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ELECTRONIC ADVERTISING SYSTEM

TECHNICAL FIELD
[0001] This invention relates to advertising.
BACKGROUND
[0002] An advertiser desiring to place an advertisement in a printed publication (a

“print ad”) can enter into an agreement with a publisher of the publication. The agreement
generally includes the terms associated with the placement of the print ad. For example, if a
print ad is to be placed in a newspaper, the agreement can specify the dates the print ad is to
run, the section in the newspaper to place the print ad, the print ad size, and possibly other
parameters. Because printed publications include manual processes, human error can lead to
a print ad not running according to the terms agreed to between the advertiser and the
publisher. For example, the print ad simply may not run at all, the wrong print ad content
may be published, the print ad may be inserted into the wrong section of the newspaper
and/or may be sized incorrectly. Conventionally, a publisher provides a tearsheet (i.e., a page
on which the print ad was placed in the publication) to the advertiser as proof the print ad ran
in the publication. Human error can lead to an incorrect tearsheet being provided to the
advertiser, even though the print ad was placed according to the terms of the agreement.
These errors generally lead to lost opportunities for advertisers and lost revenue for
publishers. An advertiser typically will not be charged (or will be given a discount), if the

print ad is not placed according to the terms of an associated agreement.

SUMMARY
[0003] This invention relates to an electronic advertising system and technique. In
general, in one aspect, the invention features a computer-implemented method including
receiving publisher information from multiple publishers and receiving an offer from an
advertiser. The publisher information includes information about available print ad space.
The offer specifies terms for placing a print ad in a publication of a publisher, the terms
including a bid amount being an amount the advertiser is willing to pay for placing the print
ad. An acceptance of the offer is received from the publisher. The print ad content is
received from the advertiser and provided to the publisher. At a receipt time, an electronic
tearsheet is received from the publisher confirming placement at a placement time of the print

ad in the publication according to the terms. The bid amount is collected from the advertiser.
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A publisher’s share of the bid amount is provided to the publisher, where the publisher’s
share comprises a base amount and a bonus, and the bonus is based on a period of time
between the receipt time and the placement time.

[0004] In general, in another aspect, the invention features a computer-implemented
method including receiving at a receipt time an electronic tearsheet from a publisher
confirming placement at a placement time of a print ad in a publication according to specified
terms between the publisher and an advertiser, the specified terms including a bid amount.
The bid amount is collected from the advertiser. The publisher is provided a publisher’s share
of the bid amount. The publisher’s share includes a base amount and a bonus, and the bonus
is based on a period of time between the receipt time and the placement time.

[0005] In general, in another aspect, the invention features an electronic advertising
system. The system includes a user interface configured to receive publisher information
from multiple publishers, where publisher information includes information about a
publication and available print ad space in the publication; and offers from multiple
advertisers. An offer specifies terms for placing a print ad in a publication of a publisher, the
terms including a bid amount being an amount the advertiser is willing to pay for placing the
print ad. The system further includes means for electronically receiving print ad content from
an advertiser and electronically providing the print ad content to a publisher, where the
publisher has accepted an offer to place the print ad in a publication. The system further
includes means for receiving at a receipt time an electronic tearsheet from a publisher
confirming placement at a placement time of the print ad in the publication according to the
terms. The system further includes means for calculating an amount payable to the publisher
for placement of the print ad in the publication, the amount payable comprising a base
amount and a bonus. The bonus is based on a period of time between the placement time and
the receipt time and can be zero. The system further includes means for collecting the bid
amount from the advertiser and providing to the publisher the calculated amount payable to
the publisher.

[0006] Implementations of the inventions described above can include one or more of
the following features. If the period of time between the receipt time and the placement time
18 24 hours or less, then the bonus can be a first amount. If the period of time between the
receipt time and the placement time is greater than 24 hours but less than 48 hours, then the
bonus can be a second amount. In one example, the base amount can be 85% of the bid
amount, the first amount can be 5% of the bid amount and the second amount can be 3% of

the bid amount. If the period of time between the receipt time and the placement time is
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greater than 48 hours, then the bonus can be zero. In one example, the base amount depends
on the period of time between the receipt time and the placement time and if the period of
time exceeds a maximum allowable time then the base amount is zero. In another example,
the bonus is a performance rating on a performance scale, where a value of the performance
rating is based on the period of time between the placement time and the receipt time.

[0007] Implementations of the invention can realize one or more of the following
advantages. Providing a performance-based bonus to a publisher encourages prompt
uploading of electronic tearsheets. Prompt uploading of electronic tearsheets allows for
prompt verification by an advertiser that a print ad actually ran as per the terms agree with the
publisher (e.g., the correct print ad content in the correct section of the correct newspaper on
the correct day at the correct size). Prompt knowledge of execution errors allows advertisers
to implement contingency plan (e.g., other marketing efforts) as a supplement to an
incorrectly placed ad. Additionally, prompt electronic tearsheet uploading allows for prompt
billing and payment, permitting parties to be paid as soon as possible after a billable activity
occurs.

[0008] The details of one or more embodiments of the invention are set forth in the
accompanying drawings and the description below. Other features, objects, and advantages

of the invention will be apparent from the description and drawings, and from the claims.

DESCRIPTION OF DRAWINGS
[0009] FIG. 1 is a block diagram of an example electronic print ad management
System.
[0010] FIG. 2 is a flowchart showing a example process for providing an electronic
advertising system.
[0011] FIGS. 3A-D are example graphical user interfaces associated with one

implementation of an electronic advertising system.

[0012] FIGS. 4A-B are example graphical user interfaces associated with one
implementation of an electronic advertising system.

[0013] FIGS. 5A-C are example graphical user interfaces associated with one
implementation of an electronic advertising system.

[0014] FIG. 6 is a flowchart showing an example process for calculating a publisher’s
share of a bid amount.

[0015] FIG. 7 is a schematic diagram of an example computer system.

[0016] Like reference symbols in the various drawings indicate like elements.
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DETAILED DESCRIPTION
[0017] Techniques, methods, apparatus and a system for advertising and advertising
revenue management are described. The techniques, methods, apparatus and system can be
used to facilitate print advertising, being advertising occurring in print for example, in
newspapers, magazines, journals, periodicals, flyers, brochures, and other printed
publications. An advertisement placed in a printed publication shall be referred to herein as a
“print ad”.
[0018] FIG. 1 is a block diagram of an example electronic print ad management
system 100. The system 100 includes advertisers 102 and publishers 106. A publisher 106 is
an entity that publishes content (e.g., print ads) or places content (e.g., print ads) for
publication with another entity. By way of example, reference is made to placing print ads in
a publication. Other forms of content can be delivered and published in accordance with the
methods, apparatus and systems disclosed herein. An advertiser 104 is an entity that desires
to place a print ad in a printed publication. The advertiser 104 can be a direct (e.g., an
advertising entity) or indirect supplier (e.g., a middle man) of the print ad. The system
further includes an advertising system manager 104. The advertising system manager 104
operates to bring the advertisers 102 and publishers 106 together by way, for example, of an
online print ad marketplace, as is described further below. A computer network 110, such as a
local area network (LAN), wide area network (WAN), the Internet, or a combination thereof,
connects the advertisers 102, the advertising system manager 104 and the publishers 106.
[0019] FIG. 2 is a flowchart showing an example process 200 for providing an
electronic advertising system 100 (e.g., an online marketplace) for publishers 106 and
advertisers 104, wherein one or more of the steps in the process can be carried out by, for
example, the advertising system manager 104. Available print ad space is identified (step
202). For example, the publishers 106 can provide information to the advertising system
manager 104 about available print ad space. The publisher information can include the name
of the publication, the date or dates the publication is published, the location of the print ad
space within the publication, the size and layout of the print ad space, whether the print ad
will be run in black and white, color or either, and/or other information the publisher desires
to provide to market their available print ad space.
[0020] Information associated with the publishers of the available print ad space is
provided to advertisers (Step 204). For example, the advertising system manager 104 can
provide an online marketplace in which publisher information provided by the publishers 106

is made available to the advertisers 102. In one implementation, the online marketplace is a
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web site. In this implementation, an advertiser 102 can be presented with a graphical user
interface (GUI) through which the advertiser 102 can input certain choices about publishers
with whom they would like to place ads. For example, the GUI can include checkboxes,
drop-down menus, radio controls, data entry fields, and/or other user input controls or
combinations thereof. In one implementation, the web site includes search capabilities. For
example, if an advertiser 102 would like to search for a newspaper in a particular geographic
location, the advertiser 102 can use the search capabilities to identify one or more newspapers
meeting the advertiser’s 102 geographic criteria, although a search query can be based on
different and/or other search criteria as well.

[0021] An advertiser selects one or more publishers that the advertiser is interested in
placing a print ad with (step 206). For example, using the web site provided by the
advertising system manager 104, the advertiser 102 can provide input to the advertising
system manager to choose one or more publishers 106 that the advertiser 102 is interested in
placing ads with based on publisher information included on the web site. By way of
illustrative example, consider an advertiser 102 that is interested in placing a print ad in a
newspaper. In this example the publishers 106 are newspapers. The advertiser 102 can
choose certain newspaper publishers 106, for example, based on factors such as geography,
circulation size, ad size availability, section availability and other criteria. To the extent that a
publisher 106 has provided publisher information relevant to these factors to the advertising
system manager 104, the advertiser 102 has access to this information, through the
advertising system manager 104, when choosing the newspaper publishers 106.

[0022] The advertiser creates an offer for one or more print ads with the selected
publishers (step 207) and can submit the offer to the advertising system manager. The offer
can include the specific terms associated with the advertisement including the price that the
advertiser is willing to pay for placing the ad. For example, the advertiser 102 can select
various parameters related to the desired advertising, such as the day(s)-of-week, desired
newspaper section and ad size for each chosen newspaper publisher 106. The advertiser 102
can input a “bid amount” (e.g., a price the advertiser 102 is willing to pay to place an ad of
the selected ad size in the chosen newspaper section on the selected day or days of the week).
The advertiser’s input, including the bid amount, constitutes the advertiser’s “offer”.

[0023] In step 208, offers are submitted to corresponding publishers. For example,
the advertising system manager 104 can submit the advertiser’s offers to the corresponding
publishers 106. In some implementations, submitting the offers can include sending an

electronic message to the publishers that includes information about the offers. In some
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implementations, submitting the offers can include making the information about the offers
available on a portion of a web site maintained by the advertising system manager 104, which
may be accessible only to appropriate publishers. In some implementations, submitting the
offers can include making the offers available on a particular portion of the web site and
notifying the appropriate publishers of the availability of the offers by electronic message.
Each publisher 106 can respond by either accepting or declining the offer. In one
implementation, a publisher 106 can decline an offer but initiate an online (or offline) dialog
with the advertiser 102 as to why the offer was not accepted and the two parties can attempt
to reach an agreement satisfactory to both parties.

[0024] If an offer is accepted (““Yes” branch of decision step 209), the print ad content
can be submitted (step 210). For example, the advertiser 102 can electronically submit
corresponding print ad content to the publisher 106. Alternatively, the advertiser can supply
print ad content with the offer. In one implementation, the advertiser 102 uploads an
electronic file including the print ad content to the advertising system manager 104 and the
advertising system manager 104 provides the electronic file to the publisher 106 (step 212).
[0025] If an offer is declined (“No” branch of decision step 209), a check can be
made to determine if publisher feedback has been received (step 211). If so (“Yes” branch of
decision step 211), an optional session between the advertiser and publisher can be initiated
(step 216), during which, for example, the advertiser and publisher can continue negotiating
terms associated with an ad placement. If no publisher feedback has been received (“No”
branch of decision step 211), the process 200 can terminate (step 220). For example, if the
publisher provides no comments or feedback to the advertiser 102 as to why the offer was
declined, then the process terminates. However, if the publisher 106 does provide feedback
to the advertiser 102, the advertiser 102 may be motivated to provide a revised offer (“Yes”
branch of decision step 222), and the process returns to decision step 208. Otherwise, if the
advertiser 102 does not provide a revised offer (“No” branch of decision step 222), the
process terminates (Step 220).

[0026] Step 214 includes submission of a compliance report (e.g., an electronic
tearsheet). For example, once the publisher 106 has run the ad (e.g., run the ad in the desired
section in the newspaper on the selected date), the publisher 106 can provide proof that the ad
ran to the advertising system manager 104. In one implementation, an electronic tearsheet
can be uploaded to the electronic advertising system as proof that the ad ran according to
agreed-upon terms. The electronic tearsheet can be an electronic file that includes an image

of the ad as placed within the publication and can include enough information to show that
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the ad ran in the desired section of the newspaper on the selected date and according to any
other specifications of the advertiser, e.g., ad size, ad color, font size, etc. In one
implementation, the electronic tearsheet is a PDF file including a scanned representation of
the page of the publication on which the ad ran.

[0027] Once an electronic tearsheet is uploaded by the publisher 106 to the
advertising system manager 104, the advertising system manager 104 can provide the
electronic tearsheet to the advertiser 102. For example, the advertising system manager 104
can forward the electronic tearsheet to the publisher by electronic message, by making the
electronic tearsheet accessible in a portion of a web site to which the publisher has access,
through a combination of providing access and sending an electronic messages, etc.

[0028] Once the advertising system manager 104 determines that the ad ran (e.g., by
receiving an electronic tearsheet), the advertising system manager 104 can collect a bid
amount from the advertiser 102 and transmit a publisher’s share of the collected bid amount
to the publisher 106 (Step 216).

[0029] In some implementations, an advertiser 102 can challenge the compliance
report, i.e., the electronic tearsheet, within a specified period of time after the electronic
tearsheet is uploaded. In particular, the advertiser 102 can, in some implementations, send a
challenge message to the advertising system manager 104. The advertising system manager
104 may forward the message to the publisher 106, or the advertising system manager 104
may resolve any challenge raised by the advertiser directly (e.g., in an automated manner, or
with human involvement, or with a combination of both). In some implementations, if it is
determined that the ad was not run according to agreed-upon parameters, the bid amount may
not be collected from the advertiser 102, and neither the advertising system manager 104 nor
the publisher 106 may receive payment. A process for challenging a compliance report is
described in further detail in U.S. Patent Application No. 11/753,407, entitled “Processing
Electronic Tearsheets”, filed by Leader on May 24, 2007, the entire contents of which are
hereby incorporated herein by reference.

[0030] In some implementations, the advertising system manager 104 automates
many if not all steps in the process of either placing ads (e.g., steps taken by an advertiser
102) or selling ad space (e.g., steps taken by a publisher 106). For example, the advertising
system manager 104 can automatically provide matches between advertisers 102 and
publishers 106 based on their respective inputs (e.g., the advertisers’ offers and the
publishers’ information). Further, the advertisers 102 can be provided with an electronic

mechanism for uploading and transmitting the ad content to the publishers 106. The
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publishers 106 can be provided with an electronic mechanism for proving the ad was placed
as agreed (e.g., in the form of an electronic tearsheet). Once both parties are satisfied their
terms of the agreement (subject in some implementations to mediation by the advertising
system manager 104), payment (e.g., the bid amount) can be automatically collected from the
advertiser 102 and the publisher can be provided with the publisher’s share of the bid amount.
[0031] Advantageously, the advertiser 102 is provided with a central mechanism (e.g.,
the advertising system manager’s website) to access available print ad space of, for example,
multiple publishers. Correspondingly, the publishers 106 can be provided with a marketplace
for their available print ad space. The payment mechanism (e.g., a bid system) can enable the
advertiser 102 to only pay what the advertiser 102 decides to pay, and the publisher 106 can
choose to accept only offers that are most desirous to the publisher 106.Referring now to
FIGs 3A-D, example GUISs of an example web site configured to implement the electronic
advertising system provided by the advertising system manager 104 are shown. The GUIs
shown in these figures are directed to the advertisers 102 and can be used to receive the
advertisers’ offers. These GUIs are illustrative examples, and other configurations can be
used.

[0032] Referring particularly to FIG. 3A, a GUI 300 is shown for one particular
example whereby an advertiser 102 is creating offers to place print ads with newspaper
publishers 106. Data fields 302 and 304 are provided wherein the advertiser 102 can input a
name for a print ad campaign being created (i.e., a set of offers) and the desired start and end
dates for the ad campaign.

[0033] The advertiser 102 can choose to either search for names of newspapers by
location using the search input field 306, or can enter a newspaper name into the data field
308. Other controls are provided for the advertiser 102 to search, for example, newspapers
per the search criteria entered in the data fields, or by use of a drop down menu. A list of
newspapers is provided to the advertiser 102, and in this example, the advertiser 102 has
selected the first eight newspapers from the list 310. A data box 312 shown to the right of the
list clearly identifies for the advertiser 102 the names of the newspapers selected and includes
a “remove” control, whereby the advertiser 102 can select to remove one or more from the
list. A second data box 314 provides additional information to the advertiser 102 about
certain of the selected newspapers. The advertiser 102 is notified that some of the
newspapers selected are a part of packages that offer discount rates if the advertiser bids on
the whole package. Suggested packages to add to the list of selected newspapers are

proposed to the advertiser 102. Near the bottom of the GUI 300 control buttons 316 are
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provided for the advertiser 102 to cancel or continue with inputting information to create
offers. In this example, the advertiser 102 selects to continue.

[0034] Referring now to FIG. 3B, a next GUI 320 is shown that is presented to the
advertiser 102 upon selecting to continue, as described above. Each of the newspapers
selected by the advertiser 102 using the previous GUI 300 is listed beside a set of user
controls. The advertiser 102 can employ the user controls to input specifics about their offer
for each particular publisher 106, i.e., newspaper. In this implementation, the advertiser 102
is prompted to input the section 322 of the newspaper in which to run the print ad, the ad size
324, and the issues 326 (i.e., for a daily publication, the day(s) of the week). The advertiser
102 is also prompted to input a bid amount 328. A column to the right of the bid amount
shows a calculated maximum weekly cost 330, based on the bid amount and the number of
days selected.

[0035] A data box 332 can include multiple pieces of information. In this
implementation, the data box 332 includes information about “overbidding”, a practice that
can ensure advertisers get full use of their advertising budget. Because one or more of the
advertiser’s offers may not be accepted by publishers, the advertiser is recommended to
create offers having a total bid amount greater than the advertiser’s desired maximum weekly
budget. However, only the first publishers that accept the advertiser’s pending offers may
secure the potential business with the advertiser. That is, a first publisher to respond to the
advertiser’s offers will likely be able to accept some or all of the advertiser’s offers before the
advertiser’s maximum weekly budget is met. A last publisher to respond may not be able to
accept any offers, if the advertiser’s maximum weekly budget is already met by the earlier
acceptance of offers by other publishers. A natural by-product of overbidding is a tacit
incentive for publishers to respond quickly to advertisers offers and to minimize negotiating
with advertisers, as a delay in acceptance due to negotiations can mean the offer will not
longer be open for acceptance.

[0036] Control buttons 334 allow the advertiser 102 to go back to the previous GUI
300, continue or “save and close”. In this example, the advertiser 102 chooses to continue
and is presented with the GUI 340 shown in FIG. 3C. The advertiser 102 can use the GUI
340 to upload files including the print ad content the advertiser 102 desires to place in one or
more of the selected newspapers. In this implementation, data fields 342 are provided
wherein the advertiser 102 can provide information for the publishers 106, including the
advertiser’s name, product/service name, product/service description, and a description of

persons who may find the ad content controversial or offensive. Controls 346 are provided
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for the advertiser 102 to indicate whether they plan to update their ad and/or use different ad
files for different issues. For example, the advertiser 102 may upload one ad file for use in
issues published from Monday to Friday and a second ad file for use in issues published on
the weekend. Controls 348 allow the advertiser 102 to go back to the previous GUI 320,
continue or save and close.

[0037] In this example, the advertiser 102 chooses to continue and is presented with
the GUI 350 shown in FIG. 3D. The advertiser 102 is presented with a summary of the ad
campaign the advertiser 102 has created, including a summary of the advertiser’s offers and
the ad content uploaded in the ad files. The advertiser 102 can select “edit” controls 352 and
354 to edit the advertiser’s offers and ad content. If the advertiser 102 is satisfied with the ad
campaign as shown, the advertiser 102 can select the “start my campaign now” button 356 to
initiate consideration of the offers by the corresponding publishers 106. In this
implementation, the advertiser 102 is notified by email from the advertising system manager
104 as newspaper publishers 106 respond to the advertiser’s offers.

[0038] In one implementation, an “in progress” campaign is saved automatically. For
example, if an advertiser navigates away from the summary review page without selecting
“Start My Campaign Now”, the campaign information input by the advertiser is saved. The
advertising system manager 104 may be automatically alerted to have a salesperson follow-
up with the advertiser to determine whether the advertiser has questions or concerns or would
like to activate their ad campaign.

[0039] Referring now to FIGs. 4A-B, example GUISs directed to the publishers 106
are shown. These GUISs are illustrative examples, and other configurations can be used. FIG.
4A shows a GUI 400 including example content directed to a specific publisher 106, in this
example, the Topeka Tribune. The publisher 106 is provided a summary of offers received
402, e.g., “7 new offers”, and provided a link to another web page to view the offers (see FIG.
4B). The publisher 106 is provided a summary of ad materials for review 404, e.g., “3 new
ads” and a link to download and view the ad materials. A link to a list of issues 406 is
provided to view and edit accepted ads. A summary of tearsheets needed is provided 408,
e.g., “7 tearsheets needed”, and a link to upload a PDF tearsheet. A link to viewing reports
410 is provided, whereby the publisher 106 can view reports of all ads the publisher 106 has
accepted. In this implementation, the publisher 106 can click on a button to view a list of
offers received to place print ads in the publisher’s publication.

[0040] Referring to FIG. 4B, a GUI 420 is shown that is presented upon the advertiser

102 clicking the view offers 402 link shown in FIG. 4A. Each offer received is detailed and
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an action column 422 is provided. The publisher 106 can input selections into controls and
data fields included in the action column 422 to accept an offer, decline an offer and/or to
provide reasons for declining an offer and an optional message to the advertiser 102.

[0041] As described above, once the publisher 106 proves the ad was placed as per
the terms agreed to between the publisher 106 and the advertiser 102, the advertising system
manager 104 automatically collects the bid amount from the advertiser 102. For example, in
one implementation, the advertising system manager 104 automatically charges the bid
amount to an account the advertiser 102 has with the advertising system manager 104. The
advertising system manager 104 then transmits the publisher’s share of the bid amount to the
publisher 106 (e.g., credits the publisher’s account) and retains the balance as payment to the
advertising system manager 104. For example, in one implementation, the publisher’s share
is 85% of the bid amount. However, it should be understand a different percent or a different
manner of calculating the publisher’s share can be used and this is but one example.

[0042] Because payment to both the advertising system manager 104 and the
publisher 106 does not occur until the publisher 106 has proved the ad has been placed, for
example, by uploading an electronic tearsheet, the sooner the electronic tearsheet is uploaded,
the sooner the bid amount can be collected. To encourage the publisher 106 to promptly
upload the electronic tearsheet, the amount of the publisher’s share is made contingent on
when the electronic tearsheet is uploaded. That is, if the electronic tearsheet is uploaded
within a first period of time after the ad is placed, then the publisher’s share includes a base
amount and a first bonus. By way of illustrative example, if the electronic tearsheet is
uploaded within 24 hours of the ad being placed, then the publisher’s share includes a base
amount of 85% of the bid amount and a first bonus of 5% of the bid amount.

[0043] In another implementation, different bonus amounts can be provided for
different upload periods. For example, if the electronic tearsheet is not uploaded within the
first period of time, but is uploaded within a second period of time, then the publisher’s share
includes a base amount and a second bonus, where the second bonus is less than the first
bonus. By way of illustration, using the example from above, if the electronic tearsheet is
uploaded after 24 hours but before 48 hours of the ad being placed, then the publisher’s share
increases from 85% to 88% of the bid amount, i.e., a 3% second bonus.

[0044] In another implementation, if the electronic tearsheet is not uploaded within a
final period of time, then no payment is collected from the advertiser 102 and neither the
advertising system manager 104 nor the publisher 106 get paid for the ad, even if the ad was

placed according to the terms agreed to by the publisher 106 and the advertiser 102.
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[0045] Referring to FIGS. 5A-C, example GUIs directed toward the publisher 106 are
shown. These GUISs are illustrative examples, and other configurations can be used.
Referring again to FIG. 4A, if a publisher selects the “upload tearsheets” item 408, the GUI
500 shown in FIG. 5A is presented to the publisher 106 in the illustrative implementation
shown. The GUI 500 shows a list of seven ads that the publisher 106 agreed to place and
includes an action column 502. The action column 502 provides the status of electronic
tearsheet uploading. That is, a deadline is given by which the electronic tearsheet must be
uploaded in order to collect payment or other compensation for placing the ad. In the
example shown, the final deadline to upload an electronic tearsheet to collect payment is 10
days from date the ad was placed. The first item 504 in the action column 502 indicates that
an electronic tearsheet is past the deadline and the publisher 106 is notified that they will not
be paid for the ad.

[0046] Referring to FIG. 5B, if the publisher 106 chooses to take action with respect
to the first item 504 in the action column 502, for example, by clicking on the item 504, the
item 504 expands and presents a number of user controls to the publisher 106. The publisher
106 can employ the user controls to upload an electronic tearsheet, indicate whether or not
the ad ran and if so, specify the section and page number, and confirm that the requested
creative (i.e., ad content) ran. In this example, for this particular item 504, even if the
publisher 106 uploads the electronic tearsheet and proves that the ad ran, because the
publisher 106 exceeded the maximum allowable period to upload the tearsheet, the publisher
106 will not be paid. Similarly, if the publisher self-reports that the ad was placed in a
section of the newspaper different than that agreed to, such an execution error may result in
non-payment for the ad.

[0047] Referring to FIG. 5C, shows an example user interface associated with a report
of ads the publisher agreed to run. For example, referring to FIG. 4A, by selecting the “view
reports” item 410, the report shown in the GUI 520 in FIG. 5C is generated and displayed.
The report includes a “payable value” column 522 that includes the bid amount payable to the
publisher 106 for placing the ad and uploading the electronic tearsheet within the maximum
allowable time period. The ads identified in rows 522, 524, 526, 528 and 530 ran and the
electronic tearsheets were timely uploaded; accordingly a payable amount of the publisher’s
share of the bid amount is shown in column 532. The ad identified by row 534 has a status of
“not confirmed — past deadline” and no payable amount is indicated in column 532. The
publisher 106 did not upload the electronic tearsheet confirming the ad was placed as agreed,

and accordingly the publisher 106 will not be paid for the ad. In other cases, the ad either
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was not submitted, ran incorrectly, has not yet been confirmed or an advertiser has challenged
the tearsheet. In these instances, no amount is indicated as payable to the publisher 106.
[0048] The report further includes a “bonus” column 536. The bonus column
indicates if the publisher 106 is entitled to a bonus share of the bid amount due to prompt
uploading of the electronic tearsheet within a certain specified bonus period, and the amount
thereof. For example, the ad identified by the first row in column 536 earned the publisher
106 a bonus of $76 due to the publisher 106 having uploaded the electronic tearsheet
confirming the ad was placed within a specified bonus period, for example, 24 hours after the
ad ran. None of the other ads that ran and have payable amounts indicated in column 532
have corresponding bonus amounts, indicating that although the electronic tearsheets were
uploaded by the publisher 106 within the maximum period of time allowable to receive
payment, they were uploaded later than the bonus period of time.

[0049] Referring to FIG. 6, a flowchart showing an example process 600 for
determining a publisher’s payable value for an ad based on when the electronic tearsheet was
uploaded to the advertising system manager 104 is shown. The process 600 described is one
implementation for illustrative purposes, and can be carried out in a different order or with
more or fewer steps, and including different time periods and bonus amounts. The process
600 initiates once an advertiser’s offer has been accepted by a publisher 106, the date to run
the ad has passed and an electronic tearsheet has been uploaded by the publisher 106 and
received by the advertising system manager 104 (Step 602). If the electronic tearsheet is
determined to have been uploaded within a first time period, ¢.g., 24 hours ,of running the
print ad (““Yes” branch of decision step 604), then the bid amount is collected from the
advertiser 102 (Step 606). The publisher 106 is provided a predetermined share (e.g., 85%)
of the bid amount plus an additional bonus (e.g., 5%) for uploading the electronic tearsheet
within the first predetermined time period (Step 608).

[0050] If the electronic tearsheet was not uploaded within the first predetermined time
period (“No” branch of decision step 604), but was uploaded within a second longer
predetermined time period (e.g., 48 hours) of running the ad (“’Yes” branch of decision step
610), then the bid amount is collected from the advertiser 102 (Step 612). The publisher 106
is provided a share being (e.g., 85%) of the bid amount plus an additional lesser bonus (e.g.,
3%) for uploading the electronic spreadsheet within the second predetermined time period of
running the ad (Step 614).

[0051] If the electronic tearsheet was not uploaded within the second predetermined

time period (e.g., 48 hours) (“No” branch of decision step 610), but was uploaded within the
13



WO 2008/147976 PCT/US2008/064681

maximum allowable time period (e.g., 10 days) (“Yes” branch of decision step 616), then the
bid amount is collected from the advertiser 102 (Step 618). The publisher 106 is provided a
share (e.g., 85%) of the bid amount; no bonus is payable (Step 620).

[0052] If the electronic tearsheet is uploaded outside of the maximum allowable time
period (“No” branch of decision step 616), then the process terminates and the bid amount is
not collected from the advertiser 102 (Step 622).

[0053] In the above example, the publisher’s incentive for good performance is a
monetary bonus. However, in other implementations, different techniques can be used to
provide an incentive to publishers. For example, a publisher can be provided a future
discount with a same advertiser. In another example, a rating system can be employed, for
example, where advertisers provide feedback to the advertising system manager 104 about a
publisher’s performance. Based on feedback accumulated from various advertisers, the
advertising system manager 104 can provide a star rating or similar type of rating to indicate
the historical overall satisfaction and/or dissatisfaction of advertisers with the publisher.
[0054] In the example above, the publisher’s performance is monitored and rewarded
on a per-ad-insertion basis. In other implementations, the publisher’s performance can be
rewarded on a different basis, for example, on a per-campaign basis relating to a particular
advertiser campaign, or on the basis of the last predetermined number of ads, e.g.,
performance for the last 10 ads placed. By way of illustrative example, an advertiser
campaign may include placing the ad in a newspaper for an entire week. In order for the
publisher to earn their bonus, the publisher may be required to upload the electronic
tearsheets for each day the ad is placed within 24 hours of placement before being eligible for
a bonus or other publisher incentive.

[0055] In the above example, the publishers performance is monitored based on the
time it takes a publisher to upload an electronic tearsheet. However, in other
implementations, different factors can be monitored as indications of good performance. For
example, other performance factors can include: time to respond to new offers; placement
quality of print ads; percentage of print ad placements that are correctly executed; an
advertiser satisfaction rating of interaction with the publisher and/or publisher ad
performance. Rating the publishers performance based on one or more of the above factors,
or other factors, can be systematic and automated, can be advertiser-specified or can be
qualitatively judged by the advertising system manager 104.

[0056] The invention and all of the functional operations described in this

specification can be implemented in digital electronic circuitry, or in computer hardware,
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firmware, software, or in combinations of them. Apparatus of the invention can be
implemented in a computer program product tangibly embodied in a machine-readable
storage device for execution by a programmable processor; and method steps of the invention
can be performed by a programmable processor executing a program of instructions to
perform functions of the invention by operating on input data and generating output.

[0057] The invention can be implemented advantageously in one or more computer
programs that are executable on a programmable system including at least one programmable
processor coupled to receive data and instructions from, and to transmit data and instructions
to, a data storage system, at least one input device, and at least one output device. Each
computer program can be implemented in a high-level procedural or object-oriented
programming language, or in assembly or machine language if desired; and in any case, the
language can be a compiled or interpreted language.

[0058] Suitable processors include, by way of example, both general and special
purpose microprocessors. Generally, a processor will receive instructions and data from a
read-only memory and/or a random access memory. Generally, a computer will include one
or more mass storage devices for storing data files; such devices include magnetic disks, such
as internal hard disks and removable disks; a magneto-optical disks; and optical disks.
Storage devices suitable for tangibly embodying computer program instructions and data
include all forms of non-volatile memory, including by way of example semiconductor
memory devices, such as EPROM, EEPROM, and flash memory devices; magnetic disks
such as internal hard disks and removable disks; magneto-optical disks; and CD-ROM disks.
Any of the foregoing can be supplemented by, or incorporated in, ASICs (application-specific
integrated circuits).

[0059] To provide for interaction with a user, the invention can be implemented on a
computer system having a display device such as a monitor or LCD screen for displaying
information to the user and a keyboard and a pointing device such as a mouse or a trackball
by which the user can provide input to the computer system. The computer system can be
programmed to provide a graphical user interface through which computer programs interact
with users.

[0060] Referring now to FIG. 7, a schematic diagram of an example computer system
700 1s shown. The system 700 can be used for the operations described in association with
the process 700 shown in FIG. 7, according to one implementation. For example, one or
more of the systems 700 can be used to implement a server hosting the advertising system

manager 104, the advertisers 102 and/or the publishers 106 (see FIG. 1).
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[0061] The system 700 includes a processor 710, a memory 720, a storage device
730, and an input/output device 740. Each of the components 710, 720, 730, and 740 can, for
example, be interconnected using a system bus 750. The processor 710 is capable of
processing instructions for execution within the system 700. In one implementation, the
processor 710 is a single-threaded processor. In another implementation, the processor 710 is
a multi-threaded processor. The processor 710 is capable of processing instructions stored in
the memory 720 or on the storage device 730 to display graphical information for a user
interface on the input/output device 740. In some embodiments, a parallel processing set of
systems 700 connected over a network may be employed, clustered into one or more server
centers.

[0062] The memory 720 stores information within the system 700. In one
implementation, the memory 720 is a computer-readable medium. In one implementation,
the memory 720 is a volatile memory unit. In another implementation, the memory 720 is a
non-volatile memory unit.

[0063] The storage device 730 is capable of providing mass storage for the system
700. In one implementation, the storage device 730 is a computer-readable medium. In
various different implementations, the storage device 730 can, for example, include a hard
disk device, an optical disk device, or some other large capacity storage device.

[0064] The input/output device 740 provides input/output operations for the system
700. In one implementation, the input/output device 740 includes a keyboard and/or pointing
device. In another implementation, the input/output device 740 includes a display unit for
displaying graphical user interfaces.

[0065] A number of embodiments of the invention have been described.
Nevertheless, it will be understood that various modifications may be made without departing
from the spirit and scope of the invention. Accordingly, other embodiments are within the

scope of the following claims.
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WHAT IS CLAIMED IS:

1. A computer-implemented method comprising:

receiving publisher information from a plurality of publishers including information
about available print ad space;

receiving an offer from an advertiser specifying terms for placing a print ad in a
publication of a publisher, the terms including a bid amount being an amount the advertiser is
willing to pay for placing the print ad;

receiving an acceptance from the publisher of the offer;

receiving print ad content from the advertiser and providing the print ad content to the
publisher;

receiving at a receipt time an electronic tearsheet from the publisher confirming
placement at a placement time of the print ad in the publication according to the terms;

collecting the bid amount from the advertiser; and

providing a publisher’s share of the bid amount to the publisher, where the publisher’s
share comprises a base amount and a bonus, and the bonus is based on a period of time

between the receipt time and the placement time.

2. The method of claim 1, wherein if the period of time between the receipt time and the

placement time is 24 hours or less, then the bonus comprises a first amount.

3. The method of claim 2, wherein the base amount comprises 85% of the bid amount

and the first amount comprises 5% of the bid amount.

4. The method of claim 2, wherein if the period of time between the receipt time and the
placement time is greater than 24 hours but less than 48 hours, then the bonus comprises a

second amount.

5. The method of claim 4, wherein the base amount comprises 85% of the bid amount,
the first amount comprises 5% of the bid amount and the second amount comprises 3% of the

bid amount.

6. The method of claim 1, wherein if the period of time between the receipt time and the

placement time is greater than 48 hours, then the bonus is zero.
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7. The method of claim 1, wherein the base amount depends on the period of time
between the receipt time and the placement time and if the period of time exceeds a

maximum allowable time then the base amount is zero.

8. The method of claim 1, wherein the bonus comprises a performance rating on a
performance scale, where a value of the performance rating is based on the period of time

between the placement time and the receipt time.

9. A computer-implemented method comprising:

receiving at a receipt time an electronic tearsheet from a publisher confirming
placement at a placement time of a print ad in a publication according to specified terms
between the publisher and an advertiser, the specified terms including a bid amount;

collecting the bid amount from the advertiser; and

providing a publisher’s share of the bid amount to the publisher, where the publisher’s
share comprises a base amount and a bonus, and the bonus is based on a period of time

between the receipt time and the placement time.

10. The method of claim 9, wherein if the period of time between the receipt time and the

placement time is 24 hours or less, then the bonus comprises a first amount.

11. The method of claim 10, wherein the base amount comprises 85% of the bid amount

and the first amount comprises 5% of the bid amount.

12. The method of claim 10, wherein if the period of time between the receipt time and
the placement time is greater than 24 hours but less than 48 hours, then the bonus comprises a

second amount.

13.  The method of claim 12, wherein the base amount comprises 85% of the bid amount,
the first amount comprises 5% of the bid amount and the second amount comprises 3% of the

bid amount.

14. The method of claim 9, wherein if the period of time between the receipt time and the

placement time is greater than 48 hours, then the bonus is zero.

15. The method of claim 9, wherein the base amount depends on the period of time
between the receipt time and the placement time and if the period of time exceeds a

maximum allowable time then the base amount is zero.
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16.  The method of claim 9, wherein the bonus comprises a performance rating on a
performance scale, where a value of the performance rating is based on the period of time

between the placement time and the receipt time.

17.  An electronic advertising system, comprising:
a user interface configured to receive:
publisher information from a plurality of publishers, where publisher information
includes information about a publication and available print ad space in the publication; and
offers from a plurality of advertisers, where an offer specifies terms for placing a
print ad in a publication of a publisher, the terms including a bid amount being an amount the
advertiser is willing to pay for placing the print ad;
means for electronically receiving print ad content from an advertiser and
electronically providing the print ad content to a publisher, where the publisher has accepted
an offer to place the print ad in a publication;
means for receiving at a receipt time an electronic tearsheet from a publisher
confirming placement at a placement time of the print ad in the publication according to the
terms;
means for calculating an amount payable to the publisher for placement of the print ad
in the publication, the amount payable comprising a base amount and a bonus where the
bonus is based on a period of time between the placement time and the receipt time and can
be zero; and
means for collecting the bid amount from the advertiser and providing to the publisher

the calculated amount payable to the publisher.

18. The system of claim 17, wherein if the period of time between the receipt time and the

placement time is 24 hours or less, then the bonus comprises a first amount.

19.  The system of claim 18, wherein the base amount comprises 85% of the bid amount

and the first amount comprises 5% of the bid amount.

20. The system of claim 18, wherein if the period of time between the receipt time and the
placement time is greater than 24 hours but less than 48 hours, then the bonus comprises a

second amount.
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21.  The system of claim 20, wherein the base amount comprises 85% of the bid amount,
the first amount comprises 5% of the bid amount and the second amount comprises 3% of the

bid amount.

22. The system of claim 17, wherein if the period of time between the receipt time and the

placement time is greater than 48 hours, then the bonus is zero.

23.  The system of claim 17, wherein the base amount depends on the period of time
between the receipt time and the placement time and if the period of time exceeds a

maximum allowable time then the base amount is zero.
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nolffy the publisher uaing the "Send & messsge fo nowspaper™ feslure. Plsase amangs o send ths other ad fles direclly fo the newapaper. Leam more aboul using

ruliiple ads.

Note: Ad files should include all text and images you want to show in your ad. Google andior the newspapers may reformat the ad as needed to fit in the advertising
space. You are responsibie for ensuring that your ads coniorm to Google's editornial guidelines and technical guidelines. f any of vour ads are disapproved, you will be
asked to provide a repiacement. If vou do not provide a valid ad before an issue's deadling, your ad will not appear in that issue, and you will still be chargad. Leam m

f<<Back} §f Continue= § Save & Close - You'll have a chance to confinm or change vour settings later

S I

—
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E tesier@google.com | Help | Print Ads Help | Contact us | Sign out
00ELC 350 Customer ID: 826-366-1509
Campaign Management | | Reports | [ My Account | { Print Ads | J

Print Campaign Summary | Print Ads Reports | Notification Preferences i i{ Search} E

New Print Campaign Setup
. . g . » Al
Choose newspapers > Choose ad sizes and offers > Provide ad content » Review and save

{Review your campaign i
Common Questions

e Can | Cancel my campaign?

Can | change my offers later?

Can | change my ad later?

How will | know if newspapers accept my
offers?

o How will | know i newspagears rua my ad?

You have chosen the following seftings for your campaign.
Campaign settings: [Edit} ~— 352
MName: Fall promotion
Dates: Jun 1, 2006-Nov 15, 2008
Badget: $500 per waek
You will only be charged up to your budget.

Your offers: Add/remove newspapers | Edit offers

Newspaper Where and when Your offer
to run ad

San Francisco Chronicle Section: Any section Mon-Sat;

More infa Ad size: 1 ool x 2 in. $2,250 / ad

(2450 % 2 in) (§5 CPM)

How ofien? Up fo 7 ads / week Sunday:

$3,000 / ad
(65 CPM)

Palo Alto Daily News Section: Any section $250 / ad
More info Ad size: 1 col x 2in {55 CPM)

(215in.x 2in.)
How often? Wednesdays
Stanford Daily Section: Any section $80 / ad
More info Adsize: 1 cal x 2in. {$5 CPM)

(2150 x2in)
How ofien? Wednesdays
SF Weeldy Section: Any section $3G5 / ad
More infa Ad size: 1 col x 2 in. {85 CPM)

{Z145in. x2in.}
How often? Wednesdays

*Paid circulation | Circulation data source: ? Audit Bureau of Circulations.  2Verified Audit Circulation
Ad settings: [Edil}
Upload ads: Now 354
All ads must comply with Google's ediiorial guidelines and technical guidelines.

Newsgpaper Your Ad
San Francisco Chronicle

Palo Alto Daily News
STACKS 20D GTACKS

Home ares!

Mm" 1 e R

B U o o TR o e T,

Here's what happens next:

1. As soon as you click the "Start My Campaign Now" button, your ad(s) will be sent for review.

2. Once your ad(s) have been appravad, vour offers will be sent to newspapers.

3. We'll notify you by emasil as newspapers respond to your offers.

4. Your account will not be charged for ads until the newspapers confirm they have been published.
You raay cancel this campaign at any time, but due fo lead times involved in publishing, your ads may continue running for up to 14
days following canceliation. You will be responsible for any charges accrued after canceilation

All charges accrued on print campaigns will be charged ta vour credit card at the end of the month.

Save & Close - You'lt have a chance to confirm or change your settings iater.

356 FIG. 3D




WO 2008/147976

PCT/US2008/064681

7/13

400\‘
Google

AdSense

for Newspapers
£aj

publisher@gmail.com | Help | Sign out

1§Search Publisher Healp]
Dashboardi Offers E Ad materials | Tearsheets E Heports | Settings
Topeka Tribune

March 2007 confirmed eamings: $26,208 (%

View offers Upload tearsheets [7 tearsheets needeg‘}/

Apprave new offers, negotiate with advertisers, Upload FDF tearsheets to confirm orders and reseive payment.
and review sll other offers for your newspaper. Learn more...

Review ad materials View reports e
Approve new supmitted ads: download and view

ali ad materials.

List issues e 406

View and edit accepted ads.

View reparts of aii ads you've ac6

accepted.

FIG. 4A
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AdSense ‘c,r

Google

Newspapers

publisher@gmail.com | Help | Sign out

[iSearch Publisher Heips

Dashboard {| Offers § Ad malerials § Tearsheets | Reports | Settings §

YView Offers

Instructions

| Available} | Accepted]

Declined {1 Expired |

Cangelied]

D] Advertiseri Sact

View (Al CPMs_ Bt (Al {uture issues Bl All sections §v
"c;':::TSize First issuew)

issues aval

ablel Creatives | OfferiPayabie vaiuel®

Actons /.

120573 Costeo Lifesiyle 3col

x 7"
21 col.
inches

Ads not yet
submitted
description

@- ad

Feb 27

10 issues
Feb 27,28
RMar 1-8

includes high-risk issues B

>t MON-SAT

$4725/ssue
$§225 PCI

SUN
56836/ssue
$316 PCI

MON-SAT
54252 5lissue
$202.5 PCH

SUIN
$5872.d/issue
$284.4 PCH

Accept issues f
O Decline offer
8 No action

Accept issues - chogse aft
Accept up to $14000 for these issues B
issue Section N

/27 Lifestyle O @ © pastad close
28 Lifestyle © O O abrisk
an Lifestyle © O O
3/2 Lifestyle QQ O
3/3  Lifestyle QO O
Arcoriupfo $14000 for these issues @
sue Section Y N
" Lifestyle OO Q
3/5 Lifestyle OO O
a6 Lifestyle OO O
3:7 Lifestyle QO Q O
Lifestyle Q Q ©
Qoa son(s) for deciining:

£ Price too low

3 Past deadline

£33 No space in issue(s)

3 Bid for wrong section/day - settings
£3 Other

Meassage o adverdiser:

E
dvertiser labels: {Apply Eabel Tl O
ESmeiE

4375320 James Weekend 2col Mar1 10issues - MON-SAT MON-SATE O Acceptissues
Jones x 3.5" Mar 14-19, $2058%ssue $1852.2fissue Dedline offer
Fabrics 7 ool 20-26 $284 PCI $284.6 PCI}_© No action
inches . Reasorni(s) for deciining:
Ads not et SUN CSUNE £3 Price {oc low
submitted (ﬁ ad $2303/%ssue  $2072.7/issuel ) Past deadiine
description $32¢ PGl $286.1 PCI} £33 Vertical not acceptable
21 Advertiser is direct client
{3 No space in issue(s)
3 Bid for wrong section/day - settings
3 Bid non-matching (JOAs only)
&1 Other .
Massage to advertiser:
i i
Advertiser labels: food, infernet
§ Submit { Apply label: &3
129572 Meijer's World 2ol Mar 14 Sissues - MON-SAT MON-SATY O Accept issues
News x 2" Mar 14,15 $9\’)C/ issue $810/issue] O Decline offer
4 colb. 18,1718 $225 PC $202 .5 PCI No action
e inches Qf:go SUN SUN .‘\;d\’“ﬁ.bef labels: { Apply label
vAd su\.lt;wr\n'stte - offerad $12647ssue  $1137.6fssue § Subimit ‘
VIEwW 318 PCI 284 4 PG} or, send n"essage to advertiser
2195278 Becky Lifestyle 2¢ol Mar 14 10issues - MON-SAT MON-SAT
Brown x 35" Mar 14-19, $3678issue  $3307.5/issue e t
UPDATED 7 co 20-28 525 PCI $472.5 PCI o action
VP b® reol $5 ® Advertiser labels: PRSP REA Tel @
submitted - e
view E\-m . .
ar. send message io advertiser
1248102 The World  2col War 17  3issues 1 MON-SAT MON-SAT{ O Accept issues
::i"arper News x 2" Mar 17, $o00/issue $810/issuel O Dacline offer
mage 4 col. 18,19 $225 PCI 52025 PCH @ No action
UPDATES 0@ inches 3 ini Advertiser labels: [Apply 1abel. v O
SUN SUN
v Ad pending Google $1264hssue  $1137 6fissue] LSUDITL]
approval - ad description $316 PCI $284.4 PCI or, send message to advertiser
1927459 Appleinc Autc  Hool Mar 19 1issues - SUN SUN} © Acceptissues
x 7" BMar 10 $10458/ssue $2412.2/ssus| O Dedling offer
=~ 42 col. {SUN) $2498 PCI §224 1 PCI Na action
Ads ot yet ik Advertiser labels: FApplY label 198 O
submitted (Y- ad menes {Eubmit}
description ar, send message o advertiser

FIG. 4B
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AdSense

Goog

le

for Newspapers

publisher@gmail.com | Help| Sign out

| ESearch Publisher Help}

Dashboard | Offers | Ad materials | Tearsheets| Reports | Settings |

Upload tearsheets Instructions Rules

J Required | | Uploaded | |Did not runl

These tearsheets are still required.

35 col. inches

Issue v Advertiser  Section Size Payable value (3) | Actions
(®MTearsheet past deadline
: " You will not be paid for
Feb 27 Costco Lifestyle 2colx2 $1305.29 :
35 col. inches this ad @
Upload tearsheet - dismiss
Feb 28 Costco Lifestyle 2 col x 2" $1305.29 Upload tearsheet Ad did not run
35 col. inches Deadline: Mar 8
Feb 28 Costco Lifestyle 2 colx 2" $1305.29 Upload tearsheet Ad did not run
35 col. inches Deadline: Mar 8
Feb 28 John Smith Sports 1 col x 2" $1305.29 Upload tearsheet Ad did not run
35 col. inches Deadline: Mar 9
Mar 1 Becky Brown Lifestyle 2 col x 3.5" $1305.29 Upload tearsheet Ad did not run
35 col. inches Deadline: Mar 10
Mar 1 Costco Lifestyle 2 col x 3.5" $1305.29 Upload tearsheet Ad did not run
35 col. inches Deadline: Mar 11
Mar 2 Costco Lifestyle 2 col x 3.5" $1305.29 Upload tearsheet Ad did not run
35 col. inches Deadline: Mar 12
. " Upload t: heet Ad did not
Mar 3 Costco Lifestyle 2colx35 $1305.29 Dbt s C did notun

5% bonus available; 3 hours left

FIG. 5A
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@_ E publisher@gmail.com | Help| Sign out
zwgzggm%wmwm | | ESearch Publisher Help}
Dashboard | Offers | Ad materials | Tearsheets| Reports | Settings |
Upload tearsheets Instructions Rules
J Required | | Uploaded | | Did not runl
These tearsheets are still required.
Issue v Advertiser  Section Size Payable value (3) | Actions
(®MTearsheet past deadline
Lifesty] 2 col x 2" You will not be paid for
Feb 27 Costco ifestyle 35 col inches $1305.29 this ad (D
Upload tearsheet - dismiss
@ Ad ran - choose tearsheet
(O Ad did not run
| |[[ Browse... |
Section: E_L_ifégt}k“—" ]
Page: |:| e.g. "A9"
Requested creative ran ()
[{ Submit }] [( Cancel ]]
: 2 col x 2" Upload tearsheet Ad did not run
Feb 28 Costco Lifestyle 35 col. inches $1305.29 Deadline: Mar 8
; 2 col x 2" Upload tearsheet Ad did not run
Feb 28 Costco Lifestyle 35 col. inches $1305.29 Deadline: Mar 8
. 1 col x 2" Upload tearsheet Ad did not run
Feb 28 John Smith  Sports 35 col. inches  $1305.29 Deadline: Mar 9
: 2 col x 3.5" Upload tearsheet Ad did not run
Mar 1 Becky Brown  Lifestyle 35 col. inches  $1305-29 Deadline: Mar 10
: 2 col x 3.5" Upload tearsheet Ad did not run
Mar 1 Costco Lifestyle 35 col. inches $1305.29 Deadline: Mar 11
; 2 col x 3.5" Upload tearsheet Ad did not run
Mar 2 Costco Lifestyle 35 col. inches $1305.29 Deadline: Mar 12
2 col x 3.5" Upload tearsheet Ad did not run
Mar 3 Costco Lifestyle 35‘:0 f o $1305.29 Deadline: Mar 13
col. inches 5% Bonus available; 3 hours left

FIG. 5B

504



WO 2008/147976

11/13

PCT/US2008/064681

G 1 publisher@gmail.com | Help| Sign out
Adgns(e)g fogewspape,s | | (Search Publisher Help)
Dashboard | Offers | Ad materials | Tearsheets | Reports | Settings |
Reports 532 5 3 6
. . © All advertisers .
View:| all time by [ad O Choose labels. .. O Also show/fejected ads /' Download CSV
\
Datew | Advertiser | Offer Ad Size | Section | Status Offered F:;)I/Sg Ig?) Bonus re'\l'/%tr?llje PCI®
7112106 Andronico’s 5921728 v1 120 Home - F2id 2 Mar $1539  $1385  $76  $1461 $525
. . 1 col x Not Confirmed - _ _ _ _
7/13/06 Hitachi 5921728 v2, vi on Home past deadline @ $1539
7112106 é‘;ﬂ‘;ut o 5921728 v2,v1 1% pome  aid: Mar $1539  $1385 0  $1385 $525
Apple . 1 col x Ad not - - - -
7/12/06 Computer 5921728 on Home submitted @ $1539
7/12/06 Google 5921728 vi1 ;,,COI X Home Confirmed - PDF $1539 $1385 0 $1385 $5.25
. . 1 col x Not confirmed _ _ _ _
7/13/06 Hitachi 5921728 v2, vi on Home upload tearsheet $1539
7/14/06 Nike, Inc. 5921728 v2, v1 ;,,COIX Home Confirmed - PDF $1539 $1385 0 $1385 $5.25
7/12/06 é‘;ﬂ%uter 5021728 - 1% Home  Did not run $1539 - - - -
7115006 | dential 5951728 v 1% Home  Confimmed - PDF $1539  $1385 0 $1385 $5.25
Tearsheet
7117/06 Quizno's 5921728 v1 1.01x B9 nacceptable (- $1539 - - - -
PDF
. Tearsheet
7117106 Eﬁgjg?gs 5921728 V> V% 1% Home  challenged $1539 - - - -
v ®-PDF
Raleigh v3,v2, 1colx Ad ran - - - -
THTI06 o 5921728 V3 0 Home {citecty @ $1539
vB, v5, 1 col
7/21/06 Zazzle.com 5921728 v4, v3, 2,,C° X Home Confirmed - PDF $1539 $1385 0 $1385 $5.25
v2, vi
Total $1539 $1385 $24 $5.25
$12,125, 20.18
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