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COMPUTER IMPLEMENTED METHODS 
AND SYSTEMS OF DETERMINING 

LOCATION-BASED MATCHES BETWEEN 
SEARCHERS AND PROVIDERS 

CROSS-REFERENCE TO RELATED 
APPLICATIONS 

0001. This application claims priority to and the benefit of 
U.S. provisional patent application Ser. No. 61/089,002, filed 
on Aug. 14, 2008 by Paul McCarney, et al., entitled “COM 
PUTER IMPLEMENTED METHODS AND SYSTEMS OF 
DETERMINING MATCHES BETWEEN SEARCHERS 
AND PROVIDERS' and U.S. provisional patent application 
Ser. No. 61/110,935, filed on Nov. 3, 2008 by Paul McCarney, 
et al., entitled “COMPUTER IMPLEMENTED METHODS 
AND SYSTEMS OF DETERMINING MATCHES 
BETWEEN SEARCHERS AND PROVIDERS. The entire 
disclosures of both of these are hereby incorporated by ref 
erence as if set forth in their entirety for all purposes. 

BACKGROUND 

0002 The inventive subject matter is generally directed to 
matching a party with another parry based on profiling of the 
parties for parameters that are relevant to making a match. In 
some embodiments, the inventive subject matter facilitates 
matches between searchers (e.g., consumers) and service pro 
viders based on assignment of searchers and service provid 
ers to predefined Buyer Types or Service Provider Types 
based on questionnaires, Surveys, third party proxy ratings 
from, for example, yelp.com or citysearch.com, and other 
Sources of data. This process includes, but may not be limited 
to the acquisition (“registration') of sufficient data to profile 
a searcher ("project') via a set of questions customized to be 
of relevance for a particular market of searchers (“channel') 
in order to match them to one or more providers that may 
individually or collectively provide services in one or more 
vertical industries (“verticals). In some embodiments, the 
inventive Subject matter also contemplates creation of a set of 
leads based on varying degrees of matching between the 
searching party and the providing party. The set of leads may 
be used by a party to evaluate the possibility of entering into 
a transaction or relationship with the other party. In some 
embodiments, the inventive subject matter is directed to a 
system for valuing and monetizing a set of leads to offer to a 
party. 
0003. In some embodiments, Industry Capacity Profiles 
are created and used to match searchers to industry categories 
of potential interest. The searchers matched to an industry 
category may be further matched to service providers for the 
category. 
0004. In some embodiments, the inventive subject matter 

is directed to mobile applications for matching searchers with 
providers based on knowledge or awareness of the locations 
of the either or both parties. 
0005. In some embodiments, the inventive subject matter 

is directed to creating or updating a searcher's profile and/or 
presentation of advertisements and promotion to the searcher 
contextually based on the searcher's interaction with content 
on an electronic page. Such as a web page. 
0006 While there are known systems for matching 
searchers in need of a good with a merchant providing the 
good, in the services sector, there is still a strong need for 
improved systems for more efficient matching. This is 
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because the efficient matching of service providers involves 
many attributes that have a dynamic, fluxing nature. There are 
also subjective factors that a searcher and/or provider must 
express that must be classified and weighted for matching 
purposes. Accordingly, there is a significant need for match 
ing systems that more efficiently process the dynamic, fluxing 
and Subjective factors, and then corresponds them to or 
adjusts them for actual experience or other new information. 
Unfortunately, the current search systems largely only allow 
for factoring of binary, objective data. For example, “is the 
service provider located in the searchers geographical 
region.” There is need for a more flexible approach that allows 
for a service region not to be a binary Screening factor, if for 
example, there is real-world data of prompt and Successful 
service to other searchers in the same region by a service 
provider who might not otherwise appear to be reasonably 
close to the region. 
0007. In addition, if there is a need for improved systems 
for registering users who wish to participate in a matching 
system and creating profiles for use in matching. Current 
technology implementations are not sufficient to satisfy the 
needs of efficient registration or profiling. 
0008 Accordingly there is substantial need for more 
Sophisticated matching of parties, such as searchers and Ser 
Vice providers, that leverages and is adaptive to dynamically 
changing data, varying attributes, and attribute weightings, 
and/or availability of new or Supplemental. Such as ratings, as 
well as searcher and provider preferences that are determined 
in progress. 
0009. Additionally there is a need for improved registra 
tion and profiling techniques that may be used in a system for 
efficient matching. There is also a need for systems and 
mobile applications that allow mobile service providers and 
searchers in geographical proximity to be matched so that 
service costs may be lowered because the service provider 
can save time and travel costs by concentrating service calls to 
a localized area. There are many other problems and needs 
addressed by the inventive subject matter disclosed herein. 

SUMMARY 

0010. The inventive subject matter generally addresses the 
aforementioned needs and problems by providing an efficient 
and adaptive architecture for conducting matching of a party 
who is looking for something that another party can poten 
tially provide. The architecture may be implemented and 
managed by an intermediary party that valuates and mon 
etizes the matching of parties. The party looking for some 
thing may be referred to generally herein as a “searcher and 
the party with a potential to provide something may generally 
be referred to as a “provider'. 
0011. In some embodiments, the inventive subject matter 

is directed to a data capture and profiling system with one or 
more of the following, alone or in various combinations: 

0012. A system for optimizing party matching out 
comes through adaptive, evolving multivariate profiles 
for searchers and/or providers. 

0013 A presentation agnostic mechanism for profiling 
searchers and matching them to providers. The inventive 
subject matter will be able to capture the information 
required to profile a searcher across multiple formats 
and devices, including but not limited to web, mobile 
device, desktop application Software or interactive Voice 
response systems. 
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0014) A flexible industry agnostic profiling process to 
profile searchers, that decouples the question content 
from the data used to profile providers can initiate leads 
to multiple providers in multiple industries per Submis 
sion from a searcher. It will also allow for flexible testing 
of different experiences to the same market to assess 
effects that encourage completion of registration. 

0015 The ability to allow non-technical staff to config 
ure the above profiling process through a graphical user 
interface. 

0016. In order to support a flexible industry agnostic 
profiling process the inventive matter includes the abil 
ity to implement industry specific business rules that 
determine which providers are matched to a searcher in 
a structured form. This includes the ability to define 
industry specific match rules and ranking attributes, and 
for these to be influenced by the needs of the searcher 
and provider being considered for matching. 

0017. The ability to allow non-technical staff to config 
ure match rules and related business logic through a 
graphical user interface. 

0018. The ability to assign a cost to one or more search 
ers depending on attributes of the searcher and the pro 
vider. 

0019 Support for the matching not only multiple pro 
viders to a single searcher, but also a single provider to a 
single searcher (“exclusive match') for an additional 
charge to the provider and 

0020. The ability to initiate additional actions to remote 
systems following a profiling event—Such actions 
might include follow-up for prospective searchers or 
sending a lead to a 3" party Customer Relations Man 
agement (CRM) system. 

0021. In certain embodiments, the inventive subject matter 
Solution achieves these aims through the development of a 
series of coupled processes. Each of these processes is 
responsible for a discrete aspect of the registration process, 
relying on decisions made and data acquired in previous 
steps. 
0022. In some embodiments, the inventive subject matter 
facilitates matches between searchers and service providers 
based on assignment of searchers and service providers to 
predefined searcher or Service Provider Types based on ques 
tionnaires, Surveys, and other input and feedback mecha 
nisms. In some embodiments, the inventive Subject matter 
also contemplates creation of a set of leads based on varying 
degrees of matching between the searching party and the 
providing party. The set of leads may be used by a party to 
evaluate the possibility of entering into a transaction or rela 
tionship with the other party. In some embodiments, the 
inventive Subject matteris directed to a system for valuing and 
monetizing a set of leads to offer to a party. 
0023. In some embodiments, an Industry Capacity Profile 

is created and used to match searchers to industry categories 
of potential interest. The searchers matched to an industry 
category may be further matched to service providers for the 
category. 
0024. In some embodiments, the inventive subject matter 

is directed to mobile applications for matching searchers with 
providers based on knowledge or awareness of the locations 
of the parties. 
0025. In some embodiments, the inventive subject matter 

is directed to creating or updating a searcher's profile and/or 
presentation of advertisements and promotion to the searcher 
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contextually based on the searcher's interaction with content 
on an electronic page. Such as a web page. 
0026. A method of matching in an intermediary matching 
system, comprising: Storing a plurality of buyer profiles and a 
plurality of service provider profiles corresponding to mobile 
providers; tracking in the computer system the location of one 
or more mobile providers based on real-time location infor 
mation or planned-location information; and outputting from 
the computer system one or more notifications to mobile 
providers of searcher leads in a predetermined proximity of 
the mobile providers current position or planned position 
based on attributes in a buyer profile and/or service provider 
profile. 
0027. In the foregoing embodiment, the lead may be pro 
vided with an input on a user interface for the provider to 
respond to the notification. A response may be processed via 
an intermediary party matching system as a transaction mon 
etarily charged to the searcher for acquiring the lead. The 
provider may be a participant in a plan offered by the inter 
mediary party for acquiring leads for a fee per transaction. 
The provider may be a participant in a plan offered by the 
intermediary party for acquiring leads under a subscription 
plan. The notifications may further comprise a notification of 
one or more terms for receiving the lead and further compris 
ing receiving an acceptance of the terms and outputting to the 
provider contact information for the searcher. The terms may 
comprise a fee. The fee may monotonically increase for each 
service provider to agree to pay the fee. There may be accept 
ing payment of the fee. There may be facilitating a voice 
connection between the searcher and the provider. 
0028. A tangible, computer-readable medium containing 
executable instructions for matching in an intermediary 
matching system, comprising: storing a plurality of buyer 
profiles and service provider profiles corresponding to mobile 
providers; tracking the mobile provider location of one or 
more mobile providers based on real-time location informa 
tion or planned-location information; and notifying one or 
more mobile providers of one or more searcher leads in a 
predetermined proximity of the mobile provider current posi 
tion or planned position based on attributes in a buyer profile 
and/or service provider profile. 
0029. In the foregoing embodiment, the buyer profile may 
comprise a job location. There may be calculating an actual 
distance between the job location and the mobile provider 
location. There may be prioritizing the searcher leads based 
on the actual distance. The notifying may only notify mobile 
providers whose provider profile indicates the mobile pro 
vider is not returning to the provider's base. The notifying 
may only notify mobile providers whose provider profile 
indicates the mobile provider is willing to receive prospecting 
jobs. The searcher lead may be an emergency job. The noti 
fying may only notify mobile providers whose provider pro 
file indicates the mobile provider is willing to receive emer 
gency jobs. 
0030. A tangible, computer-readable medium containing 
executable instructions for matching in an intermediary 
matching system, comprising: Storing one or more buyer 
profiles; storing one or more service provider profiles corre 
sponding to one or more mobile providers; tracking the loca 
tion of the one or more mobile providers based on real-time 
location information or planned-location information; iden 
tifying a geographic region for the location; and notifying the 
one or more mobile providers of one or more searcher leads in 
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the same geographic region for the location of the mobile 
provider based on attributes in a buyer profile and/or service 
provider profile. 
0031. A computer-implemented method comprising: stor 
ing on an computer system a set of one or more service 
provider profiles comprising a geographic area; storing on an 
computer system a set of one or more buyer profiles compris 
ing a geographic area for the searcher, matching one or more 
service providers to the searcher by geographic area on the 
computer system; and outputting a promotion for the one or 
more service providers to the searcher from the computer 
system. 
0032. In the foregoing embodiment, there may be tracking 
the location of one or more mobile providers based on real 
time location information or planned-location information. 
The promotion may comprise the location of one or more 
mobile providers. The buyer profile may further comprise a 
job location. The buyer profile may comprise calculating an 
actual distance between the location of each of the one or 
more service providers and the job location. The promotion 
may comprise a prioritized list of the one or more service 
providers ranked in order of actual distance. There may be 
tracking the location of one or more mobile providers based 
on real-time location information or planned-location infor 
mation and the location is within the geographic area for the 
searcher. 
0033. A computer-implemented method comprising: 
tracking location for of one or more mobile providers based 
on real-time location or planned-location on a computer; and 
storing a set of one or more jobs Scheduled for the one or more 
mobile providers on the computer, and outputting from the 
computer data about the jobs comprising the actual distance 
between the mobile service provider location and the one or 
more jobs. 
0034. In the foregoing embodiment, there may be cancel 
ling a job upon notification from the mobile provider. The 
cancelling may comprise outputting an update request for a 
customer relations management system. The cancelling may 
comprise facilitating a voice connection between the searcher 
and the provider. The cancelling may comprise facilitating a 
voice connection between the provider and the provider's 
base. 

0035. The foregoing is not intended to be an exhaustive list 
of embodiments and features of the inventive subject matter. 
Persons skilled in the art are capable of appreciating other 
embodiments and features from the following detailed 
description in conjunction with the drawings. 

BRIEF DESCRIPTION OF THE DRAWINGS 

0036. The following figures show embodiments according 
to the inventive Subject matter, unless noted as showing prior 
art 

0037 FIG. 1 shows an overview of a representative regis 
tration and matching system. 
0038 FIG.2 shows an example of categories of instinctive 
styles or “Buyer Types” or “Service Provider Types,” to 
which a searcher or provider may be assigned. 
0039 FIG. 3 shows an overview of a representative effi 
cient matching system. 
0040 FIGS. 4-12 show a graphical user interface for a 
mobile device used in accordance with various embodiments 
described herein. 
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0041 FIGS. 13-14 illustrate one embodiment where ques 
tions are asked sequentially and different questions may be 
posed based on the searcher's responses to earlier stage ques 
tions. 
0042 FIGS. 15-17 illustrate one embodiment that cap 
tures a variety of types of data. 
0043 FIGS. 18-20 show different embodiments of the 
inventive subject matter. 
0044 FIGS. 21-23 show one embodiment where an 
administrator's interface allows, for example, non-technical 
employees to create and configure questions and rules. 
0045 FIGS. 24-30 show configuration of matching rules. 
0046 FIGS. 31-35 show a searcher feedback mechanism. 
0047 FIG. 36 shows a user interface for presenting details 
about a job. 
0048 FIG. 37 shows a user interface for managing match 
rules and ranking rules for verticals. 
0049 FIG.38 shows an interface for managing lead prices 
for a vertical. 

DETAILED DESCRIPTION 

0050. The inventive subject matter is generally directed to 
efficient matching between a party (individual or entity) in 
need of something ("searcher') and a party (individual or 
entity) that can potentially fill that need (“provider'). Not 
only may the system be used in the context of matching of a 
searcher who is a consumer to a service provider, but it can 
also benefit a number of other situations where there is need 
for efficient matching. For example, the searcher could be a 
business and the provider could be another business (a B2B 
context). As another example, the searcher could be a student 
seeking to match a provider that is an academic institution 
with the right programs, graduate hiring history, costs, etc. As 
a further, example, the searcher could be a philanthropist 
seeking to match charitable organizations based on attributes 
Such as cause, operating expenses versus results, location, 
affiliations, etc. Accordingly, for convenience, and not limi 
tation, the following description will be illustrated in terms of 
matching consumers and service providers for potential 
transactions. The terms “searcher”, “buyer' and “consumer 
are generally used herein interchangeably, unless context 
indicates a more specific meaning. Also the term "system.” 
unless content indicates otherwise, is used in a broad sense to 
refer to any one or more of methods, hardware, Software, 
algorithms, or other avenue for implementing the functional 
ity described herein. As is well known in the art, the system 
may be represented not only by a single machine, but also as 
a distributed set of machines or hardware components that are 
coupled to each other using a digital network. 
0051 While there are known systems that help searchers 
match goods offered by merchants, the inventive Subject mat 
ter advantageously provides improved systems for efficient 
matching. In some embodiments, the inventive Subject matter 
provides for determining and assigning a party to a Buyer 
Type based on acquiring relatively limited information about 
a party throughan initial questionnaire, for example. For each 
Buyer Type, there are a set of attributes, which may be 
weighted or unweighted, and assumed or assigned to be of 
importance to the party in matching to job, project or other 
subject of a search. The Buyer Type's assigned set of 
weighted or unweighted attributes allow creation of an initial 
profile for the party. On Subsequent use of the system, a 
party's profile may be refined according to further informa 
tion. For example, the profile may be refined based on the 
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actual experiences of a party with service providers, such as 
may be collected and stored using post-transaction Surveys 
with a party. The profile may also be updated according to 
information obtained from third parties. For example, third 
party evaluators may include credit agencies that rate search 
ers and service providers; accreditation agencies; licensing 
entities; independent rating services; public forums, etc. 
0052. The inventive subject matter also provides a system 
for an intermediary party to valuate and monetize leads gen 
erated for use by a searcher or provider to secure a transaction 
with the other party. For example, in various inventive 
embodiments, the intermediary party provides matching of a 
single searcher to a single service provider, matching of a 
single searcher to multiple service providers; matching of 
multiple searchers to a single service provider, and matching 
of multiple service providers to multiple searchers. The 
matching sets may be offered to either or both of the searchers 
and service providers as leads. The matching sets can be 
ranked based on closeness of match or other filtering factors. 
The matching sets may also be valuated according to close 
ness of match or other factors, such as the past transaction 
histories of parties. For example, how often has a searcher 
selected a service provider from a list provided by the inter 
mediary party? If a searcher or searchers on a matching set of 
searcher/service provider leads have a good history of select 
ing a service provider from the intermediary party's leads, 
this would allow the intermediary party to sell the leads for a 
higher price to one or more of the service providers in the 
matching set, as compared with a matching set that had 
searchers with no past history of transactions. By the same 
token, a set of leads that scores services providers according 
to past transaction histories could be valued higher for offer 
ing to searchers. The inventive subject matter also contem 
plates a system wherein the intermediary provides a bidding 
or auction system for leads. For example, the intermediary 
party may sell leads to a service provider found to match one 
or more searchers by taking bids or auctioning. 
0053. The inventive subject matter may be implemented 
using a special purpose computer, a general purpose com 
puter programmed with particular software, and/or a tangible, 
computer-readable storage medium. The terms "computer 
readable medium' and "tangible, computer-readable 
medium' as used herein refer to any tangible storage and/or 
transmission medium that provides instructions to a computer 
processor for execution including, but not limited to, RAM, 
NVRAM, static RAM, floppy disk, magnetic hard disk, solid 
state hard disk, PROM, EPROM, FLASH-EPROM, 
CD-ROM, DVD-ROM, Blu-ray, HD-DVD, and any recog 
nized equivalent or Successor technology. Tangible, com 
puter-readable media may be configured to store a set of 
instructions for performing various features and functions 
described herein, using, for example, any number of known 
computing devices, such as general purpose computers or 
PCs, PDAs, mobile handheld devices and phones, web serv 
ers, etc. The computing devices may be distributed from one 
another and communicate over known network systems. Such 
as the Internet, WANs, LANs, telecommunications infra 
structure, e.g., landline, mobile lines, satellite, with any 
known wired and/or wireless protocols. Data may be pro 
cessed and stored and exchanged through any of various 
known hardware and software systems for storing and pro 
cessing data. In certain embodiments, the inventive subject 
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matter incorporates a web-based application with appropriate 
graphical user interfaces for users to input data and to view 
data and information. 
0054. In some embodiments directed to a registration and 
profiling system for use with a matching system, the inventive 
Subject matter can facilitate the following advantageous 
objectives for the intermediary party of the inventive embodi 
ments, and accordingly provides clear advantages over con 
ventional systems for an intermediary involved in the busi 
ness of matching parties: 

0.055 Increasing revenue and lowering advertising 
costs through improving searcher acquisition, for 
example: 
0056 By allowing multiple matching events to be 
initiated from a single searcher profile, revenue per 
acquisition can be improved. 

0057 By profiling prospective and repeat customers 
early it is possible to capitalize on cross-sell, re-sell 
and up-sell opportunities, thereby raising revenue per 
acquisition. 

0.058 By providing tools to improve the searcher 
experience inline with (and exceeding) market expec 
tations, the frequency and Success of profiling events 
improves and cost per acquisition is decreased. 

0059 FIG. 1 provides an overview of one possible 
embodiment of a registration and profiling process imple 
mented as a general purpose computer 1 programmed with 
executable instructions according to the inventive subject 
matter. Each step in the figure is labeled with a number that is 
discussed in the correspondingly numbered section below. 
0060) 1.0 Searcher Acquisition 
0061 Searcher acquisition 2 is the process of capturing 
information, such as registration data 3, from a searcher about 
an area of need, such as a project or job. The inventive subject 
provides an improved registration system for more efficient 
and adaptive matching than is currently employed in the 
industry. 
0062. In conventional systems, the registration forms pro 
duced for searchers are tightly coupled to the profiling criteria 
required to produce them, imparts technical and logistical 
limitations on adapting and evolving said profiles. For 
example, such forms may be in the nature of a single regis 
tration form that can only Submit projects for a single vertical. 
0063. In addressing these needs, the inventive subject mat 
ter provides a solution which, among other things, can Sup 
port more complex profiling transactions that are able to 
capture Sufficient information to produce multiple projects. 
0064. For instance, a single registration event may involve 
a complex branching form that may: 

0065 Branch at any point (that is, show a new set of 
questions based on the response to any previous ques 
tion). 

0.066 Ask questions in any order (within a set of 
branched questions). 

0067 Suggest responses for (and optionally, Suppress 
the display of) questions for which the answer is already 
known based on a searcher's previous registration in the 
same or a different vertical. This feature should be sen 
sitive to the timing of the previous registration. For 
example, if the searcher has told us their house has 4 
rooms in a removals project that was less than 4 months 
ago, it may wish to be assumed that their house still has 
4 rooms when they come to complete a carpet cleaning 
project. 
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0068 Allow for a complete transaction where the 
searcher does not initiate any projects, such as when a 
searcher is just prospecting for information, or request 
ing a service which an intermediary may not currently 
offer. Such projects may be addressed through remedial 
action Such as a follow-up e-mail. 

0069. The forms may be presented to the searcher in any 
structured form, Such as a branching form either on a 
single page, or as a multi-page wizard style. 

(0070. It should be possible for the business to alter 
aspects of all of the above and efficiently conduct experi 
ments such as A/B or multivariate tests to see which is 
more effective in generating conversions. 

0071. Some data captured may describe tangible 
objects or locations. Data captured may relate to tangible 
property Such as the searcher's house (number of rooms 
or the type of carpet). Data captured may relate to the 
location of tangible property Such as a postal code. Data 
captured may relate to tangible objects such as locks 
owned by the homeowner to be installed. 

0072 Some data captured may relate to intangible prop 
erties. Data captured may relate to the bond amount for 
a real person or a legal corporation. Data captured may 
relate to feelings of a real person Such as a level of 
urgency (emergency or general) or a desired time of day 
for a site visit. 

0073. An example of a form that utilizes these extensions 
is presented below. FIGS. 13-14 illustrate one embodiment 
where questions are asked sequentially and different ques 
tions may be posed based on the searcher's responses to 
earlier stage questions. FIG. 13 shows one possible interface 
for selecting a service provider within the “Finance Profes 
sional vertical. The first question asked 1301 is whether the 
services are for individual or business. The answer given here 
is Individual. The second question asked 1302 is what type of 
service is required: Financial Planning, Tax Accounting, Bud 
geting and Debt Management, or Home Loan. 
0074 FIG. 14 shows the same interface where the first 
question 1301 is answered differently. Instead of Individual, 
Business is selected. The second question 1402 presents dif 
ferent choices from 1302: Accountant, Bookkeeping, or Busi 
ness Advisor. 

0075 FIGS. 15-17 illustrate one embodiment that cap 
tures a variety of types of data. 
0076 FIG. 15 shows collecting the type of system desired 
1501. The type of system 1501 relates to the intent of the 
searcher and corresponds to a real-world, tangible security 
system to be installed. The type of dwelling 1502 corresponds 
to an actual structure erected on real property as well as to the 
intent of the searcher. 

0077 FIG. 16 shows collecting job location 1601. This 
corresponds to a physical region of the earth, within which the 
job location is located. 
0078 FIG. 17 shows collecting a variety of information 
about the searcher 1701. This may include physical location, 
legal identity, and means of contact. In addition, the interface 
requests an affirmative manifestation of assent 1702 to Terms 
& Conditions. 

0079 Post-Submit Messaging 
0080. The system may support follow-up messaging for 
prospecting projects (e.g., “We noticed that you were inter 
ested in relocation service providers 3 weeks ago, are you still 
interested?). The ability to trigger such actions (see also 7.0), 
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as well as the copy and presentation of the resulting e-mail, 
may be configurable on a per-channel basis. 
I0081. In cases where a form provides for registrations for 
multiple verticals, it is possible that a searcher will be pros 
pecting for Some services, and ready to commit to others. 
Should this be the case, it may be necessary to establish 
follow-up forms that specifically cater for prospectors for 
specific industries. Accordingly, an e-mail may be generated 
to recommend that the user be diverted to otherforms, in such 
CaSCS. 

I0082 2.0 Searcher Profiling 
I0083) Searcher profiling 4 is the process of assessing data 
captured during from searcher registration, in this example, a 
consumer, and from this creating a searcher profile 5 com 
prising one or more projects to be used in matching. The 
project creation step should result in the generation of one or 
multiple projects, based on the responses received from a 
searcher's registration form. This is done by matching regis 
tration data 3 against searcher profiling rule sets 6. This may 
include the following, for example: 

0084. A single form question, such as where are you 
moving from, or how many rooms does your property 
have may provide data for multiple projects. 

0085 Multiple projects may be created from the same 
Vertical. Such as in the example below, in which cleaning 
projects may be submitted for two properties at different 
location. 

I0086 Multiple form questions and per-form business 
rules may be used to generate the data to create a project. 
For example, the match criteria for small, medium or 
large for a painting project might be decided by the 
sum total of the interior and exterior surface to be 
painted compared to a matrix. 

0087. A single form question might inform multiple 
points of data to create a project such as multiple match 
criteria. In the example registration presented below , 
ticking 'Yes' to Apest inspection conducted on Page 4 
would (once the form had been completed) result in the 
generation of a residential pest inspection project. 

0088. Not all data captured in a registration event will 
be used to create projects, and as such the Solution must 
Support capturing of responses that are not actually used 
to create projects. These responses should still be 
recorded in an accessible format. An example would be 
a question Such as Gender which might be used in 
future marketing executions, but would not actually be 
used in matching and would not be sent to any providers. 

0089. In some embodiments, match rules sets for each 
vertical may be defined by non-technical staff. One such 
embodiment is shown in FIG. 21. Match Rules are pluggable 
business rules used during the registration process to deter 
mine which providers are suitable for matching. Each Vertical 
should have at least one Match Rule assigned to it. For 
example, a match rule could filter based on location. Another 
match rule could filter based on pickup or drop-off location. 
Another match rule could filter based on daily, weekly, and/or 
monthly lead caps. Another match rule could filter out pro 
viders who don't service the specified job location. 
0090. In some embodiments, questions can be managed 
by non-technical staff. One such embodiment is shown in 
FIGS. 22 and 23. Questions may be designated as mandatory 
or optional. Questions are associated with a particular verti 
cal. 
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0091 3.0 Matching 
0092. During the matching step 7, a series of business 
rules for a particular vertical, the industry matching rule set 8, 
coupled with the registration data 3 captured during the reg 
istration process and the Supplier inventory 9, determines 
which providers are suitable for matching and constructs an 
initial match set of suppliers with supplier attributes 10. Any 
provider is willing to receive leads for a particular job may be 
matched to that job. 
0093. Some examples of match rules are shown in FIG. 21. 
These include a match rule based on location, a match rule 
based on pickup or dropoff location, a match rule based on 
daily, weekly, and/or monthly lead caps, and a match rule 
based on specified job location for verticals which only have 
one job location. 
0094. In conventional systems, the business rules around 
matching may be difficult to audit, because a number of 
disconnected areas can affect matching. This also makes it 
cumbersome to create additional business rules for registra 
tion. According to certain embodiments of the inventive Sub 
ject matter, the system may be configured to provide, for 
example: 

0.095 The registration solution should support the 
application of inclusive or exclusive rules in a specified 
order using a modular architecture. Using this architec 
ture, it should be possible for an administrator to easily 
review a vertical and add in new inclusive or exclusive 
matching rules. Where necessary, an administrator 
should be able to configure these rules on a vertical 
specific basis. 

0096. Match rules should present as modular business 
rules that can be re-used across different verticals. 

(0097. The rules that are in effect for aparticular vertical 
should be visible to an administrator. 

(0098. Match rules should have the ability to alter the 
match set based on data profiled from the searcher dur 
ing registration, data profiled from providers and data 
profiled from the searcher. 

0099. In addition, match rules should have the ability to 
create ranking attributes and assign them to a particular 
lead. For instance, a match rule that adds to the match set 
any providers that live within a 30 km radius of the job 
location might also create an attribute “Distance score” 
that is the actual distance between the provider and the 
job location. This distance attribute could then be used to 
rank nearby providers more highly than distant ones. 

0100 Matching rules, that should be available under this 
architecture may include, for example: 

0101 Add to the match set all providers who have ser 
vice criteria that match the services requested in the 
project 

0102 Remove from the match set all providers who do 
not service the postcode of any of the job locations for 
the project 

0103 Remove from the match set all providers who do 
not service all of the project's metadata criteria 

0104. Add to the match set all interstate removal lists if 
the moving from and moving too addresses of tire 
project are in different states. 

0105. Add to the match set all providers whose office is 
less than 30 km from the primary job location 

0106 Remove from the match set a provider who can 
not travel to the searcher's house as well as their place of 
business. 
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0107 Ability to Match Projects to Multiple Match Criteria 
0.108 Under conventional systems, within a vertical, a 
searcher can only specify a single match criterion for a 
project, even though the work they are looking for might 
involve several match criteria simultaneously. In some 
embodiments, the inventive subject matter may provide, for 
example: 

0.109 That a searcher should be able to specify multiple 
match criteria for a specific project, with an optional 
priority associated with each (e.g., I'm mainly interested 
in residential cockroaches, but also somewhat interested 
in residential termites). 

0110 That providers added to the match set should be 
able to be added on the basis of any of the specified 
match criteria. In the later ranking stages, providers who 
are able to service any of the match criteria should be 
up-weighted against those who are only able to service 
Some of the match criteria. 

0111 Support for Multiple Locations and Multiple Loca 
tion Sets 
0112. In some embodiments, the inventive subject matter 
may provide, for example: 

0113 Multiple locations may apply for a particular 
project, for example Moving from and Moving to in 
removals. Match rules should have access to all of these. 

0114 Multiple match sets may apply to a particular 
provider, for example Pick up locations and Drop off 
locations, or Locations for large jobs and Locations 
for small jobs. Match rules should be able to operate off 
these. 

0.115. In a conventional system, projects may be typically 
placed in a pending queue after they have been matched to a 
predetermined number of providers. The searcher is informed 
of the providers they have been matched to, but the providers 
are not informed of the searcher. It is possible to modify the 
details of the job before releasing it from the pending queue; 
however, the set of providers who are matched to the job may 
spuriously remain included. 
0116. According to some embodiments of the inventive 
Subject matter, in matching step 7, the system may provide for 
extension of this facility such that if the project is modified to 
the extent that matching is affected, then the system should be 
informed and given the option to re-match providers to the 
project based on the new information Supplied. If this occurs, 
for example, then the searcher should be sent follow-up mes 
saging explaining that they have been re-matched, and a dif 
ferent set of providers will contact them. 
0117 4.0 Ranking 
0118 Ranking 11 is the process of taking a set of matched 
providers (that is, those businesses that could possibly com 
plete a project) and from that set selecting the top n providers 
who will actually be matched to the project or job. The 
selected set may be ranked in number and/or they may be 
associated with another selection factor, such as a rating, or 
flagged with attributes of particular relevance to a searcher. 
0119 i In some embodiments, the inventive subject matter 
may provide for matched providers to be ranked to be based 
on a weighted attribute rule model. In such a model, attributes 
and values (such as suitability or distance') are created by 
prior match rules or during the ranking process, and then 
Some attributes are then weighted to create Supplier, 
searcher, and industry attribute weightings 12 the Software 
architecture Supports the creation of one or more rules imple 
mented in Software, that can draw upon data of the target 
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searcher or any matched provider (included data created in 
the preceding matching step) in order to determine a measure 
of fit between the searcher and a given provider. An example 
of this process is described below. The measure of fit created 
by each rank rule should not have an equal weight in deter 
mining a provider's rank, but have a variable weight that may 
be adjusted on a per-vertical basis. This allows administrative 
staff to alter the business logic used to match providers to 
searchers to optimize the match experience, and for the intro 
duction or removal of influences over provider ranking over 
time. 
0120) ) In some embodiments, the inventive subject matter 
may provide for a ranking step to be used, for example: 

I0121 The platform should support ranking of providers 
to a project based on multiple attributes of the provider, 
searcher and project. 

0.122 The attributes should not have an equal weight in 
determining a provider's rank, but be variable by a num 
ber of sources. 

0123. Administrative staff should have the facility to 
manipulate the rank of a provider in matching to the extent 
where it can be either (a) virtually guaranteed the provider 
will be matched first to a project, if found to be suitable, or (b) 
never matched to a project unless there are less than three 
other providers who should be matched to the project. 
0.124. Attributes may be based on any number of objective 
or subjective factors, as illustrated below. Furthermore, 
attributes may be based on tangible criteria, intangible criteria 
of an intangible entity, or intangible criteria of a tangible 
entity. In the ranking context, attributes are used as inputs for 
match rules. Attributes may be inferred from the searcher's 
textual input. One embodiment performs a keyword search of 
text to locate keywords associated with particular attributes. 
For example, a searcher's use of the word “rental might 
indicate that the house is not owner-occupied, signaling that 
the owner-occupied attribute is false. Subsequently, a match 
rule which tests if owner-occupied attribute is false would 
trigger. Another embodiment uses the natural language pro 
cessing may attempt to infer the tone or emotional content of 
text. For example, a sentence Such as “I am extremely frus 
trated by the contractor's failure to listen' in previous feed 
back could be inferred to be a particular sensitivity to the 
communication evaluations of future providers. A ranking 
rule might be included that gives more weight to the commu 
nication evaluations. One embodiment might infer attributes 
such as educational level or attention to detail may be inferred 
from the grammatical correctness or incidences of misspelled 
words. Use of “cuz' rather than “because' may indicate a 
lower educational level and trigger a match rule for selecting 
financial providers who specialize in working with lower 
education clients may be triggered. Alternatively, a use of the 
Subjunctive mood may indicate a higher-education level and 
may trigger a ranking rule to bias towards more tax planners 
who focus on more Sophisticated clients. 
0.125. In some embodiments, the inventive subject matter 
may provide for one or more ranking steps to be used, for 
example: 
0.126 Provider Preference for Jobs of that Match Criteria 
0127 Providers should be able to specify match criteria 
that they prefer to accept. For instance, two financial planners 
may service Individual Tax Advice, however one may spe 
cialize in it, whereas one may prefer to offer Accounting 
services. These preferences should be captured on the pro 
vider's administration console and translate to a preference 
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score for a particular match criteria. When providers are 
being ranked, their preference score for the match criteria of 
the project should be taken into account. 
I0128 Provider Suitability 
I0129. Once sufficient ratings data has been captured to 
make a statistically valid assessment, a provider suitability 
score should be determined based on the average rating for 
the provider for jobs that are for the same match criteria as the 
project in question. The suitability score should be relative 
and determined from previous ratings for that provider from 
searchers who lodged jobs in the same match criteria. 
I0130 Provider Ratings 
I0131. It should be possible to rank providers by each rating 
criteria available for the vertical they are being matched to. 
(0132 Effective Lead Price 
I0133. A criterion that may be used to rate providers will be 
the effective revenue per lead. Effective revenue per lead is 
defined as the average amount of revenue received from a 
provider per lead for the match criteria of the project being 
ranked, taking into account credits. For example, if provider 
A was charged 12 leads at S20 and credited 2 back, their 
effective lead price would be S16.67. Accordingly, more prof 
itable vendors may get matched higher. 
0.134 Days Since Last Match 
0.135 The days since last match figure should be based on 
the number of days since the provider was last matched to a 
searcher—such that providers who were last matched longer 
ago are more likely to be matched. This ensures that providers 
who are otherwise equal will be matched on a round-robin 
basis. 
0.136 Conotive Matching Score 
0.137. A rank rule may be supplied that calculates a cono 
tive match score - a goodness of fit between a searcher and 
provider based on a number of attributes, that may include the 
same attributes as used in rank rules but also from other 
Sources. The conotive matching mechanism is part of the 
inventive matter and is discussed below. 
0.138 Future Rules 
(0.139. It is likely that additional rules will be developed 
and incorporated as new verticals are rolled out, and profiling 
of providers becomes more detailed. 
0140 Sources of Weighting 
0141 Rank rule weighting alters the influence of attributes 
in compiling a final ranking score. In some embodiments, the 
inventive subject matter may provide, for example: 
0.142 Vertical Specific Rank Rule Weighting 
0.143 Any rank rule should have a vertical specific weight 
ing associated with it, allowing the business-logic determin 
ing ranking to be adjusted on a vertical specific basis. 
0144. Searcher Preference Weighting 
0145 The responses of the searcher during registration 
should have the ability to influence ranking. This should be 
achieved by a searcher preference weighting that can be 
inferred from the options they choose during registration. A 
scenario where user attribute weighting would be employed is 
to influence the effect of ratings attribute. For example, in the 
example form below, the searcher can choose which attribute 
is the most important attribute to them in a provider, such as 
cleanliness. The weighting of the cleanliness attribute of the 
matched suppliers in producing a final ranked list of suppliers 
would be up-weighted in this scenario. 
0146 Provider Rank Adjustment Factor 
0147 The provider-attribute-adjustment factor is an 
adjustment metric that is applied to the Sum total of a provid 
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er's total, weighted attribute score. The weighted attribute 
score is multiplied by this number. It may be set by the 
administrator, and used to influence? override the ranking 
algorithm for a particular provider. 
0148. Applying the ranking methods as specified above 
produces a final match set of Suppliers 13. 
0149. The embodiment above uses a discrete set of match 
ing rules that include or exclude providers and a discrete set of 
ranking rules that are weighted and Summed to provide a 
ranking score. However, other embodiments may operate 
differently. For example, one embodiment omits matching 
rules and applies simply ranking rules. Yet another embodi 
ment compares the buyer profile with the service provider 
profile, comparing corresponding attributes to generate a 
ranking score. These attributes are then weighted and 
Summed to generate a unified ranking score. 
0150. In addition to matching by attribute weightings, 
other embodiments may use other methods of matching. For 
example, a searcher's responses to questions may be matched 
with other comparable searchers using techniques such as 
Bayesian inference, nearest-neighbor methods, or latent vari 
able methods. These techniques may be used separately or in 
combination with attribute weighting techniques. For 
example, one embodiment may avoid attribute weightings 
entirely by using a nearest-neighbor method to rank provid 
ers. This embodiment establishes a question space and places 
all searchers within the question space based on answers to 
questions. Two searchers that exhibit a high-degree of simi 
larity between question responses are “closer neighbors” than 
two searchers that have dissimilar responses. This embodi 
ment may rely entirely on ratings from neighbors to the cur 
rent searcher without establishing a Buyer Type. Another 
embodiment may use attribute weighting techniques together 
with a nearest-neighbor method by establishing a single pre 
vious searcher who is the nearest in question responses and 
giving the bad ratings of that searcher “veto power over 
rankings that would otherwise have been selected purely 
based on an attribute weighting technique. 
0151. 5.0 Billing 
0152. According to some embodiments of the inventive 
Subject matter, in billing step 14, the system may provide 
improved flexibility in the ability to determine the cost of a 
lead. The following factors may be able to influence the 
pricing model, for example: 

0153. The match criteria price, as set for each provider 
(this is current functionality) 

0154) The vertical parameter questions set during reg 
istration. These should be able to influence the price of a 
project by adding or removing a dollar amount. 

0155 The responses to vertical parameter questions, 
which should be able to influence the total price of a 
project by adding or removing a discount. 

0156 The type of matching that has occurred (per-lead yp 9. 
pricing adjustments will take effect) 

(O157 FIG. 38 shows a particular billing model for this 
embodiment. This billing model calculates the cost of a lead 
using a base charge based on attributes of the provider and 
Supplementary charges based on attributes of the job. In the 
example shown, the carpet cleaning vertical includes either 
commercial or residential services and carpet or upholstery. 
Although the base charges are shown as Zero in the sample 
screen, these would be tuned to a particular fixed amount 
based on average lead value. In addition, Supplementary 
charges adjust the base amount using job attributes, here the 
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number of rooms to be cleaned. Because the average job 
includes two rooms, there is no adjustment. However, more 
than 2 rooms would incur an additional charge, while 1 room 
would incur a lower charge. This allows the lead price to 
approximately track profit to the provider and accurately 
represent the value of the lead. In addition, an automated 
billing model Such as this allows automated handling of leads 
once the rules are configured. 
0158 6.0 Provider and Searcher Post-Match Messaging 
0159. Post Submit Page 
0160 Following a registration, it should be possible to 
configure, on a per-channel basis, the display of the page that 
follows, using Supplier and searcher post-match messaging 
page 15. The page may contain any of the following: 

0.161 Cross sell opportunities, presented as a list of 
links to other registration forms. 

0162 The results of the registration. In the case of 
multi-vertical registration, this would include the results 
for all services requested. In the case of a prospecting 
registration this would simply be copy explaining that 
they will be reminded in a certain period if they would 
like to register again. 

0.163 Marketing copy, such as banners, special offers, 
links to other sites, etc. 

0164. Attributes that may need to be configured on a per 
channel basis may include, for example: 

(0165 Which of the above items should be displayed? 
0166 The position on screen of the above. 
0.167 Presentation, including font, spacing etc. 

0168 7.0 Provider and Searcher Post-Match Messaging 
0169. According to some embodiments of the inventive 
Subject matter, in post-match actions step 16, the system may 
provide the ability to extend the capability of the platform by 
executing channel, Vertical, project or provider specific 
actions. For instance, the system may support such actions 
being initiated when: 

0170 Particular registration forms are completed. 
0171 A project is created in a particular vertical. 
0172 A particular provider is matched. 

0173 The actions may be configured so that there is access 
to the data of any registration forms, projects, leads, and the 
searcher relevant to the action. By way of example, Such 
actions may include: 

0.174 For removals, if the user has requested during 
registration, send an e-mail to a specified set of e-mail 
addresses informing them of the address change of the 
provider. 

0.175. If a high value finance project is submitted, send 
an electronic message, e.g., an SMS, to the sales man 
ager. 

0176 A project for a particular vertical may require a 
SOAP service on a remote CRM system to be initiated. 

0177. The registration framework may also support such 
actions on a per-vertical basis. A modular actions framework 
may be to Support such services. 
0.178 8.0 Configuration Management 
0179 According to some embodiments of the inventive 
Subject matter, in configuration 
0180 management step 17, the system may provide for 
various registration processes to facilitate efficient matching, 
such as the development of new verticals, development of 
acquisition points for those verticals (channels), and the 
maintenance of existing channels (searcher acquisition 
points) and verticals (provider acquisition points). Accord 
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ingly, the system may flexibly provide for creation, modifi 
cation and retirement of registration forms in production 
through a user interface. For example, the system may pro 
vide: 

0181 Ability to activate (make available) and deacti 
vate (make unavailable) verticals and channel. 

0182 Ability to add new questions to a channel. 
0183 Ability to edit existing questions. 
0.184 Ability to map channel questions to a vertical 
match parameter or vertical question. 

0185. Ability to manage the relationships between form 
questions and vertical match criteria. 

0186. Ability to add new match criteria and set default 
prices for each. 

0187. Ability to add new metadata criteria. 
0188 Ability to add, remove and (where appropriate) 
customize match rules. 

0189 Ability to configure attributes weighting on a per 
vertical basis. 

0190. Ability to transfer registration configuration 
between and from test environments into production. 

0191 Ability to review the results of project creation, 
matching, ranking and billing for a particular registra 
tion. This may include the ability to review results for: 
0.192 Which projects were created from a particular 
registration form. 

(0193 Which providers were matched, and which 
match rules were responsible, 

0194 Which attributes, and final rank each provider 
was given, 

0.195. The final match set, and the calculated lead 
price for each provider. 

0196. Any change to a channel or vertical configuration 
should be logged. Other examples are as follows: 
0.197 FIG. 21 shows configuring match rules for a verti 

cal. 
0198 FIG.22 shows a list of questions associated with a 
vertical. 
0199 FIG. 23 shows editing a particular question associ 
ated with a vertical. 
0200 FIG. 24 shows establishing a channel and placing 
various channel verticals within the channel. 
0201 FIG.25 shows a user interface for viewing questions 
including a question label, a question type, and whether the 
question is mandatory or optional, and identifying a question 
for editing. 
0202 FIG. 26 shows a user interface for editing questions 
including a question label, a question description, a question 
type (such as radio, select, location, or checkbox), whether 
the question is mandatory or optional, whether the question is 
displayed or hidden, the page the question appears on, the 
sequencing order of the questions on the page, and the parent 
options for the question, 
0203 FIG. 27 shows questions and options for the ques 
tions from among the available questions and options. 
0204 FIG. 28 shows configuring rules including source 
questions and options and target questions and options. 
0205 FIG. 29 shows configuring which profile rule is 
satisfied if a question is answered and optionally which 
option is required to satisfy the rule. 
0206 FIG. 30 shows a summary popup window showing 
the question properties. 
0207 FIG. 36 shows a summary of job details including 
leads, providers, and revenue for each provider. 
0208 FIG.37 shows a user interface for configuring one or 
more managing match rules and one or more ranking rules for 
each vertical. 
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0209 FIG.38 shows an interface for managing lead prices 
for a vertical including base charges and Supplementary 
charges. 
0210 Support for Hard matching. Exclusive and Premium 
Matching 
0211. According to some embodiments of the inventive 
Subject matter, the inventive Subject matter may provide Sup 
port for the following representative matching scenarios: 

0212 Quote matching The current model, under 
which a provider is matched to up to 3 providers for each 
vertical they are soliciting quotes for. The three provid 
ers are determined by the matching and ranking rules 
specified in the document. 

0213 Hard matching Under this model, a searcher 
is matched to up to 3 providers for each vertical they are 
Soliciting quotes for. A provider may be forcibly 
included (hard matched) into the list of matched provid 
ers, assuming they pass the match rules. If the provideris 
not hard matched then another suitable provider should 
be matched in place. Messaging and user engagement is 
as for hard matching and 

0214) Exclusive matching Under this model, a searcher 
is matched to a single provider, which has been forcibly 
included in the list of matched providers. If this provider 
doesn’t meet the match rules, then the matching logic should 
default to that used for Quote matching. 
0215 Premium matching. In premium matching, a set of 
Suitable providers is determined through matching and rank 
ing as for Quote matching. The system may limit participa 
tion so that only providers who have signed up to the premium 
matching service may be connected. Indicators or consider 
ations for defining a premium match may include, for 
example, the following, as may be determined via a registra 
tion process: 

0216. The searcher supplies a valid phone number in the 
registration form. 

0217. The most suitable provider is then contacted by 
phone automatically and if they pickup they are asked if 
they wish to accept the lead. 

0218 If they indicate they wish to accept then they will 
be automatically connected with the searcher using the 
phone number Supplied during registration. 

0219. If the searcher can be contacted and the conver 
sation lasts for longer than 5 seconds, then the transac 
tion is deemed successful and the provider is billed. 

0220. If it is possible to connect to the searchers phone 
line but the transaction ends after less than 5 seconds, our 
Solution is to attempt to re-connect them automatically 
up to 3 times before giving up. 

0221) If the searcher is un-contactable then the transac 
tion is aborted. 

0222. If the provider does not pick up or declines the 
transaction, then the next provider on the list is con 
tacted, and so on until a provider accepts or the end of the 
list is reached. 

0223. If the end of the list is reached, the transaction is 
re-attempted using Quote matching. 

0224 Sample Registration Flow 
0225. Table 1 below is an example of a registration form 
for a searcher for use in a registration flow and matching for 
multi-vertical matching. The form is used in connection with 
an interstate residential relocation by the searcher. Sample 
answers also specified. This form once submitted would 
invoke the creation of a small interstate relocation project, 2 
residential carpet cleaning projects, and a residential pest 
inspection project. 
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Page 1 

Welcome to 
www.movinghouse.com.au. 
We'd like to ask you a few 
questions about your move so we 
can help find the best businesses 
to help you. 

What's your email address? 
- Joe?a bloggs.com.au 

Where are you moving from? 

2037 

What are you looking for from 
us? 

(X) I'd like a few suitable 
businesses to contact me so I can 
compare quotes. 
() I'd like only the most 
Suitable businesses to contact 
me, I'm not interested in 
comparing quotes. 
Do you know where you're 
moving to? 

(X)Yes, we've bought or are 
renting a property. We’ve got 
ime to organize quotes and 
would like to compare prices. 

()Yes, we're about to 
buy a property. We've got time 
o organize quotes and would 
ike to compare prices. 

() No, were looking 
or a property. 

are you interested in having: 

X. The carpets cleaned 
X A pest inspection 
conducted 

The carpets cleaned 

When would you like this work 
done? 

(X) Before the move 
(X) 1 week before 
( ) 2 weeks before 
() 3 weeks before 

() On the day of the move 
() After the move 

<<Back Next >> 

TABLE 1 

Page 2 

What are you moving? 

() Everything (personal 
possessions) 
() Just moving a couple of 
things (e.g. table, benches etc.) 

Where are you moving to? 
3313 

Do you own or rent this 
property? 

(X) Own 
() Rent 

What type of house is it? 
Unit 

How many rooms does the 
property have? 

3 

How long before you move? 
(X) As soon as possible 
() Approximately a week 
() Approximately a month 
() On this date 

<<Back | Next >> 

alarm equipment installed? 

(X) Yes 
()No 
Approximately how many 
entrances and exits does your 
property have? 
4 

What type of walls? Brick 

Other than price, what is most 
important to you when selecting 
an alarm system? 

Features and 
functionality. 

<<Back | Next >> 

10 

Page 3 

In the house you're 
moving from, are you 
interested in having: 

DX. The carpets cleaned 
How many 

rooms22 
The house cleaned 

When would you like this 
work done? 

(X) Before the move 
(X) 1 week before 
( ) 2 weeks before 
() 3 weeks before 

() On the day of the 
OWe 

(). After the move 

<<Back | Next >> 

Next >> 

Page 4 Page 5 Page 6 

in the house you’re moving to, Are you interested in having Which of the following is 
most important to you in a 
provider? We can use 
feedback from others in 
matching you 
appropriately. 

() Communication and 
Timeliness 
(X) Value for money 
() Quality 
() Courtesy and 
Cleanliness 

How can we get in touch 
with you? 

First name: 

Surname: 

Address 

XI agree to the 
movinghouse.com terms 

Ok, you're all done! 
Match me now >> 

Jun. 9, 2011 
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0226. This example demonstrates a vertical where 5 
attributes are at play: (1) Effective lead price, (2) days since 
last match, and (3) three ratings criteria that are relevant for 
that vertical. 
0227 Ranking providers against a project may include the 
following stages: 
0228. Attribute Weighting is Calculated 
0229. Each attribute is assigned a Vertical attribute 
weight. This is an integer configurable per-vertical per-at 
tribute. The sum of all vertical weights for all attributes should 
sum to 100. 
0230. Additionally, a searcher should also be able to 
specify an additional weighting for certain attributes (the 
searcher would not do this directly, but based on the answers 
to particular question answered during registration, a searcher 
weight for some attributes would be inferred before matching 
begins (the means by which answers to questions on a regis 
tration determine searcher weighting values is out of the 
scope of this project). The sum of all searcher weights for all 
attributes should also sum to 100. 
0231. The searcher attribute weight should be used to 
adjust the final project weight for each attribute. In the 
example below, shown in Table 2, the Cleanliness and 
Responsiveness attributes account for 40% of the total ver 

tical weighting. This 40% should be distributed according to 
the searcher weight (40*0.8=32,40*0.2=8). This final project 
weight should also sum to 100. 

TABLE 2 

Searcher 
Vertical Attribute Final Project 

Attribute Attribute Weight Attribute Weight 

Effective Lead Price 35 35 
Days since last match 5 5 
Ratings: Cleanliness 2O 8O 32 
Ratings: Responsiveness 2O 2O 8 
Ratings: Courtesy 2O 2O 

0232 Raw Scores for Attributes are Collated 
0233. For each attribute, raw scores are collated for that 
attribute for each provider in the matching pool, as shown in 
Table 3. For ratings attributes where insufficient (i.e., less 
than 3) ratings data has been collected on that attribute for that 
provider, the average of that attribute for that vertical would 
be substituted. In this example, provider B has not been rated 
enough times to have attribute data for Cleanliness, Respon 
siveness or Courtesy, and provider D has not been rated 
enough in the Courtesy category. In these cases, the relevant 
Vertical average is Substituted. 

TABLE 3 

Provider Provider Provider Provider Vertical 
A. B C D Average 

Effective Lead 35 35 2O 50 na 
Price 
Days since last 3 5 6 1 na 
match 
Ratings: 2.3 2.1 4.4 3.1 
Cleanliness 
Ratings: 5 4.3 3.2 4 
Responsiveness 
Ratings: 3.3 1.3 2 
Courtesy 
Adjustment 1 1.3 1 0.4 na 
Factor 
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0234 Raw Scores are Normalized 
0235. The raw scores for each attribute are normalized to 
give a value from 1 to 100, as shown in 

TABLE 4 

The normalization algorithm is: 

Score - Minimum of series 
Normalised score = . . . . . . . . . . . 

Maximum of series - Minimum of series 

Provider A Provider B Provider C Provider D 

Effective Lead 50 50 O 100 
Price 
Days since last 40 8O 1OO O 
match 
Ratings: 9 43 O 100 
Cleanliness 
Ratings: 1OO 44 61 O 
Responsiveness 
Ratings: Courtesy 1OO 35 O 35 

0236 Project Weighting is Applied to Normalized Score, 
Rank Score Determined 
0237 Referring to Table 5, for each provider, the normal 
ized score for each attribute may then be multiplied by the 
attributes weight percentage to produce a weighted, normal 
ized score for each provider. The final score for a provider is 
then determined by Summing the weighted score of each 
attribute for that provider. 

TABLE 5 

Provider A Provider B Provider C Provider D 

Effective Lead 18 18 O 35 
Price 
Days since last 2 4 5 O 
match 
Ratings: 3 14 O 32 
Cleanliness 
Ratings: 8 4 5 O 
Responsiveness 
Ratings: 2O 7 O 7 
Courtesy 

Final score 50 46 10 74 

0238. Adjustment Factor Included, Final Rank Deter 
mined 
0239 Finally, the final score is multiplied by the Adjust 
ment Factor (which is presumed to be 1, unless otherwise 
specified). The providers are then ranked from 1 to n based on 
this score. The top 3 are then matched to a project. 

Score -51 -47 -10 -74 
Adjustment 1 1.3 1 0.4 
Factor 
Final Score * 51 61.1 2O 29.6 
Adjustment 2 1 4 3 
Rank 

0240 Profiling New Searchers—Conotive Matching Sys 
tem 

0241. In some embodiments, the inventive subject matter 
provides a conotive matching system for determining and 
assigning a searcher to a Buyer Type (see FIG. 2, discussed in 
more detail below) based on acquiring relatively limited 
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information about a searcher through an initial questionnaire, 
for example. Conotive matching may contribute to matching 
as a rank rule as described in the section above, or through a 
separate profiling step. For each Buyer Type, there are a 
default set of attributes, which may be weighted or 
unweighted, and assumed or assigned to be of importance to 
the searcher in matching to job, project or other subject of a 
search. The Buyer Type's default set of weighted or 
un-weighted attributes allow creation of an initial Buyer Pro 
file for the searcher. On subsequent uses of the system, a 
searcher's Buyer Profile may be refined according to further 
information. For example, the Buyer Profile may be refined 
based on the actual experiences of a searcher with service 
providers, such as may be collected and stored using post 
transaction Surveys with a searcher. For example, the Buyer 
Profile may be refined based on the actual experiences of a 
searcher with service providers, as could be collected and 
stored using post-transaction Surveys with a searcher. One 
embodiment featuring such post-transaction Surveys is 
shown in FIGS. 31-33. The Buyer Profile may also be updated 
according to information obtained from third parties. For 
instance, third party evaluators may include credit agencies 
that rate searchers and service providers; accreditation agen 
cies; licensing entities; independent rating services; public 
forums, etc. 
0242. The following description is a representative con 
textual example and overview on how the process would work 
from the searcher perspective. It is presented to illustrate 
principles of the inventive subject matter, and therefore is not 
intended to be limiting. 

0243 1. A searcher wants to find a pest controller to 
remove ants from his house. 

0244 2. He searcher navigates his web browser to an 
online business directory, the Internet Yellow Pages 
(IYP) for the first time. 

0245 3. He types in pest control into the searchbox of 
the IYP. 

0246 4. He lands on a listings page with numerous paid 
and unpaid Pest Control companies listed. 

0247 5. The IYP has a widget on the right hand side or 
on top of the page, powered by an intermediary party 
operating a matching system. The intermediary party 
offers to: 
0248 Match the searcher to 3 pest controllers that are 
available (e.g., have capacity) and service the search 
er's area. 

0249. Match to rated providers. 
(0250 FIG. 3 is a Data Flow Summary that illustrates a 
flow of data from the consumer 301 and supplier 302 through 
the intermediary system. In the context of this example, this 
process initiates when a searcher engages with the IYP wid 
get. That triggers a consumer registration process 303 used to 
gather data for matching. 
0251. In an initial matching step 304, certain business 
rules are applied to each vertical (and are often specific to 
each vertical) in order to filter and narrow down the set of 
providers that have the capability and availability to do the job 
or project within a searcher's interest. The filtering may be 
based on: 

0252 Capability Questions: These questions are gener 
ally specific to each vertical and relate to these areas of 
typical interest in matches with service providers: 
0253 Job Location. 
0254 Product/service required (sub categories), 
0255 Size and type of job required. and 
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0256 Availability Questions: These questions can be 
generally applied to all verticals and relate to these areas 
of typical interest in matches with service providers: 
0257 Provider capacity. These questions relate to 
searcher intent and when and how quickly they need 
the service. They are then mapped to the provider 
ability to service the searcher, now, within 5 days, 1 
month, etc. 
(Also See Premium Product service description 
below.) 

0258 Responsiveness (for example, managed via 
measuring Provider Engagement from an email sent 
to the searcher after 24 hours requesting feedback as 
to which providers have/haven’t contacted them). 

0259. Availability (for example, managed by the Pro 
vider, when ill, on holidays, too busy, etc). 

0260 Notably, the use of the foregoing availability 
attributes should help generate searcher confidence in the 
matching system and garner repeat usage of the intermediary 
party and IYP. In contrast, in conventional systems, after 
searchers find a good provider through an IYP, they often do 
not use the IYP the next time there is a need a provider for that 
vertical. Instead, they call the service provider direct. How 
ever, the searcher in doing so will not have the benefit of 
current profiling of the service provider for changes that 
might dictate against reuse of the service provider. With the 
inventive system, the searchers may be offered available and 
responsive providers on each occasion of need. 
0261. In combination with determining a set of capable 
and available service providers, the searcher is assessed to 
determine the service providers that can match closely the 
needs, interests and expectations of the searcher. This will 
allow for further identification or filtering of service provid 
ers. The system may use the information to rank 308 the 
service providers based on closeness of match. For example, 
they may be ranked to provide the searcher with the top 
providers in that vertical. In some embodiments, the searcher 
may choose the number of providers to be matched—this may 
be particularly helpful to the searcher when the variance 
between provider ratings is high (i.e. >2 standard deviations) 
for a particular vertical. (See http://www.columbia.edu/ 
~ss957/nytimes.html.) 
0262. In 305, searchers areassigned to a “Buyer Type' that 
enables determination of initial attributes and values for a 
searcher's profile (e.g., a “Buyer Profile'), allowing for the 
system to. more granularly determine matching and rankings. 
The typing of a searcher or other party may be implemented 
through a process called Conotive Profiling that indexes or 
maps an individual’s own style of action. One online system 
enabling Such mapping is found at http://www.kolbe.com. In 
general, a conotive profiling system is based on the premise 
that each individual (or entity) has an inborn, instinctive style 
of action. The instinctive styles are then characterized. 
0263 FIG. 2 shows one known profiling system where 
instinctive or inherent styles are mapped to four distinct pat 
terns of action, i.e., different ways of doing things: 

0264 1. Quick Start: If you're a Quick Start who wants 
to crochet, you’ll probably buy some yarn and a hook, 
get a few tips from an experienced crochet expert, and 
jump right into trial and error. A “JUST DO IT' Buyer 
Type 201 

0265 2. FactFinder:You’ll spend hours reading, watch 
ing, asking questions, and learning about crocheting 
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before actually beginning to use the tools. A 
“RESEARCHER” Buyer Type 202. 

0266 3. Implementor: You pay less attention to words 
than to concrete objects, so you might draw a pattern of 
a crochet Stitch or even create a large model using thick 
rope, before you go near a needle. A “DIY’er' Buyer 
Type 203. 

0267 4. Follow Thru: You'll likely schedule a lesson 
with a crochet teacher or buy a book that proceeds 
throughayam curriculum, learning new Stitches in order 
of difficulty. A “MRTHOROUGH' Buyer Type 203. 

0268 A Buyer Type may be established in a variety of 
ways. In some embodiments of the inventive subject matter, 
the searcher may be presented a series of questions to estab 
lish their instinctive style relative to a set of characterized 
instinctive styles, i.e., their Buyer Type. These questions may 
be direct, Such as whether a searcher prefers to make a Snap 
decision or do extensive research before making a decision. 
The questions may also be indirect, such as brand affinity. For 
example, a brand affinity Such as a type of car may be used to 
infera Buyer Type. More careful purchasers may like a Volvo, 
while a more style-conscious consumer may like an Acura. 
Questions may also be based on statistical not causal corre 
lations. For example, dog owners may be most likely JUST 
DOIT Buyer Type, while cat owners may be most likely MR 
THOROUGH Buyer Type. 
0269. Some questions may be optional. This would allow 
searchers to proceed through establishing a Buyer Type very 
quickly, at the expense of a more accurate match. Use of 
optional questions allows the searcher a way to balance the 
value of their time with their needs around a more detailed 
match. 
0270. To establish a Buyer Type for a given searcher, a set 
of existing characterized instinctive styles from a conotive 
process may be used. Such as those defined above, or a set may 
be determined from a custom effort to characterize instinctive 
or inherent styles. In some embodiments of the inventive 
Subject matter, the searcher may be presented a series of 
questions to establish their instinctive style relative to a set of 
characterized instinctive styles, i.e., their Buyer Type. These 
questions may include, for example: 

0271 Benefit related questions, for instance: 
0272 Q1. Select your most appropriate outcome; 

0273 a. I really want to get the job done fast. 
0274 b. I'd like the provider to turn up on time. 
0275 c. I want to know exactly what he is going to 
do and when. 

0276 d. Etc. 
0277 Assessing Buyer Type may done exclusively. For 
example, each searcher may be considered to have one and 
exactly one Buyer Type. For exclusively assigned Buyer 
Types, a strength may or may not be associated. For example, 
a Buyer Type may simply be assigned, or a Buyer Type may 
be assigned with a qualitative strong/weak, a numerical 
strength quantifier such as 70%, and/or a confidence level for 
that Buyer Type such as 80%. Some embodiments may assess 
a searcher as having a mix of different Buyer Types in com 
bination. For example, a total score of 100% points may be 
allocated between discrete Buyer Types. A searcher may be 
38% DIY, 28% RESEARCHER, 21% JUST DOIT, and 13% 
MRTHOROUGH. In one embodiment, these scores may be 
collected through a number of questions, where each answer 
is associated with a particular Buyer Type and the aggregate 
fraction of answers provides an allocation of percentages. 
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Another embodiment may establish an allocation of Buyer 
Types with each answer, thereby Summing the allocation over 
all answered questions provides a total allocation of Buyer 
Types. 
0278 A Buyer Type may also be assessed based on exter 
nal data from another provider. For example, spending infor 
mation Such as from a credit report, charge card history, or 
customer loyalty card may provide data about purchasing 
habits in the form of aggregate spending, individual pur 
chases, brand affinity, or Socio-economic class. Preference 
information from online ad networks may include self-iden 
tified data provided voluntarily by a searcher or information 
derived from clicking online ads, using particular search 
terms with a search engine, or opening a promotional email 
containing a tracking device such as a web bug. Affiliates may 
provide referral information. For example, a “referer field of 
the HTTP header may be provided based on the last web site 
visited. If the last web site is, for example, a personal finance 
site, a Buyer Type of MR THOROUGH may be inferred. 
Alternatively, an affiliate may provide profile data about its 
users that may be used to determinea Buyer Type. In addition, 
a previously established Buyer Type for a different vertical or 
need may be relevant to determining a Buyer Type on a future 
site visit. 

0279. Each Buyer Type (see, e.g., FIG. 2) has associated 
with it, a set of provider attributes that are weighted to that 
BuyerType. For example, all Buyer Types may have Price as 
an attribute associated with it; however, some Buyer Types 
will weight the importance of Price lower than other Buyer 
Types. Also, each Buyer Type will only have attributes that 
are weighted at all, if they relevant to that industry (e.g., pest 
control). 
0280. In addition to establishing a Buyer Type, further 
data resources can refine attribute ratings beyond a Buyer 
Type. For example, in the question-based embodiment above, 
a number of questions could establish a searcher has a Buyer 
Type of MRTHOROUGH. This corresponds to a particular 
attribute weighting. Additional questions could further refine 
attribute weightings beyond the Buyer Profile. These addi 
tional questions could be made optional for the searcher to 
answer Voluntarily. 
0281. In one embodiment, for processing efficiency, or to 
not overburden the searcher, there are no more profiling ques 
tions than necessary to assign a searcher to a Buyer Type. For 
example, four profiling questions may be Suitable to deter 
mine a Buyer Type for a searcher. The questions generally 
should be non-linear based on the answers, taking into 
account the previous profiling questions. The system may 
employ any number of Buyer Type categories to achieve a 
desired granularity of matching. In this example, there are 
four Buyer Types, and each Buyer Type: 

0282 Will have associated with it, the universe of pro 
vider attributes that are weighted to that Buyer Type. For 
example. All Buyer Types may have Price as an 
attribute associated with it; however some Buyer Types 
will weight, the importance of Price lower man other 
Buyer Types. 

0283 Will only have attributes that are weighted at all, 
if they relevant to that industry (i.e., Pest control). 

0284. Notably, the Buyer Type profiling method need only 
be used for first time users of the matching system. After an 
initial use, the system will build an attribute, attribute rating 
and attribute importance Decision Matrix (see below) for 
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each searcher 306 or service provider. This evolving, searcher 
Decision Matrix will be used for a party's future provider 
matching requirements 307. 
0285. Once the searcher is given a Buyer Type, the 
searcher is given a set of default attribute values of assumed 
importance to searchers in the Buyer Type. As indicated, this 
creates an initial Buyer Profile for the searcher. The Buyer 
Type default attribute values keep evolving from the current 
attribute Decision Matrix of previous searchers that have been 
allocated to the searcher's Buyer Type, which will be matched 
to the Provider Profiles (see below) in order to find the set 
providers who meet searchers’ criteria 308. 
0286. After the system initially determines, or is pro 
grammed with a model of the relevancy of an attribute to the 
industry or Sub category, the model may then be automati 
cally revised and updated based on feedback (such as from 
ratings) from the provider or searcher. 
(0287 Profiling Service Providers 
0288 The inventive subject matter is not limited to cat 
egorically typing and establishing an evolving profile for the 
searcher. There are inventive advantages for performing par 
allel typing and profiling steps for the service provider. Sig 
nificant advantages in efficient matching may be achieved 
when the steps are performed for both parties to be matched, 
but in some embodiments, the steps need only be performed 
as to one party or the other. The following is an overview on 
how the process would work from the service provider per 
spective: 
0289. A service provider (which may also be referred to as 
a “provider') registers with the matching service offered by 
an intermediary party 309, using, for example, an online 
form. The form has the following two qualifying matching 
elements that can be mapped to those used with the searchers: 

0290 Capability Questions: These questions are gener 
ally specific to each vertical and relate to these primary 
aaS 

0291. Job Location. 
0292 Product/service deliverable (sub categories). 

0293 Top <3> areas of specialty—these special 
ties should be up-weighted in the Capability match 
ing process, 

0294 Size and type of job deliverable. 
0295) Availability Questions: These questions can be 
generally applied to all verticals and relate to these pri 
mary areas: 
0296 Capacity—What is the ability and facility of 
the business to complete work in a particular industry 
over and/or during a particular time period. For 
example, a plumbing business may employ two 
teams, each of which can service on average 3 large 
plumbing jobs per day. The capacity of this business is 
therefore 6 large jobs per day. Capacity may be 
refined in particular industries to include capacity for 
particular specialist work, or types of job within a 
particular industry. For example, the ability of a fenc 
ing contractor to construct wire fencing may be dif 
ferent from their capacity to construct glass fencing. 
0297. In one possible embodiment, the capacity 
may be managed by how the service provider 
spends on leads. Given that service providers may 
not have a means of relating spending to their work 
capacity, the system may employ a Capacity Cal 
culator which broadly calculates service provider 
capacity from inputs (which they input), such as 
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number of workers, average job size, number of 
jobs per month, estimated lead to sale conversion 
rate, etc. Optionally, for each lead sent to service 
providers the system could query whether they 
want More (M) or Less (L) of this type of lead. For 
example, Mor'S' could be texted/emailed back to 
the intermediary party's system to further refine 
capacity for the leads by area, Vertical, Sub cat 
egory, specialty, etc... and (possibly) service pro 
vider requirements. Another option could be to give 
service providers the ability to accept or reject 
leads, via SMS or email, whereby they pay one 
price for receiving/subscribing to the lead alert, and 
another, greater, price to the accept the lead. The 
searcher can then be sent a message, notifying them 
that their job has been accepted by the Provider 
(Note: this can be done by the method previously 
described, above, as well). 

0298 If the system determines that a service provider 
is too close to its capacity, the service provider can be 
excluded from matching sets of leads. This could be 
based on not listing the service provider on a matching 
set provided to searchers and/or not offering the ser 
vice provider a set of leads. 

0299 Availability-the willingness of the business to 
act in furtherance of job or project (e.g., accept 
requests for new work, provide information, etc.) at a 
particular point in time, and to set limits on the num 
ber/quantity of requests for work, and the type of 
work that is requested. For example, this aspect may 
be managed by the service provider. Here the service 
provider is able to restrict the amount and frequency 
of leads sent to them in a given time period). This 
criterion may also be used to determine if the provider 
is financially sound or in credit to continue to pay for 
leads. 

0300 Responsiveness—the speed and efficiency to 
which a provider will respond to requests for particu 
lar types of work. For example, the system could have 
a service providerinterface that shows service provid 
ers their responsiveness ranking versus their capacity 
profile, in order to show them where they might have 
the facility to increase or decrease their Capacity/ 
Spend. 

0301 Similar to the process of assigning a searcher to a 
Buyer Type to establish an initial Buyer Profile, the service 
provider may also be assigned one of a predetermined number 
of Service Provider Types to establish an initial Service Pro 
vider Profile. In FIG. 3, the step of service-provider typing is 
indicated at “Industry Attribute Template 310. Each Service 
Provider Type would have a set of attributes and values rel 
evant to matching. 
(0302) Each Service Provider Type may correlate with one 
of the Buyer Types shown in FIG. 2, for example 305 and 310 
illustrate a pair of correlating Buyer Type sets and Industry 
Attribute Template sets to which a searcher and service pro 
vider are respectively assigned. A pair of correlating Buyer 
Types and Service Provider Types would therefore indicate 
the possibility of a good match between the searchers and 
service providers assigned to each type. The searcher, as 
indicated by the dot in the upper-left quadrant, is assigned to 
a different (non-correlating) quadrant from the service pro 
vider, who is assigned to the lower-left quadrant. This indi 
cates a less than ideal match. 
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0303 A profile for a service provider (or a searcher) may 
also be created or updated directly, with or without use of a 
typing process 311. For example, each service provider may 
be asked to choose, for instance, the ten or twenty most 
appropriate/important attributes (which may be called Sell 
ing Propositions) from an Attribute Universe (see below 
discussion on Attribute Universe). From this list often 
attributes, they are asked to rank, in order of importance, the 
top five most important attributes of their business over others 
in the industry. In one possible scenario, the service provider 
would be asked to choose a suitable number of his key selling 
propositions from a list with a larger number. The ones 
selected may be allocated to the service provider's industry 
via allocating the industry to an Industry Attribute Template 
(discussed in more detail below). For example, this might be 
done via a matrix of industry searcher decision complexity 
Versus number of competitors in the industry, in which indus 
tries are mapped, and depending on their weighting, are allo 
cated the a suitable number of most appropriate (to their 
weighting) attributes. This might be achieved through direct 
questioning of the provider, or through alternative Survey 
methods. For example, one embodiment uses conjoint analy 
sis. Conjoint analysis is described in US Patent 6,826,541 to 
Johnson et al. titled "Methods, systems, and computer pro 
gram products for facilitating user choices among complex 
alternatives using conjoint analysis' and is hereby incorpo 
rated by reference in entirety for all purposes. 
0304 ) Suppliers can also manage their ability score of a 
subset of their service attributes 312. Suppliers can directly 
select a particular Buyer Type to cater to. Alternatively, Sup 
pliers can enter their attribute weightings to self-identify the 
characteristics of their business. However, Suppliers cannot 
affect the ratings provided by other searchers. 
0305 Further example embodiments are shown in FIGS. 
31-35. 

0306 Service attributes, also known as searcher provided 
ratings, are gathered from the searcher. FIG. 31 shows pos 
sible user interface for assessing whether Suppliers have con 
tacted a searcher. If enough providers have contacted a 
searcher, meaningful information about the progress of a job 
may be gathered in later steps. If enough providers have not 
contacted a searcher, a followup communication may be 
issued to the provider or the provider's timeliness service 
attribute may be decreased. 
0307 FIG. 32 shows a user interface for collecting infor 
mation about progress of the job. Different options are pre 
sented including job completion, choosing a provider within 
the system, choosing a different provider from outside the 
system, undecided whether to proceed with the job, or decid 
ing not to go ahead with the job. If the job has been completed 
or a provider from within the system has been chosen, feed 
back about the provider may be obtained. 
0308 FIG.33 shows quantitative feedback about the pro 
vider, directly gathering a number of service attributes. The 
service attributes represented here are quality, budget, com 
munication, value, timeliness, courteous, cleanliness, and 
textual feedback. This textual feedback may be scanned for 
keywords, processed programmatically for tone, or to obtain 
information about the searcher. Service attributes shown are 
merely one embodiment. Other embodiments can use other 
service attributes including a subset of those listed above or 
additional attributes that related to the searcher's satisfaction, 
experience, or preferences. The example shown allows quan 
titative feedback including integers from 1-5. Other ways of 
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collecting feedback may use a graphical slider, a percentage 
rating, qualitative feedback Such as thumbs up?thumbs down, 
or any other method of assessing feedback. 
0309 FIG. 34 shows a user interface for viewing con 
Sumer feedback as well as the status of issued feedback 
requests. This interface may allow additional prompting to be 
issued for users that have incomplete feedback. This interface 
may also calculate statistics about the feedback issued such as 
ratio of providers within the system versus outside the sys 
tem. 

0310 FIG. 35 shows a sample feedback summary for a 
particular job. FIG. 2 shows a matrix of Buyer Types. With 
each Buyer Profile having a set of attributes and associated 
weightings, the system can use the data and any service pro 
vider specified attributes to rank the most appropriate provid 
ers specifically for a first time searcher. For example the 
searcher has answered questions that define them as a 
RESEARCHER Buyer Type, which has attributes like com 
munication, industry knowledge, quality, etc associated with 
it. Service Provider A has input that he believes industry 
knowledge and quality work are his 2 key attributes selling 
propositions to searchers, while Provider B likes to position 
his business on price and speed. The system may now deter 
mine that Provider A is a better match 308 for a searcher who 
is a RESEARCHER. 
0311 B2B Contexts 
0312. In other contexts, such as B2B matches, the match 
ing and ranking processes may also include business 
attributes or objectives (KPIs, such as EBITDA, Net profit, 
gross margin, revenue, costs, etc.). For example, a provider 
may bias a matching algorithm to pass leads to a channel 
partner who provides the highest gross margin to them. 
0313 Profiling Industry Categories (Verticals) 
0314. In addition to profiling buyers and providers, the 
system may also profile industry categories for matching with 
buyers based on the actual or expected needs of the buyer. 
Once there is a match with an industry category (vertical), the 
buyer may be further matched with providers in the category. 
The Industry Capacity Profile concept enables a way to pro 
mote (via email messaging, contextual ads, Smart widgets, 
etc.) one industry over another in order to increase yield 
(primarily through increased propensity for conversion). 
Some Industry Capacity Profiles may be particularly relevant 
for a particular date range or season. For example, this could 
be done by promoting pest control services in the Summer, tax 
accountants at the end of the financial year. At those times 
there is there are expected to be higher conversion rates. An 
Industry Capacity Profile would therefore include attributes 
related to demand for services according to season, any his 
toric demand fluctuations and/or any changes that relate to 
industry pricing, Supply or dynamics. Accordingly, the inven 
tive subject matter may include novel embodiments using an 
Industry Capacity Profile that helps optimize yield when 
deciding what vertical/verticals to select from, or rank, for 
yield or revenue optimization. 
0315. The Post Registration Process 
0316. In some embodiments, the inventive subject matter 
may provide that after the first time searcher and un-rated 
provider have been matched, the following process may 
occur: The searcher is asked to rate the providers that were 
matched to-including the one they eventually choose 313. 
The two primary objectives of this process are to: 

0317 Refine the attribute importance profile for the 
searcher. The attribute importance will be aggregated for 
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all providers in that vertical and, separately, the verti 
cals sub-categories, so that it will become one of the 
primary inputs into calculating future attribute weight 
ing for that vertical and Sub categories. 

0318 Refine the provider attribute ratings for the key 
attributes. 

0319 Assess the success of a previous match, and from 
this also refine the attribute profile for the searcher and 
provider. 

0320. The system may use both the attribute importance 
and attribute ratings in the refining the data in the searcher's 
attribute Universe 314, in total, and for each of the Buyer 
Profiles, so that the system is able to make assumptions from 
the data and perform functional examples, such as the follow 
1ng: 

0321) If searcher Arated certain attributes important for 
a pest control job, and has a given Buyer Profile, then 
Searcher A should like certain service providers for a 
plumbing job. 

0322. If pest control Searcher A has a given Buyer Pro 
file, and rated certain attributes as important, and New 
Searcher B has a similar Buyer Profile (but has yet to rate 
a service provide), then searcher B may also like similar 
well-rated providers within the category. 

0323 Based on a searcher's Buyer Type, the system can 
make some assumptions about which attributes are important 
to the searcher. The system could give the searcheralist of the 
top ten attributes for his Buyer Profile (for that vertical) and 
ask him to choose five that are most important to her—each 
attribute ticked is a vote for the importance of that Attribute. 
The system could also ask the searcher to rate the top 
attributes for that vertical's sub-category. The searcher could 
then be asked who they choose or did not and why. Based on 
the ratings data provided by the searcher, and the Success of 
the engagement, the system may up-weight or down-weight 
the profile of a service provider 315. 
0324 FIGS. 18-20 show different embodiments of the 
inventive subject matter. 
0325 FIG. 18 shows a computer 1800 implementing one 
embodiment of the inventive Subject matter as a computer 
implemented method of determining matches between 
searchers and providers, comprising providing a searcher 
profile comprising a Buyer Type for a searcher 1801, provid 
ing a plurality of Service Provider Profiles 1802, matching 
using the computer, one or more service providers based on 
the Buyer Type 1803, and outputting the matching service 
providers from the computer 1804. 
0326 FIG. 19 shows a tangible, computer-readable 
medium 1900 containing computer-executable instructions 
for determining matches between searchers and providers, 
comprising providing a searcher profile comprising a plural 
ity of weighted attributes based on subjective factors relevant 
to an area of need 1901, providing a plurality of Service 
Provider Profiles 1902, and matching one or more providers 
based on the weighted attributes 1903. 
0327 FIG. 20 shows a tangible, computer-readable 
medium 2000 containing executable instructions for match 
ing in an intermediary matching system, comprising storing a 
plurality of searcher profiles and provider profiles 2001, 
tracking the location of one or more mobile providers based 
on real-time location information or planned-location infor 
mation 2002, and notifying one or more mobile providers of 
one or more searcher leads in a predetermined proximity of 
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the mobile provider current position or planned position 
based on attributes in a searcher's profile and/or buyer's pro 
file 2003. 
0328 Mobile Applications 
0329. In some embodiments, the inventive subject pro 
vides for mobile applications that improve exchange of data 
and communications among the intermediary party and other 
parties to be matched. In one possible embodiment, the sys 
tem provides for real-time or other dynamic changes to sys 
tem user interfaces based on changes in searcher or service 
providerattributes. For example, searcher input form content, 
and/or questions asked on the intermediary website, may be 
modified to map new information to the searcher or provider's 
attributes of importance, and/or other attributes, such s their 
location. Location could be determined from the GPS loca 
tion on the mobile phone or as specified by the provider. 
Availability could be determined, for example, by using the 
system to track the status of a service provider's project, or 
dynamically tracking a service provider's status via an appli 
cation on the service provider's phone or other mobile device. 
For example, if the system learns that there is or will be a 
service provider in a given area of one or more searcher, the 
system could dynamically alter the form (e.g., to be longer/ 
shorter/different questions) to address: the location and avail 
ability of a service provider in view of the assumed or known 
needs of one or more searchers in the area. 
0330. In instances where the system cannot pre-identify 
where the searcher is, their immediacy requirement, and/or 
other relevant attribute, the system may ask them early in the 
form, and the form content may then change based on the that 
information and the service provider's GPS location, for 
example. 
0331 Based on registration data, the system may be used 
to identify a pool of searchers that could be the basis of group 
or other special discounts or offering. For, example, the sys 
tem could geo-map all members so that neighboring members 
may be contacted (e.g., via phone, email, SMS) by the inter 
mediary party and/or an intermediary partner (such as an 
InternetYellow Pages) and informed that a local neighborhas, 
for instance, a Carpet Cleaning service provider coming on a 
specific date. This could be inferred from existing data or 
determined from an application on the mobile phone, e.g., the 
use of a mobile phone application to determine a service 
provider's availability and/or capacity to take additional work 
within a time period and/or within the next day/week/month, 
as may be within a searcher's specified needs. The offer to 
these neighbors could be, for example, whether or not they 
receive a discount from the service provider should they agree 
to have work done on, or around, that date. In other embodi 
ments, the system may allow the service provider to initiate a 
location-based offering online, whereby the system is config 
ured to allow them to pass their offers to opted-in neighbors of 
new members in the weekly email mentioned below. There 
could be a subscription or other fee to the service provider for 
this option. In other options, members may be asked if they 
will recommenda service provider to other members who are 
in the Surrounding area. 
0332. In other embodiments, the system may map the 
opted-in service providers locations via GPS, or according to 
a planned route schedule, and provide this location data to 
searchers. For example, the searchers could be sent a user 
interface that shows locations of nearby service providers and 
associated ratings. The map could include select/checkboxes 
so that service providers are automatically invited to accept a 
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paid and/or unpaid meeting with the searcher on the same day 
and/or within a set time. The service providers could be 
notified by an application on their mobile phone. 
0333. The service providers capacity for immediate work 
(as opposed to just a meeting) could be gathered from the 
intermediary party's mobile application, which the service 
providers would update, and searchers would then be able to 
bid on/request a paid and/or unpaid job request. This could be 
accepted or rejected by service providers. The first service 
provider to accept the immediate job request would win the 
job. 
0334. In another possible embodiment, the system could 
be based on a reverse auction: leads are sent to Some or all 
service provider in a given area. The first person to connect 
pays, e.g., S4, the second S6, etc., until the price point exceeds 
that which someone is willing to pay for the lead. Thus, the fee 
for each service provider increases monotonically for each 
service provider to agree to pay the fee. Leads could also be 
prioritized on other factors, such as ratings of service provid 
ers in the area, or their financials. In some embodiments, the 
service providers may be placed into one of two groups: (1) 
Financial (e.g., paid-up) and (2) Non-Financial (no credit 
float left in their account). Different pricing schemes might be 
offered to each. 

0335. In some embodiments, the system could send a noti 
fication, such as a weekly electronic message to searchers 
about which service providers will be in their area in the next 
week/month and that they will receive location-based dis 
counts from those providers. In other embodiments, the sys 
tem could provide “heat maps of work availability by loca 
tion and the map or information derived from a mapping 
would be made available to providers. The map may be cus 
tomized so that it is specific to matching profiles of providers, 
e.g., who has the ability to do the work and who is or will be 
in the region of a mapping. Tire mapping information need 
not be in the form of a map but could be, for example, a 
message to a provider from the intermediary computer sys 
tem that “there are 4 submitted plumbing leads for postcode 
90210 in the past 5 hours not picked up, do you want to take 
them? 

0336 FIGS. 4-12 show a graphical user interface for a 
mobile device used in accordance with various embodiments 
described herein. 

0337 FIG. 4 shows one possible implementation of the 
graphical interface for displaying new leads from a location 
aware searcher. Here the service provider's location is deter 
mined via location-enabled smartphone 401. The searcher's 
location is pre-identified by address during the consumer 
registration process 303. The inventive subject matter calcu 
lates the distance between the service provider's current loca 
tion and the searcher's location. This distance is used as a 
supplier attribute 10 factor in matching step 7 for service 
providers. In addition, the lead is presented on the Smartphone 
to solicit a realtime quote 402. Tire service provider may then 
elect to either show 403 more information or ignore 404 
declining the lead. 
0338 FIG. 5 shows one possible implementation of the 
graphical interface to assist the service provider in managing 
jobs. A smartphone 501 may or may not be location-aware. A 
graphical user interface is shown here as a Smartphone appli 
cation 502. This graphical interface shows Booked Jobs 
Today 503, Booked Jobs. After Today 504, and Saved Jobs 
(not yet booked) 505. 
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0339. The graphical interface may also provide a naviga 
tion mechanism such as an icon bar 506. The icon bar, as 
shown, includes a settings icon 507, a jobs icon 508 with an 
indicator of how many jobs are listed, a map icon 509, and a 
messages icon 510. 
0340 Each of these job items may include information 
such as a name 511 and avatar icon 512, a job address 513, a 
short text description of the job 514, a starting date 515, and 
a job detail link 516, shown as an arrow here. 
0341 FIG. 6 shows one possible embodiment where a 
Smartphone application provides a graphical user interface to 
show recently posted jobs for service providers. A smart 
phone 601 may or may not be location aware. A graphical user 
interface is shown here as a smartphone application 602. The 
interface provides a map where recently posted jobs are dis 
played 603. If the smartphone is location aware, the current 
location will be displayed on the map as well. The interface 
also provides a listing and brief, Summary text description of 
recently posted jobs 604. Furthermore, the application may 
identify the source of the lead via name and/or representative 
icon or “avatar'' 605. 
0342 FIG. 7 shows one possible embodiment where a 
Smartphone application provides a graphical user interface to 
show recently posted jobs for service providers. A smart 
phone 701 may or may not be location aware. A graphical user 
interface is shown here as a smartphone application 702. The 
interface provides a map where recently posted jobs are dis 
played 707. If the smartphone is location aware, the current 
location will be displayed on the map as well. The interface 
also provides a detailed text description of the job 703. Status 
information 704 may be provided to show how long ago the 
job was posted. Status information 704 may also include how 
many other service providers have contacted the searcher. 
Status information 704 may also include how much it will 
cost to be connected to the searcher. The application provides 
a Connect Me button 705 that enables communication 
between the service provider and the customer. This connec 
tion may be realtime such as an immediate audio Voice con 
nection via a cellular voice network or a voice over internet 
protocol (VOIP) connection through Skype or session initia 
tion protocol (SIP). This connection may be realtime such as 
an immediate chat session. This connection may be asynchro 
nous and passive Such as providing contact phone or email 
information to the service provider. Finally, the application 
may provide licensing, contract, or usage terms 706. 
0343 FIG. 8 shows one possible implementation of the 
graphical interface displayed after pressing a map button Such 
as 509, 603, or 707. This map displays one or more job 
locations 801, here signified as a wrench icon. As shown, the 
interface is displayed on a location-aware device which dis 
plays the service provider's current location 802 as a truck 
icon. The map display may be scrollable or may allow accel 
erator keys to center the service provider's current location 
and/or cycle through the jobs. 
0344 FIG. 9 shows one possible implementation of the 
graphical interface displayed if a job location icon such as 801 
is selected. The interface may include a short text description 
901, links to directions to 902 or from 903, and a link to search 
904. 
0345 FIG. 10 shows one possible implementation of the 
graphical interface for displaying more detailed information 
for a job. This may include information Such as a job address 
1001, a contact name 1002, a description of work required 
1003, a contact phone number 1004 for the job, a scheduled 
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start time and date 1005, a map 1006 showing the job location 
and possibly the service provider's location if the Smartphone 
is location aware, and a street view 1007 showing a visual 
representation of the job location. 
0346 FIG. 11 is a continuation of FIG. 10 showing the 
lower portion of the interface. This further shows the Cancel 
button 1101 to cancel this job. Cancelling this job may 
include phoning the contact phone number for the job, send 
ing a text message or email, or sending a message to the 
service provider's office. 
0347 FIG. 12 shows one possible implementation of the 
graphical interface displayed if a settings icon such as 507 is 
selected. Various configuration items are included. These set 
tings may be persisted in local storage and may be durable 
through most phone functions such as going out of service 
range and restarting the phone. One such item is whether the 
service provider is out for calls or is returning to base to go 
off-shift 1201. Another such item is whether the service pro 
vider is currently open to receiving prospecting jobs 1202. 
Another such item is whether the service provider wants to 
receive emergency jobs 1203. An additional possible item is 
the service provider's industry 1204. This may be limited to a 
single vertical or may allow multiple verticals to be selected. 
The settings page may also provide an interface for adjusting 
account setup credentials 1205 Such as a username and pass 
word. 

Geo-Aware Lead Management Using Smartphone Client 
0348. The foregoing and following embodiments can be 
implemented on any of various mobile devices, for example 
Apple's iPhone, or any other geo-aware, Internet connected 
device such as the Blackberry device or Nokia's N95. On such 
platforms, the embodiments may be implemented through an 
internet browser, via a native application, or via an interpreted 
cross-platform application language Such as Java. Personal 
digital assistants are also contemplated including internet 
connected devices such as the Palm Treo 650 and non-net 
worked devices such as the Palm Vx, which can update a local 
data store via synchi-onization. Even laptop/desktop comput 
ers with a chat client may be used. Particularly suitable 
devices are those that allow listening processes, i.e., pro 
cesses that can run in the background so that they are con 
stantly alert for data transmissions from remote systems such 
as the intermediary computer system. 

EXAMPLES 

The Problem A Searcher's Proposition 
0349. A searcher is looking for a short-term transactional 
service, such as plumbing. The searcher is concerned about 
contacting someone who will do the work at a reasonable 
price, and is efficient to work with. However since it is a 
mature market and a commodity transaction, beyond these 
two factors there typically is little to differentiate most 
plumbers, except that some are known to be efficient service 
providers and some are not. With little to differentiate other 
wise high quality providers a compare and quote model of 
selection is ineffective. The searcher is looking for a supplier 
who (a) meets certain quality standards and is (b) available in 
a short time frame. In particularly the time-frame constraint 
(b) becomes a critical factor in an optimal match. 

The Problem Provider's Proposition 
0350. The provider is in a short-term transactional trade 
where he or she is on the road for most (if not all) of the day, 
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Such as plumbing. Managing workload is a concern of the 
provider and achieving margin accretion by optimizing the 
amount of work his fleet can perform is of key concern. 
Ideally, the provider is looking to receive (and convert) leads 
(1) that are local to where the provider presently is or will be, 
and (2) can be slotted in when the provider is between jobs or 
when a current job is going slowly. 
0351. In an ideal scenario, the provider is receiving a man 
ageable, steady-stream of work throughout the day, from 
customers in the same region. The provider's objective is to 
avoid spending time and fuel driving across town. Another 
objective is for the provider to be able to regulate and act on 
the stream of leads in a convenient manner. 

A Solution 

0352. A solution is a lead generation source (or suite of 
Sources) that captures immediate searcher intent (tire type of 
service, a description of the service), the searcher's immedi 
ate contact number, and name, are sent to an application 
installed on the provider's Smart phone. The application 
broadcasts the provider's actual or expected location and 
intent to a centralized service (intermediary computer sys 
tem) to allow this to occur. The intermediary computer system 
service then alerts the provider of a lead. 
0353. The system may provide a user interface with an 
input for the provider to initiate contact with a searcher. The 
user interface and presented data may provide for any number 
of means for allowing the provider and searcher to make 
contact. For example, the intermediary may provide informa 
tion for provider to contact the searcher directly; it may coor 
dinate and manage the scheduling on behalf of the parties; it 
may receive a permission from a searcher authorizing the 
intermediary to provide contact information, following 
acceptance of a lead by the provider. 
0354. The contacts by the provider, searcher or interme 
diary system (or agents or administrators of the system) may 
be in any known form, including telephone, email, text mes 
sage, postal mail, courier, etc. The intermediary may provide 
a a user interface for the parties to make Such contacts, or the 
intermediary could simply provide a phone number, email or 
other contact information for a searcher or provider. 
0355. In the foregoing embodiments, the provider and 
searcher profiles may be generated and updated in accordance 
with the inventive teachings herein related to the use of Buyer 
Types and Provider Types. Or, the profiles may be generated 
by any other known conventional or known technique for 
creating profiles of attributes. 

Monetization Events for the Operator of the Intermediary 
Computer System 

0356. There are various way of monetizing leads (any of 
which may be referred to herein as a “monetization event'), 
including providing them on a cost-per-lead basis, a Subscrip 
tion basis, a commission basis (e.g., percentage of services). 
Monetization events might also be structured on multiple 
bases. For example, there is a first monetization event when 
the provider receives a lead, a second monetization event if 
the provider accepts a lead, and a third monetization event if 
the provider renders services to a searcher. Another possibil 
ity is that the leads are provided with a "900' or other revenue 
generating phone number or email system for contacting the 
operator of the intermediary computer system or the searcher 
so that the provider's making of a call (or sending of an email 
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or text message) to the designated number to acquire further 
information about a lead results in a charge to the provider and 
revenues for the operator of the intermediary computer sys 
tem (or some other party involved in the monetization event). 
0357 Searcher leads could come from any source, includ 
ing those described elsewhere herein, such as via the website 
of the intermediary. In one possible embodiment, the system 
is coupled to the lead generation system described above 
using closeness of match to buyer and provider profiles aris 
ing from Buyer Types and Provider Types. If there is insuffi 
cient matching from that system, or in addition to matching, 
the leads for a searcher could be offered to provider's partici 
pating in the geo-aware management system described above 
even though those provider's may or may not be participating 
in the profile matching system. 
0358. In some embodiments, the geo-aware applications 
described above are integrated with a work force manage 
ment client tool so entities can track and communicate with 
their distributed workforce via work force management 
server administered by the entity. There various known GPS 
based systems for work force management. The geo-aware 
application need not communicate directly with the interme 
diary computer system but may communicate with a work 
force management server administered by the entity. That 
server would be in direct communication with the intermedi 
ary. 

0359 FIGS. 4-12 show some mock-up screenshots of a 
graphical user interface for a mobile device, in this case an 
iPhone, storing or executing a mobile application along the 
lines of certain embodiments described above. In the example 
presented here, the user of the iPhone application is linked to 
a corporate account that can distribute and manage work 
requests through a central office as well as receive ad-hoc 
leads directly from the intermediary computer system. 
0360 Context-Sensitive Profiling and Advertising/Pro 
motion 

0361. In certain embodiments, the inventive subject matter 
is directed to context-sensitive profiling and advertising. In 
general, this entails use of a library of interactive, online 
profiling Surveys, with particular Surveys being automatically 
selected according to the content on a webpage or other 
electronic page that is displayed to a searcher on a computing 
device, including desktop and mobile devices. In a profiling 
step, searchers visiting a website are presented a Survey on a 
first screen. The Survey asks questions that are used to gen 
erate or update a searcher profile. The survey is selected from 
the library based on the context of a webpage or components 
of a webpage. The user's interaction with components of a 
webpage may initiate the presentation of a Survey, as indi 
cated in the example presented below. The responses are then 
stored and/or processed for use in matching the searcher to 
services and/or providers. 
0362. In a second step of presenting advertisement or pro 
motions, the response to the Survey may be used to generate 
and present information to a searcher about a goods, services, 
and/or providers, along with an interface for a user to take 
action, Such as scheduling a visit with a provider or the 
purchasing of goods or services; learning about special pro 
motions in the area; Subscribing to a news or alert service for 
promotions or special opportunities, particularly those that 
are based on (1) matching of searcher profiles with provider 
profiles and/or industry attribute templates, as described else 
where herein; and (2) geo-awareness of providers so that 
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there is matching of providers and searcher based on current 
or planned proximity of the searcher to a provider. 
0363. In a third step, in response to the searcher's selection 
of an action, Such as “place me in contact with a provider, an 
outcome of the action may be presented onscreen to the 
searcher, for example, the time and confirmation of a meeting 
or a purchase receipt. 
0364 The following is a more detailed example of a one 
possible implementation of the foregoing inventive subject 
matter. 

Screen 1—Profiling Of Searcher 

0365 IS THERE A COCKROACH INFESTATION IN 
YOUR AREA? Enter your postcode 

Screen 2 Promotion Presented To Searcher for Action 

14 PEOPLE REPORTED COCKROACH INFESTATIONS 
IN THE SURROUNDING AREA LAST MONTH SHOW 
HEAT MAP OF COCKROACH PROJECTS 

0366 
area? 

Would you like to be alerted next time there is a cockroach 
infestation in your area?(What's your email address?) 

Would you like to find cockroach inspectors in your 

Screen 3 Outcome of Action Taken By Searcher 
0367 (either) Complete this form to get quotes from 3 pest 
inspectors now ... (or) Thanks, we'll send you a report. 
0368. A set of keywords may be associated with a each 
Survey that are relevant to a given Survey. For example cock 
roach associated with infestation, pest, MorteinTM etc. 
The keywords are associated with a piece of generic publisher 
content, with existing display advertising, Such as: 
http://query.nytimes.com/gst/fullpage. 
html?res=9D0CE3DF143DF931A25750COA9679582 
60&sec=&spon=&pagewanted=all 
0369 and for words on the page that map to the keywords 
set, we create pop-up or roll-over bubbles that appear when 
the user hovers the mouse over the keyword. There are known 
technology platforms for creating bubbles with interactive 
content. One example is found is the Snap Shot(tm) products 
of Snap.com (http://www.snap.com/) and another are the in 
text contextual advertising products of Kontera (http://www. 
kontera.com). 
0370. In the inventive subject matter, the pop-up or roll 
over bubbles provide a container for presenting a relevant 
Survey corresponding to associated content for the user to 
complete (including possibly Submitting a registration page 
as appropriate). The data input into a bubble is communicated 
to the intermediary's computer system for storage and/or 
processing. As used herein, 'Survey means a form with one 
or more questions to be answered by the user by filling in 
information or selecting from preexisting options presented 
on the form. 
0371. Through completing a survey, the intermediary 
computer system obtains one or more attributes of informa 
tion about that user (in the example above, their postcode), 
which can then be stored against that user's profile. Even if the 
user is not interested in an immediate transaction with a 
provider, the survey allows the intermediary to at least begin 
to build-up or update a profile of that user based on the 
attributes input by the user. As the user completes more Sur 
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veys (across different pages or domains), the user's profile 
becomes progressively richer for all purposes described 
herein. 
0372. The attributes that are collected through the surveys 
may where possible translate across vertical industries. For 
example post-code, size of property, if customer is a parent 
(and at what stage), income, etc., are attributes that should 
translate across most vertical industries. In another example 
indicating the value of integrating content an advertising/ 
promotions, a blog directed at lifestyles or home for a spe 
cific region or neighborhood could present content in the form 
of pest infestations in the locality. The data could be presented 
in graphical form overlaying a map once the user selects their 
location on the map. The user's interaction results in a text or 
graphical information showing pest outbreaks in their area. 
As an example of advertisement or promotion associated with 
the content, there could be concurrent presentation of a pro 
motion for pest control services. The promotion could also 
provide that if enough people from the locality sign-up for 
servicing, a group discount would apply. There could presen 
tation of the current number of people who have signed up for 
the service. As another example of a promotion, the user's 
interaction could result in presentation of a competition to 
win cockroach eradication for their entire street/neighbor 
hood, for example. 
0373) In some embodiments of the inventive subject mat 

ter, an interest enhancer may be provided to generate user 
action. For example, the user's interaction with content could 
result in presentation of an articles indicating that block 
level eradication is much more effective/enduring than treat 
ing local problems with a house-by-house solution. 
0374. The article might include a bubble with maps and 
coupons offering to notify residents if pest controllers are in 
the visitors area and offering coupons/discounts, and specifi 
cally asking residents to opt-in 
0375. The system also contemplates a guided exploration 
of information for searchers to help them make a choice and 
take an action regarding services that are of potential interest. 
For example, after initial information is collected from a 
searcher, a window shows links to other proprietary articles 
with content correlated to the phrase/word chosen. That way, 
the user remains on a guided exploration until a point is 
reached where information gathering and learning leads to 
action, e.g., fill in a form and ask for quotes for a service. 
0376. A guided exploration may generate information that 
will assist the searcher across categories. For example, if the 
user expresses interest in fumigation services, a question 
might be asked that leads to an assessment of whether the 
interest is a one time interest or whether it relates to a “life 
event' that is indicative of a possible interest in goods and 
services across a number of categories. An question might be 
asked, for instance, is: "have you recently purchased a new 
home?'. If the user answers yes, it can be presumed that the 
user may be in the market for services across a number of 
other categories, such as roofing, window cleaning, pool Ser 
Vice etc. The user can then be given the opportunity to obtain 
quotes for services across categories of interest. This can be 
done through a single browser session or over return visits to 
a site. The user's profile may be updated with reminders and 
alerts relating to particular services. For example, promo 
tional offers or reminders may be presented to a home owner 
in Autumn for gutter cleaning services. 
0377 The integration of promotions and advertisements, 
and Surveys may be into content of most any nature. The 
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content may be text, graphical elements, and video (real or 
animated). In one possible embodiment, a content manage 
ment system dynamically replaces objects in videos, e.g., 
adding a logo on a T-Shirt or having words or other features 
overlaid on the video that invite user interaction. This may be 
done through known technology like that available from 
VideoEgg (http://www.videoegg.com). The overlay is typi 
cally an “engagement format in that the user can either do 
nothing when the overlay appeal’s or may click on it and 
engage. Once the user engages the overlay, additional content 
is presented, for example, a video-within-a-video. For 
example, if somebody is looking at a video called, “Handy 
man Section: How To Distinguish Between An Ant And A 
Termite, the user's engagement with an overlay would trig 
gera Survey for profiling user, as described elsewhere herein, 
and could lead to matches with services providers under the 
inventive matching system and/or to offerings from service 
providers based on the inventive location-based applications 
described elsewhere herein, which are then presented directly 
to the user. Instead of these possibilities or in addition to them, 
the user's interactions and profiling could be the basis for lead 
generations and presentations to service providers based on 
matching and/or geographical proximity. 
0378. In one possible embodiment, there is a profiling step 
to gauge not only the Buyer Type, but also their affinity to act 
on a separate project registration form and likelihood of con 
verting the user from that interaction. The affinity of the user 
to the form is the likelihood of an individual user to be 
attracted to the proposition presented by the form (e.g., “Get 
3 quotes for plumbing) and to complete it. For example, it 
may be inferred that someone who completed a context 
sensitive advertising Survey based on associated content in 
the nature of pest inspection information is probably inter 
ested in pest inspection or control services. Therefore, there is 
probably an affinity for a pest inspection form, and the system 
will recognize and select that form and present it to the user. 
The system could start capturing this affinity data not only 
through the context sensitive profiling, but also through other 
sources such as the known internet protocol (IP) address of 
the user, until there is enough data to establish it as likely that 
there could be a conversion of the user based, for example, on 
how well a searcher's profile matches historical data from 
people with similar profile, as described elsewhere herein. 
The other points may be anything that can be inferred about a 
user visiting a web page. For example, it is sometimes pos 
sible to infer a user's approximate geographic location from 
the declared IP data of their web browser. The system can then 
display a form with the additional data needed assign the user 
to a Buyer Type. The initial profiling thus becomes a means of 
determining both intent (and, indirectly, yield) and Buyer 
Type in one efficient process. 
0379 The means for evaluating matching profiles and 
closeness of matches based on weighted attributes is well 
within the skill of persons in the art. For example, U.S. Pat. 
No. 6,463,431, which is hereby incorporated by reference in 
its entirety, discloses a database evaluation system for analy 
sis and exploration of large databases of information through 
evaluation of utility preferences and nearest neighbor explo 
ration, i.e., closeness of matching. The system provides for 
domain modeling of various types of information domains 
using attribute mappings to database fields, and utility value 
weightings, allowing multiple different domain models to be 
coupled with a same database of information. This patent also 
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discloses basic hardware and software platforms that may be 
generally relevant to the inventive subject matter. 
0380 Persons skilled in the art will recognize that many 
modifications and variations are possible in the details, mate 
rials, and arrangements of the parts and actions which have 
been described and illustrated in order to explain the nature of 
the inventive subject matter, and that such modifications and 
variations do not depart from the spirit and scope of the 
teachings and claims contained therein. 
0381 All patent and non-patent literature cited herein is 
hereby incorporated by references in its entirety for all pur 
poses. 

1. A method of matching in an intermediary matching 
System, comprising: 

in a computer, storing a plurality of buyer profiles corre 
sponding to buyers and a plurality of service provider 
profiles corresponding to mobile providers; 

tracking the computer system the location of one or more 
mobile providers based on real-time location informa 
tion or planned-location information relative to the loca 
tion of a real property of one of the buyers, and the 
profile of the mobile provider includes on or more 
attributes relevant to a service or product to improve, 
maintain or repair the property; and 

outputting from the computer system one or more notifi 
cations to mobile providers of searcher leads in a prede 
termined proximity of the mobile providers current posi 
tion or planned position based on attributes in a buyer 
profile matching with attributes in a respective service 
provider profile, at least some of the attributes being the 
one or more attributes relevant to the service or product 
to improve, maintain or repair the property. 

2. The method of claim 1 wherein the lead is provided with 
an input on a user interface for the mobile provider to respond 
to the notification, a response being processed via an inter 
mediary party matching system as a transaction monetarily 
charged for acquiring the lead. 

3. The method of claim 2 wherein the mobile provider is 
charged for the transaction and is a participant in a plan 
offered by the intermediary party for acquiring leads for a fee 
per transaction or under a Subscription plan. 

4. A tangible, computer-readable medium containing 
executable instructions for matching in an intermediary 
matching System, comprising: 

instructions for storing a plurality of buyer profiles corre 
sponding to buyers and a plurality of service provider 
profiles corresponding to mobile providers; 

instructions for tracking the mobile provider location of 
one or more mobile providers based on real-time loca 
tion information or planned-location information rela 
tive to the location of a real property of one of the buyers, 
and the profile of the mobile provider includes one or 
more attributes relevant to a service or product to 
improve, maintain or repair the property; and 

notifying one or more mobile providers of one or more 
leads for a real property in a predetermined proximity of 
the mobile provider current position or planned position 
based on attributes in a buyer profile matching with 
attributes in a respective mobile service provider profile, 
at least some of the attributes being the one or more 
attributes relevant to the service or product to improve, 
maintain or repair the property. 

5. The method of claim 1 wherein the notifications further 
comprise a notification of one or more terms for receiving the 
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lead and further comprising receiving an acceptance of the 
terms and outputting to the provider contact information for 
the searcher. 

6. The method of claim 5 wherein the terms comprise a fee. 
7. The method of claim 6 wherein the fee monotonically 

increases for each service provider to agree to pay the fee. 
8. The computer readable medium of claim 4 wherein the 

buyer profile comprises a job location and further comprising 
calculating an actual distance between the job location and 
the mobile provider location. 

9. The computer readable medium of claim 8 further com 
prising prioritizing the searcher leads based on the actual 
distance. 

10. A computer-implemented method comprising: 
storing on a computer system a set of one or more service 

provider profiles corresponding to mobile providers, the 
profiles comprising a geographic area, the geographic 
are being determined by real-time location or planned 
location information for the mobile service providers; 

storing on the computer system a set of one or more buyer 
profiles comprising a geographic area for the buyer; 

matching one or more service providers to the buyer by 
geographic area on the computer system relative to the 
location of a real property of the buyer, and the profile of 
the mobile provider includes one or more attributes rel 
evant to a service or product to improve, maintain or 
repair the property; and 

outputting a promotion for the one or more service provid 
ers to the buyer from the computer system, based on 
matching at least some of the attributes relevant to the 
service or product to improve, maintain or repair the 
property. 

11. The method of claim 10 further comprising tracking the 
location of one or more mobile providers based on real-time 
location information or planned-location information and the 
promotion comprises the location of the one ore more mobile 
providers. 

12. The method of claim 11 wherein the buyer profile 
further comprises a job location and further comprising cal 
culating an actual distance between the location of each of the 
one or more service providers and the job location. 

13. The method of claim 12 wherein the promotion further 
comprises a prioritized list of the one or more service provid 
ers ranked in order of actual distance. 

14. The method of claim 10 further comprising tracking the 
location of one or more mobile providers based on real-time 
location information or planned-location information and 
each location is within the geographic area for the buyer. 

15. A computer-implemented method comprising: 
tracking on a computer system a location for one or more 

mobile providers having service provider profiles store 
on the computer system based on the real-time location 
or planned-location of the service providers; and 

generating user interface data for a user interface with a 
mapping or listing of the real-time or planned location of 
one or more service providers relative to a fixed geo 
graphical location of a buyer based on matching service 
provider attributes with buyer profile attributes and the 
tracking of real-time or planned location, at least on 
attribute being the a fixed a geographical location 
attribute associated with the buyer profile; 

sending the user interface data to the buyer, and 
wherein the user interface date further includes a rating for 

a mobile provider, an interactive feature for calling or 
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electronic messaging the mobile service provider, and/ 
or a promotion for a service provider. 

16. The method of claim 7 further comprising accepting 
payment of the fee. 

17. The method of claim 16 further comprising facilitating 
a voice connection between the buyer and the mobile pro 
vider. 

18. The method of claim 15 further comprising scheduling 
or cancelling a job upon notification from the mobile pro 
vider. 

19. The method of claim 18 wherein fee scheduling or 
cancelling comprises outputting an update request for a cus 
tomer relations management system. 

20. The method of claim 18 wherein the scheduling or 
cancelling comprises facilitating a voice connection between 
the buyer and the mobile provider. 

21. The method of claim 18 wherein the scheduling or 
cancelling comprises facilitating a voice connection between 
the buyer and the mobile provider's base. 

22. The computer-readable medium of claim 4 wherein the 
notifying only notifies mobile providers whose provider pro 
file indicates the mobile provider is not returning to the 
mobile provider's base. 

23. The computer-readable medium of claim 4 wherein the 
notifying only notifies mobile providers whose provider pro 
file indicates the mobile provider is willing to receive pros 
pecting jobs. 

24. The computer-readable medium of claim 4 wherein the 
searcher lead is an emergency job and the notifying only 
notifies mobile providers whose provider profile indicates the 
mobile provider is willing to receive emergency jobs. 

25. A tangibly computer-readable medium containing 
executable instructions for matching in an intermediary 
matching System comprising: 

storing one or more buyer profiles; 
storing one or more service provider profiles correspond 

ing to one or more mobile providers; 
tracking the location of the one or more mobile providers 

based on real-time location information or planned-lo 
cation information relative to the location of a real prop 
erty of the buyer; 

identifying a geographic region for the location; and 
notifying the one or more mobile providers of one or more 

searcher leads in the same geographic region for the 
location of the mobile provider based on attributes in a 
buyer profile and/or service provider profile, 
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26. A method of matching in an intermediary matching 
System, comprising: 

in a computer, storing a plurality of buyer profiles and a 
plurality of service provider profiles corresponding to 
mobile providers: 

tracking in the computer system the location of one or more 
mobile providers based on real-time location informa 
tion or planned-location information relative to a fixed 
geographical location of a buyer, and the profile of the 
mobile provider includes one or more attributes relevant 
to a service or product matching one or more stored 
attributes of the buyer that are associated with the fixed 
location; and 

outputting from the computer system one or more notifi 
cations to mobile providers of searcher leads in a prede 
termined proximity of the mobile providers current posi 
tion or planned position based on attributes in a buyer 
profile matching attributes in a service provider profile, 
at least some of the attributes being the one or more 
attributes associated with the buyer's fixed location. 

27. A computer-implemented method comprising: 
storing on a computer system a set of one or more service 

provider profiles corresponding to mobile providers, the 
profiles comprising a geographic area, the geographic 
area being determined by real-time location or planned 
location information for the mobile service providers; 

storing on fee computer system a set of one or more buyer 
profiles comprising a geographic area for the buyer, the 
geographic area being determined from one or more 
stored attributes of the buyer that are associated with a 
fixed geographic location; 

matching one or more service providers to the buyer by 
geographic area on the computer system relative to a 
fixed geographical location of a buyer, and the profile of 
the service provider includes one or more attributes rel 
evant to a service or product matching the one or more 
stored attributes of the buyer that are associated with the 
fixed location; and 

outputting a promotion for the one or more service provid 
ers to the buyer from the computer system based on 
matching at least Some of the attributes relevant to a 
service or product needed by the buyer at the fixed 
geographical location. 

c c c c c 


