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AbstractA computer implemented method of generating a pool of matched content pieces from an available pool of content pieces based on a selected sample, the method including the steps of providing at least one consumer database containing a 5 plurality of consumer profiles with consumer preference identifying data stored on a data storage device, providing at least one brand database containing details of brand clients, each having one or more branding parameters stored on a data storage device, providing at least one content database containing a plurality of pieces of content provided by at least one content provider with each piece of content having one or 10 more content profile identifiers stored on a data storage device, selecting a number of representative content pieces based on one or more branding parameters of a brand client to convey a brand identity, testing the representative content pieces against a set of constraints based on one or more content profile identifiers to establish that a minimum number of content piece identifiers are chosen using a data processor, and 15 generating a pool of matched content pieces by selecting a plurality of content pieces from the available pool based on comparing the one or more content profile identifiers of the representative content pieces with one or more content profile identifiers of each content piece in the available pool of content pieces and including matches in the matched content pool using a data processor.20



20
12

24
70

58
 

08
 N

ov
 2

01
2 1/1

Ribcage
.............V.

Generate unique list 
and Count

If constraints
..............*...satisfied.....
Generate Full Lists 
(vertebrae based list)

Ribcage

Select degree of 
association (Depth of 
spine)

Final Content 
List (Ribcage)Figure 1

Display
# Content Pieces per 
Media Asset Type
# Content Groups per 
Media Asset Type

«*.·



20
12

24
70

58
 

08
 N

ov
 2

01
2 ι

A SYSTEM AND METHOD FOR GENERATING A POOL OF MATCHED 

CONTENT
Field of the Invention.The present invention relates to computer implemented systems and 5 method for generating a body of matched content from a larger pool of content based on parameters set by a particular brand client.

Background Art.Under Australian Patent No. 2009200295, a brand channel has to generate content that meets the following: .10 · Contextual information relevant to Brand exposure requirements• Contextual information relevant to Consumer inputs• Contextual information relevant to Content inputs.A brand client will want to select content that:• Fits its brand personality15 · Is sought by the target consumers• Allowed for the brand to be associated with.A brand channel must have enough content so that the content is not perceived as exclusive or sponsored, or that a particular artist always appears on a brand channel.20 It will be clearly understood that, if a prior art publication is referred toherein, this reference does not constitute an admission that the publication forms part of the common general knowledge in the art in Australia or in any other country.
Summary of the Invention.The present invention is directed to a system and method for selecting a 25 pool of matched content, which may provide the consumer with a useful or commercial choice.With the foregoing in view, the present invention in another form, resides broadly in a computer implemented method of generating a pool of matched content pieces from an available pool of content pieces based on a selected sample, 30 the method including the steps of:1. providing at least one consumer database containing a plurality of consumer profiles with consumer preference identifying data stored on a data storage device,
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2 2. providing at least one brand database containing details of brand clients, each having one or more branding parameters stored on a data storage device,3. providing at least one content database containing a plurality of pieces of content provided by at least one content provider with each piece of content5 having one or more content profile identifiers stored on a data storage device,4. selecting a number of representative content pieces based on one or more branding parameters of a brand client to convey a brand identity,5. testing the representative content pieces against a set of constraints based on one or more content profile identifiers to establish that a minimum number of10 content piece identifiers are chosen using a data processor, and6. generating a pool of matched content pieces by selecting a plurality of content pieces from the available pool based on comparing the one or more content profile identifiers of the representative content pieces with one or more content profile identifiers of each content piece in the available pool of content pieces15 and including matches in the matched content pool using a data processor.In another form, the present invention resides broadly in a computer implemented content matching system for generating a pool of matched content pieces from an available pool of content pieces based on a selected sample, the system including:20 1. at least one consumer database containing a plurality of consumer profiles withconsumer preference identifying data stored on a data storage device,2. at least one brand database containing details of brand clients, each having one or more branding parameters stored on a data storage device,3. at least one content database containing a plurality of pieces of content25 provided by at least one content provider with each piece of content havingone or more content profile identifiers stored off a data storage device,4. a content matching engine operating in association with a data processor which compares the one or more content profile identifiers of a number of representative content pieces chosen by a brand client to convey a brand30 identity based on one or more branding parameters of the brand client with oneor more content profile identifiers of each content piece in the available pool of content pieces, tests the representative content pieces against a set of constraints based on one or more content profile identifiers to establish that a
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3minimum number of content piece identifiers are chosen, and generates a pool of matched content pieces by selecting a plurality of content pieces from the available pool based on the comparison and includes matches in the matched content pool.The “Spine and Rib” concept is one solution to the problem of selecting content for a brand channel while making the selection broad enough to cover a wide range of content, dynamic enough to enable targeting of consumers that fit the brand channel audience on an ongoing basis and to have the depth of content that reflects the brands personality.A Spine is a small selection of content that represents the core or quintessential content for the brand channel.A Ribcage defines the brands association to a particular media context. It is a list of matched content that a brand will pay for the consumer to download and specifies the degree of relatedness of the brand and content with each piece of content constituting a “Rib”.The depth of association can be chosen by the brand. The ribcage generated from the spine has a degree of association based on the spine and the tagging associated with each content piece chosen. The depth can be varied by the brand choosing whether it wants to choose a percentage (%) or degree of variation from the spine selection, eg 0%, 10%, 20% etc. The list in the ribcage is then broadened or shrunk (still based on the spine) depending on the depth of association chosen. This depth preferably defines what content the brand channel will pay for.It also preferably defines how closely a piece of content should match the spine content before appearing in the list of matched content. A brand client can therefore adjust the depth of content to reach more consumers (by reducing the depth required) with a corresponding weakening of the message conveyed or provide a stronger message to fewer consumers by increasing the depth of content required.In one embodiment, the system of the present invention is an advertising system. The system of the present invention will preferably be computer implemented. As such, the system will normally be implemented on at least one computer including one or more processors, storage means and associated with one or more communications pathways.
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2 The system of the present invention may be implemented using devices with computer processors such as telephones, portable or desktop computers, personal data storage devices, MP3 and MP4 players, audiovisual storage and display devices, televisions and the like. Provided that a device that can access communications 5 pathways for the downloading of content, that device may be used according to the system of the present invention.Typically, the content matching engine of the present invention will be located on a network of computers such as the Internet. Indeed, the system of the present invention will normally be accessed through a network of computers such as 10 the Internet or a worldwide network.Typically, the content matching engine of the present invention will be accessed through an interface provided as a webpage located on a worldwide network of computers. In this way, the system of the present invention can provide targeted advertising at a personal level to a large number of users simultaneously.15 The system of the present invention is adapted to provide tailoredadvertising through the provision of content which is preferred by consumers being linked with advertising from brands being associated with that content.Preferably, the interface will contain passive identification of the brand only. It is preferred that any advertising is not embedded or interspersed with any 20 piece of content. Further, the advertising will not require display before, during or after the content.Preferably, the system of the present invention will be implemented across any network and will typically be network independent, with no network prevented from access to the system but no network preferred either.25 The system of the present invention will normally have a systemadministrator. The system administrator will typically have access to all parts of the system and may have access through the same interface as the other members of the system was through a stand alone, or separate specialised interface. Normally, the system administrator will have accessed through the same interface with the level of30 access of the system administrator differentiated by access on login information which will distinguish the system administrator from other users or members.The system of the present invention will therefore have members of at least the following general classes, as well as the system administrator:
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2 1. consumers;2. brand clients;3. content providers. · .The system has at least one consumer database containing a plurality of5 customer profiles with preference data. The at least one consumer database will typically be created and maintained by a system administrator, with the data in the database(s) updated and maintained mainly by the consumers themselves, once the consumers are members of the system.Membership to the system for consumers will typically be free in 10 response to the consumer providing information or creating a consumer profile.Typically, this will (once checked by the system administrator, typically by an automated system of the system administrator) allow the consumer access to the system. There may be different levels of consumer membership based on the amount of information provided by a consumer with a consumer who provides more, or more 15 detailed information being provided with more privileges than a consumer that provides less information. -··.Each consumer will typically have a consumer profile containing information of two basic types namely, generic identifying information such as name, address, contact details and also habit or preference data such as age, likes and 20 dislikes, music choices, brand preferences and the like.Typically, the preference data may be captured or provided by a consumer directly, that is, in answer to direct questions as to their preferences. Alternatively, the preference data may be captured or provided through surveys, testing or quizzes, for example in order to build a consumer preference profile for 25 each consumer.The consumer profile will typically therefore have a set of information which is more or less fixed, namely the generic identifying information (although it is anticipated that this set of information will change such as for example, if a consumer moves or changes addresses) and a set of variable information namely that their 30 consumer preference information as the set of information is likely to change over time. As mentioned above, membership to the system for the consumers will typically be through the system administrator although this process may be automated
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2 and systems provided to approve membership of consumers based on the information provided. There may additionally be an automated system which marks a consumer profile as "inactive" if the profile has not been updated or used for a particular period of time. This will preferably increase the motivation of consumers to maintain an 5 active profile and also assist with ensuring that the consumer’s preference profile is up to date. Also as mentioned above, consumer membership is voluntary and consumers may join at any time. Consumers may have a single profile or multiple profiles. Consumer membership applications may be subject to screening by the 10 system administrator. The most important part of the consumer membership is the provision of preference data and this may be a precondition for consumer membership. The consumers may have access to their consumer profile through a consumer interface and access to the at least one consumer database will typically be 15 according to login or access information which will give a consumer access to their own profile. Normally, the consumers will access the generic interface and access will be granted based on their login or identifying information with use of the system limited according to that information.Consumers may typically amend their consumer data at any time which 20 will normally upload to the at least one consumer database. Each consumer will typically be identified by their preference data with the only access to the consumer profiles by a third party being through the system administrator.The system has at least one brand database containing details of brand clients, each having one or more branding parameters. The brand clients may be 25 members of the system through a third-party media or advertising agency or directly.Membership to the system by the brand clients will normally occur along a similar basis to the consumer members but the brand clients will typically be provided with different abilities. Normally, the abilities or rights of the brand clients within the system will be determined by the brand client login or identifying 30 information used, once the brand client becomes a member of the system.Typically, brand clients will join the system in order to advertise by building a relationship with the consumer through an association with particular
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2 content which will also typically convey to the consumer, a particular positioning strategy of the brand client.The brand clients may not be direct (that is active uploading) members of the system but may be pseudo-members of the system. For example, a brand client 5 may have signed a representation agreement with a media or creative agency which will advise on a particular brand strategy. The brand client will still be a member of the system to the extent that the at least one brand database will contain information and identifying particulars of the brand client, but the interaction with the system on behalf of the brand client may be undertaken by the media or creative agency 10 representing the brand client. In this case, the brand client will typically be a member of the system as the paying customer even though the media/creative agency may design and implement the marketing or branding strategy by managing the branding parameters within the system.The brand clients (or a representative) will typically define their own 15 brand personality and/or particular positioning strategy using the branding parameters.The personality or positioning strategy may be in relation to the brand as a whole or particular products or lines within a house brand.The brand clients (or a representative) will also typically define their target demographic or geographic area.20 The at least one brand database will preferably contain identifiers of thebrand client for example company name and contact information and also the branding parameters which will preferably define the message which the brand wishes to convey to their targeted demographic. These branding parameters may be positively recited, such as “prefers name brand” or negatively recited, such as “non-smoking”.25 The system has at least one content database containing pieces ofcontent with each piece of content having one or more content profile identifiers.The pieces of content (which may be simply referred to as "content") may have any form including music, audio, video, books, still images, snippets, or portions of the above. Basically, the content can have any form provided that the 30 content is electronic or digital in order that the content can be transmissible between the system and the at least one consumer and between the at least one content provider and the system. Normally, each piece of content will be stored in an electronic file
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2 and it is this electronic file which will typically be capable of transmission, dissemination or copying or the like onto a physical medium.The content will typically be provided from any source. For example, an entertainment studio, TV network, Internet social networking systems or record 5 labels may choose to provide content to the system. Alternatively, smaller organisations or individuals may choose to provide content directly to the system such as home movies, demo music tracks or the like.The content may be provided directly to the system or indirectly. Normally, the content provider will have to be or have a legal relationship with the 10 content owner and systems will normally be provided to monitor the content in this regard to minimise the risk that content can be provided without the permission of the owner. Each piece of content will also have one or more content profile identifiers which will typically be referred to as "tags". Each piece of content will also 15 typically have identification or ownership information. Preferably, the ownership information identifies who owns the content in order to recompense the owner and the tags will identify the type of content.Each piece of content will typically be tagged according to its "type". Each piece of content will preferably be tagged according to its Genre, Mood, Style 20 and Theme. For example, the Genre tags will normally be those used in a particular industry such as music genre including pop, classical, rock, rhythm and blues, house/techno, folk and the like. Each of these broad genre categories may include at one or more sub-genre. There are also typically genre associated with video games, television, film, literature and the like. Therefore, each piece of content will typically 25 be tagged according to its broad type and then further tagged according to genre. Normally, the genre tagging will also fit with the accepted genres in industry.Mood tagging will preferably represent the relatively long-lasting, effective or emotional state that the content offers for example fun, cheerful, humorous, gentle, scary, thought provoking, reflective and the like.30 Style tagging will preferably identify the pieces of content forcomposition or format. Genres have been used to identify "style", but the system of the present invention will typically tag the content with more complexity. For example, a song may be a rock genre song but maybe further classified using style
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2 tagging as modem rock or contemporary rock and may indicate the basic style of the entertainment content.Theme tagging will typically identify the broad idea, message or lesson conveyed in the piece of content. For example the piece of content may be 5 comforting, relaxing, suggestive or the like.Importantly, tagging systems have been used conventionally but the tagging systems vary depending upon the provider of the content and the various entertainment types. The system of the present invention will typically provide a standard for content tagging.10 Content tagging may also be adjusted or performed through themonitoring of Internet searches or the like for example, through reviews, comments, links and categorisation. The present system therefore accounts for the fact that consumers will typically search the Internet for particular content and may use these searches and/or results to improve the accuracy of the content tagging. In this manner,15 the content tagging may be reactive. Typically, any content tagging will occur in real time as will adjustments to content tagging, as the popularity of particular content and/or preferences of a consumer will typically vary over time.The content tag updates may be periodic or preferably ongoing in real time.20 Preferably, each piece of content will be initially tagged uponuploading or the first provision of that piece of content to the system. There will typically be an analysis process upon uploading in order to check to see whether a particular piece of content which has been submitted is not already present on the system.25 The tags for the piece of content may be changed or vary over time inresponse to feedback from consumers who have been provided with that piece of content. There may therefore be a feedback mechanism in place to question or follow-up with consumers who have been provided with a piece of content to request whether the piece of content was tagged in the correct way and/or that the tag is up-to-30 date. The tag updating process may be an automated process.Each piece of content may have more than one tag but preferably, the number of tags will typically be limited to no more than between 5 to 10 tags. Tags may also be provided in different levels of importance with the number of tags in each
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10level varying with the level of importance. For example, there may only be 5-10 top­level importance tags attached to a piece of content but that same piece of content may have 10-1000 less relevant or important tags.The step of selecting a number of representative content pieces based on one or more branding parameters of a brand client to convey a brand identity may be conducted by a consumer or more preferably, by the brand client.Typically, each of the representative content pieces chosen are added to the spine. Typically, a predetermined number of content pieces must be chosen in order to define the spine. The content matching engine will then typically use the representative content pieces to search for content in the at least one content database which matches the content in the spine. It can be .taken into account by adjusting how closely the content piece must match before the particular content piece is included in the rib cage. The content matching engine may search every piece of content in the content database or alternatively, only search content of a particular type or only search certain numbers of content of a particular type as examples.The representative content may be chosen by direct selection of content at the brand client wishes to be associated with. Alternatively, the representative content may be chosen by contextual data. For example, the content may be chosen according to contextual data related to the brand, content, genre, theme, country, city, age group or gender as examples. The content may be chosen according to consumer contextual data which relates to their target demographic consumer such as country, city, postcode, page, favourite pastimes, or the like. Still further, the content may be chosen at according to content contextual data-such as by label, publisher, artist, mood, or through one or more restrictions such as a brand-name restriction, age restrictions, or brand type restrictions.Alternatively or in addition thereto, the content may be chosen according to geographical and/or demographic popularity. According to the selection criteria, the brand client may review the popularity of content by geographical demographic segment and select content accordingly.The method of the present invention includes the step of testing the representative content pieces against a set of constraints based on one or more content profile identifiers to establish that a minimum number of content piece identifiers are
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2 chosen using a data processor. The representative content selected must include a wide enough selection so as to avoid over association of particular content with particular brand clients. Over association maybe where the artist or content piece is always being associated with only a single brand client. Over association may be 5 possible subject to an agreement between the content provider in the brand but will not typically be preferred.The degree of association may be calculated as a quantitative value.Each content preferably has content profile identifiers. The content profile identifiers may be used as a base to calculate a degree of association. According to one preferred 10 embodiment, each content profile identifier may be given a weighting factor or ranking. A numerical or other quantitative value can then given to each piece of content in each content profile identifier which together with the weighting factor or ranking of the each content profile identifier can be used to calculate a value or set of values related to the each content profile identifiers for each piece of content.15 This value or set of values can then be used to calculate a degree ofassociation of the spine content pieces with the potential rib content pieces by using the variation of the spine content compared to the rib content. For example, once the spine content has been designated, the value or set of values for each piece of content in the spine (or a collated or average value or values ) can be used to compare to each 20 potential piece of content as to whether the potential piece of content is included in the ribcage or not depending on the variation between the value of set of values of the potential piece of content and the value or values of the spine.Of course, any selection of content may be manual but is preferably automatic according to the method of the invention. Manual selections may be made 25 in addition to the automatic selections.The content profile identifiers may be or include non-numerical tags or contextual data. The brand client may also set a threshold degree of matching required in order for a content piece to be included as a match.The degree of association calculation may therefore be based on a 30 comparison base of:- the presence or absence of one or more content profile identifiers (whether numerical or non-numerical);
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2 - the relative importance of one or more content profile identifiers in relation to one or more other content profile identifiers; and/or- a value or set of values related to the content profile identifiers for each piece of content,5 with the same comparison base present in the representative content pieces.There are typically two tests of constraints namely a first test to ensure that there are enough content pieces in spine in order to provide sufficient data upon which to build the rib cage and secondly, to ensure that there is not too much data in the spine that would reduce the size of the rib cage below an acceptable minimum 10 number by requiring a match to a large number of parameters before being included in the rib cage. The constraints will typically include minimums. For example, a minimum type of content or media asset may be required such as a minimum number of music, film, game, books or the like. Similarly, a minimum number of performers 15 or artists may be provided that such ads in minimum of four artists may need to be provided if music is chosen. Further, there may be a minimum number of publishers or producers required, or in minimum number of content pieces in each media asset type such as a minimum number of music content pieces or a minimum number of film content pieces.20 The constraints are preferably aimed at ensuring that the system hasenough data in the tags of the representative content pieces to be able to build a spine.As discussed above, the constraints may also provide a test to ensure that the sample is not over specified in that a large enough pool of content pieces will exist which matched the required spine in order to provide a rib cage. If over 25 specified, there may not be enough content pieces to include in the match to content pool to prevent over association.Further, a brand constraint may be applied to remove content that brand cannot be associated with. This may occur according to brand restrictions or content restrictions.30 The method of the present invention also include the step of generatinga pool of matched content pieces by selecting a plurality of content pieces from the available pool based on comparing the one or more content profile identifiers of the representative content pieces with one or more content profile identifiers of each



13
20

12
24

70
58

 
08

 N
ov

 2
01

2 content piece in the available pool of content pieces and including matches in the matched content pool using a data processor.As mentioned, the matching may be on the basis of numerical values or non-numerical tags. The content profile identifiers may include quantitative, 5 numerical or non-numerical tags.Each representative content piece chosen in the sample has one or more content tags. The content tags are the basis upon which each representative content piece is compared to the content database for matches. A list of matching content is produced, typically on one of two bases.10 The first basis may be one in which the tags of the representativecontent pieces are combined first to produce a sample tag list and then each content piece in the content database is compared with the compiled sample tag list. Alternatively, the tags of each representative content piece is compared to the tags of each of the general content pieces in the content database. Therefore, according to this15 basis, if there are 20 representative content pieces in the sample, then 20 matching lists will be generated initially. The individual matching lists are being preferably compared to one another for duplicates. Where duplicates are identified, account is maintained as the high account, the higher the strength of the association of that content piece with the representative content pieces.20 The multiple lists are being combined to form a single unique listwhich contains ranked content matches. The unique'list may be itemised and a count kept for each type of media asset. The unique list is typically known as the rib cage for a brand client. The rib cage may be dynamically updated. The rib cage may be displayed or viewable by brand client.25 The brand client may redefine the spine at any time. This redefinitionmay be manual or automatic and may trigger the regeneration of the matched content pool. A single brand client they define different spines or different campaigns or demographic. For example, a brand owner may have a spine with an 30 associated rib cage for a family demographic a second spine with different associated rib cage for teenagers in the third spine with associated rib cage for sporting people regardless of their age.



14
20

12
24

70
58

 
08

 N
ov

 2
01

2 The method and system of the preferred embodiment will typically provide a transactional model allowing content to be accessed/downloaded by a consumer provided that the content matches the consumer’s search preferences, and that the consumer fits within the brand client’s preference parameters. The method 5 and system will therefore check the consumer profile prior to releasing the content for download and compare the consumer profile with the branding parameters entered by the brand client. The method and system also tracks the content downloaded, and enables payment to content owners once download has been authorised.There will therefore be a request by consumer in the form of a search,10 authorisation of the download of the content provided that the consumer’s profile matches the branding parameters of the brand client, and once the download is complete (or upon authorisation of the download) the method and system will also authorise the payment of remuneration to the content owner, through a third party if required.15 Authentication of identity systems may be used in conjunction with thesystem of the present invention. There are many of these systems available and any may be used to authenticate the identity of members of any of the groups associated with the system. The authentication system will typically be integrated with the transaction system and the consumer request, uploading of content and provision of 20 content sub-systems.For the purposes of the present invention, the term “disruptive” is defined as any method of delivery which a customer doesn’t choose to receive or that is undesirable to the customer.A brand client may be a single entity or may include groups of one or 25 more entities grouped according to shared quality or target audience. The “brand” of such a brand client is communicated to the user when they engage in any brand selection activity. For example, a brand client may be a collective of individual entities such as a group of real estate agents for example who all have a shared target. The brand parameters of such a brand client may therefore be settled on as a group of 30 members of the brand client.The pieces of content should be considered to be anything of intrinsic or implied value that a user can “consume” specifically including but not limited to, music, audio, video, books or ebooks, games, applications (or “apps”), software “add-
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2 ons”, still images, snippets, services, redeemable vouchers, branded material, t-shirts, caps, tickets to events, information services or portions of the aforementioned.For the purposes of the present description, the term “consume” includes downloading the content whether for immediate or delayed consumption, 5 printing, or saving the contentContent provision shall include but not be limited to one time purchases, rentals, term subscriptions, use subscriptions, and rights limited ownership (e.g. DRM limited music and video).Any lists may be displayed either as a search is conducted or at the 10 conclusion of the search or part of the search.The term “display” shall be used to indicate supply and or distribution of content to a consumer, and implicitly includes the default common mechanisms for supply and or distribution appropriate for the nature of the content. In this many display may be taken to mean view, download, stream, receive by email or tradition 15 mail or courier services, as well as other germane mechanisms.The present invention is distinguishable from the vast majority of other delivery systems in that:1. the manner in which the content and the matched advertising is selected by the system;20 2. the delivery of the content with the advertising in a non-disruptive manner;and3. that the customer chooses the advertising to be viewed when they choose the brand client associated with the content.The present invention is particularly adapted for delivery of content to a 25 user according to the request of a user over an electronic or digital network. As such, it is particularly adapted for use in the field of television (subscriber or “pay” television or free to air), internet delivery, or even in flight entertainment (IFE) delivered to individual seats on a flight dependent upon the customer in that seat. According to the IFE embodiment, the customer will need to provide the system with 30 customer parameters or login details to access customer parameters present in the system already in order for the system to recognize the customer. In this embodiment, the communications pathway is one between the customer’s seat display or delivery mechanism and a database of the content and content is therefore “downloaded” from
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2 the database (normally a central database servicing the entire flight) to the customer’s seat display or delivery mechanism. The present invention therefore may utilize an “open” communications network or a “closed” communications network. Any of the features described herein can be combined in any combination with any one or more 5 of the other features described herein within the scope of the invention.

Brief Description of the Drawings.Various embodiments of the invention will be described with reference to the following drawings, in which:Figure 1 is a schematic representation of a preferred algorithm for 10 generating a pool of matched content pieces from an available pool of content pieces based on a selected sample according to a preferred embodiment.
Detailed Description of the Preferred Embodiment.According to a preferred embodiment of the present invention, a system and method for selecting a pool of matched content from a larger pool is 15 provided. A schematic illustration of the preferred methodology is illustrated in Figure 1.

(Step 1) Select Content SpineA brand can choose content for their spine in a number of ways with three main ways. 20 1. Direct selection of content that the brand wants to be associated with.2. Selection by contextual data. Contextual data or “tags” exist for Brandexposure requirements, the Consumer, and Content.a. An example of Brand contextual data is Brand Industry (eg Food, Alcohol, Mining, etc), Content Types (eg Film, Music, Books),25 Content Genre (eg for Music Rock, Jazz, for Film Action,Documentary), Theme (eg Beach, night time, Romantic), Country, City, Age Group, Sex.b. An example of consumer contextual data is Country, City, postcode, Date of Birth, favorite holidays, favorite sports, favorite music, favorite30 things and gadgets, favorite countries, favorite books, favorite films,favorite food, favorite web activities, favorite charities.c. An example of content contextual data is Label, Publisher, Artist, Genre, Theme, Mood, Brand Name Restrictions (eg no Target), Age
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2 restrictions (eg no less than 18), Brand Type Restrictions (No alcohol, No tobacco, No drugs).3. Selection by Geographic and Demographic popularity. This allows abrand to view current popularity of content by Geographic or demographic5 segment and to select tracks. Track selection could be by individual track orthe top 10 for that geographic or demographic segment. This can be historical or live data from one or more database.
(Step 2) Test Constraints (breadth of selection)Constraints apply to the selection of a spine and the rib cage that is10 generated. A brand cannot pick one piece of content (spine) and generate a list (ribcage) from that one piece. A spine and also the ribcage must contain a wide enough selection so as to avoid a specific association with one artist or album or film or a specific content piece. This is regarded as a sponsorship and comes at a greater price than an individual transaction.15 Spine Constraints are:1. Minimum number of Media Assets. A media asset is Music, Film, Games, Books etc. A minimum number could be one, ie just one asset type could be selected, eg games or music.2. Minimum number of Artists, Composers, Authors, Producers or whatever the20 appropriate term for the authoring of the content and who general holds thecopyright. For example, for music the minimum number of music artists may be 4, for films the minimum number may be 2, for books it may be 3. These are illustrative examples only and the numbers specified may change.3. Minimum number of Publishers, Albums, Groups or whatever the appropriate25 term for the publishing or production of the content piece. Eg for music theminimum number of publishers is 2, and albums is 2, for games the minimum number of publishers is 2.4. Minimum number of content pieces in each media asset type. Eg minimum of 20 tracks for music.30 5. Apply Restrictions. Remove content that the brand cannot be associated withdue to content restrictions. This could be a brand name restriction (eg specifically Reebok®) or a brand type restriction (eg alcohol brands). For example, a brand may not want to be associated with violent or dangerous



18
20

12
24

70
58

 
08

 N
ov

 2
01

2

10

content. Alternatively, the restrictions may be content restrictions applied by the content provider, that is, the content provider may not want their content associated with cigarettes or alcohol brands.
(Step 3) Generate Content Ribcage5 A ribcage is generated from the spine selected. This is generated as follows:1. Each content piece selected (each vertebrae) has been tagged (the content contextual data identified above). Each content piece is matched against the whole database for the exact matches to that content piece.2. This will generate a number of lists of content pieces. For example if there are 20 content selections in the spine then there will be 20 lists. There may or may not be overlaps amongst this list. From the 20 lists, a unique list is generated, and for any duplicates or multiple values a count is recorded. This generates a strength of association of the content with the brand channel personality chosen by ranking the unique content list.3. The ribcage generated is displayed either alphabetically (by title, group etc) or by strength of association. The number of content pieces by media asset type associated with the ribcage is also displayed, eg 10,000 music tracks, 200 film titles.
(Step 4) Select depth of content20 The depth of association can be chosen by the brand. The ribcagegenerated from the spine has a degree of association based on the spine and the tagging associated with each content piece chosen. The depth can be varied by the brand choosing whether it wants to choose a percentage (%) or degree of variation from the spine selection, eg 0%, 10%, 20% etc. The list in the ribcage is then25 broadened or shrunk (still based on the spine) depending on the depth of association chosen. This depth defines what content the brand channel will pay for.In the present specification and claims (if any), the word "comprising" and its derivatives including "comprises" and "comprise" include each of the stated integers but does not exclude the inclusion of one or more further integers.30 Reference throughout this specificatiori to “one embodiment” or “anembodiment” means that a particular feature, structure, or characteristic described in connection with the embodiment is included in at least one embodiment of the present invention. Thus, the appearance of the phrases, “in one embodiment” or “in an
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2 19embodiment” in various places throughout this specification are not necessarily all referring to the same embodiment. Furthermore, the particular features, structures, or characteristics may be combined in any suitable manner in one or more combinations.
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Claims1. A computer implemented method of generating a pool of matched content pieces from an available pool of content pieces based on a selected sample, the method including the steps of:5 a. providing at least one consumer database containing a plurality of consumerprofiles with consumer preference identifying data stored on a data storage device,b. providing at least one brand database containing details of brand clients, each having one or more branding parameters stored on a data storage device,10 c. providing at least one content database containing a plurality of pieces ofcontent provided by at least one content provider with each piece of content having one or more content profile identifiers stored on a data storage device,d. selecting a number of representative content pieces based on one or more branding parameters of a brand client to convey a brand identity,15 e. testing the representative content pieces against a set of constraints based onone or more content profile identifiers to establish that a minimum number of content piece identifiers are chosen using a data processor, andf. generating a pool of matched content pieces by selecting a plurality of content pieces from the available pool based on comparing the one or more 20 content profile identifiers of the representative content pieces with one ormore content profile identifiers of each content piece in the available pool of content pieces and including matches in the matched content pool using a data processor.2. A computer implemented method as claimed in claim 1 wherein each content25 profile identifiers of each piece of content is given a weighting factor or rankingand a quantitative value is given to each piece of content in relation to each content profile identifier.3. A computer implemented method as claimed in claim 2 wherein the quantitative value is a numerical value.30 4. A computer implemented method as claimed in claim 2 wherein the quantitativevalue is or includes non-numerical contextual data.5. A computer implemented method as claimed in any one of claims 2 to 4 wherein the quantitative value together with the weighting factor or ranking of each
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2 content profile identifier is used to calculate a value, or set of values related to each content profile identifier, for each piece of content.6. A computer implemented method as claimed in claim 5 wherein the value, or set of values, is used to calculate a degree of association of the representative content5 pieces with content pieces by using the variation of the representative contentpieces compared to the content pieces and including a content piece in the matched content pool based on the degree of association.7. A computer implemented method as claimed in any one of the preceding claims wherein the depth of association is chosen by a brand client.10 8. A computer implemented method as claimed in claim 7 wherein the contents ofthe matched content pool is varied by the brand client choosing a degree of association that must be satisfied before including a content piece in the matched content pool.9. A computer implemented method as claimed in any one of the preceding claims15 wherein the content profile identifiers include one or more of Genre, Mood, Styleand Theme.10. A computer implemented method as claimed in any one of the preceding claims wherein the content profile identifiers are reactive in real-time.11. A computer implemented method as claimed in any one of the preceding claims20 wherein the step of selecting a number of representative content pieces based onone or more branding parameters of a brand client to convey a brand identity is conducted by the brand client.12. A computer implemented method as claimed in any one of the preceding claims wherein a predetermined number of content pieces must be chosen in order to25 define the representative content pieces prior to testing the representative contentpieces against a set of constraints.13. A computer implemented method as claimed in any one of the preceding claims wherein the content matching engine searches every piece of content in the content database30 14. A computer implemented method as claimed in any one of claims 1 to 12wherein the content matching engine searches content based on particular parameters related to the content profile identifiers.
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2 15. A computer implemented method as claimed in any one of the preceding claims wherein the representative content pieces are chosen by direct selection of content pieces that the brand client wishes to be associated with.16. A computer implemented method as claimed in claim 15 wherein the5 representative content pieces are chosen by contextual data relating to a potentialtarget consumer, content profile identifiers or restriction.17. A computer implemented method as claimed in any one of the preceding claims wherein the step of testing the representative content pieces against a set of constraints based on one or more content profile identifiers to establish that a10 minimum number of content piece identifiers are chosen using a data processorincludes a test to ensure that there is a sufficient number of content pieces in the representative content pieces in order to provide sufficient data upon which to build the matched content pool.18. A computer implemented method as claimed in any one of the preceding claims15 wherein the step of testing the representative content pieces against a set ofconstraints based on one or more content profile identifiers to establish that a minimum number of content piece identifiers are chosen using a data processor includes a test to ensure that there is not too much data in the representative content pieces that would reduce the size of the matched content pool below an 20 acceptable minimum number.19. A computer implemented method as claimed in claim 17 or 18 wherein the constraints include one or more minimum numbers of one or more content profile identifiers.20. A computer implemented method as claimed in anyone of claims 17 to 1925 wherein a brand constraint is applied to remove content that a brand cannot beassociated with.21. A computer implemented content matching system for generating a pool of matched content pieces from an available pool of content pieces based on a selected sample, the system including:30 a. at least one consumer database containing a plurality of consumer profileswith consumer preference identifying data stored on a data storage device,b. at least one brand database containing details of brand clients, each having one or more branding parameters stored on a data storage device,
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2 c. at least one content database containing a plurality of pieces of content provided by at least one content provider with each piece of content having one or more content profile identifiers stored on a data storage device,d. a content matching engine operating in association with a data processor5 which compares the one or more content profile identifiers of a number ofrepresentative content pieces chosen by a brand client to convey a brand identity based on one or more branding parameters of the brand client with one or more content profile identifiers of each content piece in the available pool of content pieces, tests the representative content pieces against a set of10 constraints based on one or more content profile identifiers to establish that aminimum number of content piece identifiers are chosen, and generates a pool of matched content pieces by selecting a plurality of content pieces from the available pool based on the comparison and includes matches in the matched content pool.15



20
12

24
70

58
 

08
 N

ov
 2

01
2 1/1

Ribcage
.............V.- JTTiTJ·

Generate unique list 
and Count

If constraints
..............*...satisfied.....
Generate Full Lists 
(vertebrae based list)

Ribcage

Select degree of 
association (Depth of 
spine)

Final Content 
List (Ribcage)Figure 1

Display
# Content Pieces per 
Media Asset Type
# Content Groups per 
Media Asset Type

«*.·


