a computer system. The invention may be
operational with numerous other general purpose or special purpose computer system

environments or configurations.

The invention may be described in the general context of computer-executable
instructions, such as program modules, being executed by a computer. Generally, program
modules include routines, programs, objects, components, data structures, and so forth, which
perform particular tasks or implement particular abstract data types. The invention may also
be practiced in distributed computing environments where tasks are performed by remote
processing devices that are linked through a communications network. In a distributed

computing environment, program modules may be located in local and/or remote computer

storage media including memory storage devices.

With reference to Fig. 8, an exemplary system for implementing the invention may
include a general-purpose computer system 800. Computer system 800 accesses one or more
applications and peripheral drivers directed to a number of functions described herein.
Components of the computer system 800 may include, but are not limited to, a CPU or
central processing unit 802, a system memory 808, and a system bus 822 that couples various
system components including the system memory 808 to the processing unit 802. As used by
those skilled in the art, a signal “bus” refers to a plurality of digital signal lines serving a
common function. The system bus 822 may be any of several types of bus structures
including a memory bus, a peripheral bus, and a local bus using any of a variety of bus
architectures. By way of example, and not limitation, such architectures include the Industry
Standard Architecture (ISA) bus, Enhanced ISA (EISA) bus, the Micro Channel Architecture
(MCA) bus, the Video Electronics Standards Association local (VLB) bus, the Peripheral
Component Interconnect (PCI) bus, the PCI-Express bus (PCI-X), and the Accelerated
Graphics Port (AGP) bus.

An operating system manages the operation of computer system 800, including the

input and output of data to and from applications (not shown). The operating system
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provides an interface between the applications being executed on the system and the
components of the system. According to one embodiment of the present invention, the
operating system is a Windows ® 95/98/NT/XP/Vista/Mobile operating system, available
from Microsoft Corporation of Redmond, Wash. However, the present invention may be
used with other suitable operating systems, such as an OS-X ® operating system, available
from Apple Computer Inc. of Cupertino, Calif., a UNIX ® operating system, or a LINUX

operating system.

The computer system 800 may include a variety of computer-readable media.
Computer-readable media can be any available media that can be accessed by the computer
system 800 and includes both volatile and nonvolatile media. For example, computer-
readable media may include volatile and nonvolatile computer storage media implemented in
any method or technology for storage of information such as computer-readable instructions,
data structures, program modules or other data. Computer storage media includes, but is not
limited to, random access memory (RAM), read-only memory (ROM), electrically erasable
programmable ROM (EEPROM), flash memory or other memory technology, compact-disk
ROM (CD-ROM), digital versatile disks (DVD) or other optical disk storage, magnetic tape
cassettes, magnetic tape, hard magnetic disk storage or other magnetic storage devices,
floppy disk storage devices, magnetic diskettes, or any other medium which can be used to

store the desired information and which can accessed by the computer system 800.

Communication media may also embody computer-readable instructions, data
structures, program modules or other data in a modulated data signal such as a carrier wave
or other transport mechanism and includes any information delivery media. The term
“modulated data signal” means a signal that has one or more of its characteristics set or
changed in such a manner as to encode information in the signal. For instance,
communication media includes wired media such as a wired network or direct-wired
connection, and wireless media such as acoustic, RF, infrared, cellular networks, and other

wireless media.

The system memory 808 includes computer storage media in the form of volatile
and/or nonvolatile memory such as read only memory (ROM) 806 and random access
memory (RAM) 805. A basic input/output system 807 (BIOS), containing the basic routines
that help to transfer information between elements within computer system 800, such as

during start-up, is typically stored in ROM 806 and other non-volatile storage, such as flash
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memory. Additionally, system memory 808 may contain some or all of the operating system
809, the application programs 812, other executable code 810 and program data 811.
Memory 808 typically contains data and/or program modules that are immediately accessible
to and/or presently being operated on by CPU 802. Optionally, a CPU may contain a cache

memory unit 801 for temporary local storage of instructions, data, or computer addresses.

The computer system 800 may also include other removable/non-removable,
volatile/nonvolatile computer storage media. By way of example only, and not by way of
limitation, Fig. 8 illustrates a bulk storage 813 that reads from or writes to one or more
magnetic disk drives of non-removable, nonvolatile magnetic media, and storage device 821
that may be an optical disk drive or a magnetic disk drive that reads from or writes to a
removable, a nonvolatile storage medium 830 such as an optical disk or a magnetic disk.
Other removable/non-removable, volatile/nonvolatile computer storage media that can be
used in the exemplary computer system 800 include, but are not limited to, magnetic tape
cassettes, flash memory cards, digital versatile disks, digital video tape, solid state RAM,
solid state ROM, and the like. Bulk storage 813 and the storage device 821 may be
connected directly to the system bus 822, or alternatively may be connected through an
interface such as storage controller 814 shown for bulk storage 813. Storage devices may
interface to computer system 800 through a general computer bus such as 822, or may
interconnect with a storage controller over a storage-optimized bus, such as the Small
Computer System Interface (SCSI) bus, the ANSI ATA/ATAPI bus, the Ultra ATA bus, the
FireWire (JEEE 1394) bus, or the Serial ATA (SATA) bus.

The storage devices and their associated computer storage media, discussed above and
illustrated in Fig. 8, provide storage of computer-readable instructions, executable code, data
structures, program modules and other data for the computer system 800. For example, bulk
storage 813 is illustrated as storing operating system 809, application programs 812, other
executable code 810 and program data 811. As mentioned previously, data and computer
instructions in 813 may be transferred to system memory 808 to facilitate immediate CPU
access from processor 802. Alternatively, processor 802 may access stored instructions and
data by interacting directly with bulk storage 813. Furthermore, bulk storage may be
alternatively provided by a network-attached storage device (not shown), which is accessed

through a network interface 815.
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A user may enter commands and information into the computer system 800 through
the network interface 815 or through an input device 827 such as a keyboard, a pointing
device commonly referred to as a mouse, a trackball, a touch pad tablet, a controller, an
electronic digitizer, a microphone, an audio input interface, or a video input interface. Other
input devices may include a joystick, game pad, satellite dish, scanner, and so forth. These
and other input devices are often connected to CPU 802 through an input interface 818 that is
coupled to the system bus, but may be connected by other interface and bus structures, such
as a parallel port, a game port or a universal serial bus (USB). A display 826 or other type of
video device may also be connected to the system bus 822 via an interface, such as a graphics
controller 816 and a video interface 817. In addition, an output device 828, such as
headphones, speakers, or a printer, may be connected to the system bus 822 through an output

interface 819 or the like.

The computer system 800 may operate in a networked environment using a network
823 to one or more remote computers, such as a remote computer 825. The remote computer
825 may be a terminal, a personal computer, a server, a router, a network PC, a peer device or
other common network node, and typically includes many or all of the elements described
above relative to the computer system 800. The network 823 depicted in Fig. 8 may include
a local area network (LAN), a wide area network (WAN), or other type of network. Such
networking environments are commonplace in offices, enterprise-wide computer networks,
intranets and the Internet. In a networked environment, executable code and application
programs may be stored in the remote computer. By way of example, and not by way of
limitation, Fig. 8 illustrates remote executable code 824 as residing on remote computer 825.
It will be appreciated that the network connections shown are exemplary and other means of

establishing a communications link between the computers may be used.

Collectively, these elements are intended to represent a broad category of computer
systems, including but not limited to general purpose computer systems based on one or more
members of the family of CPUs manufactured by Intel Corporation of Santa Clara,
California, the family of CPUs manufactured by Advanced Micro Devices (AMD), Inc., of
Sunnyvale, California, or the family of ARM CPUs, originally designed by Advanced RISC
Machines, Ltd., as well as any other suitable processor. Of course, other implementations are
possible. For example, the server functionalities described herein may be implemented by a

plurality of server sub-systems communicating over a backplane.
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Various components of computer system 800 may be rearranged, deleted, or
augmented. For example, system bus 822 may be implemented as a plurality of busses
interconnecting various subsystems of the computer system. Furthermore, computer system
800 may contain additional signal busses or interconnections between existing components,
such as by adding a direct memory access unit (not shown) to allow one or more components

to more efficiently access system memory 808.

As shown, CACHE1 and CPU1 are packed together as “processor module” 802 with
processor CPU1 referred to as the “processor core.” Alternatively, cache memories 801, 803,
contained in 802, 804 may be separate components on the system bus. Furthermore, certain
embodiments of the present invention may not require nor include all of the above
components. For example, some embodiments may include a smaller number of CPUs, a
smaller number of network ports, a smaller number of storage devices, or a smaller number
of input-output interfaces. Furthermore, computer system 800 may include additional
components, such as one or more additional central processing units, such as 804, storage
devices, memories, or interfaces. In addition, one or more components of computer system
800 may be combined into a specialized system-on-a-chip (SOC) to further system
integration. In some computer system environments where component count is critical, the
entire computer system may be integrated in one or more very large scale integrated (VLSI)

circuit(s).

As discussed below, in one implementation, operations of one or more of the physical
server or client systems described herein is implemented as a series of software routines
executed by computer system 800. Each of the software routines comprises a plurality or
series of machine instructions to be executed by one or more components in the computer
system, such as CPU 802. Initially, the series of instructions may be stored on a storage
device, such as bulk storage 813. However, the series of instructions may be stored in an
EEPROM, a flash device, or a DVD. Furthermore, the series of instructions need not be
stored locally, and could be received from a remote computer 825 or a server on a network

via network interface 815.

Fig. 9 illustrates computer system 800 placed in an example wide area network
environment, such as the Internet. Network cloud 823 generally represents one or more
interconnected networks, connecting computer system 800, a plurality of example network

sites, 900, 910, 920, 930, 940, and 950, and a plurality of example client devices, 942, 951,
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952, and 954. Network cloud 823 may include TCP/IP based wide area networks, private
networks, wireless networks, satellite networks, cellular networks, paging networks, and the
like. Client systems, such as portable device 942, portable computer 952, and personal
computer 954 are operably connected to the wide area network environment through an
internet service provider (not shown), a cellular provider 940, a wireless provider (not

shown), a local wireless network 951, and/or a local wired network 953.

Computer system 800 is contained within the network site 920, where one or more
computer systems, such as computer system 800, are connected to a local area network and
router 921. The router 921 manages local computer communication traffic in network site
920 and interconnects with network cloud 823. Router 921 also functions to translate one or
more local area network addresses in network site 920 to provide one or more unique
corresponding wide area network addresses in order to facilitate communication between

computer systems in network site 920 and other computer systems on the wide area network.

Fig. 9 illustrates a number of network service provider sites, including content site A
900, content site B 930, and network application site 910. The described invention may
operate with one or more content providing or application sites. Although Fig. 9 illustrates
the provider sites as separate local network sites, the functionality of each site may be
combined with other sites. Further, a function for a particular site may be performed in a
distributed computing environment by one or more computer systems at remote sites. Further
still, the functionality represented by each depicted site may be further separated into a
plurality of sub-function sites. In addition, implementations of the invention may operate in
network environments that include multiples of one or more of the individual sites or
subsystems of sites described herein. Implementations of the invention may also operate in
network environments where one of more of the systems or sites described herein has been

eliminated.

Content aggregation sites are represented by content site A 900 and content site B 930
in Fig. 3. Content is stored as one or more digital data objects. A digital data object may
include one or more media objects or executable code objects. Content site A 900 is a
network addressable system that allows users to access media objects supplied by one or
more users. In one implementation, content site A 900 may be a media object aggregation or
sharing system, such as the Yahoo! Geocities ® blog-sharing site, and similar variants.

Content site A 900 comprises one or more physical server systems 901, 902, implemented
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using an architecture such as that of computer system 800, and containing or connected to
one or more bulk storage systems, such as that of bulk storage system 813, or a network
attached storage device (not shown), and a local area network and router 903. The one or
more physical servers allow users to upload and download media objects. In one
implementation, the functionality hosted by the one or more physical servers may include

web or HTTP servers, FTP servers, and the like.

Content site B 930 is a network addressable system that allows users to access content
supplied by one of more content suppliers (not shown). Content site B 930 comprises one or
more physical server systems 931, 932 containing or connected to one or more bulk storage

systems (not shown), and a local area network and router 933.

Network application site 910 is a network addressable system that allows users to
access one or more executable code objects supplied by one or more service providers (not
shown). Network application site 910 comprises one or more physical server systems 911,
912, 913 containing or connected to one or more bulk storage systems, shown as network-
attached storage device 914, and a local area network and router 915. Executable code objects
may include code to be executed on a client device as well as code executed within a server
system, such as server 912. An example of an executable code object is an informational web
site where users request and receive identified web pages and other content over the network
cloud 823. The executable code object may also be a posting forum, where users may submit
or otherwise configure media objects to be perceived by other users. The executable code
object may also be a social network application, such as a chat client or e-mail client, adapted
to establish intermediated or peer-to-peer communications with other clients. The executable
code object may also be a web-posting application, allowing users to configure and maintain
personal web pages. One or more executable code objects may also combine to form a
content distribution application that displays available media objects and transmits them to
users. Examples of network application sites include Yahoo! Music Engine ®, Apple iTunes

®, and podcasting servers.

Network application site 910 and sites 900, 930 also represent a suitable architecture
for invention. As stated above, server systems are used to populate a page with one or more
marketing halos, to edit and store halo-enabled pages, to maintain a presence system
indicating the availability of advertisers, to track consumer attributes and advertiser

attributes, to determine halo contexts, to respond to requests for marketing tracking updates,
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to manage billing/accounting for marketing plans, to adapt attributes, and to facilitate and/or
log communications between a consumer and an advertiser. One suitable configuration
allocates site 900 for common consumer accesses. For example, site 900 may comprise a
consumer site, where server 901 performs as a halo-enabled object server and server 902 may
track consumer access to halo-enabled objects and consumer attributes. Site 930 may
comprise a marketing site, where advertisers store attributes and generate/edit halo-enabled
web pages in advertiser server 931, and a service provider manages marketing accounts in
billing server 932. Network application site 910 may comprise a population server, with a
populating server 911, an advertiser presence server 912, and a communications server 913.

Other arrangements and assignments of the social marketing functions are possible.

In the context of a computer network, a “virtual server” is physically one or more
server systems connected to the network and support circuitry to execute application
programs for processing data. Data may be stored by means which facilitate efficient
processing, such as by storing the data in a “database” consisting of a collection of data
organized by relationships between the various forms of data contained therein. When a
virtual server consists of more than one computer server system, the set of computer server
systems is interconnected hierarchically to perform high-level functions as combined

functions of several servers under central control.

Functionally, a virtual server executes a sequence of low-level CPU commands to
complete instructions for processing data. A virtual server typically accepts instructions and
executes commands for a multitude of “clients”. The instructions may include, but are not
limited to, instructions to store or retrieve data, to modify, verify or erase data, or to
reorganize data. A virtual server may also initiate instructions for other network-attached
devices. For example, a virtual “music server” might maintain a database to locate a library
of musical compositions. The music server might receive commands to store new songs or
retrieve old ones from a number of clients. Further, the music server might send commands to
other devices on the network, e.g., to disseminate the musical database among various
subservient servers, such as a “jazz server,” a “hip-hop server,” a “classical server,” and so
on, to register paying user requests in a “billing server,” to verify the identity, preferences,
and access privileges of a user in a “registration server” and so on. The music server may
therefore also be a client of other servers. Practitioners of the art will recognize that virtual

servers and clients are abstract interactive devices controlled by software instructions, whose
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interaction protocols may be flexibly defined. A “client” as used herein may include
functionally to process information and programs, as well as to issue commands. Similarly, a
virtual server as used herein may include functionally to initiate commands to users and other

servers as well as to respond to instructions.

Similarly, a database should not be construed to be a single physical collection of
data. As used herein, a database is an abstract collection of data which may be distributed
over one or more physical locations. Said data may be stored physically within a single or
multiple servers, within attached physical device(s), network attached device(s), or user
devices(s). Similarly, an application program should not be construed to be a single physical
collection of commands. As used herein, an application program is an abstract collection of
CPU commands, which may be physically executed, in whole or in part, within a single or
multiple servers, within attached physical devices(s), within network attached device(s), or

within user device(s).

An example of a less conventional social network marketing interface is shown in
Figs. 10-11, which depict four consecutive steps in use of the interface, denoted Figs. 10A,
10B, 11A, and 11B, respectively. In these figures, a typical portable client-side device 1000
includes a keypad 1004 and a pointing means. In one embodiment, the pointing means is
provided by a four-position rocker switch, with up arrow 1002, down arrow 1003, left arrow
1008 and right arrow 1012. In an alternate or augmented embodiment, a pointing means is
provided by a screen sensitive to touch, known as a touch-screen. As shown in Fig. 10A, the
consumer may access different scrolling pages of advertisements pressing the up/down
switches 1002-1003, or with a touch-screen, by touching a media object and dragging it up or
down. An advertisement 1001 for a mobile phone known as the RAZR ®, manufactured by
Motorola, Inc., is scrolling into view in Fig. 10A. In Fig. 10B, the advertisement 1001
occupies a full advertising page on the device. Because the advertisement is a halo-enabled
object, a marketing halo appears, represented by title 1005, left halo scroll indicator 1006,
left-hand member 1007, center member 1009, right-hand member 1011, and right halo scroll
indicator 1010. Center halo member 1009 is selected as a default advertiser. If the consumer
activates an assigned selection control, the default advertiser is selected. The selection control
may be implemented by various means, such as by pressing the center of the rocker switch,
pushing a designated button, or tapping on the image in a touch-screen. If the consumer

desires a different default advertiser, the consumer may scroll the halo display leftward using
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the left arrow button 1008 or touching 1006 on a touch-screen, or rightward using the right
arrow button 1012 or touching 1010 on a touch-screen. When the consumer pushes 1008 for
example, image 1009 is shrunk to replace image 1007, image 1011 is enlarged and replaces

1009, and a new halo member is depicted in the space formerly occupied by 1011.

In Fig. 10B, the consumer has acted to request additional information about the
default advertiser depicted in 1009. In a preferred embodiment, the default advertiser is an
advertiser in the set of halo members with the most social marketing benefit. The request may
be indicated by holding a finger or stylus on the image 1009 in a touch-screen, or by pressing
an information or help button. In a response similar to Fig 2’s pop-up window 206-207, a
pop-up window with elements 1101 (advertiser title), 1102 (advertiser affiliation) and
redundant indicators 1103, 1104 for means of communication with the advertiser appear. In a
preferred embodiment, the consumer drags a touch-screen pointer to the pop-up window to

initiate communication by the default means.

In one embodiment, the consumer may initiate a communication by tapping or
otherwise selecting the default advertiser image without requesting additional information
about the advertiser. In one embodiment, a consumer may initiate communications by
displaying communication options and selecting a communications means, such as by

displaying the pop-up information window and touching 1103 or 1104 on a touch-screen.

Finally, in Fig. 11B, the default communication is initiated by calling advertiser Lynn,
and the halo display process is put in the background while the communication is completed.
In a preferred embodiment, a communication status display shows one or more attributes of
the communication, such as, for example, an icon for the means of communication, 1105, text
explaining the status of the communication 1106, and an image for the advertiser 1009. In
one embodiment, the means of communication is by video chat, and instead of displaying a

static image of the advertiser, a streaming video image of the advertiser is displayed instead.

Fig. 11B also illustrates an additional or alternative embodiment of the user interface.
In this interface, a cursor is displayed on the video screen, such as exaggerated cursor 1108.
For example, after the marketing call to Lynn is initiated, display of a cursor pointing to the
product may be used to indicate that a sale may be completed by a consumer action such as

the activation of a keyboard button.
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In an alternative interface embodiment, the cursor 1108 provides an indicator of a
selection means similar to that of a mouse cursor on a computer screen. The cursor location is
moved via navigational switches, such as 1002-1003 of Fig. 10A for up/down motion, and
1008, 1012 of Fig. 10B for left/right motion. In Fig. 11B, button 1107 may be configured, for
example, as an “INFO” button. Activation of INFO button 1107 while the cursor is above an
image of Lynn might display the pop-up window 1101-1104 of Fig. 11A for example. Button
1109 may also be configured, for example, as a “SELECT” button. Activation of SELECT
button 1109 while the cursor is above an image of Lynn might initiate the call to Lynn as

shown in Fig. 11B, for example.

By delivering a user-specific halo of people connected to the user and related to the
products or services the user encounters as he moves through a network, the user experience
is personalized with increased efficiency of consumer research and purchasing decision

making.

From the perspective of media object creators and publishers, the halo system offers
an additional advertising and/or personalization opportunity related to their objects or
inventory that allows detailed, real-time explanation, question/answer sessions, or other user
interest-based knowledge transfer between two or more live humans related to the media

object or subject/advertiser.

From the advertising delivery network perspective, the present invention creates a
new advertising channel to monetize human to human interactions related to existing
published advertisements by populating a real-time, socially-appropriate communications
network of users willing to act as advocates or advertiser-representatives with regards to

specific products, services, interests or actual media objects.

By leveraging the network of engaged users, their relations and interests and
appropriate economic incentive models, the halo system delivers social media marketing to
users that is timely and relevant while providing advertisers another channel of sales support

and publishers another monetization opportunity.

The description above sets forth numerous details to provide a thorough
understanding of various aspects of the present invention. It will be apparent to those skilled
in the art, however, that the present invention may be practiced without these specific details.

In other instances, algorithms for processing data and symbolic representations of algorithmic
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operations are the means used by those skilled in the art to most effectively convey the
substance of their work to others skilled in the art. An algorithm, as used herein, is a sequence
of operations leading to a desired result, said operations requiring physical manipulations of
physical quantities. Usually, though not necessarily, these quantities take the form of a
sequence of electrical signals representing binary numbers to be stored, transferred,

combined, compared, and otherwise manipulated.

The present invention also relates to apparatus for performing the operations herein.
This apparatus may be specially constructed for the required purposes, or it may comprise
one or more general-purpose computers selectively activated by one or more computer
programs to achieve the required results. Such a computer program may be stored in any
suitable computer-readable storage medium. A computer-readable storage medium includes
any mechanism for storing or transmitting information in a form that is usable by a machine,

such as a general-purpose computer.

The algorithms and displays presented herein are not inherently related to any
particular computer or other apparatus. Various general-purpose systems may be used in
accordance with the teachings herein, and it may prove expedient to construct more
specialized apparatus to perform the algorithm operations. The required structure for a variety
of these systems may appear from the description below. In addition, the present invention is
not described with reference to any particular programming language. Those skilled in the art
will appreciate that a variety of programming languages may be used to implement the

teachings of the invention as described herein.

While a number of exemplary aspects and embodiments have been discussed above,
those of skill in the art will recognize certain modifications, permutations, additions and sub-
combinations thereof, It is therefore intended that the following appended claims and claims
hereafter introduced are interpreted to include all such modifications, permutations, additions

and sub-combinations as are within their true spirit and scope.
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CLAIMS

What is claimed is:

1. A method, comprising:
accessing a content object to be perceived by a consumer;
determining a consumption target related to the content object;
identifying one or more advertisers related to one or more attributes of the consumer, the
consumption target, and a perception context;
associating each advertiser in said one or more advertisers with an interface control;
conveying the one or more interface controls to the consumer in proximity to the content
object; and

tracking user interactions with the one or more interface controls.

2. The method of claim 1, wherein the interface control is a hypertext link.

3. The method of claim 1, wherein the interface control comprises a perceivable image

associated with the advertiser.

4. The method of claim 1, wherein the identifying of a group of advertisers related to one or
more attributes of the consumer, the consumption target, and a perception context further
comprises:

accessing a datastore of advertisers;

determining, for each available advertiser, a measure of marketing value related to the

consumption target;

determining, for each available advertiser, a measure of social connection to the

consumer;

combining, for each available advertiser, the measures of marketing value and social

connection to form a social marketing benefit score;

sorting the combined social marketing benefit scores; and

identifying a subset of the highest scoring available advertisers as the group of

advertisers.
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5. The method of claim 4, wherein the accessing a datastore of advertisers further comprises

transmitting a request to a host system for identification of available advertisers.

6. The method of claim 4, wherein the combining of the measures of marketing value and
social connection to form a social marketing benefit score comprises multiplying the measure

of marketing value by the measure of social connection.

7. The method of claim 1, wherein the consumption target is further determined as one or
more of a screen display theme, one or more consistently promoted media objects on the

screen display, or one or more dynamically promoted media objects on the screen display.

8. A method comprising:
accessing a content object to be perceived by a consumer;
determining a consumption target related to the content object;
identifying one or more advertisers related to one or more attributes of the consumer, the
consumption target, and a perception context;
associating each advertiser in said one or more advertisers with an interface control;
conveying the one or more interface controls to the consumer in proximity to the content
object;
responding to a consumer action to engage one of the interface controls by facilitating a
communication with the associated advertiser; and

replacing unavailable advertisers in said group of advertisers when required.

9. The method of claim 8, wherein the interface control is a hypertext link.

10. The method of claim 8, wherein the interface control comprises a perceivable image

associated with the advertiser.

11. The method of claim 8, wherein the identifying of a group of advertisers related to one or
more attributes of the consumer, the consumption target, and a perception context further
comprises:

accessing a datastore of advertisers;

determining, for each available advertiser, a measure of marketing value related to the

consumption target;
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determining, for each available advertiser, a measure of social connection to the
consumer;

combining, for each available advertiser, the measures of marketing value and social
connection to form a social marketing benefit score;

sorting the combined social marketing benefit scores; and

identifying a subset of the highest scoring available advertisers as the group of

advertisers.

12. The method of claim 8, wherein initiating a communication comprises initiating a
telephone call, a Voice over Internet Protocol (VoIP) call, a Short Message Service (SMS)
message, an Instant Message (IM) message, a streaming audio/video conference, or an e-

mail,

13. The method of claim 8, wherein replacing unavailable advertisers in said group of

advertisers when required further comprises

periodically polling a remote host to determine the status of a set of current advertisers;

identifying one or more unavailable advertisers in the set of current advertisers;

determining one or more attributes of each of the one or more unavailable advertisers; and

polling a remote host to determine a replacement advertiser for each unavailable

advertiser with similar attributes.

14. The method of claim 8, wherein replacing unavailable advertisers in said group of
advertisers when required comprises
periodically polling an input interface to detect a consumer-initiated command;
determining if a consumer-initiated command is a refresh command or a replace
commmand; and, in response to a consumer-initiated refresh or replace command,
polling a remote host to determine the status of a set of current advertisers;
identifying one or more unavailable advertisers in the set of current advertisers;
determining one or more attributes of each of the one or more unavailable advertisers

and

polling a remote host to determine a replacement advertiser with similar attributes.

2
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15. An apparatus comprising a memory, a processor, and one or more input/output interfaces,
said memory containing s sequence of processor instructions, and said sequence of processor
instructions operable to cause the processor to:

access a content object to be perceived by a consumer;

determine a consumption target related to the content object;

identify one or more advertisers related to one or more attributes of the consumer, the

consumption target, and a perception context;

associate each advertiser in said one or more advertisers with an interface control;

convey the one or more interface controls to the consumer in proximity to the content

object; and track user interactions with the one or more interface controls.

16. The apparatus of claim 15, wherein the identification of a group of advertisers related to
one or more attributes of the consumer, the consumption target, and a perception context
further comprises:

accessing a datastore of advertisers;

determining, for each available advertiser, a measure of marketing value related to the

consumption target;

determining, for each available advertiser, a measure of social connection to the

consumer;

combining, for each available advertiser, the measures of marketing value and social

connection to form a social marketing benefit score;

sorting the combined social marketing benefit scores; and

identifying a subset of the highest scoring available advertisers as the group of

advertisers.

17. The apparatus of claim 16, wherein the accessing a datastore of advertisers further

comprises transmitting a request to a host system for identification of available advertisers.

18. The apparatus of claim 16, wherein the combining of the measures of marketing value
and social connection to form a social marketing benefit score comprises multiplying the

measure of marketing value by the measure of social connection.
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19. The apparatus of claim 15, wherein the consumption target is further determined as one or
more of a screen display theme, one or more consistently promoted media objects on the

screen display, or one or more dynamically promoted media objects on the screen display.

20. An apparatus comprising a memory, a processor, and one or more input/output interfaces,
said memory containing s sequence of processor instructions, and said sequence of processor
instructions operable to cause the processor to:

access a content object to be perceived by a consumer;

determine a consumption target related to the content object;

identify a group of one or more advertisers related to one or more attributes of the

consumer, the consumption target, and a perception context;

associate each advertiser in said group of advertisers with an interface control;

convey the one or more interface controls to the consumer in proximity to the content

object;

respond to a consumer action to engage one of the interface controls by facilitating a

communication with the associated advertiser; and

replace unavailable advertisers in said group of advertisers when required.

21. The apparatus of claim 20, wherein identification of a group of advertisers related to one
or more attributes of the consumer, the consumption target, and a perception context further
comprises:

accessing a datastore of advertisers;

determining, for each available advertiser, a measure of marketing value related to the

consumption target;

determining, for each available advertiser, a measure of social connection to the

consumer;

combining, for each available advertiser, the measures of marketing value and social

connection to form a social marketing benefit score;

sorting the combined social marketing benefit scores; and

identifying a subset of the highest scoring available advertisers as the group of

advertisers.

22. The apparatus of claim 20, wherein initiation of a communication comprises initiation of

a telephone call, a Voice over Internet Protocol (VoIP) call, a Short Message Service (SMS)
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message, an Instant Message (IM) message, a streaming audio/video conference, or an e-

mail.

23. The apparatus of claim 20, wherein replacing unavailable advertisers in said group of
advertisers when required further comprises
periodically polling a remote host to determine the status of a set of current advertisers;
identifying one or more unavailable advertisers in the set of current advertisers;
determining one or more attributes of each of the one or more unavailable advertisers; and

polling a remote host to determine a replacement advertiser with similar attributes.

24. The apparatus of claim 20, wherein replacing unavailable advertisers in said group of
advertisers when required comprises
periodically polling an input interface to detect a consumer-initiated command,
determining if a consumer-initiated command is a refresh command; and
in response to a consumer-initiated refresh command,
polling a remote host to determine the status of a set of current advertisers;
identifying one or more unavailable advertisers in the set of current advertisers;
determining one or more attributes of each of the one or more unavailable advertisers;
and

polling a remote host to determine a replacement advertiser with similar attributes.

25. A graphical user interface comprising

a visual display driver, a navigational means, an indicator of a selection alternative, and

a selection means;

wherein the visual display driver is operative to
display one or more media objects promoting consumption of a target consisting of a
product, service, brand or website, and
display a set of one or more advertisers in proximity to each of the one or more
promotional media objects, wherein each of said advertisers is related to the
consumption target, the consumer, and the display context;

wherein the navigational means permits the consumer to traverse the visual display;

wherein the indicator of a selection alternative at any time highlights at most one image in

the set of images of advertisers; and
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wherein the selection means, when activated with a highlighted image of an advertiser in
the set of advertisers, facilitates live communication between the consumer and the

corresponding advertiser.

26. The graphical user interface of claim 25, wherein the selection means is activated by

pushing a computer mouse button or a keyboard selection button.

27. The graphical user interface of claim 25, wherein the selection means comprises a touch-

sensitive screen display.

28. The graphical user interface of claim 25, wherein the navigational means comprise a

consumer movable cursor location.

29. The graphical user interface of claim 25, wherein facilitating live communication
comprises initiating a telephone call, a Voice over Internet Protocol (VoIP) call, a Short
Message Service (SMS) message, an Instant Message (IM) message, or a streaming

audio/video conference.
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500 BEGIN HALO
POPULATION PROCESS

!

INPUT: HALO CONCEPT, CONSUMER ATTRIBUTES,
DESIRED MARKETER ATTRIBUTES, AND
HALO CONTEXT ATTRIBUTES INCLUDING
NUMBER OF REQUIRED MEMBERS, N, AND
LIMIT ON NUMBER OF OPTIONAL MEMBERS M

901~

Y

FOR EACH REQUIRED MEMBER:

502 IDENTIFY REQUIRED MEMBER ATTRIBUTES, IF ANY FOR EACH
™ POTENTIAL AXIS OF MARKETER/CONSUMER COMMONALITY:

IDENTIFY PROSPECTIVE MARKETERS FOR AXIS

ACCUMULATE MARKETER'S MBS AND SCS SCORES

-t

\
IDENTIFY N BEST MARKETERS AS REQUIRED HALO LIST M

504\ L=0
group_combined_score[0]=0

NO

M > 07

505 YES

FOR EACH NUMBER L FROM 1 UP TO M:
FOR EACH POTENTIAL AXIS OF MARKETER/CONSUMER COMMONALITY:
IDENTIFY PROSPECTIVE MARKETERS FOR AXIS
ACCUMULATE MARKETER'S MBS AND SCS SCORES
COMPOSE GROUP LIST AND COMBINED SCORE FOR BEST L MARKETERS

506"

A

IDENTIFY L WITH BEST SCORE TO DETERMINE GROUP;

AN

UTILIZE GROUP LIST TO IDENTIFY L OPTIONAL MEMBERS

2

A

COMBINE REQUIRED AND OPTIONAL MEMBERS
508" TO OBTAIN N+-L HALO LIST MEMBERS

Yy

END HALO
509 POPULATION PROCESS

FIG. 5
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601 BEGIN PAGE
POPULATION PROCESS

Y
602~ INPUT PAGE CONTENT, CONSUMER ATTRIBUTES, HALO CONTEXT
603 !
~\ SERVICE REQUIRED TAGS TO POPULATE REQUIRED HALOS
ADD
PAGE THEME >N
HALO?
~ne_ |  IDENTIFY PAGE MARKETING CONCEPT;

™ POPULATE PAGE THEME HALO;
MODIFY OR AUGMENT PAGE CONTENT TO DISPLAY PAGE THEME HALO

\i

ADD
MO/ITEM

NO

HALOS?

FOR EACH MEDIA OBJECT (MO) OR LINE ITEM:
IDENTIFY BEST MARKETING CONCEPT, BY
6071 POPULATING PROSPECTIVE HALOS,
SCORING PROSPECT HALOS/EMBEDDED DISPLAY ENHANCEMENTS
CHOOSE BEST PROSPECT

Y

IDENTIFY N BEST HALOS;

IDENTIFY M BEST EMBEDDED DISPLAYS;
608-"1 MODIFY PAGE CONTENT TO EMBED M HALQS;
CONFIGURE (N-M) FLOATING HALOS;

REPLACE DUPLICATE MARKETERS

-

-}

Y

END PAGE
609 POPULATION PROCESS
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