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MEDIA MARKETING SYSTEMAND 
METHOD 

RELATED APPLICATIONS 

0001. This application claims priority to U.S. patent appli 
cation No. 60/733,132, filed Nov. 3, 2005, and entitled 
“Media Marketing System and Method’, which is incorpo 
rated herein in its entirety. 

BACKGROUND 

0002 The field of the present invention is computer appli 
cations for managing and distributing marketing messages. 
More particularly, the present invention relates to a computer 
application and system for selecting and distributing content 
information and brand messages to the mobile handsets of a 
set of target users, and for generating metrics regarding those 
messages. 
0003. As technology advances and consumers become 
more sophisticated, it has become more difficult for advertis 
ers, brands, or sponsors to reach targeted consumer markets. 
For example, consumers are using devices like digital video 
recorders (DVR) to bypass commercial messages on televi 
sion programs and viewing more pay-per-view and video-on 
demand (VOD) programming. These latter broadcasting 
models are subscription based, and therefore no advertising is 
typically allowed. For the more traditional advertising mod 
els, it is therefore increasingly necessary to offer commercial 
messages that consumers want to receive, otherwise they will 
simply use current technology to avoid the message. Further, 
for messages that a consumer is interested in, the consumer is 
far more likely to see or hear the message, and has the highest 
likelihood of acting on the received message, for example, by 
making a response or even purchasing a product. 
0004 Consumers are also aware that advancing technol 
ogy makes more timely and relevant information available to 
them. For example, near real time traffic reports may be 
received from a website service or even delivered to a mobile 
wireless handset. Even a particularly personal use, the traffic 
service may be a way or all of a user's typical travel patterns, 
and may even detect the position of the users mobile wireless 
handset. In this way, the traffic information delivered to the 
user is highly personal to the user's current location and 
condition. More generally, consumers are expanding their 
view of media “content” from the traditional video, music, 
wallpaper, and ring tones, to include personalized and spe 
cific information and data. Personalized data may be, for 
example, information regarding a favorite team, location of 
friends, a child's progress in School, local traffic, or weather 
updates. Information adjusted or adapted for personal use is 
Some of the most valued information, but no convenient 
vehicle has existed to deliver it to the consumer. Since users 
greatly value this personalized information, users typically 
register and pay for Subscription services for this personal 
ized content. 
0005. The traditional radio, TV, magazine, and newspaper 
advertising are intended for general distribution to a large 
diverse population. In this regard, these advertisements are 
directed to large audiences, and do not provide personal mes 
sages or data. Further, with so many advertising platforms, 
any advertising campaign is fragmented according to each 
platforms requirements, timing, and limitations. It is also very 
difficult to measure the effectiveness of any ad campaign, or 
to attribute a Success to any particular marketing message or 
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tactic. Eventhough the goal of this traditional advertising is to 
stimulate an individual, the mediums are so fragmented and 
unaccountable that advertising is priced on the cost per 1000 
impressions. Stated differently, because these traditional 
mediums can not account for individual reaction, they resort 
to pricing only on a guess as to how many people may see the 
ad. Also, consumers are moving away from the more tradi 
tional static entertainment devices such as radio and TV, and 
relying more on personal media devices. Such as wireless 
handsets, for more entertainment services. These personal 
media devices are typically compact, may be portable, and are 
convenient, but the opportunity for distributing targeted mes 
sages is limited. In a particular example, a mobile wireless 
handset is used to provide entertainment and data services for 
consumer. The wireless mobile handset is a personal device, 
in much the same way a person carries a wallet or purse. A 
person's wireless handset is typically controlled and used by 
only 1 person, and is tuned to the specific desires and prefer 
ences of that user. Accordingly, a message sent to a wireless 
handset is almost certainly received and viewed by the 
intended user. For many, the wireless mobile handset is an 
indispensable personal and business tool that is nearly always 
close by, and represents the link to friends, family, and 
coworkers, as well as a significant means of receiving enter 
tainment and information. Since the wireless mobile handset 
is such a personal device, users are typically very selective on 
granting permissions to marketing companies to send data 
and messages to their phone. 
0006 Sponsors or brands are interested in getting their 
marketing messages to the handsets of users, but face signifi 
cant hurdles in that customers typically dislike unwanted 
junk' messages, and are unfamiliar with how to assess the 

Success of any mobile marketing campaign. Brands, today, 
are eager to invest in mobile branding initiatives but they are 
cautious. A significant issue in mobile branding, today, is the 
absence of scale and trackability of metrics through third 
party companies. In short, the brands are ready to spend but 
they require actionable metrics to justify their investment. 
The amount of money brands will spend directly correlates 
with the usability of metrics, and the acceptance of handset 
USCS. 

0007. In a final example, consumers are also using por 
table music devices and Subscription satellite radio systems 
for receiving audio and music entertainment. Again, these 
entertainment systems typically do not allow for sponsor or 
brand advertisement. Accordingly, there is a need for a dis 
tribution system that enables sponsors to more effectively 
reach targeted consumers using mobile entertainment 
devices. 

SUMMARY 

0008 Briefly, the present invention provides a system and 
process for distributing branding and content messages to 
wireless mobile devices such as mobile handsets. The system 
has a mobile media portal process that enables a content 
owner and one or more sponsors to cooperate in negotiating, 
planning, and executing a branding or content campaign. For 
a campaign, a set of consumers has indicated a desire to 
receive particular content information on their mobile hand 
set, and may have used a web interface or their phone to 
provide demographic information and content choices. A 
media center interface, either automatically or under human 
control, associates a particular marketing message from a 
sponsor with the content information, and distributes the mar 
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keting message and information to the user's handset. Since 
the marketing message has been selected and adapted to the 
demographics and preferences of the user, it is likely that the 
user will positively respond to receiving the marketing mes 
Sage. 
0009. In one example, the content owner is the operator of 
a sporting event, and provides content in the form of timing 
updates, athlete interviews, event weather, and editorial com 
mentary. Each type of information may be considered a 
“channel of content information available for publication to 
a user's mobile handset. Interested consumers may use a web 
interface to request to receive select one or more channels, 
and may provide demographic, handset, or carrier informa 
tion as requested. The content owner may also associate with 
a sponsor to generate revenue, with the sponsor paying to 
have its marketing message distributed along with the chan 
nel information. Marketing messages are selected according 
to the demographics and preferences of the users, and are 
adapted for appeal to the selected users. A marketing message 
may be associated with channel information or content, so 
that the user that receives the channel information also 
receives relevant marketing messages. Since the marketing 
message has been adapted for that user, it is more likely that 
the user will be receptive to the marketing message, and is 
more likely to take a responsive action. 
0010 Advantageously, the present invention enables con 
tent owners to provide consumers with valuable and desired 
information content, while maintaining a positive relation 
ship with the user. Also, the content owner and sponsor are 
able to receive timely and accurate reports regarding the 
metrics, effectiveness, and cost of the campaign. 

BRIEF DESCRIPTION OF THE DRAWINGS 

0011 FIG. 1 is a diagram of consumer, content provider, 
and sponsor relationships in accordance with the present 
invention. 
0012 FIG. 1A is a block diagram of publisher, campaign, 
and channel hierarchy in accordance with the present inven 
tion. 
0013 FIG. 1B is a block diagram of a media marketing 
system in accordance with the present invention. 
0014 FIG. 2 is a block diagram of a mobile media portal in 
accordance with the present invention. 
0015 FIG. 3 is a block diagram of a media distribution 
system in accordance with the present invention. 
0016 FIG. 4 is a block diagram of a media distribution 
system in accordance with the present invention. 
0017 FIG. 5 is a block diagram of a media distribution 
system in accordance with the present invention. 
0018 FIG. 6 is a block diagram of money and data flow in 
a media distribution system in accordance with the present 
invention. 
0019 FIG. 7 is a block diagram of a menu hierarchy for a 
mobile media portal application in accordance with the 
present invention. 
0020 FIGS. 8A, 8B, and 9 are screen representations of a 
consumer web site interface for a mobile medial portal in 
accordance with the present invention. 
0021 FIGS. 10 through 18 are screen representations of an 
example implementation of a mobile medial portal in accor 
dance with the present invention. 

DETAILED DESCRIPTION 

0022 Referring to FIG. 1, a relationship diagram shows a 
desirable commercial relationship 10 between consumers, 
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sponsors, and content providers. Diagram 10 illustrates that a 
sponsor desires to reach a specific target consumeras shown 
by circle 12. The desired target market may be defined by the 
sponsor according to type of product being sold, its price, or 
other characteristic. For example, a company selling extreme 
bicycles (BMX) may desire to reach males between the ages 
of 15 and 23. More ideally, the sponsor would like to target 
those males that have attended an extreme sporting event, 
purchased a skateboard, or otherwise have indicated a will 
ingness to spend money on extreme sporting goods or events. 
It is this small subset of available consumers that would most 
likely react to this sponsor's message, and it is the same set of 
consumers that is most likely to willingly receive and read or 
watch the message. The more accurately a sponsor may 
define and target an audience, and the more likely the audi 
ence will be receptive to the message, and the more effective 
the ad will be This target market may be defined by customer 
demographics, such as age, location, residence, sex, or past 
buying habits, for example. 
0023 Sponsors need to be aware that consumers have a 
limited tolerance level to advertisement messages. Today's 
consumers are continually barraged with commercial mes 
sages, spam, and marketing interruptions. Each consumer has 
a different tolerance level, and even for aparticular consumer, 
the tolerance level may change due to the immediate circum 
stance. If a sponsor delivers a message to the consumer when 
they are over-saturated with messages, the message will not 
be effective in motivating the consumer to react positively to 
the sponsor. Contrarily, the consumer may react negatively to 
the sponsor, feeling that the sponsor was rude, intrusive, or 
too aggressive. In this way, a sponsor should consider con 
Sumer tolerance and consumer permissions in setting its tar 
get markets. As more fully described below, consumers are 
likely to have a higher tolerance level for advertisements and 
messages regarding products and services they are interested 
1. 

0024 Consumer interest is illustrated by circle 11. Con 
Sumers are interested in seeing certain types of media content 
and also are likely to watch advertisements that appeal to 
them. In a similar manner, content providers want to reach a 
particularly wide audience. Content may be for example, 
concerts, sporting events, news events, movies, videos, audio 
files, or other news or entertainment content. Content may 
also include other data, Such as weather, traffic, location infor 
mation, a child's progress in School, or other personalized 
data. Typically, content is provided as video, audio, image, or 
text files that are broadcast to a user's personal media device. 
The content may be provided in a real-time format, or it may 
be provided in a delayed or taped manner. The content may 
also be characterized according to the type of audience that 
the content is likely to appeal to. For example, a classical 
music concert may have an intended demographic of 40-60 
year old married couples with high income, and who travel 
abroad regularly. Accordingly, a sponsor, such as an interna 
tional resort agency, may search for the available content 
providers and request to be a sponsor for the concert. By 
associating content with demographic factors, sponsors are 
assisted in finding content that closely aligns with their mar 
keting message. 
0025 Particular value is established at the intersection 
between circles. For example, overlap area 17 shows an area 
where sponsors are tendering advertisements that consumers 
are interested in hearing, reading, or seeing. These consumers 
have been selected according their proven message tolerance, 
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acknowledged interest level in the message's content, or spe 
cific demographic match. In this way, consumers presented 
ads in overlap area 17 are highly likely to perceive and react 
to the ad. In one example, the messages sent to a consumer 
may be responsive to the specific position location of that 
consumer. These types of messages are particularly relevant 
to the consumer, and have a high likelihood of being received 
and acted upon. Take the instance where a consumer is walk 
ing along a street early in the morning, and a sponsor knows 
this consumer has previously shown interest in coffee prod 
ucts. The sponsor may send a coupon to the consumer's 
wireless handset, and invite the consumer to stop by the 
coffee shop a couple blocks ahead. The consumer is likely not 
annoyed by the message, as they are merely walking down the 
street, and further may appreciate knowing where a conve 
nient coffee shop is located. The consumer may then stop by 
the coffee shop and redeem the electronic coupon. The spon 
Sor may then receive a report that the coupon was redeemed. 
It will be appreciated that the cost of the sponsorship ad may 
be set responsive to the level of action taken by the consumer. 
This example also illustrates that messages provided to 
mobile wireless devices may be readily measured, either by 
confirming the user read the message, or by tracking a 
response to a message or action. By providing for measurable 
and actionable metrics, a sponsor is confident in the value, 
reach, and impact of an advertising campaign. 
0026. In a similar manner, when content overlaps what 
consumers want to view, overlap area 18 shows that consum 
ers are likely to register for, pay for, and watch content. 
Finally, overlap area 19 shows where sponsors have adver 
tisements which meet the quality standards and commercial 
goals of content providers, and the content is likely to attract 
the type of audience that the sponsor is looking for. A par 
ticularly valuable overlap area 21 is established where con 
tent is mutually associated with advertisements, and consum 
ers are interested in both the content and the advertisement. 
For example, if a skateboarder is watching a skateboard com 
petition and a Tony Hawk commercial interrupts the contest, 
it is highly likely that the consumer will continue watching 
the advertisement. These high value marketing impressions 
are of great commercial value. Further, the mobile wireless 
handset enables the sponsor to form a one-to-one relationship 
with a consumer. The sponsor may confirm that a particular 
individual watched a commercial message, invite and receive 
a response from that individual, and measure actions taken by 
the user. Such an intimate and personal relationship is 
enhanced through the use, by permission, of the users per 
Sonal mobile handset. 

0027 Generally, then, the method and system provided 
herein enables an efficient and effective matching of con 
Sumer interests, sponsor offerings, and content availability. In 
this way, content and sponsors are presented to consumers 
with the highest likelihood that the consumers want the ads 
and content, and will view and respond to the advertisements. 
For example, the consumer may respond by immediately 
placing a voice call or sending a text message, by redeeming 
an electronic coupon, or by purchasing a product or service. 
The consumer may also initiate a wireless Internet session, or 
may purchase an offered product at a later time, using either 
the wireless device or a traditional computer interface. Each 
of these responsive actions provides an avenue for measuring 
an individual user's reaction to a commercial message. The 
derived metrics are useful to the sponsor in evaluating effec 
tiveness of the sponsorship campaign, and may also be used 
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as demographic, which will assist in more accurately provid 
ing users with useful and actionable information in future 
campaigns. 
0028. In managing the customer relationship, it is impor 
tant that the sponsors and content providers properly respect 
the consumer and the consumer's information. The consumer 
has trusted the sponsor and content provider enough to give 
up some level of personal or demographic information. 
Accordingly, the sponsor and the content provider must not 
be seen by the consumeras preying on the consumer, but must 
be perceived as adding value to the consumer's life. If the 
sponsor or content provider abuses the consumer or their 
information, the consumer will quickly stop responding to the 
sponsor and content provider, and may even develop long 
term negative impressions. 
0029. In matching consumers, sponsors, and content, a 
mobile media portal system is provided. The mobile media 
portal is a Software application or series of related applica 
tions that enable a sponsor to reach a narrowly defined set of 
consumers with particularly useful and desired commercial 
messages and content. The mobile media portal may operate 
on one or more general purpose computers, or may operate on 
systems particularly designed for this purpose. As illustrated 
in FIG. 1A, the mobile media portal application 25 is operated 
or managed by a publisher 26. The publisher 26 is responsible 
for administering the operation of the mobile media portal. 
The publisher may be, for example, an advertising agency or 
a company with a popular and valuable brand. A publisher is 
able to administer several campaign owners 27. A campaign 
owner may be, for example, a division of company, a group in 
an ad agency working for a particular brand or the content 
provider. In a specific example, a content provider operates a 
sporting event, and offers several types of content informa 
tion for distribution. In this example, the sporting eventacts as 
the campaign manager, and is able to define what content will 
be distributed, what set of consumers the content will be sent 
to, and what marketing messages are to be associated with 
their content. In some cases, the campaign owner will also be 
the publisher. 
0030 Each campaign owner 27 is able to direct several 
campaigns. These campaigns may be run concurrently or 
consecutively, and are used to deliver content to users. Also, 
the delivered content may have associated marketing mes 
sages that may be directed to influencing a target audience 
regarding specific products or services. Each campaign may 
have multiple channels 30 of content. Each content channel is 
typically designed to deliver a particular type of content or 
data to a consumer. For example, a campaign organized 
around a sporting event may have a weather channel, a real 
time score update channel, and an extra-curricular channel. A 
consumer typically selects which channels they want to 
receive, and the campaign associates desirable and relevant 
commercial messages with the channel content. In this way, a 
consumer receives requested channel content along with mes 
sages targeted to that user's preferences and characteristics. 
0031. As illustrated in FIG. 1B, the mobile media portal 
system 35 operates a mobile media portal application36. The 
mobile media portal application 36, as described with refer 
ence to FIG. 1A, may operate many individual campaigns, 
Such as campaign 42. A campaign operator 40 manages the 
campaign 42. Typically, the campaign operator is a human, 
but may be supplemented or Supplanted with adaptive auto 
matic control. The campaign operator 40 interacts with the 
mobile media portal 36 through the media center 41 interface. 
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The media center 41 allows the campaign operator to 1) select 
and define a target consumer set using consumer information 
39; 2) select and distribute content to the selected consumers: 
and 3) associate desired and relevant advertising messages 
with the content. The selected content and advertising mes 
sages may then the sent as one or more messages 43 to the 
selected consumers 47. The consumers will view or use the 
content data, and will see and react to the advertising mes 
sage. Depending on the particular reaction made, user data 45 
may be collected regarding the consumer's reaction to the 
advertising message. The user data 45 may be used to derive 
Success metrics and reports 46, or settle monetary accounting. 
The mobile media portal system 35 thereby enables an effec 
tive, targeted, and measurable advertising campaign. 
0032. In system 35, the advertising messages 37 may be 

text, video, audio, or images, and may be manually or auto 
matically adapted to fit the user demographic of the target 
consumerset. The content 38 may be real-time data, a movie, 
a concert, a sporting event, an audio track, news event, or 
other content that a user would find informative or entertain 
ing. Consumer information 39 may be received from a con 
Sumer that signs-up or Subscribes through a consumer web 
interface 44, and may contain data collected from previous 
interactions or other sources. Some non-personal information 
may be received from the carrier that the consumer uses for 
their wireless handset. For example, the carrier may be able to 
provide information regarding type of handset used, type of 
calling or data plan used, applications operable on their hand 
set, and general geographic information. This information 
may be useful in selecting what information to send to a 
consumer, as well as formatting the information for better 
viewing or interaction of the user's particular handset. In one 
example, the mobile media portal can remove graphical infor 
mation from messages sent to a text-only handset. In another 
example, an ad may include a live Java applet if the handset is 
known to have an operating Java virtual machine. 
0033 Referring now to FIG. 2, mobile media portal sys 
tem 50 may be a combination of hardware and software 
systems for enabling the association of content and sponsors 
in a way highly likely to appeal to targeted consumers. In this 
way, consumers are likely to receive content and advertise 
ments that interest them, thereby increasing the probability 
that the consumer will perceive and react to the sponsor ad. 
Although the mobile media portal 50 is illustrated as a single 
system, it will be appreciated that the mobile media portal 
may be implemented as a distributed system, with certain 
aspects operating on one computer system, and other aspects 
operating on one or more other computer systems. It will also 
be appreciated that the mobile media portal 50 may receive its 
information, (content, consumer information, sponsor mes 
sages, etc.) through networks, by physical input, by automatic 
or electronic data feeds or connections, or through physical 
media. Mobile media portal 50 has a content provider that 
provides content or content files 52. This content, may be, for 
example sports timing data, live video, live audio, video files, 
interviews, commentary, inspirational messages, health tips, 
training prompts, educational messages, scripts, or other 
messages. Mobile media portal 50 also has sponsor messages 
76. Sponsor messages 76 may be for example, video adver 
tisements, audio advertisements, brand messages, coupons, 
or tag lines that are to be associated with content information 
52. These sponsor messages are then made available to the 
mobile media portal in sponsor file area 54. Consumer and 
distribution information 56 is also available to mobile media 
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portal 50. Consumer data 69 may include consumer demo 
graphic data, mobile device identification information, 
mobile device capability information, geographic location, 
and preferences for the consumer. Consumer data may be 
collected from various sources, for example, a consumer web 
interface 71 may be provided where consumers sign up for 
events, games, or participate in Some other registration pro 
cess where basic consumer information is collected. Other 
consumer information may be collected from other third par 
ties or applications 73, or may be collected or derived from 
carrier data 72. It will be appreciated that carrier data 72 may 
include information from other entities in the mobile message 
distribution path, Such as aggregators or message routing 
companies. Mobile media portal 50 thereby has content files 
52 sponsorship files 54, and consumer files 56. 
0034. A selection process 60 is then used to match particu 
lar content 52 with particular sponsors 54 for distribution to a 
targeted Subset of consumers. In this way, the content is 
paired with ads, and both the content and ads are targeted to 
the specific group of consumers most likely to enjoy and 
watch the content and ads. The selection process 60 may be 
done manually through a media center process or interface 
65. A media center process 65 may be in the form of a 
computerized user interface for use by a human operator. The 
human operator, may be a campaign operator, magazine pub 
lisher, radio program director, or TV program director, for 
example. The media center 65 manages delayed or live con 
tent, and matches the content with sponsors who have paid for 
exposure or marketing impressions. The operator of the 
media center, in a near real-time environment, is able to 
monitor available content, available sponsors, and track con 
Sumers, to dynamically generate and distributed messages to 
target consumers. In another example, the selection process 
60 may have automatic features 63 or may be fully automated. 
In this way, an automated or live channel process selects 
particular content or portions of content, attaches particular 
ador ads, and selects consumer Subsets likely to have interest 
in the content and sponsorships. 
0035. The messages are then packaged for transmission to 
the consumer. In one example, a storage system 67 is pro 
vided for delayed transmission of the content. In a specific 
example of delayed programming, messages may be arranged 
into an on-going training program, inspirational program, 
faith program, or other on-going marketing program. In this 
way, messages are predefined, but are transmitted over time 
according to a time schedule. The storage 67 may also be 
arranged to facilitate an on-demand feature. In this way, con 
Sumers may be made aware that programming is available for 
viewing, and then use video player like controls to start, stop, 
pause, or rewind content. The messages, whether distributed 
in real-time or through a delay, are transmitted to the con 
Sumer through a transmission system 58. The transmission 
system 58 may include wireless service operators, wireless 
infrastructure operators, aggregators, and message routing 
services. The distribution of messages and media to personal 
media devices is well known, so will not be discussed in 
detail. Personal media devices 78 may include, for example, 
media enabled mobile handsets, other mobile devices such as 
music players or personal data assistance, vehicles Such as 
cars or commercial delivery vehicles, and home entertain 
ment systems and devices. 
0036. The mobile media portal may include or be associ 
ated with a matching process to facilitate the introduction and 
coordination of sponsors and content providers. Referring 
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now to FIG. 3, a media distribution system is illustrated. 
Media distribution system 100 has a content provider 102 that 
generates a media kit 108 setting out the information regard 
ing content the provider has to offer. For example, the content 
provider may complete the media kit to indicate that it is 
offering a sporting event at a particular time, place, and date. 
The media kit may also set out the anticipated audience for the 
content, and define the target audience according to demo 
graphic characteristics, such as age, location, sex, and income 
level, for example. The media kit may also define other 
known information about the target audience, if known, Such 
as type and capability of handsets used, carrier information, 
and types of active data plans. This type of data, which might 
be received through cooperation with one or more carriers, 
aggregators, third-party applications, or on-line source, is 
useful for understanding the types of messages that may be 
conveniently and receptively sent to a set of users. The con 
tent provider may also provide certain rules for using its 
content. For example, if the sporting event is a little league 
championship, then one rule may exclude tobacco, alcohol, 
adult or political advertisements from its allowable types of 
sponsors. Distribution system 100 may provide an electronic 
framework or interface for the media kit. For example, the 
content provider may access fillable forms through a web site 
interface, and thereby be assisted in completing a proper 
media kit and rules. 

0037. In a similar manner, a sponsor 104 may be assisted 
in generating a product kit 110 for the sponsor. The product 
kit may also set out the anticipated audience or market for the 
product, and define the target market according to demo 
graphic characteristics, such as age, location, sex, and income 
level, for example. The product kit may also define other 
known information about the target audience, and may indi 
cate a preference for the type and format of content. The 
sponsor may set out the type of ads that it would like to 
present, and also may specify particular rules. For example, a 
sponsor proposing cosmetic ads may not want to have those 
ads displayed for any football, baseball, or hockey sporting 
event. By allowing sponsors and content providers to provide 
rules, the distribution system 100 enables content providers 
and sponsors to control quality of their product and messages 
as perceived by the consumer. Distribution system 100 also 
has a mutual selection process 112 for assisting content pro 
viders and sponsor in association for a media campaign. In 
one example, the mutual selection process 112 compares 
rules and desired pairings from kits 108 and 110, and invites 
the content provider and a sponsor to begin a campaign devel 
opment proposal. The content provider and sponsor may then 
iteratively define ads 115. Scripts, messages, coupons or other 
marketing programs to associate with particular content 117. 
For example, the content provider may agree that a particular 
sponsor may add a message tag line every time an inning of a 
baseball game ends and the scoreboard is shown. In this way, 
the content 117 would indicate that each time the scoreboard 
is shown at the end of an inning, a particular predefined 
tagline 115 is to be sent. The content 117 and ads 115 are then 
forwarded to the mobile media portal 123 where the ads and 
content are associated with a particular target consumer, and 
the ads are distributed. Although the MMP 123 is illustrated 
as a separate external process, it will be appreciated that the 
matching process may be included as an integrated module 
within the MMP 123. 

0038 Consumers may provide consumer data for the dis 
tribution system 100 through a consumer web interface 106. 
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The consumer web interface allows a consumer to register, 
play a game, or otherwise provide information into the system 
as shown in block 119. It will be appreciated that a consumer 
interface may also be provided on a personal media device, 
handset, or may collected by interview or other method. The 
consumer data may include, demographic information Such 
as age, sex, and residence location, and would include infor 
mation regarding the personal media device. Information 
may also include biometric data, Such as weight, that can be 
combined with other data to more particularly define mes 
sages. The information may also include position location 
information that may change if the user is mobile. It will be 
apprenticed that consumer demographic information may be 
collected, purchased, or otherwise obtained using known pro 
cesses, or may be collected or derived from the user's carrier, 
for example. The mobile media portal (or the distribution 
system) needs to know how to individually address a user's 
device, so consumer data includes information on how to 
address and send messages to each consumer's device or 
devices. The mobile media portal also desirably understands 
the capability of consumer devices. For example, some 
devices require reduced resolution video, while others may 
Support much higher resolutions. 
0039. The consumer data 121 is made available to the 
mobile media portal 123. In this way the mobile media portal 
123, either in real-time or after a delay, may associate ads 115 
and content 117 with a Subset of consumers and generate 
messages for distribution. These messages are then for 
warded to the transmission system 127 for transmission or 
broadcast to consumers. Some personal media devices have a 
reporting function for indicating that the consumer has actu 
ally opened and probably viewed a particular message. If 
such a case, the distribution system 100 may collect the infor 
mation, and provide verifications and reports that content and 
ads were opened and likely viewed by the consumer. Verifi 
cation may also be collected or derived from other consumer 
activities, such as placing a call, sending a message, forward 
ing a message, making an on-line purchase, or derived from 
information received from a carrier/aggregator or third-party 
application. 
0040. Referring now to FIG. 4, a media distribution sys 
tem 150 is illustrated. Media distribution system 150 has a 
media kit 152 provided by a content provider. The media kit 
for the content provider may include rules on how the content 
provider wants its content controlled, distributed, or limita 
tions on the types of sponsors and consumers that are to be 
considered. A product kit for sponsors 154 is also generated 
by potential sponsors. The sponsors may also have rules on 
how they want their product presented and how it is to be 
associated with content. The system 150 may provide fillable 
forms, questionnaires, or other automated assistance to the 
content providers and sponsors for completing the media kits. 
Desirably, the media kits are in a standard format for 
improved automatic matching and processing. 
0041. The media kits are received in to a matching center 
156. The matching center 156 has an automated or assisted 
matching function for associating particular content provid 
ers with matching sponsors, and for matching particular spon 
sors with matching content providers. The automated or 
assisted matching program may contact, email or otherwise 
notify content providers and sponsors that a potential match is 
possible. It will be appreciated that messaging processes Such 
as email or instant messaging may be operated within the 
system 150, or the system 150 may connect to standard exter 
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nal messaging processes. The matching center 156 may have 
negotiation logs which enable recording transaction history 
between the content provider and sponsor. These negotiation 
logs may assist and facilitate negotiations, as well as provide 
an accurate historical perspective of the interaction between 
the content provider and the sponsor. During negotiation pro 
cess, the content provider and sponsors may agree on addi 
tional quality assurance controls. For example, they may 
agree that advertisement cannot exceed more than 5% of the 
time that content is being presented. These quality assurance 
rules may then be used by the mobile media portal for further 
control of the distribution of messages. 
0042. The matching center 156 may also include cam 
paign development tools. For example, matching center may 
have campaign development tools enabling a sponsor to pro 
pose advertisements, messages, and coupons, and enable the 
content provider to approve those messages or other ads, or 
propose changes. In this way, the campaign development 
process may be run simultaneously with the negotiation pro 
cess, thereby making the matching and development process 
more efficient. As a result of this iterative process of campaign 
development, a set of advertisements, Scripts, or messages 
may be developed. These sponsor messages 157 are then 
made available to the mobile media portal 159, where the 
messages are automatically or manually associated with con 
tent, and messages distributed to handsets for a targeted set of 
COSU.S. 

0043. When media content 160 is available, the mobile 
media portal 159 is able to select from the available video, 
audio, images, or text messages 157 to attach and associate 
with content or portions of the content. During distribution 
operations, the mobile media portal has a list of available 
sponsors, prepared advertisements or messages that have 
been preapproved by the sponsor and content provider, and 
other information Such as commentary to attach to content. 
The mobile media portal may also facilitate a live narration or 
commentary to accompany the media content 160. 
0044 Security controls may also be in place, for example, 
by limiting the distribution of messages to adults only. The 
mobile media portal 159 also has access to customer data, 
Such as demographic information, and device identification 
and type. In this way, the mobile media portal is able to select 
and parse content, added additional narrative or commentary 
to the live content, associate particular ads, and distribute 
generated messages to a specific targeted audience. This 
enables the mobile media portal to identify particularly high 
value consumer targets, and timely provide them with desired 
and useful information. The generated messages are then sent 
for transmission 161. In some cases, full device identification 
and mobile device capability may not be available to the 
mobile media portal, as it may be under the control of the 
transmission service provider. In this case, the transmission 
provider would be passed a distribution list as well as a 
message to be distributed. The transmission system 161 
would then format the messages according to device capabil 
ity, and distribute the messages to the list of target consumers. 
If the consumer device Supports verification, then the trans 
mission system 161 would also verify that messages were 
received by the particular consumers. 
0045. The transmission system 150 may also include mon 
etary and accounting functions. For example, part of the 
matching center process 156 may include the content pro 
vider and sponsor agreeing on a cost and cost basis for the 
marketing program. More specifically, the sponsor may agree 
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to pay a per-impression price for each consumer that is veri 
fied to have received the sponsor message. Upon agreeing on 
the likely cost of the program, the sponsor may place into an 
escrow bank 165 a retainer or other agreed upon amount of 
money. The mobile media portal 159 is also aware of the 
amount of money in the escrow bank, and restrictions can be 
placed on the number of ads distributed according to the 
amount of available funds in the escrow bank. For example, 
the sponsor may not be allowed to have any more ads run, if 
the escrow bank goes to Zero. The transmission system 161 is 
tied into reporting and accountability functions 167. In this 
way, when the transmission system has verified that a con 
Sumer has received a particular sponsor's message, then the 
agreed-upon amount may be deducted from the escrow bank, 
and the money forwarded to the content provider. In this way, 
a sponsor is assured that it only pays for valuable market 
impressions, and payment is not finalized until messages have 
been confirmed to have been received. 

0046. In another example, the sponsor and content pro 
vider may agree on a multi-tier cost basis. In this way, the 
sponsor will pay a smalleramount if a consumer perceives the 
message, and a progressively larger amount depending on 
how the consumer reacts. In this way, the mobile media portal 
Supports dynamic and adaptive costing or revenue sharing 
according to measured consumer response. The consumer 
response may be seeing the message, making a desired mes 
Sage response, making a call, going to a website, redeeming a 
coupon, or making an online purchase. For example, if the 
consumer responds with a text message, the sponsor may pay 
a premium amount, and if the consumer redeems a coupon, 
may pay an even larger amount. By enabling Such a tiered and 
accountable message system, a sponsor is able to more accu 
rately relate its marketing expenditure to consumer response. 
0047. This dynamic costing system can be extended to a 
relative ranking and cost for particular types of consumers. 
For example, since the mobile media portal is aware of how a 
particular consumer has reacted in the past, the value of that 
consumer may be set according to past response. Take for 
instance the consumer that has never redeemed a coupon or 
made a verified purchase in response to a perceived message. 
Accordingly, that consumer may have a low valuation, even 
when they open and perceive a message. However, their may 
be a Substantial premium attached to this consumer if a mes 
sage causes this consumer to actually respond to a message. 
In another example, the set of highly responsive consumers 
may have a very high valuation, although care must be taken 
not to exceed their level of message tolerance. 
0048 Referring now to FIG. 5, a media distribution sys 
tem 200 is illustrated. Media distribution system 200 has 
content 204 provided as a content data 203. The content 
provider data 203 may include content provider information 
that the content provider provides through a user interface 
202. In this way, the content provider may provide detailed 
information as to the type of content it is providing, as well as 
specify the types of target audiences and sponsors with which 
it wishes to be associated. The content may be real-time 
information, audio files, movie files, image files, text files, or 
other entertainment or news information. The sponsors also 
provide sponsor information 209 into a sponsor data file 208. 
The sponsors may use an interface 207 for providing infor 
mation regarding its target audiences, and the type of content 
with which it wishes to be paired. The information regarding 
the sponsor and the content is provided into a matching center 
210. The matching center 210 provides automated or assisted 
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matching processes for matching particular content providers 
with particular sponsors. Part of the process of matching may 
also include developing Scripts 212 or other messages and ads 
for use during the actual campaign. These scripts 212 or other 
marketing messages are then available to the mobile media 
portal 218 at time of distribution. 
0049 Mobile media portal 218 may be automated, or may 
have a media center interface 219 that enables an campaign 
operator to control broadcasting and message distribution 
functions. The media center may be used to associate specific 
content with specific advertisements to be transmitted to a 
target audience. The audience data 216 has been collected, for 
example, through an audience interface 214. This audience 
interface may include information regarding content or spon 
sors, for example they are offering contests and games to 
encourage consumers to register. The messages are then dis 
tributed to the target consumers, and the market monitoring 
center 220 then accommodates accounting and reporting 
functions. For example, the monitoring center 220 may be 
made aware of actual receipt of message files by consumers. 
This receipt information may then be used to generate reports, 
financial, and accounting functions in an automated fashion. 
0050. The monitoring system 220 may also feed informa 
tion back into mobile media portal 218. For example, security 
controls 222 may indicate that some consumers do not want to 
receive the messages or content, or may adjust the types of 
messages sent to particular consumers. The transmission sys 
tem 224 may also feed information back to the mobile media 
portal, to allow the mobile media portal to work more effi 
ciently. For example, if messages are not being timely deliv 
ered, then the mobile media portal may make adjustments in 
the type of content or ads being distributed to improve time 
liness of the messages. 
0051 Referring now to FIG. 6, a model 250 of how the 
mobile media portal generally manages money 273 and data 
275 is shown. In a traditional delivery of content to a user's 
wireless mobile handset, the user selects content, Such as a 
Song or wallpaper, and pays the carrier for the content as well 
as for delivering the purchased content to the handset. The 
carrier (or an agent of the carrier), distributes some of the 
money to the owner of the content or to other third party 
applications that assisted in providing the content. This tra 
ditional model places the carrier as the primary manager of 
the money, and has limited the distribution of content and data 
services to handsets, as well as insulating brands from direct 
contact with the users. 

0052. The model 250 enabled by the mobile media portal 
enables a brand to have greater control over the messages that 
end up in the hands of target consumers, allows the brand to 
pay for messages and content to be delivered to those users, 
and allows the brand to more accurately assess the effective 
ness of their marketing campaign. In a similar manner, model 
250 enables a content owner to have greater control over how 
messages are associated with their content, allows the brand 
to pay them for the content, and opens up a wide and conve 
nient method for distribution. In model 250, which is just one 
of many possible commercial relationships, the brand 252 
hires one or more agencies 254 to execute a target mobile 
messaging campaign. The agency, either directly or indi 
rectly, has a campaign operator 258 that interacts with a 
mobile media portal to define and execute the marketing 
campaign. The mobile media portal 258 is used to select 
target consumers, choose content 261 or applications 263 
likely to be desired by the target consumers, and association 
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appropriate branding messages with the content. The mobile 
media portal 258 cooperates with aggregators 265 and carri 
ers 267 to deliver the messages to each targeted consumer 
271. Using this model 250, the brand is enabled to pay the 
agency, operator, content provider, aggregator, and carrier to 
deliver the desired content and marketing message directly to 
an individual user: 

0053 Data 275 may also be retrieved directly from the 
consumer, the carrier, and the aggregator or third-party appli 
cation. The data may be used by the mobile media portal to 
adapt the current marketing campaign, adjust the next cam 
paign, or used to Support reporting to the agency or brand. The 
data may also be used to Support accounting and settlement 
between the brand and any of the other entities. For example, 
the brand may pay a premium to a content owner if certain 
action benchmarks are met, or the brand may only pay a 
carrier for confirmed delivered messages. 
0054 The mobile media portal may be constructed as one 
or more software applications operating on a general purpose 
computer system. FIG. 7 shows one example of how a menu 
structure 300 for a mobile media portal may be arranged. It 
will be appreciated that the mobile media portal 303 may be 
implemented in many different forms consistent with this 
disclosure. Menu 300 has a home page 303 that is used to 
access messages, receive or send announcements, and receive 
help or tutorial information. The home page 303 also allows 
an authorized administrator to select other top level functions, 
such as user administration 311. The user administration 
function allows a system administrator to define profiles for 
users, set access limits, and generally manage the mobile 
media portal application. The user administration 311 func 
tion may also allow system administrator to define which 
users may view, create, or edit specific campaigns, as well as 
define which users may view, create, or edit specific channels. 
0055 Authorized users may use the campaign manager 
313 function to create or edit campaign owners, campaigns, 
and channels. For example, an authorized user may define 
which channels will be used in a particular campaign, and 
select and form advertising messages to be used in Support of 
a particular sponsor. Once campaigns and channels are 
defined, an authorized user may use the media center 315 
function to manage the selection and distribution of content 
and messages to selected wireless handsets. The media center 
315 may have functions for automatically populating live 
channels, or may include facilities for manually sending mes 
Sages. 

0056. The mobile media portal may also integrate or con 
nect to processes for inviting sponsors 318 or assisting in the 
development of campaigns. The invite sponsor 318 function 
may include automated, partially automated, or manual func 
tions for mutually matching sponsors and content providers. 
Matching may include assistance in creating and presenting 
media/product kits, and facilities for managing correspon 
dence between sponsors and content providers. 
0057 The mobile media portal 300 also allows a sponsor 
to perform a campaign search 320. Using this feature, a spon 
sor is able to search for historical or active campaigns that 
match with the appeal of that sponsor's product or service. 
Automated search routines may use demographic or prefer 
ence information in the sponsor's product kit, or the search 
may be performed manually. By identifying existing cam 
paigns of interest, the sponsor is able to identify content 
providers that may be interested in developing a future cam 
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paign using the sponsors marketing messages. In some cases, 
the sponsor may also be looking for active campaigns to 
immediately participate in. 
0058. The menu 300 may also provide report 322 func 
tions, which allows collected data to be analyzed and pre 
sented. The reports may be printed, or may be electronically 
provided to other local or remote processes. In this way, 
measured consumer response may be used to adapt local or 
remote processes, for example, the cost of impressions. As 
illustrated, there are many types of metrics and reports that 
may be generated according to campaign requirements. 
0059 FIGS. 8through 18 illustrate screen representations 
of a software application implementing a mobile media portal 
and distribution system. These figures are only representative 
of one possible implementation, and it will be appreciated 
that many other implementations and designs may be used in 
accordance with the systems and process described herein. 
Each figure is briefly described below. 
0060 FIG. 8A shows a home page for a consumer web 
interface that invites visitors to request interesting content 
information. The specific illustration of FIG. 8A is directed to 
users having an interest in extreme sports such as Ironman(R) 
competitions and marathons. Consumers are draw to this site 
due to its ability to direct high quality, interesting, and timely 
information directly to the use’s handset. FIG. 8A also illus 
trates an initial association between the desired content (e.g. 
Ironman(R) and sponsors having products that are likely to 
interesting to the user (e.g. Timex R products). In order to 
receive specific content, the user first is directed to a subscrip 
tion pages, such as the page illustrated in FIG. 8B. The page 
of FIG. 8Ballows a consumer to enter personal information 
Such as name, location, and other demographic information, 
as well as other preferences. It will be appreciated that a wide 
variety of information may be collected using Such an inter 
face. The web interface also allows collection of mobile hand 
set information such as mobile number and carrier. It would 
also be possible to collect information regarding the capabil 
ity of the user's phone, or in Some cases, that information may 
be obtained from the carrier. 

0061 FIG. 9 shows a consumer web interface that allows 
a user to select specific channels of information. For the 
channels selected, particular information will be sent to the 
user's mobile handset. For example, if the user selects the 
“Norman Stadler channel, the user can expect to receive 2 or 
3 messages a week to their mobile handset, with each mes 
sage having information regarding Norman's preparation for 
the next Ironman(R) competition. As described previously, 
selected and targeted marketing messages may also be sent 
along with the channel informational messages. 
0062 FIG. 10 shows an example home page for a media 
center interface. The home page may have security log-in 
features, as well as provide for messages and announcements. 
In one example, if the user is a campaign operator, the mes 
sages may be from sponsors interested in paying to have their 
marketing messages distributed with that event's content. If 
the campaign operator is interested in the sponsor, the mobile 
media system has other tools for facilitating negotiation and 
campaign development between the content owner and the 
sponsor, as previously described. It will be appreciated that 
many other types of information may be presented in a home 
screen, and that the home screen may be adapted to the 
specific requirements for a user. 
0063 FIGS. 11 and 12 show example pages of a campaign 
manager. These pages are used, for example, by the publisher 
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or campaign owner to build or manage campaigns. The pub 
lisher or campaign owner is able to view, delete, edit, and add 
campaign owners, as well as associate specific campaign 
owners with specific campaigns. As previously described, the 
campaign owner may be the entity providing the content, and 
in some cases, will also be the publisher. The campaign owner 
is able to add, edit, delete, and view campaigns, as shown in 
the example pages illustrated in FIGS. 13 and 14. As shown in 
the example pages illustrated in FIGS. 15 and 16, the cam 
paign owner is allowed to add, edit, delete, and view channels 
that are available in a campaign. 
0064 FIG. 17A shows an example page of a media center 
interface that allows a campaign operator to send a text mes 
sage in near-real time to users subscribed to a particular 
channel. Here, the campaign operator selects a particular 
campaign owner, a particular campaign managed by the cam 
paign owner, and aparticular channel within the campaign. In 
this way, the message is sent only to those users that have 
requested this type of content information, and therefore will 
be very receptive to the message. FIG. 17A illustrates content 
as a real time message to users, but it will be appreciated that 
content may take the form of an audio file, video file, stream 
ing video, image, automated timing data, location data, 
progress data, for example. As illustrated in FIG. 17B, a 
marketing message may also be sent to users, and since the 
marketing message is selected to appeal to those receiving the 
text message, it is likely the users also will respond positively 
to the marketing message. The marketing message may be 
sent automatically along with the content message, or may be 
sent separately. As illustrated in FIG. 17B, the media center 
interface may also account for the number of marketing mes 
sages sent, or allow real-time tracking of the marketing cost or 
remaining budget. 
0065 FIG. 18 shows an example page of just one of many 
reports available in the mobile media portal. This report 
shows a message-by-message accounting of how many users 
received each specific message. In this way, a sponsor is able 
to adjust marketing messages and strategies responsive to 
immediate information, or may use the information to settle 
payments at a later time. This immediate, accurate, and veri 
fiable impression information is valuable to sponsors, and 
when combined with other available measurements and met 
rics, enables event managers and sponsors to maximize spon 
sor impact, will maintaining positive consumer relationships. 
0.066 While particular preferred and alternative embodi 
ments of the present intention have been disclosed, it will be 
appreciated that many various modifications and extensions 
of the above described technology may be implemented using 
the teaching of this invention. All Such modifications and 
extensions are intended to be included within the true spirit 
and scope of the appended claims. 

1-24. (canceled) 
25. A computer-implemented method for negotiating a 

marketing campaign, comprising: 
receiving, by the computer, an electronic media kit from a 

content provider, the media kit having information about 
content being offered by the content provider and speci 
fying content provider rules for the content; 

receiving, by the computer, an electronic product kit from 
a sponsor, the product kit having information about a 
product being offered by the sponsor and specifying 
sponsor rules for the product; 
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comparing, by the computer, the content provider rules of 
the electronic media kit with the sponsor rules of the 
electronic product kit; 

notifying, by the computer, the content provider and the 
sponsor when one or more of the content provider rules 
match one or more of the sponsor rules; and 

establishing, by the computer, a communication between 
the content provider and the sponsor to agree on the 
marketing campaign based on the content and the prod 
uct. 

26. The method in accordance with claim 25, further com 
prising: 

generating, by the computer and on a cost-basis and cost 
per-basis, an estimated content cost for the marketing 
campaign. 

27. The method in accordance with claim 26, further com 
prising: 

determining, by the computer, a financial deposit amount 
according to the estimated content cost. 

28. The method in accordance with claim 27, further com 
prising: 

directing, by the computer, the financial deposit amount to 
a secure deposit account. 

29. The method in accordance with claim 25, wherein the 
media kit defines a target audience for the content being 
offered by the content provider. 

30. The method in accordance with claim 25, wherein the 
product kit further defines a target audience for the product 
being offered by the sponsor. 

31. The method in accordance with claim 28, further com 
prising: 

generating, by the computer, a notification of an actual 
content cost for the marketing campaign; and 

transferring at least part of the financial deposit to the 
content provider, the transfer being limited by the actual 
COntent COSt. 

32. The method in accordance with claim 26, wherein the 
cost-basis is a cost per media impression, and the estimated 
content cost is calculated as the number of expected media 
impressions multiplied by the cost per media impression. 

33. The method in accordance with claim 32, wherein the 
media impression is a mobile device receiving a marketing 
message associated with the marketing campaign. 

34. The method in accordance with claim 33, further com 
prising: 

receiving notification of an actual number of media impres 
sions; 

calculating an actual content cost for the marketing cam 
paign; and 

transferring at least part of the financial deposit to the 
content provider, the transfer being limited by the actual 
COntent COSt. 

35. A computer-implemented method for negotiating a 
marketing campaign, comprising: 

receiving, by the computer, an electronic media kit from a 
content provider, the media kit having information about 
content being offered by the content provider and speci 
fying content provider rules for the content, the media 
kit further defining an audience for the content; 

receiving, by the computer, an electronic product kit from 
a sponsor, the product kit having information about a 
product being offered by the sponsor and specifying 
sponsor rules for the product, the product kit further 
defining an audience for the product; 
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comparing, by the computer, the content provider rules of 
the electronic media kit with the sponsor rules of the 
electronic product kit; 

notifying, by the computer, the content provider and the 
sponsor when one or more of the content provider rules 
match one or more of the sponsor rules; and 

establishing, by the computer, a communication between 
the content provider and the sponsor to agree on the 
marketing campaign based on the content and the prod 
uct. 

36. The method in accordance with claim 35, further com 
prising: 

generating, by the computer and on a cost-basis and cost 
per-basis, an estimated content cost for the marketing 
campaign. 

37. The method in accordance with claim 36, further com 
prising: 

determining, by the computer, a financial deposit amount 
according to the estimated content cost. 

38. The method in accordance with claim 37, further com 
prising: 

directing, by the computer, the financial deposit amount to 
a secure deposit account. 

39. The method in accordance with claim 38, further com 
prising: 

generating, by the computer, a notification of an actual 
content cost for the marketing campaign; and 

transferring at least part of the financial deposit to the 
content provider, the transfer being limited by the actual 
COntent COSt. 

40. The method in accordance with claim 36, wherein the 
cost-basis is a cost per media impression, and the estimated 
content cost is calculated as the number of expected media 
impressions multiplied by the cost per media impression. 

41. The method in accordance with claim 40, wherein the 
media impression is a mobile device receiving a marketing 
message associated with the marketing campaign. 

42. A system comprising: 
a computer; and 
a machine-readable medium storing instructions that, 
when executed by the computer, cause the computer to 
perform operations comprising: 
receive an electronic media kit from a content provider, 

the media kit having information about content being 
offered by the content provider and specifying con 
tent provider rules for the content; 

receive an electronic product kit from a sponsor, the 
product kit having information about a product being 
offered by the sponsor and specifying sponsor rules 
for the product; 

compare the content provider rules of the electronic 
media kit with the sponsor rules of the electronic 
product kit; 

notify the content provider and the sponsor when one or 
more of the content provider rules match one or more 
of the sponsor rules; and 

establish a communication between the content provider 
and the sponsor to agree on the marketing campaign 
based on the content and the product. 
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43. The system in accordance with claim 42, wherein the 44. The system in accordance with claim 43, wherein the 
instructions, when executed by the computer, cause the com- instructions, when executed by the computer, cause the com 
puter to further perform operations comprising: puter to further perform operations comprising: 

generate, on a cost-basis and cost-per-basis, an estimated direct the financial deposit amount to a secure deposit 
content cost for the marketing campaign; and acCOunt. 

determine a financial deposit amount according to the esti 
mated content cost. 


