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DISTRIBUTION OF PRODUCTS

[0001] This application is a continuation and claims prior-
ity under 35 U.S.C. §120 to U.S. patent application Ser. No.
13/742,004, filed Jan. 15, 2013, the entire contents of which is
incorporated here by reference.

TECHNICAL FIELD
[0002] This description relates to the distribution of prod-
ucts.
BACKGROUND
[0003] Insome contexts, inthe distribution of a product, for

example, when a product is delivered to a customer, it may be
important to confirm that the customer is the person he or she
purports to be. This may be important when the product is one
that the customer may or may not be entitled to receive. For
example, in most jurisdictions, liquor can only be sold to and
delivered to a person older than a certain age. In that context,
for example, a liquor store can insist on seeing government-
issued evidence that the person is old enough to buy liquor. If
the liquor is to be delivered to the person, the checking must
occur outside the store at the point of delivery. Similar
requirements can exist for other kinds of products.

[0004] Inmany cases and for various reasons, liquor stores
and other kinds of retail stores do not deliver to their custom-
ers, but rather depend on the customers coming into stores to
buy products. In some industries, independently operated
retail stores that sell certain kinds of products tend to market
and sell those products in relatively small geographic areas to
customers who live in or frequent those areas. In some cases,
the retail stores are selling products that can be characterized
as commodities. For those kinds of products, it is common to
find competing independent retail stores located in space-
apart locations each serving a relatively small geographic
area in the vicinity of store.

[0005] Typically, such retail stores must engage success-
fully in a variety of business activities including purchasing,
inventory management, customer identification, and in some
cases delivery, among other things.

SUMMARY

[0006] In general, in an aspect, information is maintained
that associates competitors with respective territories for
which the competitors have rights that are to be exclusive
relative to other competitors for items associated with the
territories. A user can enter, through a user interface, an
expression of interest that can be associated with one of the
territories. In response to the expression of interest, a user is
automatically enabled to interact with the competitor that has
the exclusive right to the territory, without automatically
enabling the user to interact with a competitor that does not
have the exclusive right.

[0007] Implementations may include any of the following
features or combinations of any two or more of them. The
exclusive rights include rights to deliver products. A delivery
is made to the user. The territories include geographic terri-
tories. The competitors include stores. The expression of
interest is associated with an item or service of interest to the
user. The information is maintained on a server under the
control of a party that is independent of the competitors. The
territory includes a geographic territory. The territory
includes one or more identified products. The territory
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includes one or more identified brands. The user interface
through which the user is enabled to enter the order is con-
figured to represent the competitor that has the exclusive
right. The user interface is presented to the user on behalf of
the competitor, under the control of a party that is independent
of the competitor that has the exclusive right. The user inter-
face presents information about products that are available
from the competitor that has the exclusive right. The expres-
sion of interest is of products that include alcohol. Advertis-
ing or promotions are exposed to the user through the user
interface. The advertising or promotions are of brand owners.
The user can a payment through the user interface before a
product that is the subject of the expression of interest is
delivered. The user can review lists of products available for
order from the competitor that has the exclusive right.
[0008] Ingeneral,inanaspect, a supplier can manage deliv-
eries of products to people at locations in accordance with
orders received from customers of the supplier. The managing
of'the deliveries includes at least one of: receiving the orders,
receiving payments for the orders, tracking deliveries of the
orders, receiving confirmation that the recipients of the deliv-
eries were the people at the locations, and tracking inventory
of products based on the orders and deliveries.

[0009] Implementations may include any of the following
features or combinations of any two or more of them. The
locations are in a territory in which the supplier has a right that
is exclusive relative to other suppliers to deliver the products.
The products include alcohol. The deliveries are made only to
people who are confirmed to be proper people to receive the
products. Information about the orders is received from and
sent to a server that maintains order information for the sup-
plier and for other suppliers with respect to similar products.
The supplier can manage the deliveries from a point of sale
terminal at the supplier.

[0010] In general, in an aspect, a brand of products can
manage relationships with customers of products that are
delivered to the customers by competitors that are operated
independently of one another and independently of the brand.
Information is received from a server about the products that
are delivered by the competitors, including contact informa-
tion for the customers to whom the products are delivered and
identification of the products delivered.

[0011] Implementations may include any of the following
features or combinations of any two or more of them. The
products include alcohol. The brand communicates directly
with the customers of the products based on the information
received from the server. The communicating includes adver-
tising or promotion. The brand can analyze the information
from the server in connection with a brand advertising or
promotion campaign. The brand can analyze the information
from the server to determine demographics of customers for
the brand. The brand can analyze the information from the
server to determine geographic distribution characteristics of
its products.

[0012] In general, and an aspect, an apparatus includes a
terminal at a supplier that has a user interface to (a) display
information about products available for sale by the supplier
and delivery to locations within a territory served by the
supplier and (b) receive order information about products to
be delivered to customers within the territory. A communica-
tion facility is to communicate with mobile devices of people
who deliver the products to the locations in accordance with
the order information. A processor is to track inventory of the
products based on order information and delivery information
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from the mobile devices, to manage information about cus-
tomers and delivery locations of the orders, and to enable a
user to analyze customer demographics and geography of
order deliveries.

[0013] Implementations may include any of the following
features or combinations of any two or more of them. The
terminal includes a point of sale terminal. The communica-
tion facility is also to communicate with a server that main-
tains information about the products, orders, customers, and
deliveries on behalf of the supplier. The communication facil-
ity is also to communicate order information to a payment
processor. The supplier has a right, exclusive relative to other
suppliers, to deliver the products within the territory. The
territory includes a geographic area. The territory includes a
brand of products. The user interface is also to receive pay-
ment information about the products to be delivered.

[0014] In general, in an aspect, an apparatus includes a set
ofapplications or websites or both to run on mobile devices or
computers or both in conjunction with deliveries of products
from competitors to customers at locations within mutually
exclusive territories by the respective competitors. Each of
the applications or websites is associated with a correspond-
ing one of the competitors. All of the applications or websites
of' the set provide similar functions with respect to the deliv-
eries of the products from the competitors to the customers at
the different locations. Each of the applications or websites is
presented to customers through an interface that is white-
labeled for the correspond competitor.

[0015] Implementations may include any of the following
features or combinations of any two or more of them. Each of
the interfaces provides information about products and prices
that are offered by the corresponding competitor. Each of the
interfaces is exposed only to customers at locations within the
exclusive territory of the competitor to which the interface
corresponds. Information used by and presented through the
user interfaces by all of the applications or websites is man-
aged at a central server hosted independently of any of the
competitors.

[0016] Ingeneral, in an aspect, a server runs an application
in a software-as-a-service-mode to enable the server to com-
municate with devices at competitors and mobile devices of
customers of the competitors. The application enables the
server to manage mutually exclusive rights of respective com-
petitors to deliver products to customers at locations in
respective territories of the competitors.

[0017] Implementations may include any of the following
features or combinations of any two or more of them. The
application is also to enable the server to communicate with
the mobile devices of the customers to enforce the mutually
exclusive rights. The application is also to enable the com-
petitors to manage deliveries and inventories of the products.
The application is also to enable the competitors to initiate
and receive payments for the products that are delivered.
[0018] In general, in an aspect, credit card data is received
from credit card holders. The information is stored in a gate-
way facility for use in transactions between the card holders
and merchants. For each of the transactions between one of
the card holders and one of the merchants, on behalf of the
merchant the credit card data is used to debit a credit card
account of the card holder and to credit a bank account of the
merchant.

[0019] Implementations may include any of the following
features or combinations of any two or more of them. A party
other than the merchant or the card holder causes the credit
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card data to be so used. The credit card data includes a credit
card number. The credit card data includes an expiration date.
The credit card data includes a security code. The merchant
has no access to the credit card data. A party that stores the
information is a party other than the merchant or the card
holder or the party that causes the credit card data to be so
used is. A party that causes the credit card data to be so used
determines which merchant will be a party to the transaction
with the card holder. The merchants are competitors and have
respective exclusive rights to engage in transactions with the
card holders.

[0020] These and other aspects, features, and implementa-
tions, and others, can be expressed as methods, apparatus,
program products, methods of doing business, systems, com-
ponents, methods and steps for performing functions, and in
other ways.

[0021] These and other aspects, features, and implementa-
tions will be apparent from the following description and
from the claims.

DESCRIPTION
[0022] FIG. 1 is a schematic of exclusively licensed zones.
[0023] FIGS. 2,3, 4, 5, and 56 are block diagrams.
[0024] FIGS. 6,21, 25, 33 and 55 are flow charts.
[0025] FIGS.7, 8,9A, 9B, 10, 11A, 11B, 11C, 11D, 11E,

12A, 12B, 13-15, 16A, 17A, 17B, 17C, 18, 19, 20A, 20B,
20C, 20D, 20E, 20F, 20G, 22A, 22B, 22C, 22D, 22E, 23A,
23B,23C,23D,26,27A,27B,27C, 27D, 28A, 28B, 29, 30A,
30B, 30C, 31A, 31B, 31C, 32A, 32B, 32C, 41-45, 46 A, 46B,
46C, 47A, 478, 48A, 48B, 48C, and 49-52 are screenshots.

[0026] FIGS.16B, 24, 34-38,39A, 39B, 40, 53, and 54 are
wireframes.

[0027] FIG. 28C is a list of features used to authenticate
1Ds.

[0028] Here we discuss a system that, among other things,

can allow a customer to easily browse through consumer
product offerings, and easily order, pay for, and have deliv-
ered consumer products. The system can also enable a store
such as a retail store to increase sales, expand its customer
base, assure itself of the identity of its customers, manage its
inventory, and comply with the law regarding delivery of
certain products to customers, among other things. In addi-
tion, the system can benefit brands, by, for instance, allowing
them to obtain detailed consumer information, and efficiently
advertise and market directly to customers in targeted ways,
without requiring them to conduct the advertising or market-
ing communications indirectly through wholesale or retail
operations. As discussed below, our system also can impact
many other activities, including customer and identification
(ID) verification and authentication, and in-store terminals
and point-of-sale systems.

[0029] Insome examples, our system can be implemented
in a low-margin highly fragmented or highly regulated local
retail industry. In some situations, retail stores (or other
stores) in those industries may primarily draw their customers
from the local population, as mentioned earlier. For instance,
Liquor Store X’s customers may primarily be made up of
customers for whom Liquor Store X is the closest liquor store.
Using some examples of our system, the retail store may be
able to reach additional customers and a broader geographic
area. Furthermore, using some examples of our system, retail
stores may be able to offer delivery of consumer products in
an economical, lawful, and uncomplicated manner. In some
cases, our system can further benefit retail stores by helping
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them efficiently manage inventory and improve customer
and/or ID characterization, verification and authentication.
The system can help retail stores obtain and manage customer
and purchasing data, such as the demographics (age, gender,
location) of customers, the types and quantities of consumer
products sold, and the number of sales per time period. A
retail store that is able to understand this data may be able to
use it to increase sales and expand its customer base.

[0030] Our system may also enable retail stores to tap into
new markets and expand existing markets through the use of
computers, mobile devices, and other devices able to connect
to the Internet or other networks. For instance, the system can
create an exclusive zone for each retail store that participates.
Then, any purchase through the system by any customer in
that zone may be fulfilled only by that retail store. The system
allows and enforces the exclusive zones in a way that is
different from typical market situations for some kinds of
stores.

[0031] FIG.1 shows one example of this concept schemati-
cally. In this example, an individual retail store 100 may be
able to exclusively serve the houses 102 (or residents or
offices or travelers or other facilities) within a territory 104
defined for it. Delivery vehicles 106 of the retail stores then
can deliver consumer products from the retail store 100 in a
given territory 104 to the houses 102 in the given territory.
The houses are only exemplary; deliveries may be made to
apartments, other stores, or public locations, or combinations
of them.

[0032] Although the territories are shown in FIG. 1 as hav-
ing simple contained rectangular boundaries that separate a
region and simple, non-overlapping territories, the territories
could be arranged in a wide variety of ways. For example, a
given retail store could have the exclusive right to distribute to
families within a broader region while another retail store can
have the exclusive right to distribute to offices within the
broader region. In that sense, the territories in which the
respective retail stores would have exclusive rights would
overlap geographically. The cost of delivery suggests that
territories whose boundaries are based on geography would
be typically desirable. However, other circumstances could
suggest geographically overlapping territories. In addition, it
would not be necessary for the retail store to be located
geographically on the territory that it serves, although in
many cases that would be sensible as well. Therefore, we use
the word “territory” in a broad sense to include, for example,
any set of potential customers that can be associated with one
or more stores, without regard to how the customers are
identified or associated with the stores.

[0033] We use the words “retail stores,” “stores,” “sellers,”
“retailers” and “merchants” interchangeably and broadly. All
refer to sellers of consumer products, goods or services, typi-
cally, to customers, purchasers, end users, or consumers, for
example. We use the word “seller” (and interchangeably with
it, “suppliers”) in their broadest sense to include, for example,
any business entity, organization, group or individual that
offers for sale or sells good, products, or services. Sellers and
suppliers can be parts of chains and can be affiliates or part-
ners or have a corporate relationship among them. Sellers and
suppliers can in some cases be present online only or can be
so-called brick-and-mortar stores, or can be a combination of
the two. We use the term competitor in its broadest sense to
include any seller, supplier, retailer, merchant, or store, or any
other party that competes in any way in a market. We use the
word “brand” broadly to include, for example any entity that
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creates, controls, markets, or promotes products, goods or
services that are identified by marks, typically recognized
marks.

[0034] Insome examples of our system, consumer product
offerings, listings, or catalogs can be viewed online or on a
web application or through a mobile app by individual cus-
tomers (or users or consumers). The customers may be able to
sortthe consumer products ina variety of ways—for instance,
by brand, price, size, and quantity, among others. Customers
can make purchases of consumer products online, and either
pick-up pre-purchased consumer products in a store or have
them delivered to a specified location. Our system is compat-
ible with consumer product sales that require identification or
a signature and is able to enforce those requirements. Our
system can also be adapted to comply with local, state, and
federal laws governing the sale and distribution of certain
consumer products. Our system is therefore able to provide a
platform for the sale and delivery of alcoholic beverages, as
described below.

[0035] We use the words “consumer goods,” “consumer
products” and “products” interchangeably and broadly. All
refer to products or services of any kind We use the terms
“products” and “services” in their broadest possible sense to
include, for example, food, drinks, clothing, medications,
toiletries, jewelry, furniture, office supplies, grooming ser-
vices, lawn care services, or any other sellable and purchas-
able objects or services, to name a few.

[0036] Our system may be attractive to brand owners
because it can provide direct access to individual customers,
tailor-able advertising with a high return on investment, and
important customer purchasing data. For instance, in some
examples, the brand owners can pay a customer’s delivery fee
imposed by a retail store in exchange for the customer choos-
ing that brand’s products over a competitor’s products. This
payment by the brand can increase the value proposition for
the customer and empower brand interaction with customers.
In some cases, the system can allow brand owners to promote
their products for free, and only require brand owners to pay
when the customer purchases the brand’s product. The sys-
tem may also give brand owners access to customer data,
including demographics, contact information, and purchas-
ing information. In some cases, the same advantages can be
available to wholesalers or retailers to enhance their own
brands.

[0037] FIG. 2 shows certain entities and participants
involved in the operation of some examples of our system
199, and some of the devices associated with each entity. Not
every entity is necessary as a participant in every implemen-
tation. The system can include software solutions utilizing
over-the-counter hardware products, although it is possible
that specialized hardware products can be developed.

[0038] A customer (or user or consumer, terms that we use
broadly and interchangeably) 200 can have one or more cus-
tomer or user devices 202. The device 202 may be a smart
phone (e.g., an iPhone or an Android phone), a personal
computer, a laptop, a tablet, a workstation, a kiosk, or any
other device able to communicate with the system, among
others. In some examples of our system, the customer can use
the device 202 to access the system through an easy and
affordable user application, mobile app, or website (running
on a wide variety of platforms, e.g., 10S, Web, Android) 203
that allows customers to quickly and easily investigate avail-
able products, place orders, pay for the products, and arrange
for delivery, or any combination of those and other functions.
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Although only one user or customer is shown in FIG. 2, a
large number of customers (dozens, under it, or thousands, for
example) could use the system for purchases from a given
store. Taking account of all of these stores and brand owners
who may use the system, the number of customers could be as
large as millions.

[0039] In some uses, the device or application enables the
customer to identify an address (or more than one address)
where the consumer product or products are to be delivered.
If the system has been configured to give a certain store
exclusive access to the customers in a certain territory (e.g., a
geographic area), the user application enforces the geo-
graphic restriction. When a customer in that area uses the user
application, then system can assure that she can be automati-
cally “connected” only with the store that has the exclusive
license. In some examples, the user application allows cus-
tomers to create an account, store a credit card, and place an
order for delivery. In some examples, the user application is
“white-labeled.” That is, the user application may have the
same functionality described above, but may appear to be
created for and presented by a retail store or a brand.

[0040] In some cases, it may be possible for the system to
enforce more complicated exclusive, and semi-exclusive
arrangements for stores, by dividing the customers and geog-
raphy in complex ways based on demographics, time periods,
location, and product type, among others. For example, one
retail store might have the exclusive right to serve any cus-
tomer in the so-called Western suburbs of Boston but only
with respect to certain brands of liquor and only during holi-
day seasons. A different retail store might have the exclusive
right to serve those same customers in the same territory but
only with respect to other brands of liquor or only with respect
to other periods of time. A wide range of other examples are
possible.

[0041] References to the “user application” include a user
website, an online service, an application running on a per-
sonal computer or workstation, a mobile app, and other
executable facilities, and vice versa.

[0042] We use the words “user,” “consumer,” “customer,”
and “guest” interchangeably and broadly. All refer to pur-
chasers of consumer products or goods. We use the word
“purchaser” in its broadest sense to include, for example, any
individual, group, organization, or business entity, and any
representative of any group, organization or business entity,
among others.

[0043] The retail stores 208 can also have one or more retail
store devices 210, such as a computer, terminal, laptop, ter-
minals, point-of-sale terminal (in the broadest sense), smart-
phone, tablet, among others, on which store employees, man-
agers, and owners can access a store manager website or
application 209 associated with system. The store manager
website or application can be used to track statistics (e.g.,
customer demographics and purchasing data) and manage
inventory, among other things.

[0044] Store employees, managers and owners can also
have access to a store delivery application 211, which can be
a separate application from the store manager application or
can be integrated into the store manager application. The store
delivery application may be run on the same device or a
different device from the store manager application. Among
other things, the store delivery application notifies the retail
store when a customer places an order for a consumer prod-
uct. The store manager application and the store delivery
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application are sometimes collectively referred to the retail
store terminal application or website.

[0045] References to a “store manager application” include
an application that is installed on a store computer or termi-
nal, a mobile app, or a store manager website hosted by a
central server, or a combination of those kinds of software,
and references to a “store delivery application” include an
application that is installed on a store computer or terminal, a
mobile app, or a store delivery website hosted by a central
server, or a combination of those kinds of software, and vice
versa.

[0046] The applications can be provided by and the web-
sites can be served from servers controlled by a host 220 of the
system. When a product is ordered for delivery, the person
making the delivery (sometimes called the driver) 204 can
have one or more driver devices 206 on which the driver 204
can access the driver website or application or mobile app 205
(and other software 207, such as ID verification software, an
1D guidebook application, or other applications, and combi-
nations of them). Each of the devices 206 can be a smart-
phone, alaptop, or a scanning device like an iPod with a Linea
Pro sleeve (sometimes referred to as a “scanning sled”),
among others, or combinations of them. Each of the devices
may also be a mobile phone coupled to a scanner. The driver
can use the device to find, process, and complete the orders at
the point of delivery, and characterize, verify and authenticate
(or some combination of them) the customer or the custom-
er’s ID card or other form of identification or both. The
scanner may obtain or store customer data (for example, a
customer’s date of birth, the customer’s full name, the state of
ID issuance, and other data related to the customer, to the
store, to the transaction, or to combinations of two or more of
those). The data may be sent to the retail store, brand owners,
government officials, or others. Characterization, as
described below, may involve scanning a bar code or a mag-
netic strip on an ID card and identifying several characteris-
tics about the ID (e.g., the state of issue, whether it is a new or
old version of the state’s 1D, and whether it is an ID for
someone aged 21 and over, or under 21). In some implemen-
tations, verification, as described below, may involve verify-
ing that the ID is scanable and displaying some basic infor-
mation associated with the scanned ID (e.g., name associated
with the ID, state of issuance and ID number). Authentication,
as described below, may involve manual forensic checks to
verify the validity of the ID, or identify the ID as a fake.
[0047] References to a “driver application” include a driver
application, a driver mobile app, or a driver website, and vice
versa.

[0048] Although the driver 204 can be employed by any
party or more than one party (including one or more of the
stores or the brand owner or even the host of the system or
combinations of them), in many cases, the driver 204 will be
employed by a single retail store 208. The word “driver” can
refer to any type of delivery person or persons, including
someone who delivers products by walking, bicycling, skate-
boarding, flying, or using any other form of transportation.
The delivery person(s) can deliver any type of product or
service.

[0049] The consumer product brand owners 212 can also
have one or more brand owner devices 214, such as a com-
puter, terminal, laptop, smartphone, tablet, or combinations
of'them and others, on which brand employees and agents can
access a brand manager application or a brand manager web-
site served by a host from a central server, or a mobile app
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215, to view customer data (such as demographic informa-
tion) and purchasing data (such as brands, product identifiers,
prices, dates, and locations, and combinations of them); pur-
chase advertising space; or run customizable promotions tar-
geting individuals or groups; or combinations of those. By
using the brand manager application, brand owners can create
advertising campaigns that have set budgets that target spe-
cific demographics. They can also choose the types of adver-
tisements to run.

[0050] References to the “brand manager application”
include a brand manager website, application or mobile app,
or combinations of them, and vice versa.

[0051] We use the words “brand owners” broadly to
include, for example, any individual, group, organization, or
business entity, among others, that has an interest in increas-
ing the sales of a certain product brand.

[0052] A payment processor 216 that includes a server 218
can process payments from and returns to the customer 200,
and payments to and returns from the retail store 208. In some
examples, the retail stores do not obtain the customer pay-
ment information. Rather, the information is stored on the
host or system administrator servers and sent directly to the
payment processor.

[0053] A system administrator (or host) 220 can also have
one or more devices 222, such as a computer, terminal, smart-
phone, laptop, tablet, among others, on which the system
administrator can access the host application, mobile app or
website 223. The host application can be operated on a server,
can be connected to all stores, and can manage the tasks of
updating the inventory at each store with each purchase or
refund, interfacing with the brand owners for advertising,
maintaining databases of customer information (including
payment information), enabling the stores to manage deliv-
eries, managing payment processing on behalf of stores,
enable analysis and review of accumulated transaction and
customer data, and any combination of those and other fea-
tures.

[0054] The system administrator may maintain a server, or
multiple servers, such as a product delivery data management
server that aggregates the sales data, analyzes the data across
stores, and makes the data available for a variety of purposes.
The same or a different server may maintain the contact and
billing information for customers who have created accounts
on the user application. The system administrator may also be
involved in advertising efforts, for instance, by promoting the
use of the system among customers.

[0055] References to the “host application” include refer-
ences to ahost website, host application, host mobile app, and
any combination of them.

[0056] Other entities can also be involved, such as a gov-
ernment regulator 224 that ensures that the system operates
lawtully (e.g., that underage people are not obtaining alco-
hol).

[0057] In some examples, the system can be described
using a software-as-a-service (SaaS) model. As described
above, it is possible to implement this system with software
installed or accessed on over-the-counter hardware products,
such as iPhones, Android phones, tablets, personal computers
and laptops, and other devices and combinations of them. In
some examples, the software includes at least (1) a user appli-
cation (e.g., iPhone application, Android application or web-
site), (2) a driver application, (3) retail store application(s)
(such as the store manager application and the store delivery
applications described above) and (4) a brand terminal or
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application. The services for the user include allowing the
user to place an order for delivery. The services for the driver
include allowing the driver to manage orders from the retail
store and/or characterize or verity or authenticate customers
or forms of ID. The services for the retail store include allow-
ing the store employees, managers and owners to manage
orders, track order metrics and update and change inventory.
The services for the brand owners include creating advertis-
ing campaigns, setting budgets for advertising campaigns,
selecting target demographics for advertising, and selecting
the types of advertisements to run.

[0058] The system shown in FIG. 2 can be operated and
facilitated by a single party that we sometimes refer to as a
host or system administrator 220. The host can provide or
make available some or all of the various applications and
websites that we have mentioned here to a wide variety of
parties including drivers, stores, wholesalers, distributors,
brands, customers, payment processors, advertisers, and
other parties, partners, and other participants, and individual
employees, agents, consultants, and representatives of any
participant entities. The software, online functions, and other
facilities provided to and used by the participants in the sys-
tem can be designed to work together so that the exclusive
rights discussed above can be enforced across multiple stores
and sellers, across multiple territories, and across multiple
geographic regions. Communication among the parties and
partners in the system can be achieved through the Internet or
other public network, or in some cases through dial up or
other dedicated communication channels, or both.

[0059] To provide the facilities to the participants and to
enable the system to work effectively with multiple partici-
pants, the host can maintain one or more servers in one or
more locations that are accessible by participants. The host
can maintain databases that store information about partici-
pants in the system (users, customers, stores, sellers, payment
processors, brands, advertisers), transactions, deliveries, and
payments, among other things. The databases or analysis of
data held in them can be made accessible to some or all of the
participants in the system.

[0060] FIG. 3 shows the connections among some of the
participants in some examples of our system. Although con-
nections are shown directly from one participant to another in
the figure, at least some of the connections can be imple-
mented indirectly through the servers operated by the host
and using data stored in and fetched in databases maintained
by the host. Connections not shown in the figure are also
possible, some of which are mentioned in the following dis-
cussion. Other connections are also possible.

[0061] For instance, as shown in the connection labeled 1 in
FIG. 3, the retail store 300 communicates its product offer-
ings to the customer 302. In some cases, this is done directly.
In some cases, the product offerings can be stored centrally by
the host and presented from the host’s servers to applications
and apps being used by the customer.

[0062] In connection 2, the brand owner 304 advertises
directly to the consumer 302 through conventional advertis-
ing media or through applications and apps that are specially
configured for use in the system. The advertising is typically
of'products that are within the offerings of proposed offerings
of'the brand or of a store served by the customer. The adver-
tising by the brand and the distribution of information about
offerings of a store can be coordinated. In some cases, the
store can advertise directly or indirectly to the customer about
products, brands, or services of the store.
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[0063] The consumer 302 places an order by communicat-
ing his purchasing decision to the retail store 300 (connection
3) which can be done at the store in person, by direct com-
munication between devices of the customer and devices of
the store, or indirectly through the host’s servers. When
orders are placed, data about them can be communicated to
and stored by the host servers in host-maintained databases.
[0064] As shown in FIG. 56, which illustrates the flow and
architecture of the payment process 5600 associated with
system, in connection with (as part of or before or after) a
placed order or other transaction 5602, a consumer 5604 can
also send payment information 5606 or a permission 5608 (or
both) to authorize the processing of a payment 5610 from the
account 5634 of the consumer at the credit card service 5633
to the bank account 5630 of the merchant 5612 associated
with the transaction. The payment information can be pro-
vided directly 5616 to the payment processor 5614 (connec-
tion 4 in FIG. 3), or indirectly 5618 to the payment processor
5614 through the store or merchant, or indirectly to the pay-
ment processor 5614 through the host servers 5622 to the
payment processor 5614, for example.

[0065] Insome implementations, additional parties may be
involved in payment processing. Each store typically will
have its merchant account 5630 within its corresponding bank
5632. The bank can process the payments into the merchant
account.

[0066] Another party 5640 (which we call the PG, for sim-
plicity) may act as a payment gateway (for instance, storing
sensitive user information 5642 like credit card numbers or
transaction histories) to connect the user (or the system host
5622 acting on behalf of the user and the merchant) with the
store’s bank account. For instance, user 5604 may connect to
a store’s bank account through a PG. In some implementa-
tions, one party (e.g., a bank) acts as both the payment gate-
way 5640 and the payment processor 5614. One example of a
company that can provide payment gateway services is Brain-
tree Payment Solutions, LL.C located in Chicago, Ill.

[0067] Insome industries or contexts, a payment gateway is
not necessary. In some contexts, such as in the alcohol,
tobacco, and firearms industries, a third-party gateway may
be useful or even required due to the sensitive nature of what
is being sold. Having a payment gateway also serves a pur-
pose for the host of the system. A PG’s software may allow
the host to move the servicing of its system around and
connect the PG to a wide range of different store bank
accounts 5630. This is a new way of connecting parties for
payment transactions, by pooling sensitive credit card iden-
tification number (CIN) data 5642 for a set of customers with
a PG and then sending 5650 the relevant CIN and other data
to a particular merchant (or to the customer’s credit card
account service on behalf of the particular merchant and the
customer) when a particular user is purchasing from that
merchant’s store. This pooled CIN data can be held by the PG
on behalf of the customers and sent to multiple other parties
(merchants, banks, and others) as needed.

[0068] In conventional payment systems, when you order
from an online merchant, the merchant obtains your credit
card data (CIN) and stores it. They use the credit card data to
process your transaction. The money flows from the bank that
services your credit card, through the merchant’s gateway
into the merchant’s account (the gateway and processor are
combined, which is normal for large retailers). It’s a linear
flow, with CIN data being stored and processed by only one

party.
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[0069] By parsing that payment flow into its parts and
assigning each part to a third party, a wide variety of possible
branches 5650 may be followed at the end of the transaction.
Unlike a large retailer, we are storing the CIN data at a PG for
multiple future uses, and then sending it for one-time uses to
individual accounts or merchants. The third-party payment
gateway in this situation assumes the risk that is normally
assumed by the retailer, by storing the CIN data and making
it available for one-time uses by a variety of merchants on
behalf of customers of the system.

[0070] The payment flow and architecture that we have
described enables a fully mobile, card-less transaction system
in which users can engage in credit-card purchase transac-
tions with vendors without needing to present the card or any
information about the card to the vendor. The customer credit
data is held centrally by a third party host of that data (a PG,
for example, or another party that provides similar functions).
[0071] In some implementations, to achieve this, the sys-
tem operated by the host provides a user interface through
which the customer interacts with the merchant to engage in
a transaction. Payment for the transaction is achieved by the
host sending information identifying the user and the trans-
action to the PG. The customer need not provide any credit
card information to the merchant, and the merchant need not
ask for or store any credit card information of customers. The
PG uses the stored credit card information to effect the pay-
ment on behalf of the merchant and the customer.

[0072] In the context of exclusive territories served by dif-
ferent merchants, the host can determine to which territory a
customer belongs, then on the fly associate that customer with
a specific merchant. The system can then provide to the PG
information about the amount of the payment, the merchant,
and the customer. The PG fetches the stored credit card of the
customer and uses it, the merchant’s identity, and the payment
amount to effect the payment through the merchant’s bank
and the customer’s credit card service. In effect, the PG stores
and then applies, for the benefit of the currently relevant
merchant, the customer’s centrally stored credit card data to
cause a transaction payment to be made from the customer’s
credit card account to the merchant’s bank account, seam-
lessly and transparently to the merchant and the customer.
The PG thus provides a service to both the mobile customer,
who need not provide the credit card information to the mer-
chant or repeatedly to many merchants, and a service to the
merchant who need not receive and deal with the credit card
information directly but rather can allow the PG to perform
that function and assume the associated risk.

[0073] Customers who want to take advantage of the sys-
tem may register with the PG in advance and provide the
credit card information for storage there for use in the future
with a wide variety of merchants. In a system of the kind that
involves an arrangement of exclusive territories of merchants
managed by a host, the registration with the PG can be part of
the process by which the customer registers with the host to
participate in its system.

[0074] In a broad sense, then, credit card payments to
recipients can be made on behalf of credit card holders by
enabling the holders to register credit card information that is
required for the payments to be authorized, in a common
gateway, and then having the gateway effect the payments
from the holders’ accounts to the recipients accounts using
the stored information, in response to instructions from the
holders or the recipients or a host of a system that facilitates
transactions between the holders and the recipients.
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[0075] Referring again to FIG. 3, the payment processor
306 remits the payment to the retail store 300 (connection 5)
directly or indirectly. Refunds involve the retail store 300
remitting funds directly or indirectly to the payment proces-
sor 306 (connection 6) which then repays the consumer 302
(connection 7).

[0076] The brand owner 304 (or retail store 300) may also
be connected to the payment processor 306 when it pays for
advertising (connection 8). When an order is placed, the retail
store 300 may communicate with the driver 308 (connection
9), or the host server may directly update the driver applica-
tion. The driver 308 delivers consumer products from the
retail store 300 to the consumer 302 (connection 10). The
driver 308 tells the retail store 300 whether the sale was
successful or not (connection 11). In making a purchase, the
consumer 302 shares purchasing and/or demographic data
with the brand owner 304 (connection 12) and the retail store
300 (connection 3). The numbering of the connections does
not imply that they must occur in any given order.

[0077] As noted earlier, these connections can occur using
cellular service, the Web, in person or through any other
method of communication. Many of the connections can
route through the system administrator or host server or other
party. For instance, for connection 4, the customer 302 can
communicate a payment authorization to the host server,
which can then send stored payment information to the pay-
ment processor 306. Likewise, for connection 2, the brand
owner 304 may select advertisements, and send those selec-
tions to the host server which updates the user application.

[0078] FIG. 4 shows some of the devices and servers
involved in some implementations of our system, some pieces
of software and hardware associated with each device, and the
connections 402 between the various devices and servers and
the network 400. FIG. 4 shows a user device 404, a retail store
device 406, a driver device 408, a brand owner device 410, a
host device 412, a payment processing server 414, and a host
server 416. A wide variety of other devices and combinations
of them can be used in implementations of the system.

[0079] The devices 404, 406, 408, 410 and 412 may be
cellular phones, smartphones, tablets, laptops, personal com-
puters, or terminals, and others, and combinations of them.
Some examples of our system may include more devices,
such as multiple host devices or multiple brand owner
devices. The connections 402 may be Internet connections,
cellular connections, radio connections, dial up connections,
and any other communication connections of any kind. The
network 400 may be the Internet, a cellular network, a local
area network, a wide area network, a virtual private network,
and other kinds of networks and combinations of them. Some
of the pieces of software and hardware associated with each
device are also depicted. For example, the driver device 408
can include a scanner 418, a user interface 420, an operating
system 422, a driver website 424, a driver application 426, an
1D guidebook application 428 and ID verification software
430.

[0080] The system can maintain one or more databases of
information that are necessary or useful to operation of the
system. The databases can be located centrally or distributed.
A wide variety of data items that relate to the transactions, the
stores, the customers, third parties, payment transactions,
brands, data analysis, demographics, user accounts, and other
matters can be part of the databases. Among the data items
that can be part of the databases are the following:
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Customer Database:

[0081] User ID (1 through N of users auto-incremented
by the number of users registered)

[0082] Email

[0083] Password

[0084] PG-assigned ID

[0085] Card Status (e.g., expired, pre-authorized, com-

bination of both, type of card, etc.)

[0086] Billing Name, Address, City, State, Zip, Phone
[0087] Delivery Name, Address, City, State, Zip, Phone
[0088] Flag (flags categorize users anonymously without

discrimination on a variety of characteristics, such as
difficulty of the delivery process, fake ID, loyalty pro-
gram, and demographic information, all anonymously
kept with values known to the host (e.g., 1 for difficulty
finding location for delivery, 2 being fake ID presented,

etc.)
[0089] Birth Year
[0090] Latitude, Longitude
[0091] Token
[0092] Birthdate
Store:
[0093] Store ID (assigned by the host)
[0094] Name
[0095] Address, City, State, Zip
[0096] Latitude, Longitude
[0097] Tax (%) (e.g., if applicable, for systems across

multiple tax zones)

[0098] Merchant ID (PG assigned)
[0099] Delivery Open, Delivery Close
[0100] Days Closed
[0101] Phone
[0102] Email
Store Zone:
[0103] Store Zone ID (e.g., the store’s territory)
[0104] Zip Code
[0105] Upper Left Corner Latitude, Upper Left Corner
Longitude
[0106] Bottom Right Corner Latitude, Bottom Right

Corner Longitude (upper left and lower right locations

are enough to define a simple rectangular territory, for

example)

[0107] Store ID

[0108] Some implementations of processes involved in
using our system are shown in FIG. 55. In step 5500, a retail
store obtains an exclusive license from the host for a certain
territory (for example, a particular geographic region). In step
5501, a user registers or signs-up using the system. When
registering or signing up, a user may enter many kinds of
information, such as the user’s name, gender, birthday, deliv-
ery address, delivery phone number, billing address, billing
phone number, credit card number or other information.
When a user accesses the system from or otherwise belongs to
that territory, the user will only be able to purchase from the
licensed retail store for that territory. In step 5502, a user
accesses the system and places an order. In some implemen-
tations, once an order is placed, the user’s credit card (or any
form of payment) is authorized for a non-refundable restock-
ing fee. As shown in step 5504, the host stores any payment
information entered by the user. In step 5506, the driver
brings the purchased products to the user and authenticates
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the user and characterizes, verifies, and authenticates the
user’s identification (ID) card or other form of identification.
This step is important for the sale of certain items, such as
alcohol, that are restricted. During this step, the driver may
scan the user’s identification card and transmit or retain the
user’s information. In step 5508, the driver delivers the order
once verification and authentication is complete. In some
implementations, the remaining balance (total purchase price
minus the non-refundable restocking fee) is then charged to
the customer’s credit card (or any form of payment). In step
5510, the store inventory management system is updated to
reflect the sale to the user. In step 5512, the store receives
information about the user (e.g., the information obtained
from scanning the user’s identification card) and stores the
information about the purchase. This allows the store employ-
ees, managers and owners to view and track different metrics,
such as the demographics (age, gender, location) of users, the
types and quantities of consumer products sold, the number of
sales per time period, and other information about the user
and the transaction, for example. In step 5514, the brand
owners also obtain information about the sale and the user. As
shown in step 5516, this data will allow brand owners to craft
advertising campaigns directed to individual users or groups
of'users, or that run during specific time periods, or otherwise
use the information to craft an advertising strategy. The infor-
mation can be used to improve a brand’s advertising in gen-
eral, or to inform the brand owner’s advertising on the user
application.

[0109] Insome examples of our system, the host generates
revenue by, for instance, managing the system through the
host application and maintaining the host servers. The rev-
enue model can involve many sources of revenue. For
instance, the host can obtain monthly or yearly (or any period
of time) subscriptions from retail stores (e.g., from licensed
liquor stores) for exclusivity of delivery rights in relevant
geographical areas. The host may also be able to obtain a fee
per transaction from the retail store. Advertising revenue from
brand owners represents another possible source of revenue.
Brand owners can pay for both general and targeted advertis-
ing.

[0110] Additional revenue streams can also be developed
through the use of the system. For instance, the host can create
other products or services, or partner with other individuals,
business entities, or organizations to create related or support-
ing applications or services. These ancillary partnerships,
products or services and combinations of them can generate
additional revenue in unlimited ways—for instance, through
advertising, yearly subscriptions, and licensing revenues
across a broad range of industries. A specific example could
be a partnership between a host and an identification verifi-
cation company to develop an identification characterization,
verification or authentication application that can be used by
the government (e.g., at security check points), in-store sell-
ers (e.g., for identification checks in gun stores or liquor
stores), and bouncers (e.g., at the entrance to night clubs or
casinos) and in many other industries and situations.

[0111] ID characterization, verification and authentication
systems that could be used in the system that we are describ-
ing are available from a range of vendors, including
Advanced ID Detection, LL.C (AIDD), of Medway, Mass. To
aid the job of the driver or other person charged with confirm-
ing a customer’s ID, a mobile ID guidebook can be provided
as an alternative to a traditional paper “Bar Book™ used by
many businesses to authenticate ID cards. The mobile guide
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can be part of a mobile ID characterization, verification or
authentication platform that can be part of the system that we
are describing and also available for licensing across other
industries. Furthermore, as a result of federal regulations
requiring major brands to spend a percentage of their total
advertising budget on measures that prevent underage drink-
ing, large brands may sponsor the mobile ID guidebook,
which can yield a lucrative advertising revenue stream on top
of the yearly (or other time period) subscription fee.

[0112] Insome examples, the system described here allows
users to interact with retail stores based on the respective
locations of the users and retail stores. This and other con-
cepts described here (such as the in-store terminal, point-of-
sale, and inventory management systems, and the identifica-
tion applications described below) are scalable and
transferable across many different industries. Furthermore,
any store having the appropriate hardware may be able to
implement these systems for its own uses.

[0113] Some implementations, described in more detail
below, can use a system of the kind being developed by
Drizly, Inc., for the liquor distribution market. In these
examples, customers buy alcoholic beverages (and maybe
associated products like mixers, bottle-openers and snacks)
from local licensed liquor stores, and the products are deliv-
ered to the customers. As mentioned earlier, of course, similar
and other systems can be used in the liquor market and in a
wide range of other markets for similar and other purposes.
[0114] One aspect of our system is the exclusive lease of
certain geographical areas (or other kinds of territories) to
individual stores or groups or chains of stores. For instance,
the system will allow a local liquor store the chance to have
exclusive rights to an area (or other kind of territory) by
leasing the rights to those territories on a per month (or per
year or any other time period) basis. This exclusivity may help
the participating liquor stores beat competition that might
otherwise be serving the same or similar territories, in an
otherwise undifferentiated market. In some cases, the host
may allow liquor stores to lease the areas (or territories) that
they deem most profitable for a price that suits their budget. In
some cases, the host may independently set the geographical
regions or other territories and prices for them.

[0115] Insome examples, the license requires payment of a
flat monthly fee by the retail stores. In some cases, a liquor
store may sign a contract renewable at the beginning of every
month (or year or any period of time) that includes a flat fee or
a small percentage of total sales or a fee per transaction or a
combination of any two or more of those or other arrange-
ments. In some cases, stores will pay for exclusive rights to a
leased area (we sometimes use the term “area” or “zone”
interchangeably with “territory™) in the form of both a flat
monthly fee and flat fee per transaction. Because of the laws
that may apply to liquor licenses, this may be preferable to the
host taking a percentage of total sales. The host may choose
not to directly take a percentage of sales, as in some states
(like Massachusetts) doing so implies part ownership of a
liquor license (thereby subjecting the host to some liquor
control laws).

[0116] Insome cases, the inclusion of a percentage of sales
or a fee per transaction demonstrates that the host is commit-
ted to increasing the number of transactions per month, not
just setting up the infrastructure and walking away. For
instance, the combination of a flat monthly and transaction
fee shows liquor stores that the host has an interest in increas-
ing the total number of transactions for their stores.
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[0117] This revenue model also allows the host to set the
value of each area on a rolling basis (e.g., monthly when the
new contract is signed), and does not lock a particular liquor
store into an undervalued contract if the licensed area sud-
denly becomes very profitable. Monthly (or periodic) leases
for exclusive rights to a geographical area or territory may
provide a stable flow of revenue, and also allow the host to
value and re-value each area on a rolling basis, as well as to
approach multiple stores in the same area to compete for the
best price. In the case of liquor stores, because wholesale
liquor prices are publicly available (in some states, like Mas-
sachusetts) and retail prices are provided to the host by the
store as part of the process of participating in the system, the
host may be able to accurately calculate the gross margin of
each area and suggest a starting value to stores for exclusive
licenses that maintains room for bottom line profit.

[0118] In some examples, when customers first register
using the user application, they will be prompted to enter and
store a credit card or other payment information. This pay-
ment information may be removed, but for the customer to
continue using the system other payment information must be
added. In some cases, users will be able to add and remove as
many credit cards as they would like. The inclusion of a
pre-stored credit card (or other payment information, such as
bank account information) allows for immediate payment for
the delivery of products, and facilitates a faster and smoother
process. In some cases, it also means that the driver does not
need to be directly involved with obtaining payment.

[0119] Insome cases, ifa customer’s age is unverifiable, or
if the customer is deemed underage, or unable to receive
delivery for any reason, his purchase will be refunded. In
some cases, a restocking fee (e.g., a flat fee, or 5%, 10%, 15%,
or 20% of the purchase order price) will be assessed. For
liquor sales, this restocking fee may dissuade underage cus-
tomers from using the system, and will cover the costs (e.g.,
gas, labor, vehicle overhead, opportunity cost) of a failed
delivery for the liquor store.

[0120] Inthis system, “restocking fees” can also be paid for
services, or for products that are not put back on the shelves.
For instance, a restocking fee can be charged to the customer
even if an incomplete delivery means that the product is
thrown away (for instance, for perishable or made-to-order
products). The restocking fee may dissuade customers from
placing orders and then changing their minds. The restocking
fee may encourage customers to be at the delivery location
when the driver arrives.

[0121] In some examples, a payment processing system
may act as an intermediary and process payments and
refunds. Fach store may have an account that is tied to the
payment processor, and the store will receive funds from the
transaction after purchase. This allows the host to link stores’
bank accounts directly to sales to their stores, eliminating the
host’s liability from the transaction. Using one payment pro-
cessor across all or many of the stores also gives the host the
ability to negotiate transaction costs down the line, benefiting
all of the stores.

[0122] Insomeexamples, a retail store may be able to lease
or purchase, from the host or another party, all the necessary
hardware, with or without software pre-installed. For
example, a liquor store may be able to lease an iPhone with a
mobile ID Scanner pre-attached and pre-installed with the
driver application, store manager application or store delivery
application or a combination of all of them. The mobile ID
scanner may help stores to verify the ages of customers,
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thereby eliminating the threat of underage delivery. This
scanner may also record, save or transmit (or a combination of
them) key customer data such as date and time of purchase,
purchase price, items purchased (both identity and quantity),
customer gender, age, state, and location (or a combination of
any two or more of them). This data could be linked to specific
customers or customer accounts maintained by the store or
the host, and allow brand owners (and any other advertisers)
to promote products or offer discounts and tailor advertise-
ments to specific target demographics. In some states, it is
legal for another party (e.g., a driver or retail store) to store
and analyze any information obtained from an ID. In some
states, only data voluntarily given can be stored or analyzed
(e.g., linked to specific customers or customer accounts). In
some states, customer information or ID information is con-
sidered voluntarily given even if that information must be
shared by the user to use the service, and may be stored and
analyzed as long as the user agrees to storage of information
(e.g., in the terms and conditions in an end user license agree-
ment (EULA)).

[0123] Insome examples of our system, users will agree to
terms and conditions to be able to use the user application,
user mobile app, or user website. These terms can include
permission to store and analyze customer information. These
terms could include agreements to certain aspects of the
delivery process. For instance, the terms could require
acknowledgement that all drivers have the final say on the
delivery of each order. In that case, the successful or unsuc-
cessful delivery of an order could be at the discretion of each
driver. This term could be important when the system is used
in the alcohol distribution industry; it can help to protect the
liquor store’s liquor licenses by ensuring, for instance, that an
individual 21 years of age or older is placing each order and
that the customer is not obviously providing alcohol to indi-
viduals under 21 years of age. Other terms and conditions
appropriate to respective industries and situations could be
added.

[0124] In some examples of our system, there could be a
rating system (e.g., as shown in FIG. 53, described below).
For instance, after a successful or unsuccesstul delivery, the
driver could rate the customer or the transaction (e.g., on a
scale of 1-5, with 1 star being the worst rating and 5 stars
being the best rating), or the customer could rate the driver or
the overall purchasing experience using the same or a differ-
ent rating system or both rating systems and others could be
used. When a delivery has been confirmed, both the driver and
customer could be taken to a “rating-screen.” In some
examples of our system, the driver or the customer may be
required to rate the transaction, and, in some examples, they
will not be able to use their applications again until the rating
is completed. In some examples, the rating system ensures,
from the customer end, that the stores will work to facilitate
the sale and delivery (e.g., by providing good quality products
or by selecting polite and competent drivers). The ratings also
allow the host to track the overall performance of each store or
driver or both. In some examples, because the store rates each
customer, they may be able to track or note problem custom-
ers (e.g., customers who tried to use false identification in the
past).

[0125] Otherrating systems could be available (e.g., simple
“thumbs up” or “thumbs down”). Also, other entities could be
involved in rating. For instance, the store may be able to rate
the drivers, or the brand owner may be able to rate the stores
(for example, to make sure that the stores are maintaining a
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brand owner’s good reputation). Ratings may be used inter-
nally within the system (e.g., by the stores, the brand owners
and the host), or they could be posted or shared with other
parties (e.g., other potential customers).

[0126] In some examples of our system, brand owners
could advertise generally and broadly to all or most custom-
ers. In other examples, brand owners could engage in targeted
advertising—e.g., advertising at specific time periods, for
specific products, in specific locations or to specific individu-
als or groups. Advertisers may pay for advertising using many
different models, such as pay-per-mile, pay-per-visitor, pay-
per-view, or pay-per-click. Although these models may be
employed, there may be no guarantee to the brand owner that
they will directly lead to increased sales. For instance,
although a pay-per-click model could be employed, there is
no guarantee that a click on an advertisement will lead to a
sale.

[0127] An advertising model could allow brands to sponsor
deliveries if a user purchases a particular product. In this
model, a brand owner would only spend money if a customer
buys its product. For the user, the appeal of free delivery will
often be enough to consider switching brands or adding an
additional item to the cart. This tool could transform the way
brands acquire new customers and release new products.
[0128] In some implementations, a user interacts with the
user application or website in the purchase and delivery of
alcohol to individual customers.

[0129] A block diagram overview of the user application
functionality in this example is shown in FIG. 6. In step 600,
when a new customer would like to use the application (we
sometimes use the term application to refer to any part of the
system that provides the function discussed, wherever
located, and in whatever form, such as on the user’s mobile
device, at the host server, or at other places), the application
receives a request for user sign up (registration). In step 602,
the application prompts the user to enter basic profile infor-
mation and then receives that information. In step 604, the
application authenticates the user’s location for delivery, for
instance by accessing the user’s coordinates using a GPS and
then requesting user verification. The application may ask the
user to input a desired delivery address. If the desired delivery
address is not currently covered by (e.g., within the exclusive
territory of) a store, the user will be prompted to request the
system (or request a particular industry’s use of the system) in
his location. In step 606, the user is prompted to enter pay-
ment information (e.g., credit card information), and the
application receives that information. At that point, the user
may be prompted to create new log-in information. The user
then uses that login information to log in to the application, as
shown in step 608. In subsequent interactions with the appli-
cation, the user may only have to enter his log-in information
to begin using the application.

[0130] After logging-in, the user is prompted to update or
verify address information (e.g., the address for delivery of
purchased consumer products). The application receives this
information in step 610. In step 612, the application obtains or
updates the product offerings for the store with the exclusive
license to the territory where the user is located. The applica-
tion then presents the product offerings to the user (step 614)
in the form of a selection screen. The products in the selection
screen may be presented by price, brand, size, productrelease
date, or product rating, or according to any other product
characteristic, depending on the user requests. The user may
also be able to search products by keywords. Products may

Jul. 2, 2015

also be presented based on the user’s past purchasing deci-
sions. In step 616, when a user selects a product for purchase,
the application adds that product to the user’s virtual shop-
ping cart. The user may add and delete items from the user’s
virtual shopping cart.

[0131] When the user indicates that he or she has finished
selecting products for purchase (for instance, by pressing a
“checkout” button), the application receives a check-out
request (step 618). The application may at that point present
the user with a check-out ad (step 620). For instance, the ad
may offer free delivery in return for buying Bud Light instead
of Amstel Light, or in return for adding another six-pack to
the order. The application then presents the user with the
terms and conditions of service (step 622). The user must
acknowledge and accept the terms and conditions to complete
the order and receive the products. The application then
receives the order confirmation, and sends the order to the
store to complete the delivery (step 624). The user may be sent
a push notification that confirms store receipt of their order.

[0132] Once the order has been filled (e.g., loaded onto the
delivery vehicle) and is leaving the store, the user may be sent
a second notification allowing him to track his order on a live
map. The user application can track the order (step 626) and
notify the user of the order status (e.g., when the store has
received and confirmed the order, when the driver is enroute,
or when the driver is outside the user’s house). When the
driver has arrived at the specified delivery location, a user
may be sent a third push notification, or a text message,
alerting the user to the arrival of his order. In some cases, the
user must then provide a valid form of ID that matches the
name of the account (inputted in the sign-up or registration
step) and the credit card used to purchase the products. After
the ID is scanned, the customer will receive his purchase, be
billed, and may receive an electronic receipt. After the order
is complete, a user may be directed to a rating screen, and
asked to rate his experience.

[0133] FIG. 7 shows a screenshot 700 of a user application
on a mobile device for some implementations of the system.
Before reaching this screen, the user may be asked if the
application is allowed to use the user’s current location. For
instance, a mobile app can request access to a user’s location
the first time a user loads the mobile app after download via a
push notification. If a user does not allow it, the user will be
prompted to manually turn it on in the mobile device settings.
If the user agrees, the user may be taken to a screen like that
shown in FIG. 52 as the user’s location is determined, for
instance using geo-location. As shown in FIG. 7, the user is
instructed to “please confirm your location or indicate your
delivery address on the map by pressing and holding near
your location” (as shown in instructions 702). The pin 704 on
the map 706 indicates the address selected or found using
geo-location. The pin 704 on the map 706 indicates the
address selected. The user can change the location of the pin
by, for instance, pressing for a period of time on a different
location on the map 706. Once the user is satisfied with the
location for delivery, the user can press the “confirm location”
button 708 to move to the next screen. The user can press the
“back” button 710 to return to the previous screen at any time.
[0134] The user’s geographic location (latitude and longi-
tude) and zip code (5 or 9 digits) are sent to the host server via
a “ChecklLocation” call, which authenticates whether a user is
in an area serviced by the system. If the user is in a serviced
area (e.g., a store has obtained an exclusive license to serve
that area), the user is permitted to register. In some imple-
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mentations, if the user is within a “latitude and longitude
zone” claimed by store A and a “zipcode zone” claimed by
store B, the “latitude and longitude zone” takes preference.
This allows the host to easily divide geographic territories
within the same zip code.

[0135] Insome examples, once the user is determined to be
in a certain territory, he will only be shown the products
offered by the store(s) with the exclusive license(s) to that
territory. This can be the product offerings of multiple stores,
if, for instance, one store has the exclusive license to sell wine
in a certain geographic region and another store has the exclu-
sive license to see beer in that geographic region.

[0136] In all examples, an individual (user, driver, store
manager, brand manager or any other individual) can indicate
his choice by pressing, clicking, pushing, typing, or selecting
achoice in any way. For instance, a user may press a button on
a touch pad, click a button with a mouse, activate the button
with a voice command, or use any other method for indicating
a choice, or a combination of those methods.

[0137] An example of a user registration or sign-up screen
is shown in FIG. 8. FIG. 8 shows a screenshot 800 a user
application on a mobile device for some implementations of
the system. In this example, the user is prompted to enter
some basic profile information, some delivery information,
some billing information and some log-in information. In this
example, the user is prompted to enter his email in the
“Email” field 802. This email may be used, for instance, by
the application to send order receipts or by the user to log-in
on future occasions. The user is prompted to enter a password
in the “Password” field 804. The user will use this password
to log-in on future occasions. The user can enter his full name
in the “Full Name” field 806. In some cases, the driver will
only deliver the products ordered if the name entered in the
“Full Name” field 806 matches the user’s identification card
(e.g., government issued identification card) presented to the
driver. The user can enter a delivery phone number in the
“Delivery Phone” field 808 and a delivery address is the
“Delivery Address” field 810. This is the phone number and
the location, respectively, where the user would like the prod-
ucts delivered. The user can enter a billing phone number in
the “Billing Phone” field 812 and a billing address in the
“Billing Address” field 814. In some examples, the billing
phone number and billing address must match the phone
number and address associated with the user’s payment infor-
mation (e.g., credit card). The user may also be prompted to
enter his date of birth in the “Birthday” field 816. The user’s
date of birth is especially important for the sale of alcohol,
where the sale is restricted to users 21 years of age and older.
When the user has finished entering the requested informa-
tion, the user can press the “add card info” button to store the
information and move to the next screen.

[0138] Insome screens or in some examples, the user may
be prompted to add more payment information, such as the
full name on a credit or debit card, the credit or debit card type
(e.g., Visa, MasterCard or Discover), the credit or debit card
expiration date, and the credit or debit card security code. In
some implementations, the user may be able to enter his credit
card using the camera on the user’s mobile device (for
instance, using cardio), as shown in screenshot 5100 in FIG.
51. To enter credit card information using the camera on a
mobile device the user can press the “ok” button 5102. The
user can choose to enter the credit card information (or other
payment information) manually by pressing the “enter manu-
ally” button 5104. Payment information may be encrypted
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and stored in a secure manner, for instance using the applica-
tion programming interface (API) of a payment processor.
[0139] In some examples of our system, once the user has
registered, the user can log-in to the user application and
begin making purchases. On future occasions, the user may
only need to enter his log-in information (e.g., email and
password) to begin using the system, and will not need to
re-enter his payment information, date of birth, or other infor-
mation.

[0140] FIG. 9A shows a screenshot 900 of a user applica-
tion on a mobile device for some implementations of the
system in which the user is prompted to enter his log-in
information. To log-in, a user is prompted to enter his email in
the “Email” field 902, and his password in the “Password”
field 904. The user can then press the “Login” button 906 to
log-in. If the user enters an incorrect email or password, or
incorrect email and password combination, the user may be
taken to a screen like that shown in FIG. 9B. If the user has not
previously registered or signed-up, the user can press the
“Sign Up” button 908. Pressing the “Sign Up” button 908 can,
for example, take the user to the screens shown in FIG. 7, FIG.
8, and FIG. 52. In some examples, the user is presented with
a warning 910 that reads, for example, “You must be at least
21 years old to use this application.” This warning 910 may be
used for applications that involve the sale of alcohol. Warn-
ings appropriate for respective industries or locations may be
added. In some examples, there is a notification 912 that reads
“By logging in or registering your agree to our terms of
service here.” By pressing the “here” button 914, the user is
taken to the application’s terms of service.

[0141] Once the user logs-in, for instance by filling in the
fields 902 and 904 shown in FIG. 9A and pressing the “Login”
button 906, the user may be asked to update or confirm the
requested delivery address. FIG. 10 shows a screenshot 1000
of'a user application on a mobile device for some implemen-
tations of the system where the user is asked to update or
confirm a previously entered delivery address. The user can
be shown a map 1002 with a pin 1003 indicating the previ-
ously stored address, and a textbox 1004 showing the current
address information. The user can confirm the address shown
in the map 1002 and textbox 1004 by pressing the “confirm”
button 1006, or can change the address by pressing the
“update” button 1008. Ifthe user presses the “confirm” button
1006, he will be able to proceed to place an order. If the user
presses the “update” button 1008, he may be taken to a screen
(e.g., the screen shown in FIG. 14) where he is asked to update
his delivery address (and possibly other information).
[0142] In some examples, when the user logs-in to the
system (for instance by filling in the fields 902 and 904 shown
in FIG. 9A and pressing the “Login” button 906) or when the
user reopens the application, the user may trigger a “GetStor-
elnventory” call to the server, which again validates the user’s
location. The inventory (available products) and store identi-
fication (storelD) which are sent in the response to that call
belong to the store (or stores) that currently holds the active
rights over that area or territory (e.g., the store who licensed
the exclusive rights to sell in that territory). In some examples,
all calls are sent via HT'TP post to the server which processes
the requests and sends back JSON objects with the appropri-
ate data.

[0143] In some examples, once the store inventory is
updated on the user application, the user may be presented
with screens like those shown in FIGS. 11A-11E. FIGS.
11A-11E shows several screenshots 1100 of user applications
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on a mobile device for some implementations of the system
that allow the user to browse and select products for purchase
and delivery. A user may be presented with a list of products
1102 for sale. Each product may be listed with the following
information: brand, quantity of item (750 ml, 6 pack bottles,
etc.), type of alcohol (Beer, Wine, Liquor, Extra, etc.), and
count price. In some examples, additional or different infor-
mation may be available. A user can view all products avail-
able at the store for his location by pressing the “all” tab 1104.
A user can view subcategories of products for sale at the store
(or stores) for his location by pressing, for instance, the “beer”
tab 1106 to view all available beer products, the “liquor” tab
1108 to view all available liquor products, the “wine” tab
1110 to view all available wine products, or the “extra” tab
1112 to view all additional products, such as bottle openers,
coasters, snacks, mixers, etc. In some examples, the user can
also sort products by brand by pressing the “brands” tab 1114.
When atab1104,1106,1108,1110, or 1112 is selected, itcan
be highlighted or turn a different color. Additional or different
tabs may be available. Sometimes the tabs vary depending on
the store, the industry, the user, or the location, among other
factors. For instance, a tab may be presented that lists items
frequently purchased by a particular user or by all users or by
any subset of users, or a tab may be presented that lists the
products with the highest ratings.

[0144] FIGS. 48A-C show several screenshots 4800 of user
applications on a mobile device for some implementations of
the system after a user has selected a tab (such as tabs 1104,
1106, 1108, 1110, or 1112 shown in FIG. 11). For instance,
FIG. 48A shows a screenshot 4800 for some implementations
after a user has selected the beer tab 1106. FIG. 48B shows a
screenshot for some implementations after a user has selected
the liquor tab 1108, and FIG. 48C shows a screenshot for
some implementations after the user has selected the wine tab
1110.

[0145] Referring againto FIGS.11A-E, auser can getmore
information about a product by pressing the “info” button
1116 or the “info arrow” 1118. Information provided when a
user presses the “info” button 116 or the “info arrow” 1118
may include: brand, quantity of the product, type of alcohol,
count price, a picture of the product, or a description of the
product. Some examples include additional or different prod-
uct information or combinations of product information, such
as user reviews, or user ratings.

[0146] A user can select a product to purchase by pressing
the “Plus” button 1120 to the right of the item’s price 1121.
Pressing the “Plus” button 1120 will, for example, add that
product to the user’s virtual shopping cart. To remove a prod-
uct that was selected for purchase, the user can press the
“Minus” button 1122, or can remove all selections by press-
ing the “Empty Cart” button 1124. The “Empty Cart” button
1124 is only active when there is at least 1 product in the
user’s virtual shopping cart. As items are added or removed
with the “Plus” button 1120 and “Minus” button 1122, the
product number 1123 to the right of the product, indicating
the quantity of that item the user wishes to purchase, is
adjusted. When a product is added or removed, the user’s total
1125 is updated to reflect the total purchase price for the
products in the user’s virtual shopping cart. To initiate the
checkout process with the selected items, the user can press
the “Checkout” button 1126. In some cases, the “Checkout”
button 1126 will only activate once there is at least one prod-
uct in the user’s virtual shopping cart.
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[0147] At any time, a user can view or modify his profile
(e.g., delivery address and phone number, or payment infor-
mation) by pressing the “Profile” icon 1128 or the “Profile”
button 1130. The user can also track orders that were placed
previously by pressing the “track” button 1132. In some
examples, store information (e.g., store address, phone num-
ber, website, or email) and delivery information 1133 is pre-
sented. To search the available products, the user can press the
search icon 1134. A search field 1135 as shown in FIGS. 11D
and 11E may appear that allows the user to type in search
terms 1136 (such as keywords or parts of keywords, product
numbers, or brands). In some implementations, the user is
able to search for products 1102 listed within a certain tab
1104,1106,1108, 1110, or 1112. In some implementations, a
touchscreen keyboard 1137 pops up when the user places his
cursor on or presses on search field 1135. The user can type in
search terms 1136 using touchscreen keyboard 1137, and
press the “search” button 1138. A list of products 1102 that
correspond to the search terms 1136 will be displayed. The
user can cancel the search by pressing the “cancel search”
button 1140.

[0148] In some examples, individual product offerings are
highlighted or emphasized. For instance, a highlighted prod-
uct 1142 may be a popular product (e.g., most purchased item
or highest ranked item), or a brand owner may pay to have a
product highlighted. Highlighted products may appear in
search results, or in any other list of products (e.g., in the list
of products under the “beer” tab 1106).

[0149] In some cases, in addition to being listed with other
products 1102, products may also be featured a second time in
a separate banner 1144. Users may be able to purchase the
featured item from the list of products, or from the separate
banner 1144. The separate banner 1144 may be populated
based on brand campaigns or a user’s purchase history.
Advertisements could include microtext, such as 140 charac-
ters of microtext displayed at the top of certain screens. In
some examples, brand owners may buy the rights to the 140
characters of microtext.

[0150] Insome implementations, a user can get more infor-
mation about the product featured in the separate banner 1144
by pressing on the separate banner 1144, or by selecting a
featured product tab. In some examples, the user may be
brought to a featured product page, as shown in the screenshot
4900 in F1G. 49. The featured product page may contain more
information about the featured product, including a descrip-
tion 4902 or an image 4904 of the featured product. The user
may be ableto add the featured product to his virtual shopping
cart directly from the featured product page by pressing the
“add to cart” button 4906.

[0151] FIGS. 12A-12B shows a screenshot 1200 of a user
application on a mobile device for some implementations of
the system after the user selected the “brand” tab 1114 shown
in FIG. 11A. The user is presented with a list of brands 1202.
The list is comprised of brands whose products are available
at the store that has exclusive rights to the user’s territory. By
pressing the brand 1202, the user can see a listing of all
available products for the selected brand. By pressing the
“brand page” button 1204, the user can be directed to the
brand page, described below. In some cases, the separate
banner 1144 visible in FIG. 11 A canalso be seen in the brands
screen shown in FIG. 12A. In some cases, the brand of the
product featured in the separate banner 1144 may be marked
or highlighted in the list of brands 1202. For instance, the
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brand name may be highlighted, underlined, italicized, or in
bold or it may be flanked by brand images 1206.

[0152] By adding the product featured in separate banner
1144 to the user’s virtual shopping cart, the user may be
rewarded with priority shipping, as shown in the “thank you”
notification 1208 in the screenshot 1200 in FIG. 12B.
[0153] By pressing the “brand page” button 1204 shown in
FIG. 12A and FIG. 12B, the user can be directed to a brand
page, an example of which is shown in FIG. 50. Brand pages
are described in more detail below. Brand pages can provide
information about a certain brand owner, highlight certain
products offered by a brand owner, or contain advertisements
for the brand. Brand pages can be maintained by the host, the
brand owner, a public relations firm, or any party, and they can
include text, images, video and sound. For example, in the
example Bacardi brand page shown in FIG. 50, the user can
view a video 5002, or can press the “check out this product”
button 5004 to view more information about a Bacardi prod-
uct and purchase that product.

[0154] In some implementations, all (or multiple) tabs
show lists of brands, and the user can only see the individual
products when the brand is selected. For instance, when the
user presses the beer tab 1106 shown in FIGS. 11A and 11B,
he may be presented with a list of brands that have associated
beer products. To see the individual beer products associated
with a certain brand, he may have to select that brand. For
instance, the user may be presented with a list that includes
“Budweiser,” “Miller,” and “Coors.” If the user wants to pur-
chase “Bud light,” he will have to select “Budweiser” from
the list to see the individual Budweiser products.

[0155] FIG. 13 shows a screenshot 1300 of a user applica-
tion on a mobile device for some implementations of the
system after the user has selected the “info” button 1116 or
the “info arrow” 1118 shown in FIGS. 11A and 11B. Infor-
mation provided can include the brand icon 1302 (e.g., a
trademarked brand image), the quantity of the product 1304,
the type of alcohol 1306, the count price 1308, a picture of the
product 1310, or a description of the product 1312. In some
examples, different or additional information may be avail-
able about the brand or the product.

[0156] FIG. 14 shows a screenshot 1400 of a user applica-
tion on a mobile device for some implementations of the
system after the user selected the “Profile” icon 1128 or the
“Profile” button 1130 shown in FIGS. 11A and 11B. The
profile tab 1402 can include user information 1404 (such as
the user’s full name, email and password), delivery informa-
tion 1406 (such as delivery address and delivery phone num-
ber), billing information 1408 (such as the billing address and
billing phone number) and the application’s stored location
information 1410. The stored location information can
include a collection of previously entered delivery locations.
For instance, a user may have a location “office,” another
location “home.” and another location “lake house.” The user
will not have to re-enter delivery addresses. The user may edit
each information section 1402, 1406, 1408, and 1410 by
pressing the “edit” button 1412 next to the information the
user wishes to edit. For instance, the user may be able to edit
the addresses for stored locations, or select a new default
address.

[0157] By pressing the “back™ button 1414, the user is
returned to the product listing screen, such as those shown in
FIGS. 11A-E. The user can also log-out by pressing the
“logout” button 1416. From this screen, the user can press the
“My orders” tab 1418 (to view the user’s order history, per-
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haps including all previously purchased products), the “loy-
alty” tab 1420 (to view information about brand loyalty, store
loyalty, or host loyalty) or the “About” tab 1422.

[0158] In some implementations, there are 3 types of loy-
alty programs: brand, store, and host. A user may be able to
track metrics associated with the different loyalty programs,
and may have the ability to earn rewards. For instance, a user
may be able to track his store loyalty by tracking the number
of orders the user has placed at a given store. In some
examples, once the user has made 10 separate completed
orders from Store J, the user is offered “X.” “X” may be a free
delivery, discounted products, or the ability to choose from
free merchandise (e.g., products adorned with the store’s logo
or products from the host). Similar programs may be imple-
mented for brands and the host. The loyalty programs can be
based on totals (e.g., total quantity or total purchase amount),
and the rewards can be the same or different under the differ-
ent loyalty programs.

[0159] FIG. 15 shows a screenshot 1500 of a user applica-
tion on a mobile device for some implementations of the
system after the user selected the “About” tab 1422 shown in
FIG. 14. From this screen, the user can read an “about us”
section 1502, for instance describing who, where, why, how
and when the host company (or organization) or the retail
store or the brand was started. The “about us” section 1502
may also include information for people looking to join the
host company, brand or retail store, people who have ideas for
how to improve the user application or the services offered via
the user application, or for stores, brands or others (e.g., other
advertisers) looking to become a part of the system. Users
may also be able to view host company, brand or retail store
contact information 1504.

[0160] Once a user has finished adding items to his virtual
shopping cart, he can check out by pressing the “Checkout”
button 1126, as shown in FIGS. 11A-D. As shown in the
screenshot 1600 in FIG. 16 A, in some examples, the user can
be presented with a special offer advertisement (here, a “free
delivery deal) 1602 offering, for instance, the user free deliv-
ery in exchange for the user, e.g., adding another product to
his cart. In some cases, the user may be asked to purchase one
more of an item already in his virtual shopping cart. In some
cases, the user may be asked to purchase a product not already
in his virtual shopping cart. In some cases, the user will be
offered free delivery in exchange for exchanging an item in
his cart for another item (e.g., the same product in a larger
quantity (e.g., 1 Liter instead of 500 mL), or a product of a
different brand (e.g., a six-pack of Amstel Light instead Bud
Light)).

[0161] Insome cases, the user may be offered free delivery
for providing the contact information of other potential cus-
tomers, or for removing a competitor’s product for his virtual
shopping cart. In some cases, the user is offered free delivery
in exchange for filling out a survey, uploading a picture of the
user drinking a certain brand’s products, or performing any
task. In some examples, the user is offered free delivery in
exchange for changing the delivery address (e.g., accepting
delivery at a location closer to the retail store or at a location
that is easier to get to for the driver). For instance, the user
may be offered free delivery if he accepts having his items
delivered to the Harvard Square train station, instead of a
location within Harvard Yard that would require the driver to
park and walk. In some examples, a special offer may offer
discounted or reduced delivery fees instead of free delivery,
free or discounted delivery for future purchases, or free or



US 2015/0186963 Al

discounted delivery for a friend or another user. In some
examples, a special offers offered at check-out (or at any time
during the user’s interaction with the user application, mobile
app or website) may (instead of or in addition to being a free
delivery deal) offer free products or discounted products in
the current order, or in a future purchase. For instance, the
user may be offered a free bottle of Coca Cola in exchange for
adding another bottle of rum to his virtual shopping cart. The
user can accept the free delivery deal (or any special offer) by
pressing the “add item” button 1604, or can reject the free
delivery deal by pressing the “no thanks” button 1606.

[0162] FIG.16B shows a wireframe 1607 of a special offer
offered at any time (or, specifically, a free delivery deal
offered at checkout), for some implementations of the system.
In some examples, the free delivery deal, or other special
offer, pops up once the user clicks the “Checkout” button
1126, as shown in FIGS. 11A-D. The pop-up may contain the
title of the ad 1608, and a byline 1610 for more information
about the special offer. An image 1612 may be displayed,
which can be unique to that special offer (e.g., Bacardi’s logo,
because Bacardi is paying for the special offer) or common to
all special offers or a subset of special offers (e.g., a delivery
truck is shown for all free delivery deals). The product 1614
related to the special offer is described or pictured. For
instance, product 1614 may be the product the user must add
to his virtual shopping cart to receive free delivery. The price
1616 associated with adding the product 1614 (or otherwise
accepting the special offer) is also displayed. The advertise-
ment may include dynamic buttons, such as an “add to cart”
button 1618 (which allows to the user to accept the special
offer and add the product 1614 to his virtual shopping cart)
and a “no thanks” button 1620 (which the user can use to
decline the special offer). If the user selects the “no thanks”
button 1620, he may be taken to a checkout screen, for
instance a screen showing the products in the user’s virtual
shopping cart. In some cases, a “checkout” button 1622,
which takes the user directly to a checkout screen, is blocked
while the special offer ad is active.

[0163] FIGS.17A-C show several screenshots 1700 of user
applications on a mobile device for some implementations of
the system after the user selected the “Checkout” button 1126
shown in FIGS. 11A-D, and, if applicable, accepted or
declined the free delivery deal (or any deal) shown in FIG. 16.
In some examples, the store information 1702 is displayed at
the top. The store information 1702 names the store that is
completing the user’s order. The “cart items” section 1704
lists the products and quantity of products that are in the
user’s virtual shopping cart and the price for each product. If
several of the same products are ordered, the total price for all
those products may be listed. The total purchase price 1706
for the entire order is displayed. The delivery fee 1707 may
also be displayed. In some cases, the delivery fee is a percent-
age of the purchase order price. In some cases, the delivery fee
is a flat rate (e.g., $1, $5, $10, or any other sum). In some
examples, the delivery fee may be waived (e.g., if the user
accepts the free delivery deal or if the store, brand, or the host
is offering a special promotion with free delivery). In some
examples, delivery may be flagged for priority deliver, for
instance if the user adds to his virtual shopping cart a product
featured in the separate banner 1144 (shown, for instance, in
FIG. 11A). Priority delivery can mean that the user’s order is
moved to the top of the delivery list for a given store. For
instance, if there are five previous orders to be delivered, the
user’s order will be moved to the top of the list. In some cases,

Jul. 2, 2015

the user’s billing information 1708 (such as the user’s or
payer’s full name, billing phone number and billing address)
and the delivery information 1710 (such as the person accept-
ing delivery’s full name, the delivery phone number and the
delivery address) are also displayed. The user may have the
opportunity to change the billing information or delivery
information by pressing the “change” button 1712 next to the
information the user wishes to change. In some examples, the
payer, the person placing the order using the user application
or the person accepting delivery are not the same people. The
user can place the order by pressing the “place order” button
1714. In some cases, the user can see the approximate deliv-
ery time 1716 (e.g., “Delivery will be made at 5:15 pm,” or
“Approximate Delivery Time: 1 hour”). The delivery time
may be based on the user’s distance from the store, the user’s
distance from the driver’s current location, the user’s distance
from other customers, the number of purchases made by all
customers or other factors. The user can go back to a previous
screen by pressing the “back” button 1718.

[0164] Insomeexamples,the user is presented with a warn-
ing 1720 that reads, for instance, “You must be 21. ID will be
checked upon delivery.” In some examples, there is a notifi-
cation 1722 that reads, for instance, “By logging in or regis-
tering your agree to our terms of service here.” By pressing
the “here” button 1724, the user is taken to the application’s
terms of service.

[0165] Insome examples, once the user presses the “place
order” button 1714 (shown in FIG. 17), the user is presented
with an end user licensing agreement (EULA), as shown in
the screenshot 1800 in FIG. 18. For instance, the user can be
required to confirm and agree to the following:

[0166] 1.1am over the age of 21.

[0167] 2. Iwill not provide alcohol delivered to minors.

[0168] 3. Iwill be at the address when the driver arrives.

[0169] 4.1 will show my valid ID to the driver.

[0170] 5. I will show the processed credit card to the
driver.

[0171] 6. I agree to an authorization charge (e.g., a
restocking fee) on my account while the order is in
progress.

[0172] 7.1 understand the delivery time estimate is no

guarantee of delivery time.

[0173] 8. Iunderstand that if I place my order while the
store is closed or after stated delivery hours my delivery
may arrive the following day.

[0174] 9. I understand there is a restocking fee of X
amount or Y percentage if the delivery is declined by the
driver for any reason.

[0175] In some examples of our system, the user will be
unable to place his order, and therefore unable to have his
items delivered, until he presses the “agree and submit™ but-
ton 1802, indicating that he confirms and agrees to the terms
of the EULA.

[0176] FIG. 19 shows a screenshot 1900 of a user applica-
tion on a mobile device for some implementations of the
system after the user selected the “agree and submit” button
1802 (shown in FIG. 18). The user may be presented with a
“thank you” message 1902, that may include, among other
things, confirmation that the order has been submitted, notice
that the user may expect a receipt or invoice for the order in his
email inbox, notice that the user may track his order using the
user application, or contact information in case the user has
any questions about his order. In some cases, once an order is
placed, the user’s screen may lock and, within the user appli-
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cation, only allow the user to track his order. The user may
press or select the “track order” button 1904 to track his order.

[0177] FIGS. 20A-20G show screenshots 2000 of user
applications on a mobile device for some implementations of
the system. In these tracking screens, the user is able to track
the delivery of his order. The user may be presented with a
delivery map 2002 with an icon indicating the location of the
driver 2004 and an icon indicating the location of the user (or
location of delivery) 2006. Status icons 2008 may indicate the
status of the order—for example, paid (e.g., payment and
order received and order is processing), authorized, loading
(the vehicle is being loaded with the products that the user
ordered), enroute (the driver is on the way to the delivery
address), outside (e.g., the driver is outside delivery address),
verifying ID, complete (order has been successfully delivered
and paid for), refunded or partially refunded. An “order sta-
tus” field 2010 may also inform the user of the order status. In
some examples, when a driver updates his driver application
(e.g., to change the status on the driver application from
“loading” to “enroute”), the order status icons 2008 or the
“order status” field 2010 may automatically update. In some
examples, the icon indicating the driver’s location updates
only when the driver updates his status on the driver applica-
tion. Insome cases, as in FIG. 20 A, the user may be able to see
the name of the driver in the “driver name” field 2012. The
user may be given the contact information for the store 2014
or the contact information for the host 2016. In some cases,
the user is given the contact information for the driver or the
brand owner. The user may be able to contact the store or the
host if there is a problem or the user has a question. In some
cases, like in FIG. 20B, the user may be able to see comments
from the driver in the “driver comment” field 2018 (e.g., “be
there in 5”). The user may able to able to review his order by
pressing the “review order” button 2020 (e.g., to see the
products ordered, the purchase price, and the time the order
was submitted). In some cases, once an order is complete
(e.g., the “order status™ field reads “complete”), the screen
unlocks and the user can place another order at any time.
FIGS. 20C and 20D show examples of tracking screens with
order status icons 2008 and the “order status™ field 2010
indicating that the order is being loaded (FIG. 20C) and on its
way to the user (FIG. 20D). FIGS. 20E and 20F show
examples of tracking screens with order status icons 2008 and
the “order status™ field 2010 indicating that the driver has
arrived and is outside the delivery address (F1G. 20E) and the
driver is in the process of checking the customer’s ID (FIG.
20F). FIG. 20G shows an example of a tracking screen with
the order status icons 2008 and the “order status” field 2010
indicating that the order is complete.

[0178] Insome cases, oncethe orderis complete, the useris
taken to a rating screen, as shown in the wireframe 5300 in
FIG. 53. The user may be told the driver’s name or ID number
5302. The user may be asked to rate the user’s experience for
this order. For instance, the user may be asked to rate the
user’s experience by selecting a certain number of stars 5304
(one to five, with one being the worst and five being the best).
Ifthe user does not wish to rate the user’s experience, he can
press the “skip” button 5306. If the user wishes to rate the
user’s experience, he selects a certain number of stars 5304
and presses the “submit” button 5308. In some implementa-
tions, the user will not be given the option to skip the rating
step, and will be forced to rate the order before being able to
place another order. The user may be presented with host or
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store contact information, such as host email 5310, to submit
further comments about the order experience, the driver, the
store, or the products.

[0179] The store manager application and store delivery
application (collectively sometimes referred to as the “retail
store terminal application,” which can be one or two or more
applications or websites) may be used to manage inventory,
set prices, capture customer data, and manager customer
refunds. Later we will refer to a point-of-sale system or point-
of-sale terminal that may include features of the store man-
ager or store delivery applications or both. When we use the
phrase store terminal application we are referring in a broad
sense to any such application that may be running on a device
in a store whether or not it has the selling capabilities that are
often associated with point-of-sale terminals. The retail store
terminal application (e.g., a secure website or an application
onaniOS or android operating system) can help the host work
with individual liquor stores (or stores in any industry) to sell
their products on the host’s platform. The host can create
accounts for liquor stores that have licensed exclusive areas or
territories, and can attach their bank accounts for direct
deposit directly from a third party payment processor. The
host can set the stores’ addresses in their system, and set the
stores’ licensed service ranges (e.g., the size of the licensed
territory). Store managers can log-in to the retail store termi-
nal application, add inventory, adjust prices, review orders,
track drivers, and interact with their customer metrics. If a
delivery is unsuccessful, store managers will be able to refund
each customer, less the agreed upon restocking fee, from this
application as well.

[0180] The terms “store managers,” “store owners” and
“store employees” are used interchangeably. The use of any
one term implies the use of all terms, and includes any agents
or representatives of a store (or any entity, group of entities or
individual selling products or services), store managers, store
owners, and store employees, and any managers, owners,
employees, agents and representatives of any parent compa-
nies or subsidiaries of a store (or any entity, group or entities,
or individual selling products or services). FIG. 21 is a func-
tional block diagram of retail store terminal application for
some implementations of the system. In step 2100, the store
manager updates the store inventory information, including,
for instance, the product names, the product prices, and the
quantities of products in stock. In step 2102, the inventory
information is sent to the host servers. When a user within the
store’s territory signs up or logs-in to the user application, the
user is presented with some or all of the product information
entered by the store manager. For instance, the user may see
the products and prices in the selection screens in the user
application, such as those shown in FIGS. 11A-D.

[0181] When auser places an order, the retail store terminal
application receives some or all of the order information (e.g.,
customer name, delivery address, delivery phone number,
and products ordered) (step 2104). In step 2106, the store
manager, through the retail store terminal application, can
manage or update orders. For instance, the store manager can
change an order status, for instance to indicate when a product
is loading or enroute, or when an order is complete (delivered
and paid). The store manager may be able to override any
order status entered by the driver in the driver application. In
some examples, the store manager can also issue refunds or
partial refunds through the retail store terminal application.
[0182] The retail store terminal application may receive
customer and ID information (e.g., customer name, date of
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birth, state of residence, state of ID issuance, date of ID
issuance, and ID expiration) when the driver scans a custom-
er’s ID (step 2110). The retail store terminal application may
also receive notice, and notify store managers, when pay-
ments are authorized or processed (step 2112). For instance,
athird party payment processor may notify the store manager
(through the retail store terminal application) when the non-
refundable restocking fee has been authorized on the user’s
credit card, or when auser’s purchase has been paid in full and
the funds have been transferred to the store’s bank account.
[0183] Insome examples, once a delivery is made through
the system, the host servers may automatically update the
store’s inventory information to reflect the sale (step 2114).
For instance, the store manager may have initially indicated
that 5 bottles of Absolut vodka were in stock. If one was
delivered, the host server may update the inventory to 4
bottles.

[0184] Insomeexamples, the store manager may be able to
view, manipulate and share various metrics and customer
information (step 2116). The various metrics are described in
detail below.

[0185] Insomeexamples, the store manager may be able to
design and implement advertising through the retail store
terminal application (step 2118). For example, by creating
advertising campaigns for the user application, store manag-
ers may be able to tailor advertising to target certain custom-
ers (e.g., certain demographics), certain geographic loca-
tions, certain periods of time (e.g., times of day, days of the
week, days of the month, or specific seasons), certain prod-
ucts, or certain brands, or combinations of them. In some
cases, any of the advertising tools available to the brand
managers (described below) may be available to the store
managers. Advertising may be viewed by customers, poten-
tial customers, retail stores, brand owners, wholesalers and
distributors. Advertising may be developed for the user appli-
cation (so that users see the advertising when the sign-up or
log-in to the user application), or the advertising may be
developed for other media (e.g., billboards, print advertising,
email, or websites).

[0186] In some cases, the retail store terminal application
does not have an integrated ID guidebook application or ID
verification software (as described below for the driver appli-
cation). In some cases, the retail store terminal application
does include an ID guidebook application or ID verification
software, or both. In some cases, an ID guidebook application
and ID verification software are available to the store manager
onadifferent device from the retail store terminal application.
[0187] Different or additional functions, or combinations
of functions, may be available in various implementations of
the system. For instance, the retail store terminal application
may include a message board that allows the store to commu-
nicate with the host, brand owners, other stores, or other
participants.

[0188] FIGS. 22A-E show screenshots 2200 of retail store
terminal applications on a mobile device for some implemen-
tations of the system. The store owner, manager or employee
(sometimes all referred to as “the store manager”) can view
the store’s inventory (e.g., some or all of the consumer prod-
ucts the store has in stock). The products 2202 are presented
in alist. FIG. 22 A shows many products 2202 listed. FIG. 22B
shows four products 2202 listed. FIG. 22C shows two prod-
ucts 2202 listed, and FIG. 22D shows an empty inventory list
(no products 2202 listed). The store manager can view all the
products in stock by pressing the “all” tab 2204. The store
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manager can also view subsets of inventory. The store man-
ager can view all beer products in stock by pressing the “beer”
tab 2206, all liquor products in stock by pressing the “liquor”
tab 2208, all wine products in stock by pressing the “wine”
tab 2210 and all other products (e.g., mixers, lemons, napkins,
snacks, etc.) by pressing the “extras” tab 2212. In some
examples, different or additional tabs or other combinations
of'tabs are available. The store manager can view and change
the unit price for the products by changing the number in the
“price” field 2214. The store manager can view and adjust the
number of each product remaining in stock (the inventory
remaining) by changing the number in the “inventory remain-
ing” field 2216. The store manager can view and edit more
information about the product by pressing the “more” arrow
2218. Furthermore, the store manager may see inventory
alerts 2220. For instance, the store manager could get an alert
that the amount of a certain product in stock is low (inventory
remaining is low).

[0189] FIG. 22E shows a screenshot 2200 of a retail store
terminal application on a mobile device for some implemen-
tations of the system. The store manager may see this screen
after the store manager has pressed the “more” arrow 2218
shown in FIGS. 22A-C. From this screen, for a given product
2202, a store manager can update and edit the name of the
product in the “name” field 2222, and the type of the product
in the “type” field 2224 (e.g., liquor, beer or wine). The store
manager can also view and edit the “price” field 2214 and the
number of the product remaining in stock (the inventory
remaining) in the “inventory remaining” field 2216. In some
cases, the store manager can only view the “price” field 2214
and “inventory remaining” field 2216 in the screens shown in
FIGS. 22A-C, and must enter a screen like that shown in FIG.
22E to enter or edit the numbers in field 2214 or 2216. In other
cases, the store manager can enter and edit the numbers in the
fields 2214 and 2216 in both screens. The store manager can
also view, enter or edit a description of the product in the
description field 2226, and view, delete, or upload a photo of
the product by pressing the “add a product picture” button
2228. Changes made in this screen can be saved, and imme-
diately viewable on user applications in the store’s territory,
by pressing the “Press to update” button 2230. In some
examples, the store manager may have to take an additional
step (e.g., go to another screen and authorize the changes)
before any changes are uploaded to the host server or avail-
able on the user application.

[0190] In some examples, the products 2202, the product
prices 2214 and product descriptions entered by the store
manager are the products, produce prices and product
descriptions shown to users in the store’s territory in the user
application. In most cases, the users will not be able to see the
quantity of products in stock, such as the number in the
“inventory remaining” field 2216. However, in some cases, if
the number in the “inventory remaining” field 2216 is zero for
a certain product, that product will not appear in the user’s
selection screen in the user application (e.g., the screens
shown in FIGS. 11A-D). In other cases, that product may
appear in the user application, but may include an “out of
stock™ notice, or some indication that the product is not cur-
rently available in the store’s inventory. In some examples,
the user may be able to request an out-of-stock item, and may
be informed (e.g., via email or SMS text, or via a pop-up
notice the next time the user logs-in to the user application)
when the product is back in stock (e.g., when the store man-
ager sets the “inventory remaining” field to a number greater
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than zero). In some examples, products may be presented to
the user even if they are not in stock in the store, and the store
may be given the authority to fulfill an order for out-of-stock
products by delivering other similar products.

[0191] In some examples of the system, the host may also
want to be able to quickly and efficiently update additions and
subtractions from a store’s inventory, as well as update that
inventory with any orders delivered through our system. One
example of such a capability involves the host using a VPN to
gain access into a store’s computer system. A script could be
written that allows for the host’s inventory system to auto-
matically enter the inventory files for each store, remove the
required file(s), and upload it to the host’s servers. Once the
file(s) has been pulled to the host, it is updated with all of the
orders since the last update, and the host’s system is updated
with new counts for all existing in-store inventory items.
Once complete, the host could push the required file(s) back
to the stores’ systems so that the stores’ files can be updated
or replaced. This process can happen at a specified time
interval (e.g., every minute, hour, twice daily, once daily), or
can occur after a specific number of transactions (e.g., after X
number of sales through the user application) have taken
place.

[0192] FIGS. 23A-D show screenshots 2300 of retail store
terminal applications on a mobile device for some implemen-
tations of the system. In FIGS. 23A and 23B, the indicators
2302 show the location (and possibly the status, such as
payment authorized, driver enroute, or order completed
(“done™)) of orders on the map 2304. The indicators 2302
may show all orders submitted within a certain time period
(e.g., every order within the last 4 hours), or may show a
subset of orders (e.g., all wine orders), or a combination (e.g.,
all wine orders within the last 4 hours). The indicators 2302
may show orders for a group or chain of stores, or for an
individual store, or orders assigned to a particular driver. In
some examples, the location of each driver may also be indi-
cated. The location of the driver may be tracked using the
driver’s device and driver application. Depending on how
many drivers are working for a particular store, or logged-in
to the driver application, there may be more than one driver
shown on the map 2304. In some examples, the store manager
may be able to zoom in and out of different geographical areas
on the map 2304. By pressing the “center” button 2306, the
store manager may be able to center the screen on the indi-
cators 2302. The store manager can refresh the screen by
pressing the “refresh” button 2308. In some examples, if the
refreshed screen does not contain any order status updates, a
bar 2310 may appear to indicate that no order statuses were
updated.

[0193] An order tracking bar 2312 may provide informa-
tion on orders, such as the number of orders incomplete or
active, and the number of orders completed (e.g., within the
last 5 hours). The order tracking bar 2312 can contain infor-
mation about all orders for a particular store or group of
stores, or a subset of orders for a particular store or group of
stores (e.g., all wine orders, or all orders from a store in a
particular location, or all orders assigned to driver X, and may
be confined to a particular time period). The store manager
may be able to reset his screen to show the indicators 2302 for
only the newest orders (e.g., orders placed by users in the last
hour, or since the store manager last updated his screen) by
pressing the “newest” button 2314.

[0194] The store managers can select the “support™ tab
2316 to contact the host and get answers to frequently asked
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questions, select the “settings” tab 2318 to adjust the settings,
select the “stats” tab 2320 to see various metrics (described
below) (including, for example, average time to delivery, and
average time to delivery per driver), select the “orders” tab
2322 to see the details (including, for example, the name of
the customer, payment information or the products pur-
chased) of completed and incomplete orders, and select the
“inventory” tab 2324 to manage inventory (e.g., through a
screen like that shown in FIG. 22).

[0195] In some implementations, by selecting the “set-
tings” tab 2318, the store manager can choose what informa-
tion the store manager is displayed in map 2304. For instance,
the store manager can choose to only display information for
certain drivers, or for active (but not completed) orders. The
store manager may be able to select the type of indicator 2302
(e.g., pin or arrow), the color of the indicator 2302, the
appearance of the map (e.g., satellite or map view, or flat or
three dimensional), or additional or different options or com-
binations of them. By selecting the “settings” tab 2318, the
store manager may be able to update, reset or clear various
counters (e.g., a counter counting the number of orders com-
pleted). The store manager can update the store’s email
addresses for the store manager to receive receipts, update the
store manager’s username and password, or update other
information (e.g., store hours, store address, or store contact
phone number). In some implementations, from the “set-
tings” tab 2318, the store manager can update the information
that is shown to the user in the user application, such as the
store information and delivery information 1133 shown in
FIG. 11C.

[0196] FIG. 23C shows a screenshot 2300 of an example of
a retail store terminal applications on a mobile device for
some implementations of the system. FIG. 23C shows a sup-
port screen, for instance the screen presented when the store
manager selects the “support™ tab 2316 shown in FIGS. 23A
and 23B. The host’s contact information 2326 is displayed,
such as the host’s email and phone number. The store man-
ager can contact the host for support. In some examples of the
system, the store manager can view the answers to frequently
asked questions, or chat with the host from within the appli-
cation. In some examples, the store manager can view a brand
owner’s contact information, a wholesaler’s contact informa-
tion, or any other participants’ information (such as the con-
tact information for a governmental regulatory agency).
[0197] In screenshot 2300 shown in FIG. 23D, the store
manager may be able to edit and manager orders. Screenshot
2300 in FIG. 23D shows similar functionality to that shown in
the screenshots in FIGS. 27A-D (described in detail below).
The descriptions of FIGS. 27A-D also apply to FIG. 23D.
[0198] Insome cases, actions taken by the store manager in
the retail store terminal application may override actions
taken by the driver in the driver application. For instance, if
the driver indicates that an order is enroute, the store manager
may be able to change the status of the order to indicate that
the order is not enroute. In some cases, the retail store termi-
nal application allows the store manager to issue full or partial
refunds. For instance, as shown in FIG. 23D, the store man-
ager may be able to issue a full refund for a purchase by
pressing the “refund” button 2328, or may be able to issue a
partial refund (e.g., a refund for the full purchase price less the
restocking fee) by pressing the “partial” button 2330.

[0199] FIG. 24 shows a wireframe 2400 of the retail store
terminal application for some implementations of the system.
Button 2402 links to a profile page for the store’s driver,
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which can include a picture of the driver. There may be more
than one driver or driver page. The store manager can create,
edit, and delete these driver pages. Pin 2404 shows the driv-
er’s location on a map within the retail store terminal appli-
cation. Status indicator 2406 shows the driver’s status (e.g.,
loading or en route). Graph 2408 may be a volume metric
graph, which displays the volume of orders using stored met-
rics (discussed below). Subgroups 2410 and 2412 show the
volume of orders for specific subgroups (e.g., subgroup 2410
could be the amount of Bud sold, and subgroup 2412 could be
the amount of Coors sold). Indicator 2414 shows the selected
or activated filter used to generate the display in graph 2408
(e.g., showing the volume of orders per brand, or the volume
of orders per day, month, year, zone or demographic, among
others). In some implementations, more than one filter may
be activated at a time (e.g., the store manager may view the
volume of orders per brand per day). Button 2416 is the filter
select menu, allowing the store manager to change the filter or
filters displayed in graph 2408.

[0200] Map 2420 can show various metrics (e.g., in the
form of a “heat map”). “Define new zone” button 2418 allows
the store manager to define a geographic zone or territory on
the map 2420 (e.g., by using a mouse, drawing with his finger
on a touchscreen, or by typing in a zip code or the streets
defining a zone) to view metrics within that geographic zone
or territory. Map 2420 can show metrics by predefined zones
orby zip codes (e.g., by zip code areca 2424). The defined zone
2422 that was defined by the store manager after pressing the
“define new zone” button 2418 may be overlaid on the map
2420.

[0201] Insomeimplementations, the store manager may be
able to view a list of the active orders. “Order detail” field
2426 may show the details of the active orders (e.g., the name
of the customer, the products ordered, or the delivery
address). A store manager may be able to select active orders
or batches of active orders using the “select” button 2428.
“Order control” button 2430 may allow the store manager to
edit, refund, or void the selected orders or batches of orders.

[0202] Insome implementations, a store manager can view
and manipulate various metrics based on consumer demo-
graphic data or consumer purchasing data. In some examples,
it is important to show stores, brands owners, and others (e.g.,
investors) graphical representations (including maps, charts,
animations, pictures, diagrams and other visualization) of all
these metrics. This is because, generally, it is easier for the
average person to understand the metrics in graphical form.
This is especially true for viewing changing metrics over time
(e.g., the change in average total transaction amount per day
over a monthly time frame).

[0203] For instance, the store manager may be able to view
various turnover metrics, like transactions per period (e.g.,
transactions per day, per week, per month, or per day of the
week). The store manager may also view transactions per
product. Transactions per product metrics could be based on
general product types (e.g., beer, liquor, or wine) and more
specific product types (e.g., light beer, vodka, or Cabernet
Sauvignon). Transactions per product metrics could also be
based on brand (e.g., Budweiser, Bacardi, or Twenty Bench)
or product price (e.g., number of $40+ transactions, or num-
ber of $20-$40 transactions). The store manager can view
metrics for the number of transactions per specified time
interval (e.g., number of transactions from 3 pm-6 pm) or the
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number of transactions based a demographic variable (e.g.,
number of transactions based on gender, age, or place of
residence).

[0204] In some examples, store managers could also view
margin metrics, like the average total transaction price or the
average total transaction price for a specific time interval
(e.g., comparing the average transaction price between 3-5
pm and 5-7 pm). The latter may be especially helptful for
stores that want to make their own daily deals within the user
application. By identifying the slow periods, stores can focus
on encouraging sales (or larger sales) during those periods. In
the alcohol distribution industry, this is even more important
because in some locations sellers (e.g., retail stores, bars, and
clubs) cannot legally use GroupOn or similar schemes for
alcohol. In some states, like Massachusetts, it is illegal to
discount alcohol during certain hours. However, loyalty
points, or other, non-alcohol-based incentives, can be offered
as time-based advertisements. In some implementations of
this system, retail stores can legally pin-point slow time peri-
ods and offer promotions based on time that are not directly
related to the price. For example, the store can offer loyalty
points for purchases during certain slow time periods.
[0205] The store managers could also view margin metrics
like average total transaction price per product type. Again,
these metrics can be based on general product types (e.g.,
beer, liquor, or wine), more specific product types (e.g., light
beer, vodka, or cabernet Sauvignon), or brand (Budweiser,
Bacardi, or Twenty Bench).

[0206] The store manager may also be able to see maxi-
mum transactions (e.g., most money spent on a single order,
or most products purchased in a single order) and minimum
transactions. Maximum and minimum transactions can be
determined overall, or per demographic variable, time period,
time interval, product type or brand. The store managers
could also view the cost per transaction, including delivery
cost and margin information where available. In some imple-
mentations, these metrics would appear in a screen like that
shown in FIG. 24.

[0207] Delivery metrics may also be available, including
the average delivery time per order, the average delivery time
per order in a specified time interval, the average delivery
distance, the maximum delivery distance and the minimum
delivery distance.

[0208] Insome examples, these metrics are displayed under
the “stats” tab 2320 (like that shown in FIG. 23). In some
examples, these metrics are displayed in graphical form. In
some examples, the metrics can be displayed in lists, in
spreadsheets, graphically or using any other method of visu-
alization. In some examples, the metrics can be displayed as
they change over time (e.g., average sales from 5 pm-7 pm
over a month time frame). In some examples, the store man-
agers will be able to easily share the metrics with other store
managers, owners or employees, investors, advertisers, cus-
tomers, or others.

[0209] A block diagram overview of the driver application
or website functionality for an example of liquor delivery is
shown in FIG. 25. The driver application can, in some
examples, be loaded on a driver device which, for example,
can consist of an iPhone and an attached scanner. In addition
to the driver application or integrated into the driver applica-
tion, there may be an 1D guidebook application and 1D veri-
fication software. In some implementations, the ID guide-
book application and ID verification system may contain
overlapping or similar information.
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[0210] When the consumer places an order, the liquor store
may be notified immediately through the store delivery appli-
cation. In some examples, once received, the order, contain-
ing the customer’s selections with a name, address, and phone
number, is filled and delivered by the stores. This is accom-
plished, in part, by the driver using the driver application.
[0211] Instep 2500, the driver logs-in to the system, and in
step 2502, the application populates the list of outstanding
orders. In some cases, orders are retrieved with a “GetStore-
Orders” call to the host server (which, in some implementa-
tions, is a cloud-based server with connections to a database
server described below). In some examples, the orders are
already in process or authorized by the third party payment
processor, and that status is stored on the host server. A
reference to the transaction ID on the third party payment
processor gateway may also be kept, but these references may
not be visible to the driver application. In some examples, all
calls are sent via HTTP post to the server which processes the
requests and sends back JSON objects with the appropriate
data. The client (driver application) parses this data and dis-
plays the orders in a scrolling table-based view.

[0212] Insome examples, each order is listed with 8 poten-
tial statuses—(1) Authorized, (2) Loading, (3) Enroute, (4)
Outside, (5) Verifying ID, (6) Complete, (7) Refunded and (8)
Partially Refunded. In some cases, the driver application has
the ability to freely change the order status between the first
six statuses. In some examples, the retail store terminal appli-
cation can designate the final two statuses of Refunded and
Partially Refunded.

[0213] In step 2504, the driver is presented the order infor-
mation. This can include the products that the user ordered,
the user’s full name, and the delivery address, among other
things. In some examples, the driver is given turn-by-turn
directions to the delivery address.

[0214] In step 2506, the driver application is notified that
the credit card has been authorized. In some examples, this is
authorization for the amount of the non-refundable restock-
ing fee. The authorization notification may occur earlier in the
process, before the driver logs-in. In some cases, the autho-
rization occurs when the user completes the ordering process
through the user application.

[0215] In step 2508, the driver application is notified that
the products ordered are being assembled and loaded onto the
driver’s vehicle. In some examples, the driver assembles and
loads the products. In other examples, another individual or
group of individuals assemble and load the products. In some
examples, the products are already loaded (e.g., if the delivery
vehicle is pre-loaded with a supply of most of the store’s
product offerings, or the most popular product offerings). In
some cases (e.g., for the delivery of services), loading is not
necessary. In some implementations, push notifications are
sent to the customers when this step is begun, when this step
is in process, or when this step is completed.

[0216] In step 2510, the driver application is notified that
the driver is enroute to the delivery address. In some imple-
mentations, push notifications are sent to the customers when
this step is begun or in process.

[0217] In step 2512, the driver application is notified that
the driver is outside the user’s delivery address (e.g., outside
the house). When the driver is outside, the driver application
may send a push notification to the customer (step 2514).
[0218] In step 2516, the driver application is notified that
the driver is verifying the customer’s ID. Characterizing,
verifying and authenticating the customer and customer 1D
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can involve the use of other pieces of software, such as an ID
guidebook application and ID verification software (de-
scribed below). The driver may confirm that the name
matches the order and, in some examples, verify the custom-
er’s age. In some cases, the ID scanner will record informa-
tion such as the state of license issuance, or the date of
issuance or expiration, or the customer’s name, address, age,
date of birth, or gender information.

[0219] Generally, provided it is a valid ID and matches the
name of the customer, the customer is provided with his
products. However, in some examples, it is within the discre-
tion of the driver to complete the order, or to refuse delivery.
If the order is completed, the driver application receives a
“done” or “complete order” notification (step 2520). In some
examples, once the driver taps “Done” in the driver applica-
tion, the remaining balance is processed by the payment
processor, and the sale is complete. If the driver cannot locate
the user, the user is having a raucous party, the user’s ID is
fake, the name on the ID doesn’t match the name of the user’s
stored credit card, or for any other reason, the driver may tap
“decline” in the driver application, and the driver application
receives a “decline offer” notification (step 2522). Once the
driver selects “decline,” the delivery of the order is unsuc-
cessful and voided by the driver. In some cases, the customer
will receive a refund for his transaction less a restocking fee.
This restocking fee may be important, especially in the alco-
hol distribution industry, because it discourages underage
customers and covers the costs associated with a failed deliv-
ery. In some cases, the customer may receive no refund, or
may receive a full refund.

[0220] In some examples, when the appropriate “Update-
Order” call is executed, the server processes the necessary
transactions with the third party payment processor, sends out
push notifications to the driver and user and, upon order
completion, alters the transaction’s state on the third party
payment processor gateway from Authorized to Processed.
An “UpdateOrder” call with “Refund” or “PartiallyRefund”
as the status will execute the subsequent call on the third party
payment processor gateway and return monies to the cus-
tomer.

[0221] The results of the sale (e.g., whether the order was
completed or whether the order was incomplete) can be sent
to the other participants, such as the host or the store (step
2524).

[0222] In some examples, at the end of the process, the
driver is then asked to rate the customer. The driver then can
proceed to start the process again for the next order.

[0223] FIG. 26 shows a screenshot 2600 of a driver appli-
cation for some implementations of the system. Screenshot
2600 shows a log-in screen where the driver is asked to enter
his name in the “name” field 2602, his driver ID in the “driver
1D” field 2604, the store 1D (to identify the store from which
the deliveries are made) in the “store ID field” 2606, and the
store code or password in the “store code” field 2608. Once
the fields 2602, 2604, 2606 and 2608 are completed, the
driver can press the “Login” button 2610 to login and begin
using the driver application.

[0224] FIGS. 27A-D show screenshots 2700 of driver
applications for some implementations of the system. FIGS.
27A-C show screenshots of the driver application homepage
seen by the driver after logging in. In some examples, the
driver application displays each order assigned to a particular
store in separate list elements 2702. A single list element is
comprised of one order. The list elements may be displayed in
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chronological order from most recent to oldest. In some
examples, the list elements are displayed in other or addi-
tional orders, such as closest to further delivery address. In
some examples, if an order is still within the agreed upon
delivery time, the list element is green. In some examples, if
it is getting close to the agreed upon delivery time, the list
element is yellow, and if an order is late, or it is past the agreed
upon delivery time, the list element is red.

[0225] Each order may contain the following information:
the delivery address 2704, the user’s delivery phone number
2706, the user’s virtual shopping cart items (viewable by
pressing the “items” button 2708), the time since the order
(TSO) 2710, and the six driver steps (or any number of driver
steps). Additional or different information may be shown, or
combinations of the above information and additional infor-
mation may be shown.

[0226] In some examples, the driver can indicate that he is
beginning a given driver step by pressing on one of the “driver
step” buttons 2712. In some cases, the buttons 2712 for
uncompleted steps are one color (e.g., blue). When a step is in
process, the button 2712 for that step turns a second color
(e.g., orange). When a step is completed, the button 2712
turns a third color (e.g., green).

[0227] In some examples, the driver steps include:

[0228] (1) authorized and paid (indicated by the “paid”
button 2714), which, in some cases, indicates that the credit
card has been authorized by the amount of the non-refundable
“Restocking Fee” and that amount was paid;

[0229] (2) Loading (indicated by the “loading” button
2716), which indicates that the user’s virtual shopping cart
items are being assembled and loaded onto the driver’s
vehicle;

[0230] (3) Enroute (indicated by the “enroute” button
2718), which indicates that the driver is on his way to the
delivery address. In some examples, when the driver presses
the “enroute” button 2718, he is given turn-by-turn directions
to the delivery address.

[0231] (4) Outside (indicated by the “outside” button
2720). In some examples, when the driver presses the “out-
side” button 2720, a push notification is sent to the user’s
phone. In some examples, the driver is also able to call, text or
email the customer directly;

[0232] (5) ID verification (indicated by the “ID Verif” but-
ton 2722); and
[0233] (6) Done (indicated by the “done” button 2724),

which indicates that the products have been successfully
delivered to the customer (or that the delivery was incomplete
and unsuccessful). When the driver presses the “done” button
2724, if the delivery was successtul, the remainder of the
balance is processed. In some cases, the remainder of the
balance is the total purchase price (including any delivery
fees) minus the restocking fee, which was already processed.
[0234] When the driver is ready to scan the user’s ID, the
driver can press the “scan arrow” 2726 to be taken to a screen
like that shown in FIG. 28.

[0235] FIG. 27A shows a screenshot in which all the orders
have been completed. FIG. 27B and FIG. 27C show screen-
shots in which the orders have not been completed. For
instance, in FIG. 27B, order 2728 has not been started, and
order 2730 is partially complete. In some cases, as in FIG.
278, the current step for the top list element 2702 is indicated
in the top left-hand corner of the screen 2732. For instance, in
FIG. 27B, the top list element 2702 contains order 2730,
which is at the ID verification step.
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[0236] From the screens shown in screenshots 2700, the
driver may also able to see his Driver ID 2734 and the Store ID
2736. The driver may able be presented with an Order Alert
bar 2738 that informs the driver of the overall status of the
orders. For instance, the Order Alert bar 2738 could read ““You
have 0 orders nearing their due date and 1 order late” or “No
Order Alerts.” In some cases, the driver may also be able to
refresh the screen and load any updates to the orders by
pressing the “refresh” button 2740.

[0237] FIG. 27D shows a screenshot 2700 of a driver appli-
cation for some implementations of the system after the driver
has pressed the “items” button 2708 shown in FIG. 27A and
FIG. 27B.

[0238] FIG. 41 shows a screenshot 4100 of a driver appli-
cation for some implementations of the system. The “DF”
icon 4102 can become illuminated when an order has no
delivery fee, e.g., as a result of users responding to an adver-
tisement (e.g., a “free delivery deal”) on the user application.
The “OP”icon 4104 can become illuminated when an order is
tagged for order priority as a result of users responding to an
advertisement on the user application.

[0239] Insome implementations, drivers are able to hear or
view turn by turn directions. In some cases, the driver hears
voice directions (e.g., spoken through iOS 6 iPhone 4s or a
later version) by pressing the “map” button 4106. This feature
can automatically create these turn by turn directions to the
delivery address from the driver’s current location using geo-
location. The software can take the driver’s current position
and automatically enter that into the “start” field of a map
application and then fill in the “destination” or “end” field
with the stored delivery address for a particular order. In some
cases, turn by turn directions will allow drivers to get to and
from the store quickly and conveniently. It will also allow
them to get from one delivery address to another when there
are multiple deliveries on the same trip.

[0240] FIG. 44 shows a screenshot 4400 of a map applica-
tion within (or linked to) a driver application for some imple-
mentations, which may be seen after the driver has pressed the
“map” button 4106 shown in FIG. 41. The driver may be able
to select a route to the delivery address, e.g., by pressing on
route 14402, route 2 4404 or route 3 4406. Once the driver has
selected his desired route, he can get directions by pressing
the “start” button 4408.

[0241] Once the driver has arrived at the delivery address,
he may be taken to a screen like that shown in the screenshot
4500 in FIG. 45. A pop-up window 4502 may inform the
driver that he has arrived at the delivery address. The driver
can call the customer by pressing on the customer’s phone
number 4504. The driver can close the pop-up window by
pressing the “ok” button 4506.

[0242] Referring again to FIG. 41, in some implementa-
tions, the driver will be taken to a signature screen by pressing
the “sig” button 4108. A screenshot 4200 of a signature screen
in a driver application for some implementations of the sys-
tem is shown in FIG. 42. The driver may ask a user to sign the
screen (e.g., in signature field 4202) confirming and agreeing
to the text 4204 and order summary 4206. In some cases, the
signature screen creates a digital receipt with a user’s real
signature authorizing the host and the store to charge the
user’s account. By signing, the user states that he agrees to the
transaction, and indicates that the user is legally allowed to
take possession of the alcohol. The signature screen may be
saved on the host servers and sent to both the user and the
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email address associated with the store manager application
for the store associated with that order.

[0243] Referring again to FIG. 41, in some implementa-
tions the driver may be able to refund or partially refund an
order by pressing the “ref” button 4110. In some implemen-
tations, the driver may be able to indicate that a refund or
partial refund should be processed by pressing the “ref” but-
ton 4110, and the store manager may confirm before the
refund or partial refund is processed. FIG. 43 shows a screen-
shot 4300 of the driver application for some implementations
of'the system after the driver has pressed the “ref” button 4110
shown in FI1G. 41. The driver may be able to issue (or indicate)
a full refund of the transaction total by pressing the “full”
button 4302. The driver may be able to issue (or indicate) a
partial refund by pressing the “partial” button 4304. For
instance, if a user violates the terms agreed upon before
checkout (e.g., the user placed an order for alcohol when he
was under 21), the driver may select the “partial” button 4304
and the user will be sent the transaction total less the agreed
upon restocking fee (if the user has already been charged the
full transaction total amount). Drivers can hide the “full”
button 4302 and the “partial” button 4304 by pressing the
“none” button 4306.

[0244] At the ID verification step, the driver characterizes,
verifies, and authenticates (or some combination of them) the
customer’s ID (or more generally authenticates the cus-
tomer). A variety of methods and technologies could be used
for the ID verification step.

[0245] The driver could check that the person at the deliv-
ery location is the one who placed the order, and the driver
could verify that the customer is 21 years of age or older. The
information verified at this step may depend on the type
products delivered, and the location of purchase and delivery.
[0246] The words “ID,” “ID card,” “identification card,”
“identification token” and “identification device” are used
interchangeably and broadly. All refer to identification
tokens, or anything used to veritfy the identity of an individual,
business entity, organization, or group. “Tokens” is used is the
broadest sense, to include, for example, cards, fobs, medal-
lions, other physical objects or characteristics, and tattoos,
among others.

[0247] In some cases, the driver scans the customer’s ID
card (or other ID token). For instance, the driver may scan the
barcode or swipe the magnetic stripe of the customer’s gov-
ernment issued identification. The scanning hardware can be
any hardware or device with scanning capabilities, including
an Infinite Peripherals Linea Pro 4 device mounted on the
back of an iPhone. In some cases, the driver may scan the
customer information by taking a picture of the ID, and hav-
ing the ID verification software or any software extract the
customer information (e.g., by extracting the hexcode).
[0248] The scanned information can be processed with
known information stored on the mobile device. For instance,
the hex-code conversion needed to read a bar code could be
stored on the mobile device. In some implementations, the
scanned information is sent to a server where the scanned
information is processed. In some implementations, the
scanned information is processed with known information
both stored on the mobile device and stored on the server.
FIG. 28A shows a screenshot 2800 of a driver application or
separate 1D verification software for some implementations
of the system. In this example, the driver presses the “scan
1D’ button 2802, and then scans the ID card. The driver may
press the “back” button 2804 to return to the previous screen.
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[0249] Insome examples,the ID verification software char-
acterizes an 1D and then verifies the ID. In the characteriza-
tion step, the scanner may take the data acquired by scanning
the bar-code or magnetic stripe of a scanned 1D, and charac-
terize the ID. In some examples, characterization involves
identifying the following characteristics about the ID: (1) the
state that issued the ID, (2) whether the ID is a new version of
the state’s ID or an old version of the state’s 1D, and (3)
whether the ID is for someone over 21 or under 21. In some
implementations, different or additional characteristics, or
combinations of them, are determined. For instance, the char-
acterization step may determine that a scanned ID is as a
“New Over-21 Massachusetts Driver’s license” as opposed to
an “Old Under-21 Florida Driver’s license.”

[0250] In some implementations, the ID verification soft-
ware verifies that the ID is scanable and returns the user’s ID
information, as shown in the screenshot 2800 shown in FIG.
28B. The “check” 2804 indicates that the ID was successfully
scanned. The ID information 2806 (such as the name associ-
ated with the ID, the state of issuance and the ID number) is
displayed.

[0251] The scanning device can return and store informa-
tion about the customer or the 1D, as shown in FIG. 28B. For
instance, the Infinite Peripherals Linea Pro 4 may process the
string of characters returned from the Infinite Peripherals
proprietary software and return the following information to
the driver: the customer’s legal name, the customer’s date of
birth, the state of ID issuance, and the ID’s Expiration Date.
Additional or different information, or combinations of infor-
mation, may be scanned, retained, or stored, depending on the
type of ID, the location of delivery, the type of product, or the
individual circumstances of the sale.

[0252] To authenticate the ID (e.g., to determine that the ID
is valid or to identify a fake ID), the driver may manually
inspect the ID for forensic security checks, as described
below. To perform the manual forensic check, the driver can
press on the “forensic check” button 2808 to be taken to the ID
guidebook application. To scan another ID, the driver can
press the “scan ID” button 2802. In some cases, the driver
manually checks some or all the features listed in FIG. 28C.
We use the term forensic security checks broadly to include,
for example, any check of a portion or all of an item being
checked against known or expected or proper versions of a
portion or all of the item.

[0253] Insome examples, the driver authenticates the cus-
tomer’s ID by using an ID guidebook application or website.
FIG. 29 shows a screenshot 2900 of an ID guidebook appli-
cation for some implementations of the system. In some
examples, the ID guidebook application is integrated into the
driver application or the ID verification software. In some
examples, all three pieces of software (driver application, ID
verification software and ID guidebook application) are inte-
grated. In some examples, only two of the three are integrated,
or all three are separate.

[0254] In some examples, the driver must (or may) select
the state of ID issuance manually. For instance, FIGS. 30A-C
show screenshots 3000 of ID guidebook applications for
some implementations of the system in which the driver (or
other person using the application) is presented with a list of
states 3002. In some implementations, the driver can choose
an individual state by pressing the “arrow” button 3004. In
some implementations, the driver could choose an individual
state by pressing on the state 3002. A driver could create a
favorites list of states for easier searching and viewing. Press-
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ing on the black star 3010 will turn the black star 3010 into a
yellow star 3008. All the states with yellows stars 3008 can be
seen in a list by pressing the favorites list star 3012. A date bar
3006 may inform the driver of the latest date on which a
customer could be born and be over 18 years of age or the
latest date on which a customer could be born and be over 21
years of age. In some examples, important information,
depending on the particular use of the application, may
appear in the date bar 3006. For instance, the age to purchase
tobacco products may be 19 years of age in some states, and,
where the driver is delivering tobacco products, the date bar
can inform the driver of the latest date on which a customer
could be born and be over 19 years of age. In some cases, the
date bar may include recent changes in federal, state or local
laws, such as the maximum amount of a certain product that
can be purchased.

[0255] In some examples, the driver does not need to (or
cannot) manually select the state of ID issuance. In some
examples, when the driver scans the customer’s ID, the ID
guidebook application automatically populates the list of IDs
of the scanned state, as shown in FIGS. 31A-31C. In some
examples, the ID guidebook application automatically shows
the features of a license corresponding to the user’s license, as
shown in FIGS. 32A-32C.

[0256] FIGS. 31A-C show screenshots 3100 of 1D guide-
book applications for some implementations of the system
after the driver manually selects a state (e.g., by pressing the
“arrow” button 3004 shown in FIGS. 30A-C) or after the
driver scans the customer’s ID card (or other ID token) and
the ID guidebook application automatically populates the list
of IDs for the scanned state. In FIGS. 31A-B, the driver is
presented with pictures 3102 and a description 3104 of each
type of identification card for the chosen or scanned state. In
FIG. 31C, the driver is presented with pictures 3102 without
the description 3104. The descriptions could be, for instance,
“over 21 current” (indicating the current ID card given to
individuals 21 years of age and older in that state), “under 21
current” (indicating the current ID card given to individuals
under 21 years of age in that state), or “Over 21 previous”
(indicating the ID card previously given to individuals 21
years of age or older in that state). The pictures 3102 or
descriptions 3104 may vary depending on the state. In some
examples, as in FIG. 31B, the list is further broken down into
pictures 3102 and descriptions 3104 for the front and back of
each type of card. For instance, the list includes “new vertical
front™ 3106 (indicating the front side of the vertically oriented
card currently given to individuals in that state) and “new
vertical back™ 3108 (indicating the back side of the vertically
oriented card currently given to individuals in that state). The
driver chooses the type of identification that matches the
customer’s identification, and possibly the side of the card
(front or back) that the driver wishes to view. The driver can
make his selection, as shown in FIGS. 31A and 31C, by
tapping on the picture 3102 or the description 3104, or, as
shown in FIG. 31B, by pressing the “arrow” 3110 next to the
card and side that the driver wishes to view. The driver may go
back to the list of states (as shown in FIGS. 30A-C) by
pressing the “States” button 3112 or by pressing the “back”
button 3114.

[0257] The IDs for a given state may be presented in any
way, for instance in a list, a grid or individually on different
pages. The IDs may be further grouped, for instance requiring
the driver to select “IDs for individuals under 21” or “IDs for
individuals over 21” before being presented with the list or
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grid of individual IDs. The IDs may be listed with short
descriptions, longer description, or pictures, and may be
arranged by orientation (e.g., vertical or horizontal), by date
of'use by a state (e.g., ID issued from 1990-2000) or in any
other manner. IDs may also be listed or organized by type
(e.g., driving licenses and other state 1Ds).

[0258] Insomeexamples, like in FIG. 31A, a datebar 3116
may inform the driver of the latest date on which a customer
could be born and be over 18 years of age or the latest date on
which a customer could be born and be over 21 years of age.
[0259] In some examples of our system, the driver may
perform at least one manual forensic check. The information
used to perform this forensic check could be in the ID guide-
book application.

[0260] For instance, FIGS. 32A-32C show screenshots
3200 of ID guidebook applications for some implementations
of'the system after the driver selects a particular ID (or side of
an ID) from the screens shown in FIGS. 31A-31C. An
example identification card 3202 (of the type of ID card and
side of the ID card) is displayed, along with a security key
3204 that lists several features unique to that ID card. The
different features listed in the security key 3204 could
include, for example:

[0261] 1. Microprint (Small text, which may require a
magnifying glass to read)

[0262] 2. Kinegram (Metallic foil that varies when
viewed from different angles, or a diffractive security
device embossed in a substrate, such as gold).

[0263] 3. Ultraviolet image (which may require a UV
light to view)

[0264] 4. Laser perforation (Small holes that form a
shape when held up to the light)

[0265] 5. Tactile pattern (e.g., raised print detectable by
touch)

[0266] Additional or different features, of combinations of
features, may also be described. Feature icons 3206 can be
listed next to the name and description of each feature in the
security key 3204. The same icon may appear on the example
identification card 3202 to show where the corresponding
feature may be found. For instance, the ultra violet icon 3208
shown in the security key 3204 may appear on the top right
side of the example identification card 3202. This indicates
that the driver should look at the top right side of the custom-
er’s identification card for an ultraviolet image.

[0267] A detail box 3210 may appear around a feature icon
on the example identification card 3202. In some examples,
the driver may be able to press or otherwise select the detail
box 3210 to view an enlarged image of that section of the
example identification card 3202, for example as shown in
FIG. 46A-46C. This may enable the driver to examine a
particular security feature in more detail. The driver may
press the “back” button 3212 or the back arrow 3214 to return
to the previous screen.

[0268] AsshowninFIG. 32B, the driver may also be able to
zoom-in to the example identification card 3202 by pressing
the “zoom” button 3216. The driver can change the orienta-
tion of the example identification card by pressing the “flip”
button 3218.

[0269] FIGS. 46A-46C show screenshots 4600 an ID
guidebook application for some implementations of the sys-
tem after the driver has selected to see the details of a particu-
lar forensic check on example identification card 3202, for
example by selecting the detail box 3210 seen in FIGS. 32A
and 32B. In this screen, the driver can see a “detail” section
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4602 of an example identification card 3202 (for example, an
enlarged image of an area of the example identification card
3202 with a particular feature), enabling the driver to examine
a particular security feature on the example identification
card 3202 in more detail. In some implementations, a descrip-
tion 4604 explains the feature visible in the “detail” section
4602 (for example, “state flag repeating” or “blue text on top
of DMV”). In some implementations, for example in FIG.
46C, the “detail” section 4602 shows the feature after it is
exposed to UV light.

[0270] Insome implementations, the driver is able to sec a
full screen image 4702 of the entire example identification
card 3202, as shown in the screenshot 4700 in FIG. 47A, or
the back of example identification card 3202, as shown in the
screenshot 4700 in FIG. 47B.

[0271] In some examples, the ID guidebook application
may have different or additional functionality or appearance
(or a subset of those described above, or combinations of
those described above and others). For instance, the ID guide-
book application may not allow the driver to zoom-in (e.g.,
“zoom” button 3216) or bring up a “detail” section 4602 to
examine a particular security feature, but may instead (or
additionally) provide the driver with a sketch, diagram, or
written description of the security feature. In some examples,
a state or group of states may employ the same security
features across all of its IDs or across a subset of its IDs, and
the ID guidebook application may describe or provide dia-
grams or pictures of those security features applicable to all or
the subset of relevant IDs without listing each ID individually.
Although personal information in the example identification
card 3202 may be redacted (e.g., blurred image 4704 or the
repeated letters 4706 (instead of a name), as seen in FI1G. 47),
the fonts and colors for every state may be accurate for ref-
erencing. The ID guidebook application may provide infor-
mation on typical or common features of fake IDs (e.g.,
“things to look out for”), such as smudging of certain letters
or dull images.

[0272] Insome implementations, new or updated images of
example identifications cards 3202 and security features may
be transmitted from the host servers (or any servers) to the ID
guidebook application on the driver’s device when updates
are available.

[0273] In some implementations, features are available in
some versions of the ID guidebook application that are not
available in other versions. For instance, there may be a
version of the ID guidebook application only available to law
enforcement personnel that includes enhanced images of the
security features, which are not available in other versions of
the ID guidebook application.

[0274] Note that the ID verification software or ID guide-
book application, together or individually, may be used inde-
pendently of any other aspect of our system. For example,
they may be used by liquor store or gun store employees to
verify the age or identification of an individual looking to
purchase alcohol or a gun. The ID verification software or ID
guidebook application may also be used independently of the
purchase of products. For example, they may be used by
bouncers outside of bars to determine which individuals are
over 21 years of age and eligible to enter the bar. Or, they may
be used by Transportation Security Administration agents to
authenticate ticket holders in airports. Many applications are
possible.
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[0275] The ID verification software and ID guidebook
application may be used to verify any type of ID. For instance,
they can be used for driver’s licenses, liquor IDs, bar cards, or
all state issued IDs.

[0276] Furthermore, the ID verification software and the ID
guidebook application may be adapted for IDs issued by other
1D issuing authorities. For instance, instead of (or in addition
to) verifying identification issued by U.S. states, the ID veri-
fication software and the 1D guidebook application could be
used to verify identification cards issued by the United States
federal government (e.g., passports, social security cards, or
military cards), various organizations, business entities, or
foreign countries, among others.

[0277] Insome examples, brand owners communicate with
the host in person or via phone, email or other method of
communication to set up campaigns and exchange informa-
tion. In some examples, brand owners can also (or exclu-
sively) interact with the system through a brand manager
application. In some examples, brand owners can purchase
and run campaigns through a web-portal or website or appli-
cation (e.g., an iPhone application). In some examples, this
may allow brand owners to monitor campaign effectiveness
and return on investment (ROI) in real time.

[0278] Insome examples of our system, brand owners may
be able to analyze metrics (perhaps all or some of the metrics
available in the retail store terminal application), run promo-
tions or campaigns, and interact with loyal customers. In
some examples, the brand owners can interact with their
direct customer base. Brand owners may be able to view the
ages and locations of individual customers who buy the brand
owner’s products (or who buy the products of other brand
owners through some implementations of the system). In
some implementations, brand owners can view the names and
emails of individual customers. In some implementations, the
names and emails of individual customers are not visible, e.g.,
for privacy or security reasons. Additionally, brand owners
may be able to run customizable promotions targeting indi-
viduals, including loyal customers or potential customers or
customers that they would like to be loyal.

[0279] Large brands may offer the largest potential revenue
stream for the host. Brand owners may be able to pay for
rights to advertise and promote their brands on the user appli-
cation, both with freestanding or general ads and those tai-
lored to specific customers. In some examples, brand owners
may be able to pay to have their products appear at the top of
search and browsing lists (e.g., to have their wine appear at the
top of the list of products shown when the user selects the
“wine” tab 1110 shown in FIGS. 11A-D). Like retail stores
that license exclusive territories, brand owners may be able to
buy or license exclusive rights to promote on a monthly (or
any time period) basis, or exclusive rights to promote to a
certain customer age group, customer gender, or geographic
area or territory, or exclusive rights to promote certain types
of products (e.g., wine or liquor or beer). The host may also
sell a limited number of non-exclusive promotion licenses for
different categories. For instance, the brand owner may be
ableto purchase one of two non-exclusive licenses to promote
its beer during the month of January.

[0280] Although any advertising model may be used, the
most preferable one may be a pay-per-sale or pay-per-perfor-
mance model. For instance, the advertiser may only pay for an
advertisement if it results in a sale or if it causes a customer to
sign up for the brand owner’s loyalty rewards program. In
some examples, a pay-per-click or a pay-per-impression or
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any advertising model may be used. In some implementa-
tions, the price rates for advertising may be adjusted depend-
ing on the demographic targeted, the advertising type (e.g.,
banner or microtext), the time of day, the geographic location
or the product or products advertised (e.g., quantity, type
(beer, wine, or liquor), or the price of the product).

[0281] In some examples, brand owners can input the
amount of money they want to spend on a particular campaign
(a budget), and then design the specific ad campaign within
that budget. In some examples, the brand owners may be able
to help determine the rates for specific types of advertising
(e.g., either pay per click or pay per impression). For example,
in some implementations, the rate for each category (e.g.,
pay-per-click or pay-per-impression) may increase or
decrease while the campaign is active. For instance, the price
may vary depending on the effectiveness of the ad. [f an ad is
effective, brand owners may be charged more. If an ad is not
effective, brand owners may be charged less. In some imple-
mentations, brand owners can enter a maximum or minimum
amount for each category (e.g., brand owners can elect to pay
no more than $0.005 for each pay-per-click ad and no more
than $0.008 for each pay-per-impression ad).

[0282] Brand owners may be able to run campaigns limited
by scope, time or budget. Campaigns can include the display
of various images, text, sound, and video, and the award to
users of various benefits like free, discounted, or faster deliv-
ery or free or discounted products. Campaigns can target
certain customers (e.g., by gender, age, marital status, profes-
sion, or purchasing history), products, time periods (includ-
ing days of the week, times of the day or months or seasons),
or geographic areas (or any factors). Campaigns can target
individuals who have never purchased the brand owner’s
products, or individuals who have previously purchased the
brand owner’s products. For instance, a campaign can aim to
promote a brand owner’s beer to all males aged 21-23 in
Colorado during the month of January. A campaign can also
specifically target customers in that group who have only
once purchased the brand owner’s products. Campaigns may
be designed based on data available through the system (e.g.,
the metrics described above in the retail store terminal appli-
cation, including turnover metrics, margin metrics, and deliv-
ery metrics) or other sources of data

[0283] Campaigns can include a single ad or promotion, or
multiple ads or promotions. Campaigns may involve con-
certed efforts to, for example, increase sales, increase the
customer base, increase brand awareness, maximize ROI,
consolidate existing customers, test new products, increase
sales of older products, increase sales of less successtul prod-
ucts, target customers of competing brands, or sponsor spe-
cific activities at certain times, days of the year, holidays or
for certain events. For example, “Coors: The Official Drizly
New Year’s Eve Beer.”

[0284] Insomeimplementations, a campaign involves a set
amount of time or a set amount of money (or both) that abrand
owner spends to provide a certain type of advertising experi-
ence within the user application. As time passes, the amount
of'money contributed to the campaign is drawn down. In some
examples, views or impressions would take negligible
amounts from the campaign’s initial funds, whereas pur-
chases or interactions would draw more money from the
overall amount. That is, the cost-per-view or the cost-per-
impression would be low, and would not cost the brand owner
a lot of money. The cost-per-purchase or the cost-per-inter-
action may be more expensive for the brand owner. Once the
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time period is over or money is exhausted, the campaign’s
advertisements will no longer show up in the user application.
In some implementations, a brand owner can elect to renew a
campaign that has expired (e.g., the time has expired or the
amount of money has been exhausted) or create a new cam-
paign.

[0285] In some examples, a campaign involves an unlim-
ited amount of time or money. That is, the brand owner does
not set, at the beginning of the campaign, the length of the
campaign or the amount of money to be spent on the cam-
paign. In some examples, the campaign may continue until
the brand owner or the host indicates that he would like it to
stop. In some examples, the brand owner may have to give the
host notice (e.g., one week, or 30 days’ notice) to stop a
campaign.

[0286] Insome examples of our system, brand owners may
be able to view purchase history. This can include raw data
(e.g., lists of every purchase made by every customer, and all
accompanying information) or may involve any of the metrics
discussed in the section describing the retail store terminal
application, including turnover metrics, margin metrics, and
delivery metrics. In some examples, through the brand man-
ager application, the brand owners can view data and visual-
izations (including maps, charts, graphs, animations, pic-
tures, and diagrams) for purchase history locally, regionally,
nationally or internationally. The brand owners may also be
able to view store-specific or zone-specific data and visual-
izations. In some cases, brand owners may be able to calculate
purchase profiles and target campaigns accordingly.

[0287] A purchase profile can be a report based on certain
assigned variables. The report could enable the brand owner
to examine the effectiveness (or potential effectiveness) of
advertising on a particular demographic group. For instance,
a brand owner may be able to create a report to examine the
potential effectiveness of advertising on 23-25 year-old (de-
mographic 1) females (demographic 2) living in zip 02135
(demographic 3) who have purchased (demographic 4, as
opposed to viewed) Bacardi (demographic 5) in the past 3
months (demographic 6). In some examples, the report con-
tains the purchase history for the particular demographic
group. In some examples, the report predicts the impact (or
reports the impact) of advertising on that particular demo-
graphic group. With this information, the brand owner may be
able to target a campaign to that particular demographic
group.

[0288] Insome examples of our system, brand owners may
be able to establish or expand loyalty tracking and rewards
programs. For instance, based on purchase history, brands can
define rewards for users. For instance, users can receive a
coupon or any reward after they make a certain number of
purchases of the brand owner’s products, product line, sea-
sonal items, or specific products. To receive a reward, a cus-
tomer may need to make a certain number of purchases of the
brand owner’s products within a certain period of time, or
spend a certain amount on the brand owner’s products within
acertain period of time. Many variations are possible, and the
brand owners could use any known reward system.

[0289] In some examples of our system, advertising in the
user application can have “cart awareness.” For instance,
when a user adds a product to his virtual shopping cart,
displayed advertising can be dynamically re-targeted. The
advertising can change based on the product added to the
user’s virtual shopping cart (e.g., based on brand, type of
product, volume of purchase) or based on the time of pur-
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chase. Furthermore, the advertising may be influenced by the
user’s purchasing patterns, changes to the user’s virtual shop-
ping cart (e.g., which items he added or deleted), or other
information. In some examples, brand owners can be
involved in selecting when and how their advertising will be
displayed in this process.

[0290] Insome examples of our system, brand owners may
be able to arrange for add-to-cart advertisements. For
instance, add-to-cart advertisements can present users with a
direct method for adding the product displayed into their
virtual shopping cart without additional views or limitations.
This can be, for instance, a banner advertisement, a pop-up
advertisement or any type of advertisement. A brand owner
may choose to use one type of add-to-cart advertisement, or
multiple types. For example, the brand owner can have all
21-25 year olds presented with a pop-up add-to-cart adver-
tisement, or have all 21-25 year olds presented with both a
pop-up and a banner add-to-card advertisement. An add-to-
cart advertisement may only be shown to a user under certain
circumstances, for instance if the user is browsing products
during certain time periods, or in a certain geographic loca-
tion, or if the user is looking at certain types of products (e.g.,
beer), or if the user’s age or gender meet certain predefined
criteria.

[0291] In some examples of our system, users can be
rewarded for engaging with the brand owner’s advertising.
For instance, a user can be rewarded for “clicking through”
advertisements (e.g., adding an item to their cart with an
add-to-cart advertisement). The reward can be, for example,
eliminating the user’s delivery fee, flagging an order for pri-
ority delivery, or receiving a free gift (e.g., a free bottle of
soda). These types of advertisements do not present a high
increase in net cost (e.g., the brand owner may not have to pay
a lot to cover the user’s delivery fee), but do account for
significant increases in click-through rates and subsequent
ROL

[0292] Brand owners may also be able to purchase many
types of advertising, such as micro-banners, highlighted or
featured products, and banner advertisements, among others.
In some cases, these advertisements can be updated or man-
aged remotely.

[0293] Micro-banners can be located at the top of a page,
and can display small messages and links to users. Micro-
banners are relatively unobtrusive, but provide a method for
communicating with users.

[0294] Highlighted or featured products can appear directly
in the product browsing section of the user application (e.g.,
highlighted product 1142 in FIG. 11D).

[0295] Banner advertisements can include imagery, text,
animations, and user rewards. Banner advertisements (e.g.,
separate banner 1144 in FIG. 11D) can be anywhere on the
user’s screen, including across the bottom.

[0296] In some examples of our system, the user applica-
tion may have brand pages. For instance, the user may be able
to sort products based on brand (e.g., FIG. 12). In some
examples, a user may also be to able interact with a brand-
specific page which can, for example, display background
information about a brand, brand contact information, rel-
evant seasonal or product-specific images, and text, images,
sound, and video. In some examples, the brand-specific page
will be entirely customized remotely. This can, for instance,
combine the speed advantage of a native application with the
flexibility of a web application.

Jul. 2, 2015

[0297] Furthermore, brand owners can purchase space on a
“featured item” page (or, this service can be provided free-
of-charge to some or all of the brand owners). The featured
item page may be different for different customers, or it may
be the same for all customers. The featured item page can
have an add-to-cart feature, and can display, for example,
seasonal products or newly launched products. Interactive
features, rich media objects, social-graph hooks, and even
games can be delivered on demand to the featured item page
(or another page) upon user request, allowing for a canvas to
create a robust brand-specific experience and connect directly
to consumers. The featured item page (and other pages) may
also make use of data available through the system (e.g., user
information, virtual shopping cart data (including what is
currently in the user’s cart, and what has been added and
removed), general purchasing data, and a user’s individual
purchasing history) to more effectively define the user’s
experience.

[0298] FIG. 33 shows functional block diagram of a brand
manager application for some implementations of the system.
In some implementations, a brand owner signs up or registers
using the brand manager application (step 3300). A brand
owner creates log-in information (e.g., username and pass-
word), and can enter the brand owner’s account on the brand
manager application using the log-in information. In some
examples, the brand owner must agree to the host’s terms and
conditions to be able to use the brand manager application to
advertise or track metrics. A brand owner may be required to
prove that he is a representative of his respective brand. The
brand manager application receives information from the
brand owner, for instance, the products offered by the brand
owner, the brand owner’s contact information, and the brand
owner’s payment information (e.g., credit card or bank
account) to be charged for advertisements (step 3301). The
brand owner may obtain a license from the host to exclusively
or non-exclusively market to certain demographics, during
certain times, in certain areas and for certain products (step
3302). In step 3304, the brand manager inputs the parameters
for an advertising campaign, including, for instance, the dura-
tion of the campaign, the types of products or product lines
promoted, the types of advertisements run, and the demo-
graphics targeted. In step 3306, the brand manager creates,
uploads, or edits a brand page that is viewed by the users in the
user application.

[0299] In step 3308, the brand manager application
receives customer information and information about cus-
tomers’ purchases and any activities tracked by the system
(e.g., which items were added or removed from the users’
virtual shopping carts, or which advertisements clicked-on or
viewed and how many times). The brand owner can then view
various metrics (step 3310), as described above and below.
With this information, the brand owner can modify the
parameters of advertising campaigns or create new advertis-
ing campaigns to advertise more effectively.

[0300] FIG. 34 shows a wireframe 3400 of a brand manager
application for some implementations of the system. In this
example, the brand owner clicks on the “P” button 3402 to
view the advertising campaign creation section (or promotion
page) of the brand manager application. By clicking on the
“P” button 3402, the brand owner is brought to the promotion
page like that shown in wireframe 3400. From this page, the
brand owner can create and purchase a campaign. The brand
owner can view a metrics page by clicking on the “M” button
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3404, or the advertise page by clicking on the “A” button
3406. The metrics page and the advertise page are described
below.

[0301] By inputting dates or times in the “duration” field
3408, the brand owner can define the duration of the ad
campaign, from start to finish. In some examples, when the
brand owner places, selects, presses on, or puts a cursor over
the duration field 3408, a calendar on the screen pops-up that
allows the brand owner to select dates within the calendar
image. In some examples, the brand owner inputs the dates or
times manually, or through any method. The brand owner can
input the budget for this advertising campaign by inputting
the total (or maximum) dollar amount to be spent in the
“amount” field 3410. The “ad type” boxes 3412 allow the
brand owner to choose the ad types he wants run in this
campaign. For instance, the brand owner can check off the
types of advertising he wants to run, such as banner adver-
tisements, check out screen popups, micro-text banners, high-
lighted or featured products, placement within the inventory
list (like shelf space in a supermarket), or any type of adver-
tisement or combination of advertisements. In some
examples, the brand owner may be a conglomerate with mul-
tiple brands, or brands with multiple product lines. In that
case, the brand owner can select which brands or product lines
to advertise in this campaign by inputting those brands or
product lines in the “brands” field 3414. In some examples,
the brand owner can choose to place advertisements in dif-
ferent zones on the page (or different areas of the screen on the
user’s device). The brand owner can select the zones by
clicking the “zones” button 3416. In some examples, the
brand owner may be charged different amounts of money or
rates to advertise in different zones. For instance, if a banner
ad is placed at the top of the user’s screen as opposed to the
bottom of the user’s screen, there may be different advertising
rates, and this could affect the “cost” fields 3424, described
below. In some examples, the brand owner can choose to
advertise to different demographics by inputting or selecting
demographic groups in the “demographic choice” fields
3418. For example, the demographic groups or choices could
include, among others:

[0302] Gender
[0303] Age
[0304] Location
[0305] Time of Day
[0306] Purchase History
[0307] Average Purchase Amount
[0308] Purchase Frequency
[0309] Average Time Spent in App.
[0310] Profession
[0311] In some examples, the brand owner types in the

demographic choices. In some examples, the brand owner
may choose from a drop-down menu of demographic groups.
[0312] By pressing the “upload” button 3420, the brand
owner can upload content (text, images, audio, or video) from
their phone, computer, Dropbox, S3, or any other site. “Ad
rewards” boxes 3422 allow the brand owner to select rewards
that can be offered. For instance, in a special offer like that
shown in the wireframe in FIG. 16B, the brand owner can
select what the advertisement will offer in return for purchase
of the promoted product (or any other action desired by the
brand owner). Those rewards can be, but are not limited to:

[0313] Free or discounted delivery

[0314] Priority or faster delivery (e.g., delivery in under

20 minutes)
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[0315] BOGO (buy one get one)
[0316] Loyalty points (to be used towards future pur-
chases)
[0317] Free with purchase (X item is free with purchase
of item)
[0318] Discounted Prices
[0319] Depending on the industry, the type of product, and

the local, state and federal rules, not all rewards will always be
available. For instance, some state laws may not allow “buy
one get one free” rewards for the sale of alcoholic beverages.
[0320] The “cost” fields 3424 display the associated cost
per impression, interaction, and purchase for the previously
input parameters (e.g., the chosen duration, ad types, brands,
demographic groups, zones, and ad rewards). In some
examples, these are the prices that brand owners will be
charged for their advertising campaign. Impressions are
solely when a user is presented with an ad, either as a pop up,
or displayed on a page. Interactions are when a user clicks on,
or otherwise interacts with an ad. Purchases are when users
interact with an ad, leading to the customer purchasing the
product. In some examples, brand owner are only charged for
one or two of the types of advertising results (impressions,
interactions and purchases). For instance, in some examples,
brand owners may only be charged if the customer actually
purchased the brand owner’s product through the advertising.
[0321] In some examples, the brand owners will be pre-
sented with an estimate of the total number of customers that
will be reached with the ad campaign if they proceed with the
parameters currently inputted. This estimate is displayed in
the “Estimated Reach” field 3426. In some examples, if the
brand owner would like to reach a fewer number or a greater
number of customers or potential customers, he can adjust the
parameters (e.g., extend or shorten the duration of the ad
campaign, change the types of ads, choose different demo-
graphic targets (or no demographic targets), or offer different
types of ad rewards).

[0322] The “contracts” link 3428 links to the contract
agreed to by the brands as well as the terms and conditions for
use. In some examples, the brand owner must agree and give
consent to the terms and conditions for use, and the contract,
to purchase the campaign. By pressing the “purchase” button
3430, the brand owner purchases the campaign.

[0323] FIG. 35 shows a wireframe 3500 of a brand manager
application for some implementations of the system. The
wireframe 3500 shows the metrics page, for example, the
screen that a brand owner would see after pressing the “M”
button 3404 shown in FIG. 34. The metrics page allows brand
owners to track various metrics about their campaign, and to
determine the reach and effectiveness of their advertising.
The “advertising costs” buttons 3504 allow brand owners to
toggle between different types of advertising costs—for
instance, cost-per-impression, cost-per-interactions, and
cost-per-purchase. This may allow the brand owner to see
how many of each type of cost been incurred. Graph 3506 is
a graphical representation of the data, for instance, the num-
bers of each impression, interaction, or purchase over time.
The “remaining funds” field 3508 displays the remaining
amount of funds budgeted for the campaign, and the brand
owner can add funds by pressing the “add funds” button 3510.
The “remaining time” field 3512 shows the amount of time
remaining for the campaign, and the brand owner can extend
the campaign by pressing the “add time” button 3514. Graph
3516 shows a graphical representation, for instance, of the
demographic breakdown of those customers who have
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responded to the ads. By pressing the “add” button 3518, the
brand owner can add or remove a demographic from the chart.
[0324] In some examples, the metrics page shows the vari-
ous metrics for a single campaign run by the brand owner. In
some examples, the metrics page simultaneously shows met-
rics for multiple campaigns run by the brand owner. In some
examples, the brand manager application allows the brand
owner to compare his metrics to the metrics of the average
campaign run by all brand owners, or a subset of brand own-
ers (e.g., brand owners who sell wine products) or a subset of
campaigns (e.g., campaigns of a similar scope and budget). In
some examples, the brand owner can view the raw data for the
results of his campaign, and can manipulate that data in
various ways (e.g., generate different or additional graphs for
certain specified time periods, times of day, products, or
demographics). In some examples, the brand owner can see
graphs of numbers of impressions, interactions or purchases
by driver, store, or any variable.

[0325] FIG. 36 shows a wireframe 3600 of abrand manager
application for some implementations of the system. The
wireframe 3600 shows the advertise page, for example, the
screen that a brand owner would see after pressing the “A”
button 3406 shown in FIG. 34. The advertise page allows
brand owners to design their brand page inside the user appli-
cation. The home brand page 3602 can allow users to link to
additional brand pages 3604. This allows for more than one
static brand page. The “edit” buttons 3606 allow the brand
owner to customize or select different aspects of the brand
page. For instance, the brand owner may customize or edit,
the header logo, background color or image, video, and footer
link. In some examples, an “on” toggle 3608 and an “oft”
toggle 3610 allow the brand owner to toggle on and off certain
features, like the ability to add pages 3604, videos, header or
any item that is editable. Each item that is editable may have
a corresponding on/off toggle. Field 3612 allows brand own-
ers to view, delete or upload video, in some cases with the
capability to link to YouTube or other sites. By pressing the
arrows 3614, the brand owner can toggle between various
templates. In some examples, a brand owner will be presented
with a preset number of templates, perhaps each with a dif-
ferent pricing structure. In some examples, the brand owner
can upload a brand page designed with any available soft-
ware.

[0326] Some examples of our system involve an inventory
management and point-of-sale (POS) system (a “POS sys-
tem”). This can be a full scale inventory management system
for a store. In some cases, purchases made through the system
(e.g., liquor ordered through the user application) can be tied
to a store’s inventory and purchase system, so that inventory
in the user application and on the host servers remain up to
date with both purchases and restocking.

[0327] The POS system could have all the capabilities of a
current POS system, while allowing for the possibility for
customers to order through the user application and pick up
in-store or have products delivered. The POS system allows a
store to easily incorporate an all-in-one system for purchas-
ing, and can be paired with delivery infrastructure. Further-
more, the POS system may allow stores to engage in cashless
transactions and customer loyalty programs.

[0328] FIG. 37 shows a wireframe 3700 of a POS system
for some implementations of the system. When a store man-
ager opens the POS system, he will be able to see the store’s
account by clicking the “store account” button 3702. The
store’s account is an account (including profile information)
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on the system that has elevated permissions. The account
information may be stored in a user table or a store user table
in the system databases. The store manager can also see
settings associated with the system or the host by clicking
“host” button 3704. These settings could include how often
the store wishes to receive updates about orders, or how the
store wishes to customize or modify the appearance, layout or
ordering of buttons (e.g., 3704, 3712) or any aspect of the
POS system. These settings could also allow store managers
to manage automated services like tallying of orders (e.g.,
allows the store manager to re-set the tally) or restocking. For
example, a store could incorporate software to automatically
place a purchase order with the store’s supplier, by an auto-
mated email, or to enable the store manager to make a note of
any item that drops below a certain quantity or is sold out. The
flow of inventory can be automated beginning with the deci-
sion to purchase more based on preset factors (order interval,
quantity, etc.).

[0329] By clicking the “loyalty” button 3706, the store
manager can track and manage the store’s loyalty programs.
For instance, a store may offer users a reward based on the
frequency of purchases, the type of purchases or the time of
purchases. By clicking “loyalty” button 3706, the store man-
ager can, for instance, set the number of purchases required to
receive a reward, and the store manager can select the nature
of'the reward (e.g., a 10% off coupon).

[0330] By selecting the “support” button 3712, the store
manager can navigate to a support page, for instance listing
the contact information for technical support.

[0331] The standard POS menu 3714 contains standard
POS buttons for individual transactions, such as exit transac-
tion, delete transaction, start transaction, manual input, “cash,
credit, check or other form of payment” (for those transac-
tions that are not through the user application), and finalize
transaction, among others. In some cases, the standard POS
buttons allow store managers to close out the totals for the
day’s purchases.

[0332] “Quick pick” field 3722 shows the “checked-in
guest” accounts 3724, which are the accounts for users that
have been checked-in to the store using the user application
(as described below). When a user that is checked-in to the
store is ready to checkout, the user brings his products to the
store’s checkout counter, and the store manager (or cashier)
can select the user’s account (his “checked-in guest” account
3724) from “quick pick™ field 3722. In some examples, the
user’s “checked-in guest” account 3724 is selected by scan-
ning the user’s ID, or by entered a number associated with the
user. In some examples, the user’s “checked-in guest”
account 3724 is selected manually by the store manager (or
cashier) from the list of “checked-in guest” accounts in
“quick pick” field 3722.

[0333] Once the user’s “checked-in guest” account 3724 is
selected, the user’s information appears in guest ID window
3726. In some examples, guest ID window 3726 helps to
reconcile users that have checked into the store with their
phone or mobile device, a process described below. For in-
store purchases, it is important that the store employee who is
checking customers out matches the accounts correctly, so the
store employee does not check out the wrong person by
mistake. The guest ID window displays the customer infor-
mation if the store wanted to ask the customer for an ID to
make sure they did not, for example, steal someone’s phone.
The “product” field 3728 shows products in the user’s shop-
ping cart (i.e., the products that the user listed in guest ID
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window 3726 has added to his virtual shopping cart). Field
3730 shows the dollar total and subtotal for the products in the
user’s shopping cart.

[0334] Insome implementations, the user adds items to his
virtual shopping cart (e.g., by browsing and selecting prod-
ucts, or by scanning a product’s bar code), and they appear in
“product” field 3728. If the user has added products to his
physical shopping cart as he added products to his virtual
shopping cart, the cashier may check to ensure that the prod-
ucts in the user’s physical shopping cart match the products in
his virtual shopping cart (as displayed in “product” field
3728).

[0335] Insome implementations, the user adds products to
his physical shopping cart and the store manager (or cashier)
adds products to the user’s virtual shopping cart. For instance,
the store manager (or cashier) may manually select or scan the
items in the user’s physical shopping cart, and the products
will be added to the user’s virtual shopping cart (and the
“product” field 3728).

[0336] The store’s products 3730 are listed for manual
selection (e.g., when a customer is checking out) in a product
quick select window 3732. The store manager (or cashier) can
select a product to add to the user’s virtual shopping cart (or
can confirm that the product is in the user’s virtual or physical
shopping cart) by selecting a product 3730. Items added to the
user’s virtual shopping cart are shown in “product” field
3728. In some examples, once all the items are added to the
user’s virtual shopping cart (or confirmed by the store man-
ager or cashier), the user can complete the checkout process
by, for instance, pressing a “checkout” button within the user
application on the user’s device. In some examples, the user
completes the checkout process using a store’s device. For
instance, a user may be able to checkout by pressing his
thumb onto a pad that scans his fingerprints at the checkout
counter.

[0337] A store manager may be able to customize the prod-
ucts 3730 listed in the product quick select window 3732. For
instance, the store manager can have the most frequently
purchased products 3730 displayed, or the store manager can
have the user’s most frequently purchased products 3730
displayed. In some examples, the products 3730 canrepresent
multiple sub-categories of products, and the store manager
(or cashier) can search for products by expanding sub-catego-
ries until the product he wishes to add is displayed. In some
examples, any product that is scanned with a barcode scanner
is automatically added to the product quick select window
3732.

[0338] In some examples, products 3730 that a customer
wishes to purchase can also be scanned by scanning a prod-
uct’s barcode or using any method or combinations of meth-
ods.

[0339] In some implementations of the system, users can
choose to purchase items from within a physical store. In
some examples, users select products while walking the
physical aisles in a store, and either adding the selected prod-
ucts to the user’s virtual shopping cart or physical shopping
cart (or both). In some examples, products selected in the
physical store are delivered by a driver to the delivery address.
Insome examples, the users take the items with them. In some
examples, users select items using the user application and
pick up the products in the physical store, or any location. In
some cases, a user can select items in the store and add them
to her account by scanning the bar codes or using NFC tech-
nology to add items.
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[0340] Using the POS system, store owners and others
(e.g., brand owners) may be able to enjoy the same metric
tracking and advertising benefits that they enjoy when users
use the user application and have products delivered. As men-
tioned earlier, the point-of-sale system can include and pro-
vide the features of the retail store manager application.

[0341] In some examples, once a user allows his phone or
device to find his location (e.g., using a GPS), or once a user
inputs his location manually (e.g., by entering a city and state
or a zip code), the user is able to see which stores (or other
locations selling products or services) offer in-store pur-
chases in his territory (e.g., in his geographic location). By
checking into a store through the process described below, a
user can be connected to the POS system of the store. In some
examples, a user can purchase items from his mobile phone
(or other portable devices with the user application) from
within the store. In some examples, a user can purchase
products using a device outside the store (e.g., a home com-
puter) and pick-up his purchases in the store. The same soft-
ware, processes, and user-interfaces can be applied to pur-
chases within a bar or a night club, or in any location that sells
products or services.

[0342] FIG. 38 shows a wireframe 3800 of a user applica-
tion for some implementations of the system. FIG. 38 shows
what users may see when they open the in-store purchase
section of the user application. The store list 3802 shows the
nearby stores from which users can make purchases. By tap-
ping on the “select store” button 3804, users can select a
particular store from the store list 3802. In some examples,
one store may be highlighted or promoted. For instance, the
store may pay a fee to have its name highlighted or promoted,
or a store with a high rating may be highlighted or promoted.
In FIG. 38, the promoted store 3806 can be selected by press-
ing the “select store” button 3804.

[0343] Insome implementations, once the user presses the
“select store” button 3804, the user’s “checked-in guest”
account 3724 appears in the “quick pick™ field 3722 in the
store’s POS system, as shown in FIG. 37.

[0344] Insomeimplementations ofthe system, the user first
inputs the products or types of products he wants to purchase,
and then the user application presents the closest stores that
allow in-store purchases of those products or types of prod-
ucts. In some examples, the user is presented with a list of all
stores in the user’s territory that allow in-store purchases. In
some examples, the user can sort the list of nearby stores by
store type, store rating, store size, store hours of operation,
store location, or any factor or combinations of factors.

[0345] As described above with the product delivery sys-
tem, a store may purchase an exclusive license for in-store
purchases from the host. In some examples, a store may
purchase a non-exclusive license or one of a small number of
licenses. For instance, the host can authorize only 2 stores in
acertain geographic area for in-store purchases. The host may
allow any number of stores or all stores to enable in-store
purchases. The host may license certain stores for certain
hours, certain customer demographics, certain products or
certain periods of time, or a combination thereof. For
instance, store Z may only be licensed to sell to 21-25 year
olds on Sundays. Therefore, if a 23 year old user searches for
stores on a Saturday, store Z may not appear on the user’s list
of stores for in-store purchases. In some examples, the store
may appear, but will have a note saying that in-store pur-
chases are only available on Sundays. In some examples, the
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host may allow all interested stores to sell all products during
all times using the in-store system.

[0346] In some examples, the store may pay the host a fee
to use the in-store system. This can be a flat fee (e.g., X dollars
per month or per year) or it can be a percentage of sale or fee
per transaction, or a combination of fees. In some examples,
the in-store purchasing system is free to stores that have
purchased a license for the delivery system. Any fee arrange-
ment can be used.

[0347] Once a user has selected the store from which he
would like to make a purchase, he may be directed to a
product selection screen, like that shown in the wireframes
3900 in FIGS. 39A and 39B. “Cart” button 3902 allows a user
to toggle between his virtual shopping cart and the product
selection screen. By pressing the “profile” button 3904, the
user is directed to the user’s profile screen, where the user
may be able to add and delete payment information (e.g.,
credit card information), and update any user information. By
pressing the “check-in” button 3906, the user checks-in to a
store (e.g., a bar, club or liquor store). In some examples, the
user is automatically checked-in once he selects a store from
a screen like that shown in FIG. 38. By pressing the “search”
button 3908, the user can search for products to purchase. The
“place of business” bar 3910 indicates the store (or other
place of business) whose products the user is browsing. For
instance, if the user is browsing the products available in the
Acme store, the “place of business” bar may read “Acme
Store.” Product tabs 3912 allow the user to sort products by
type (e.g., a wine tab, a beer tab or a liquor tab), by rating, by
price range, by brand, or by any other factor or combination of
factors. The product box 3914 lists the available products
3916. Products 3916 can be presented in a grid, like in FIG.
39A, or in a list, like in FIG. 39B. In some examples, a user
can toggle between different views (e.g., lists or grids). In
some examples, the products 3916 are listed with a picture,
with a short description, or with a product number or model
number, or with a combination of identifiers.

[0348] In some examples, advertisers (e.g., brand owners)
can advertise in the in-store purchase section of the user
application. For instance, a banner ad 3918 may appear with
advertising text and an advertising image 3920. In some
examples, users can add an advertised product directly to
their cart by pressing the “add” button 3922 within the ad. In
some examples, any type of ad can be displayed to the user,
including special offers (like those described for the delivery
system).

[0349] The user may be able to empty his cart by pressing
the “empty cart” button 3924. “Total cost” field 3926 may
display the total cost (either with or without tax) for the items
in the user’s virtual shopping cart. The user can proceed to a
checkout page by pressing the “checkout” button 3928.
[0350] In some examples, the user can add items to his
virtual shopping cart by scanning or taking a photograph of
physical products in the store. For instance, the user may pick
up a bottle of vodka that he would like to purchase, and use his
mobile phone to snap a picture of the barcode. The user
application software may then process that image and add the
product to the user’s virtual shopping cart. The user can add
the physical item to his physical shopping cart.

[0351] In some examples, the products available in the in-
store purchase section of the user application are the same as
the products available in the delivery section of the user
application. In some examples, stores may have different or
additional product offerings in the in-store purchase section
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and delivery section of the user application. In some
examples, a store may only offer its products for in-store
pick-up, but not for delivery, or vice versa.

[0352] Insome examples, the in-store purchase section and
the delivery section of the user application are integrated, and
the user is simply given an option at check-out to choose
delivery or in-store pick-up.

[0353] Once a user has selected what he wants to purchase,
he then checks-out. FIG. 40 shows a wireframe 4000 of an
in-store purchase section of a user application for some
implementations of the system. The user may reach a “check
out” screen like wireframe 4000, for instance, by pressing the
“checkout” button 3928 shown in FIGS. 39A and 39B. The
“customer name” field 4002 displays the user’s name and the
“payment information” field 4004 shows the credit card or
other payment method that will charged for this purchase. The
“place of business” field 4006 displays the name of the store
from which the user is making a purchase. In some cases, a
security feature 4008 is displayed. In some cases, once the
user has selected a store, the store’s POS system registers the
user in a customer queue. In some cases, the security feature
is a random set of letters and number that the user presents to
the store to verify to the store that the correct user is picking
up the order. In some cases, the set of letters and numbers will
be specific to a given user, and will rotate every 60-600
seconds. The products 4010 in the user’s virtual shopping cart
are listed. The total purchase price (with tax, without tax or
both) for the items in the user’s virtual shopping cart is shown
in the “total” field 4012. The user can cancel the order by
pressing the “cancel” button 4014, or can pay for the order by
pressing the “pay” button 4016. Once payment has been
processed, a confirmation message 4018 may appear on the
user’s screen or on the POS system (or both). For instance,
confirmation message 4018 may notify the store manager (or
the cashier) or the user (or both) that the user’s credit card has
been successtully charged. Confirmation message 4018 that
the may be a push notification or embedded within the page.
[0354] Insome examples, a user can verify to the store that
the correct customer is picking up the order with a matching
thumbprint, retina scan, secret password, or any method used
to uniquely identify a customer. In some cases, the user can
verify to the store that the correct customer is picking up the
order by presenting the credit card used to purchase the prod-
ucts, or by presenting a government issued ID with a name
matching the customer name.

[0355] Note that the POS system may be used indepen-
dently of any other aspect of our system. It can be used by any
store, individual, organization, or any entity or individual that
maintains inventory or sells products or services.

[0356] The host, through the host server, host application
and other applications, can maintain and manage a database.
[0357] Insomeexamples,customerinformation is stored in
the database. For example, the database can include a “users
table” to store user information such as users’ emails, names,
hashed passwords, delivery addresses and delivery phone
numbers, or additional customer information or combina-
tions of customer information. In some examples, this cus-
tomer information (or some subset of the information), along
with sensitive information such as a credit card number, is
encrypted and stored within servers maintained by a third
party payment processor. In some examples, storing credit
card information in third party payment processor servers
allows the host to be compliant with Payment Card Industry
(PCI) Data Security Standards. In some examples, storing
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credit card information with third party payment processors
expedites the checkout process by only requiring a user to
input payment information upon registration. In some
examples, when a user wants to update his customer infor-
mation, the client sends an UpdateProfile web service that
mirrors changes made to both the host database customer
information and the customer information stored at the third
party payment processor. The two values (information in the
“users table” and at the third party payment processor) can be
connected by a stored payment processor 1D, which can be
stored in the “users table.”

[0358] The fields of information stored by PG and mirrored
to the database table for customers stored by the system host
and used for payment processing were listed earlier.

[0359] The database stored on the host servers can include
sales data from every transaction throughout the system, and
can allow the data to be easily collected and analyzed. Among
the many types of information that can be stored in the data-
base are what products are being sold, which type of customer
is buying, and when and where said customers are buying.
[0360] Access to this data is especially important in the
alcohol distribution business. Generally, in almost all states in
the United States, the alcohol industry is currently broken into
athree-tier distribution system: producers are only able to sell
to wholesale distributors, who in turn can only sell to retailers.
Because of the three-tier system, alcohol distribution in the
United States generally only allows retailers to sell alcohol
directly to consumers. This puts the host in a unique and
beneficial market position: the host can offer brands the abil-
ity to promote and advertise specifically to the consumers
they are targeting. For instance, the host can offer Coors the
chance to advertise to any customer that has purchased a
Miller product in the past 3 weeks. The data in the host’s
database can be used in many ways, including increasing the
accuracy of product discounts and tailoring exactly which
customers in a certain area see a specific advertisement at a
specific time.

[0361] The host can view many different metrics with the
data inthe database. For instance, the host may be able to view
all the metrics visible to the store managers and brand owners
and others within the system. For instance, the host may be
able to view various turnover metrics, like transactions per
period (e.g., transactions per day, per week, per month, and
per day of the week). The host may also be able to view
transactions per product. Transactions per product metrics
could be based on general product types (e.g., beer, liquor, or
wine) or more specific product types (e.g., light beer, vodka,
or Cabernet Sauvignon). Transactions per product metrics
could also be based on brand (e.g., Budweiser, Bacardi, or
Twenty Bench) or product price (e.g., number of $40+ trans-
actions, or number of $20-$40 transactions). The host can
view metrics for the number of transactions per specified time
interval (e.g., number of transactions from 3 pm-6 pm) or the
number of transactions based a demographic variable (e.g.,
number of transactions based on gender, age, or place of
residence).

[0362] In some examples, hosts could also view margin
metrics, like the average total transaction price or the average
total transaction price for a specific time interval (e.g., com-
paring the average transaction price between 3-5 pm and 5-7
pm). The host could also view margin metrics like average
total transaction price per product type. Again, these metrics
can be based on general product types (e.g., beer, liquor, or
wine), more specific product types (e.g., light beer, vodka, or
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Cabernet Sauvignon), or brand (Budweiser, Bacardi, or
Twenty Bench). The host may also be able to view metrics
such as maximum transactions (e.g., most money spent on a
single order, or most products purchased in a single order) and
minimum transactions. Maximum and minimum transactions
could be determined overall, or per demographic variable,
time period, time interval, product type, or brand. The host
could also view the cost per transaction, including delivery
cost and margin information where available.

[0363] Delivery metrics may also be available, including
the average delivery time per order, the average delivery time
per order in a specified time interval, the average delivery
distance, the maximum delivery distance, and the minimum
delivery distance.

[0364] Insome examples, the host may be able to view and
generate visualizations based on the data in the database. This
can include graphical representations (including maps,
charts, animations, pictures, diagrams and other visualiza-
tion) of all the metrics. The host may also be able to generate
visualizations of how different metrics change over time (e.g.,
the change in average total transaction amount per day over a
monthly time frame).

[0365] In some examples, these metrics are displayed in
graphical form. In some examples, the metrics can be dis-
played in lists, in spreadsheets, graphically or using any other
method of visualization. In some examples, the metrics can be
displayed as they change over time (e.g., average sales from 5
pm-7 pm over a month time frame). In some examples, the
host may be able to easily share the metrics with other others,
such as advertisers, investors, customers or potential custom-
ers.

[0366] Some examples of our system operate in highly
regulated industries (e.g., the alcohol distribution industry). It
is important to note several legal considerations. The system
can operate within the legal system completely, and adhere to
all rules and regulations.

[0367] For example, the system can operate legally within
the alcohol distribution industry. First, the host does not need
to own part of, or an entire, liquor license. This is possible
because the host does not need to be directly involved with the
alcohol products. The host does not need to hold, transport, or
profit directly from the sale. In some examples, at no point in
time does the host or a host employee need to come in contact
with the physical product. In some examples of our system, it
is only the liquor stores that sell the product, interact with
customers, record the sale, and risk their license. This system
can provide a new medium to reach customers. Second, it is
possible for the host to have insurance and legal representa-
tion specific to the alcohol distribution industry. The insur-
ance can protect the host against the risk of possible suit.
Third, the host can require that all sales involve the use of the
ID verification software and ID guidebook application. In
some cases, the host can provide (free of charge or for a fee)
a device, with a scanner, preloaded with all the necessary
software. The host can require that every ID for every delivery
from every store be verified and recorded before the alcohol is
successfully delivered. The host can also empower the stores
and the driver with the right to refuse delivery to anyone
underage.

[0368] FIG. 54 shows a wireframe 5400 of a host applica-
tion on a mobile device for some implementations. From this
screen, a host may be able to create, edit or delete geographic
zones or territories for licensing. For instance, map 5402
contains an outlined zip code area 5404, which shows the area
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of the map covered by zip code “02130.” A selected geo-
graphic zone 5406 may be overlaid on the outlined zip code
area 5404. In some implementations, selected zones take
preference over zip codes areas. This may mean that one store
manager or brand owner may exclusively license the zip code
“02130” defined in outlined zip code area 5404, except the
area defined by selected geographic zone 5406 (which is
overlapping). A host may be able to create a new selected
geographic zone by pressing the “new zone” button 5408. The
store manager can then select the selected geographic zone by
dragging or moving the upper left select 5410 and the bottom
right select 5412 to the desired locations on map 5402. The
new selected geographic zone 5414 will then appear on map
5402. A host may create a second outlined zip code area by
pressing the “new zip” button 5416. Second outlined zip code
area 5418 corresponds to a second zip code 5420 (here,
“02135”). Each selected geographic zone 5406, 5414 and
each zip code area 5404, 5418 may be licensed to the same or
different entities (e.g., brand owners or retail stores). The
selected geographic zones 5406, 5414 and zip code areas
5404, 5418 may be broken down into various exclusive or
non-exclusive licenses. For instance, retail store A may have
the exclusive license to sell beer in selected geographic zone
5406, and retail store B may have the exclusive license to sell
wine in selected geographic zone 5406. Selected geographic
zones and outlined zip code areas may be edited using the
“edit” button 5422 or deleted using the “delete” button 5424.
The “commit changes” button 5426 will save the changes
made since the last save, and the “discard changes™ button
5428 will discard the changes since last save.

[0369] FIG.5 showsan example ofa computing device 500
and a mobile device 550, which may be used with the tech-
niques and system described here. For example, referring to
FIG. 2, the devices 202, 206, 210, 214, 222 could be examples
of'the computing device 500 or the mobile device 550, and the
server 218 could include one or more computer devices 500.
Computing device 500 is intended to represent various forms
of digital computers, such as laptops, desktops, workstations,
personal digital assistants, servers, blade servers, main-
frames, and other appropriate computers. Mobile device 550
is intended to represent various forms of mobile devices, such
as personal digital assistants, cellular telephones, smart-
phones, and other similar computing devices. The compo-
nents shown here, their connections and relationships, and
their functions, are meant to be examples only, and are not
meant to limit implementations of the techniques described
and/or claimed in this document.

[0370] Computing device 500 includes a processor 502,
memory 504, a storage device 506, a high-speed interface 508
connecting to memory 504 and high-speed expansion ports
510, and a low speed interface 512 connecting to low speed
bus 514 and storage device 506. Each of the components 502,
504,506,508, 510, and 512, are interconnected using various
busses, and may be mounted on a common motherboard or in
other manners as appropriate. The processor 502 can process
instructions for execution within the computing device 500,
including instructions stored in the memory 504 or on the
storage device 506 to display graphical information for a GUI
on an external input/output device, such as display 516
coupled to high speed interface 508. In other implementa-
tions, multiple processors and/or multiple buses may be used,
as appropriate, along with multiple memories and types of
memory. Also, multiple computing devices 500 may be con-
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nected, with each device providing portions of the necessary
operations (e.g., as a server bank, a group of blade servers, or
a multi-processor system).

[0371] Thememory 504 stores information within the com-
puting device 500. In one implementation, the memory 504 is
a volatile memory unit or units. In another implementation,
the memory 504 is a non-volatile memory unit or units. The
memory 504 may also be another form of computer-readable
medium, such as a magnetic or optical disk.

[0372] The storage device 506 is capable of providing mass
storage for the computing device 500. In one implementation,
the storage device 506 may be or contain a computer-readable
medium, such as a floppy disk device, a hard disk device, an
optical disk device, or a tape device, a flash memory or other
similar solid state memory device, or an array of devices,
including devices in a storage area network or other configu-
rations. A computer program product can be tangibly embod-
ied in an information carrier. The computer program product
may also contain instructions that, when executed, perform
one or more methods, such as those described above. The
information carrier is a computer- or machine-readable
medium, such as the memory 504, the storage device 506,
memory on processor 502, or a propagated signal.

[0373] The high speed controller 508 manages bandwidth-
intensive operations for the computing device 500, while the
low speed controller 512 manages lower bandwidth-intensive
operations. Such allocation of functions is an example only.
In one implementation, the high-speed controller 508 is
coupled to memory 504, display 516 (e.g., through a graphics
processor or accelerator), and to high-speed expansion ports
510, which may accept various expansion cards (not shown).
In the implementation, low-speed controller 512 is coupled to
storage device 506 and low-speed expansion port 514. The
low-speed expansion port, which may include various com-
munication ports (e.g., USB, Bluetooth, Ethernet, wireless
Ethernet) may be coupled to one or more input/output
devices, such as a keyboard, a pointing device, a scanner, ora
networking device such as a switch or router, e.g., through a
network adapter.

[0374] Thecomputing device 500 may be implemented ina
number of different forms, as shown in the figure. For
example, it may be implemented as a standard server 520, or
multiple times in a group of such servers. It may also be
implemented as part of a rack server system 524. In addition,
it may be implemented in a personal computer such as a
laptop computer 522. Alternatively, components from com-
puting device 500 may be combined with other components
in a mobile device (not shown), such as device 550. Each of
such devices may contain one or more of computing device
500, 550, and an entire system may be made up of multiple
computing devices 500, 550 communicating with each other.
[0375] Computing device 550 includes a processor 552,
memory 564, an input/output device such as a display 554, a
communication interface 566, and a transceiver 568, among
other components. The device 550 may also be provided with
a storage device, such as a microdrive or other device, to
provide additional storage. Each of the components 550, 552,
564, 554, 566, and 568, are interconnected using various
buses, and several of the components may be mounted on a
common motherboard or in other manners as appropriate.
[0376] The processor 552 can execute instructions within
the computing device 550, including instructions stored in the
memory 564. The processor may be implemented as a chipset
of chips that include separate and multiple analog and digital
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processors. The processor may provide, for example, for
coordination of the other components of the device 550, such
as control of user interfaces, applications run by device 550,
and wireless communication by device 550.

[0377] Processor 552 may communicate with a person
through control interface 558 and display interface 556
coupled to a display 554. The display 554 may be, for
example, a TFT LCD (Thin-Film-Transistor Liquid Crystal
Display) or an OLED (Organic Light Emitting Diode) dis-
play, or other appropriate display technology. The display
interface 556 may comprise appropriate circuitry for driving
the display 554 to present graphical and other information to
a person. The control interface 558 may receive commands
from a person and convert them for submission to the proces-
sor 552. In addition, an external interface 562 may be provide
in communication with processor 552, so as to enable near
area communication of device 550 with other devices. Exter-
nal interface 562 may provide, for example, for wired com-
munication in some implementations, or for wireless com-
munication in other implementations, and multiple interfaces
may also be used.

[0378] Thememory 564 stores information within the com-
puting device 550. The memory 564 can be implemented as
one or more of a computer-readable medium or media, a
volatile memory unit or units, or a non-volatile memory unit
or units. Expansion memory 574 may also be provided and
connected to device 550 through expansion interface 572,
which may include, for example, a SIMM (Single In Line
Memory Module) card interface. Such expansion memory
574 may provide extra storage space for device 550, or may
also store applications or other information for device 550.
[0379] Specifically, expansion memory 574 may include
instructions to carry out or supplement the processes
described above, and may include secure information also.
Thus, for example, expansion memory 574 may be provide as
a security module for device 550, and may be programmed
with instructions that permit secure use of device 550. In
addition, secure applications may be provided via the SIMM
cards, along with additional information, such as placing
identifying information on the SIMM card in a non-hackable
manner.

[0380] The memory may include, for example, flash
memory and/or NVRAM memory, as discussed below. In one
implementation, a computer program product is tangibly
embodied in an information carrier. The computer program
product contains instructions that, when executed, perform
one or more methods, such as those described above. The
information carrier is a computer- or machine-readable
medium, such as the memory 564, expansion memory 574,
memory on processor 552, or a propagated signal that may be
received, for example, over transceiver 568 or external inter-
face 562.

[0381] Device 550 may communicate wirelessly through
communication interface 566, which may include digital sig-
nal processing circuitry where necessary. Communication
interface 566 may provide for communications under various
modes or protocols, such as GSM voice calls, SMS, EMS, or
MMS messaging, CDMA, TDMA, PDC, WCDMA,
CDMA2000, or GPRS, among others. Such communication
may occur, for example, through radio-frequency transceiver
568. In addition, short-range communication may occur, such
as using a Bluetooth, WiFi, or other such transceiver (not
shown). In addition, GPS (Global Positioning System)
receiver module 570 may provide additional navigation- and
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location-related wireless data to device 550, which may be
used as appropriate by applications running on device 550.
[0382] Device 550 may also communicate audibly using
audio codec 560, which may receive spoken information from
a person and convert it to usable digital information.

[0383] Audio codec 560 may likewise generate audible
sound for a person, such as through a speaker, e.g., in a
handset of device 550. Such sound may include sound from
voice telephone calls, may include recorded sound (e.g.,
voice messages, music files, and so forth) and may also
include sound generated by applications operating on device
550. The computing device 550 may be implemented in a
number of different forms, as shown in the figure. For
example, it may be implemented as a cellular telephone 580.
It may also be implemented as part of a smartphone 582,
personal digital assistant, tablet computer, or other similar
mobile device.

[0384] Various implementations of the systems and tech-
niques described here can be realized in digital electronic
circuitry, integrated circuitry, specially designed ASICs (ap-
plication specific integrated circuits), computer hardware,
firmware, software, and/or combinations thereof. These vari-
ous implementations can include implementation in one or
more computer programs that are executable and/or interpret-
able on a programmable system including at least one pro-
grammable processor, which may be special or general pur-
pose, coupled to receive data and instructions from, and to
transmit data and instructions to, a storage system, at least one
input device, and at least one output device.

[0385] These computer programs (also known as pro-
grams, software, software applications or code) include
machine instructions for a programmable processor, and can
be implemented in a high-level procedural and/or object-
oriented programming language, and/or in assembly/ma-
chine language. As used herein, the terms “machine-readable
medium” “computer-readable medium” refers to any com-
puter program product, apparatus and/or device (e.g., mag-
netic discs, optical disks, memory, Programmable Logic
Devices (PLDs)) used to provide machine instructions and/or
data to a programmable processor, including a machine-read-
able medium that receives machine instructions.

[0386] To provide forinteraction with a person, the systems
and techniques described here can be implemented on a com-
puter having a display device (e.g., a CRT (cathode ray tube)
or LCD (liquid crystal display) monitor) for displaying infor-
mation to the person and a keyboard and a pointing device
(e.g., amouse or a trackball) by which the person can provide
input to the computer. Other kinds of devices can be used to
provide for interaction with a person as well. For example,
feedback provided to the person can be any form of sensory
feedback (e.g., visual feedback, auditory feedback, or tactile
feedback). Input from the person can be received in any form,
including acoustic, speech, or tactile input.

[0387] The systems and techniques described here can be
implemented in a computing system that includes a back end
component (e.g., as a data server), or that includes a middle-
ware component (e.g., an application server), or that includes
a front end component (e.g., a client computer having a
graphical user interface or a Web browser through which a
person can interact with an implementation of the systems
and techniques described here), or any combination of such
back end, middleware, or front end components. The compo-
nents of the system can be interconnected by any form or
medium of digital data communication (e.g., a communica-
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tion network). Examples of communication networks include
alocal area network (“LLAN”), a wide area network (“WAN™),
and the Internet.

[0388] The computing system can include clients and serv-
ers. A client and server are generally remote from each other
and typically interact through a communication network. The
relationship of client and server arises by virtue of computer
programs running on the respective computers and having a
client-server relationship to each other.

[0389] Other implementations are also within the scope of
the following claims.

1. A method comprising

maintaining information on a server that associates liquor
stores with respective geographic territories, each of the
liquor stores having exclusive rights, relative to other
liquor stores, to deliver alcohol in one of the geographic
territories, each of the liquor stores having a geographic
location,

enabling a human customer having a geographic location

other than the geographic locations of the liquor stores to
interact with a user interface on a first device to generate
an order for a delivery of alcohol,

determining that the order is associated with one of the

territories based on the geographic location of the cus-
tomer,

automatically causing the user interface on the first device

to be configured so that the order generated by the cus-
tomer will be an order to the liquor store that has the
exclusive right to deliver the alcohol in the associated
territory,

enabling, through a user interface on a second device, a

representative of the liquor store, to verify or authenti-
cate or both a government-issued identification of the
customer, and

if the government-issued identification of the customer is

successfully verified or authenticated or both, confirm-
ing to the representative of the liquor store that the alco-
hol can be delivered to the customer.

2. The method of claim 1 in which parameters of the geo-
graphic territories are stored in a database, the parameters
defined by at least one of longitude, latitude, and zip code.

3. The method of claim 2 in which the database associates
store codes with geographic territories, the store codes rep-
resenting respective liquor stores.

4. The method of claim 1 in which the geographic location
of the human customer is determined based on geo-location
of the first device.

5. The method of claim 1 in which the geographic location
of the human customer is determined based on a delivery
address.

6. The method of claim 1 comprising configuring the first
interface to enable the user to make a payment before the
alcohol is delivered.

7. The method of claim 6 in which the payment is effected
through a payment gateway.

8. The method of claim 1 in which the human customer is
not able to generate the order for the delivery of alcohol until
the human customer provides credit card information to a
payment gateway.

9. The method of claim 1 in which the territory comprises
one or more identified products.

10. The method of claim 1 in which the territory comprises
one or more identified brands.
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11. The method of claim 1 in which the configured user
interface on the first device is presented to the human cus-
tomer, on behalf ofthe liquor store that has the exclusive right,
by a party that is independent of the liquor store that has the
exclusive right.

12. The method of claim 1 comprising presenting adver-
tising or promotions to the human customer through the user
interface.

13. The method of claim 1 in which the alcohol is delivered
from the liquor store that has the exclusive right.

14. A method comprising

presenting a list of products to a customer through a first

user interface on a first device, the products including
alcohol offered for sale by a liquor store that has an
exclusive right to deliver alcohol in a territory to which
the customer belongs,

relaying an order to a second device located at the liquor

store, the order including a request by the customer for a
subset of the products to be delivered to a location out-
side the liquor store, and
providing a mobile facility that a driver can use to help
verify an identity and age of the customer prior to deliv-
ery of the subset of products, the mobile facility capable
of verifying or authenticating or both a driver’s license
belonging to the customer.
15. The method of claim 14 comprising leasing the exclu-
sive right to the liquor store.
16. The method of claim 14 in which the first user interface
is white-labeled to represent the store that has the exclusive
right.
17. The method of claim 14 in which the list of products
includes only products in stock based on an electronic inven-
tory of the liquor store.
18. The method of claim 14 comprising updating an elec-
tronic inventory of the liquor store by subtracting units of the
subset of products from the electronic inventory.
19. The method of claim 14 comprising presenting adver-
tisements or promotions to the customer through the user
interface.
20. The method of claim 14 comprising tracking a physical
location of the subset of products as it is transported by the
driver to the customer.
21. The method of claim 20 comprising relaying the physi-
cal location of the subset of products to the first device as it is
transported by the driver.
22. An apparatus comprising
a server that (a) communicates with devices at liquor stores
and mobile devices of customers of the liquor stores, and
(b) manages mutually exclusive rights of respective
liquor stores to deliver alcohol to customers at locations
in respective territories of the liquor stores; and

applications or websites or both that (a) enable represen-
tatives of the liquor stores to verify or authenticate or
both government-issued identification of the customers,
and (b) enable the liquor stores to manage deliveries and
inventories of alcohol.

23. The apparatus of claim 22 in which the applications or
websites enable the server to collect tracking information
regarding delivery of alcohol to the respective customers.

24. The apparatus of claim 23 in which at least some of the
tracking information is communicated to the mobile devices
of customers.

25. The apparatus of claim 22 in which the server manages
payments from the customers to the liquor stores.
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26. A method comprising

receiving, through a communication network, at a liquor
store that has a geographic location, an order from a
human customer for delivery of alcohol, the customer
having a geographic location that is within a geographic
territory in which the liquor store has an exclusive right,
relative to other liquor stores, to deliver alcohol,

the liquor store having received the order as a result of a
process executed at a server that associated the geo-
graphic location of the customer with the geographic
territory of the liquor store,

a representative of the liquor store transporting the alcohol
from the liquor store to the customer,

at the geographic location of the customer, the representa-
tive authenticating or verifying or both a government-
issued identification of the customer, through a user
interface of a mobile device, and

if the authentication or verification or both are successful,
the representative of liquor store delivering the alcohol
to the customer.

27. The method of claim 26 further comprising the repre-

sentative notifying the liquor store that the delivery was suc-
cessful.



