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(A) Local business provides feed of available products/services //
(B) Vendor provides feed of locations where their products are sold
1404
Process incoming content and makes product/service and business data available for /
searching by consumers
\ 4 1406
Consumer searches for product online via Web, mobile phone, PDA, automobile, etc. /
\ 4 1408
Search results are displayed to the consumer, and results include map and inventory
information
\
Consumer sclects and buys (or takes action) regarding available products/services by -1410
clicking on the Map and/or List.
A 4
Consumer takes follow-up action. 1412
\
Product/Service availability information is updated to the sponsoring business and //f1414
correspondingly at the server displaying the map.
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400
oo, LOCAL %g%h?g?}% AYTEKEC YAHOO! LOCAL LISTINGS HOME - YAHOO! LOCAL - HELF
YAHOO! LOCAL LISTINGS
402 TN
STEF 1: CREATE/ EDIT LISTING
. 4 | 1t 10 l 1 J ¢ 3
1. LISTING DETAILS 2. SELECT CATEGORY 3. ADD IMAGES 4. PREVIEW §, SELECT REGIONS 8, PAYMENT
FIELDS MARKED WITH AN ASTERIK * ARE REQUIRED
404 TN

CONTACT INFORMATION  WHAT'S THIS?

CONTACT INFORMATION IS NEEDED FOR ACCOUNT MANAGEMENT PURPOSES ONLY AND WiLL NOT APPEAR N YOUR LISTING. FOR
MORE INFORMATION, PLEASE REVIEW QUR PRIVACY POLICY

FIRST NAME" EMAIL®
LAST NAME® PHONE”
406 T

LOCATION INFORMATION  WHAT'S THIS?

BUSINESS NAME® | WEB ADDRESS

LOCAL PHONE™ | iEX. 408-555-9876) FREE WEBSITEINFO ON BUILDING YOUR SITE
ADDRESS* TOLL-FREE PHONE {EX. 1-800-555-1234)
CITY? FAX {EX. 408-555-1212)
STATE* SELECT ONE = COMPANY EXAIL
Zp" ::::l ADDHTIONAL PHONE

NUMBERS

[] DONOT DISPLAY MY BUSINESS ADDRESS  WHAT'S THIS?

408 Ty T HATS THIS 410 7
OURS OF QPERATION WHATS THIS? PAYMENT METHODS ACCEPTED  WHAT'S THIS?
) DONOT DISPLAY OPERATING HOURS
() 24 HOURS ADAY [ cASHONLY
(O USE HOURS OF OPERATION BELOW: [ visa
monoay  [eooam [ to [sooem [ wASTERCARD
uEsoay  [ooan e o | (] AMERICAN EXPRESS
WEDNESDAY [a00am [§] O [ oiscover
THURSBAY  [o00ah ] To [ DINERS CLuB
FRIDAY otk B 7o [] pesiT cARD
saturDAY  [ciosech] o [] PERSONAL CHECKS
SUNDAY CLOSEZ |  TO

412 7T ADDITIONAL HOURS OF QPERATION INFORMATION
£.G. ALSO AVARABLE BY APPOINTMENT

ADDITIONAL INFORMATICN  WHAT'S THIS?

YEAR PRODUCTS &
ESTABLISHED SERVICES OFFERED
LANGUAGES PROFESSIONAL
SPOKEN ASSOCIATIONS
BRAND NAMES

CARRIED

{conmivue } { canceL

1‘FROM WES SITE FEATURE IS CURRENTLY IN BETA

COPYRIGHT © 2005 YAHOO! ING. ALL RIGHTS RESERVED
FRIVACY POLICY - COPYRIGHT POLICY - TERMS OF SERVICE

FiIG. 4
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500
WELGOME, RYTEKEC YAHOO! LOCAL LISTINGS HONE - VAHOO! LOCAL - HELP
Seapool  OCAL SIGN LTS
YAHOO! LOCAL LISTINGS
>02 " STEP 2 CATEGORY SELECTION
{ 1 E 21 ] L 3] L [ ]
LUSTING DETARLS 2. SELECT CATEGORY 3, ADD IMAGES 4 PREVIEW 5 SELECTREGIONS & PAYMENT
PLEASE SELECT THE PRIMARY AND SECONDARY CATEGORIES THAT BEST DESCRIBE YOUR BUSINESS  WHAT'S THIS?
504 T\
PRIMARY* {FOOD AND DINING Bl |pzza =
506 TN
SECONDARY ISELECT A MASTER CATEGORY [8] [SELECT A suB-CaTEGORY 1]
SECONDARY {SELECT A MASTER CATEGORY [8] |SELECT A SUB-CATEGORY 18]
SECONDARY {SELECT A MASTER CATEGORY [3] |SELECT A SUB-CATEGORY 1§
SECONDARY {SELECT A MASTER CATEGORY |8} [SELECT A SUB-CATEGORY 5]
D08 T 3000 & DINING ADDITIONAL OPTIONS  WHAT'S THIS?
ATMOSPHERE
PRICERANGE |CHODSE PRICE 3] [ RowaANTEC [ ELEcanT
RESERVATIONS 2] ) c
POLICY SELECT POLICY 15 {7 ramiLY FRIENDLY {7 P
pressconE [ ] PARKING
FREE LOT ON-STREET
SMOKING ALLOWED  OYES ONO - @LEAVE BLANK S VALET L]
fat
OTHER OPTIONS
HOLD THE CONTROL KEY TO SELECT MULTIPLE OPTIONS
BAR
BRUNCH
BUFFET
CATERING
510 T
DESCRIPTIONS AND WEB LINKS  WHAT'S THIS?
USE THE COMPANY TAGLINE AND BUSINESS DESCRIPTION TO DIFFERENTIATE YOUR LISTING FROM YOUR COMPETITORS AND
AIGHLIGHT THE t40ST IMPORTANT INFCRMATION ABOLUT YOUR BUSINESS. LEARN MORE
COMPANY
TAGLINE
(150 CHARACTERS)
BUSINESS
DESCRIPTION
{3,000 CHARACTERS)
ADOITIONAL LINK | B |HrTR |
ADDITIONAL LINK | B |Hres |
51217

I FEATURED INFORMATION ~ WHAT'S THIZ?

FEATURED LISTING [-pRE FILL WITH FIRST 50 CHARACTERS OF COMPANY TAGLINE> |

TAGUNEURL  [<PREFILL WITH DISPLAY URL> ]

{conmmue } ( BAck ) ((canceL )

FIG. 5
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600
o WELCOWE, TWAILSS VARCO! LOCAL LISTINGS HOME - VAHOO! LOCAL - HELP
SRSl LOCAL SIEN OUT) 2 HELE
YAHOO! LOCAL LISTINGS
602 T~
STEP % ADD IKAGES
[ ] I 1 &% 7| ] [ ] { ]
1.USTING DETAILS 2. SELECT CATEGORY 3. ADD IMAGES L PREVIEW 5 SELECTREGIONS 6 PAYMENT
604 T~
LOGO L 610
NOLOGO
SELECTED 1 1e04D LOGE FROM YOUR COMPUTER
NOTE: LOGO SIZE MUST BE 38X31 AND JPG OR GIF FORMAT
l | (_BRowse ) IAGE SHOWHG PLACENENT OF 1050,
i MAIN PHOTO, ACDITIONAL PHOTOS ON
606 PHOTOS LOCAL DETAILS PAGE
o Pror
SELECTED 1 101 0AD MAIN PHOTO FROM YOUR COMPLITER
NOTE: MUST BE JPG OR GIF FORMAT
{ { { BROWSE )
608 T\

ADDITIONAL FHOTOS, IF YOU LIKE YQU CAN ALSG UPLOAD ADDITIONAL FHOTOS FOR YOU LISTING, OR
YQU CAN DQ THIS LATER

NQ PHOTO NO PHOTC NO PHOTO NG PHOTO
SELECTED SELECTED SELECTED SELECTED

{ | { BrROwSE )

NOTE: DEPENDING ON THE SPEED OF YOUR INTERNET CONNECTION AND THE SIZE OF YOUR IMAGES
IT MAY TAKE SEVERAL MINUTES FOR YOUR IMAGES TO APPEAR

[DELETE]

{conmmug ) ( Back ) { CANCEL )

COPYRIGHT & 2004 YAHOO! INC. ALL RIGHTS RESERVED
PRIVACY FOLICY - COPYRIGHT POLICY - TERMS OF SERVICE

FIG. 6
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700
WELGOME. YAHOO! LOCAL LISTINGS HOME - YAHOO! LOCAL - HELF
NGl LOCAL SIEN oL ] HER
YAHOO! LOCAL LISTINGS
[ 1 £ 11 1 R 7S, ez | 3£ 2]
< LISTING DETAILS 2 SELECT CATEGORY 3. ADD IMAGES 4, PREVIEW 5 SELECTREGIONS 5. PAYMENT

PLEASE REVIEW YOUR LISTING AND EDIT IF NECESSARY SEFORE CONTINUING.
YOU WILL BE ABLE TO SET UP YOUR FREE WEB SITE AS SOON AS YOQU FINISH
ADRDING OR UPDATING YOUR YAHOQ! LOCAL LISTING

702 T FReviEw OF LOGAL SEARCH RESULTS PAGE

s
g BOCCE CACE-ATALIAN RESTAURANT ®

- \415} 9812044 478 GREEN ST

* SAN FRANCISCO, CA 0,76 M)

] #147 | DIRECTIONS | SEND TO PHONE

3 SZE ALL: RESTAURANTS - ITALIAN RESTAURANTS

: W BOCCECATE.COW

704 T preview OF DETAILS PAGE

Soetiodt

WANT MORE CUSTOMERS?

D0 YOU KNOW THAT FOR ONLY 49.95/M0, YOU
CAN UPGRADE YOUR LISTING & ACQUIRE MORE
CUSTOMERS? WITH A FEATURED LISTING YQU

GET
s UP TO 10 PHOTOS & LOGOS
o A 3,000 WORE BUSINESS DESCRIPTION
s YOUR COMPANY TAGLINE WILL APPEAR IN
NATURAL SEARCH RESULTS

YOUR COMPANY WILL STAND QUT FROM THE
CROWD & MORE CUSTOMERS WEL FIND YOU

CALL 1-888-834-2638 TO UPGRADE YOUR LISTING

UPGRADE TO ENMANCED

’ T} KULETO'S BE THE FIRST TO RATE!
{415) 307-7720 MAKE A RESERVATION

R RATEIT

_# Z21POWELL ST

] CRANCISCO. CA & PAQASAGASAY
SAN FRANCISCO. CA 94102 Faotatke
CROSS STREET:
B/ GEARY & O'FARRELL

WWNWHULETOS CITYSEARCH.COM

HOURS OF OPERATION:
BREAKFAST, LUNCH & DINNER DAILY

COMPANY INFORMATION:

KULETO'S JTALIAN RESTAURANT OFFERS DISTINCTIVE CALIFORNIA-TALIAN
CUISINE FEATURING FRESH AND SEASONAL INGREDIENTS. MENU
HIGHLIGHTS INCLUDE HOUSE-MADE PASTAS, TRADITIONAL TALIAN
SALADS, FRESH FISH AND FLAVORFUL MEATS GRILLED QVER MESQUITE,
ALL BAKED GOODS, PASTRIES, AND DESSERTS ARE PREPARED DALY

IN-HOUSE.

PRICE: OTHER OPTIONS:

$6.05-89.96 LATE NIGHT

PAYMENTS: QTHER CONTACT INFO:
MASTERCARD, VISA EMAIL: KULETOS@ACL.COM
DINING AMENITIES: FAX: (415)440-2900

BUSINESS LUNCHES, TAKE OUT  RESERVATION: (415) 440-2801
ATMOSPHERE: BANCIUET ROOM: {415} 440-2502
CASUAL, FAMELY FRIENDLY DRESS CODE:

NONE

CATEGORY TYPES:
RESTAURANTS, [TALIAN RESTAURANTS

G, LAST CHANCE TO EDIT YOUR PAGES. REAL TEXT TO COME LORENM IPSUM

epr | | suswr | | cANCEL

FIG. 7
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800
ool LOCAL WELCOVE, YAHCO} LOCAL LISTINGS HOWE - YAHOO! LOCAL - HELP
(SIGN OuT] G
YAHOO! LOCAL LISTINGS
802 TN
STEP & SELECT REGION
H | ] | 1 }§ } ¥ ZIR1 }
1 LISTING DETAILS 2. SELECT CATEGORY 3. ADD IMAGES & PREVIEW 5. SELECTREGIONS 6 PAYMENT
SELECT ADVERTISING REGIONS FOR YOUR LISTING /_ 804
<BIYADS FOR GOLF COURSES NEAR SAN FRANCISCO-OAKLAND-SAN JOSE CA——> EDIT CATEGORIES /_ 518
...A_:': - (\;7 '\ \\
816 TOPOF | poTroM | | eoek \ :
REGION PAGE OF PAGE i
1. ALAMEDA, CA $24.00 | $16.00
2. CLEARLAKE, CA $1600 | $12.00
3. CONTRACOSTA, CA | 92400 | $16.00
4. MARIN, CA 52400 31600
5, NAPA, CA 52400 | $16.00
6. SAN FRANCISCO, CA | $2400 | $16.00 NORTH
7. SAN MATEOQ, CA $2400  |$16.00 PACIFIC
8. SANTACLARA CA  |$2400 | $16.00 QCEAN
G SANTA ROSA- .
PETALUMA, CA 2000 1§60
10, UKIAH, CA $16.00  |$12.00
T VALLEDD-
FAIRFIELD, CA §2400 151000 324 BUYIT
TOTAL PRICE $24800 | $168.00 BoTTOM _ $16 Y
[<CATEGORY NAME> (SECONDARY) ¥ 25 KN
e , —rt)
CATEGORY TOTAL  5000.00
820
(contiiue ) { Back }  CANCEL

FIG. 8§
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218
% SEARCH WELCOME, PS_BS1
MARKETING [SIGN OUT] LOCAL LISTINGS- YAHOO!
LOCAL LISTINGS ADVERTISER: BS1-BS1

ADVERTISER {0 500055651 SELECT AGCOUNT

HOME | UPLOAD LISTINGS | PRICING & INVENTCRY | REPORTS | MY ACCOUNT

916

PRICING & INVENTORY 904 906
1. CHOOSE YOUR BUSPHESS CATEGORY & SUB-CATEZORY

fseLecT catecorY-  JB)  [seLecT suscatecory- ]

2, CHOOSE YOUR REGION

[SELECT areA- [5] [-SELECT STATE. [&] [SANFRANCISCO-OAKLAND-SANJOSE, CA 2] ( SHOW AVAILABLE INVENTORY )

908 — 910 — 912 — 914 — o1
RESULTS FOR GOLF COURSES NEAR SAN FRANCISCO-OAKLAND-SAN JOSE, CA EDIT CATEGORIES (_
. |
TOPOF | BOTTOM
REGION PAGE | OF PAGE
1. ALAWEDA, CA §2400__ |81600
2.CLEARLAKE, CA___ 91600 |51200
J.CONTRACOSTA CA_| 82400 [516.00
4 VARIN, CA S200__|51600
5. NAPA, CA §2400__ [516.00
6. SAN FRANCISCO, CA_|§2400 | 51600
7.SANVATED CA 52400 |516.00
€ SANTACLARA CA__ 52400 |516.00
¢ SANTAROSA- ‘
PETALUMA, CA 2000|1600
10, UKIAH, CA §1600 [5120
T VALLETD-
FAIRFIELD, CA faa00  |81600
TOTAL PRICE 324800 | 16800

E 25 K
16 Mt

AVAILABLE INVENTCRY IS SUBJECT TO CHANGE, PLEASE BOOK YOUR LISTINGS AS EARLY AS POSSIBLE FOR THE BEST
CHANCE OF SECURING INVENTORY

FIG. 9
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WELCOME
aame] LOCAL élGN W

YAHOO! LOCAL LISTINGS HOME - YAHOO! LOCAL - HELP

| YAHOO! LOCAL LISTINGS

{ 1 L

Q

11 1L }

4 { ]

1. LISTING DETAILS 2. SELECT CATEGORIES

3. ADDIMAGES 4, PREVIEW

5. SELECT REGIONS

8. PAYMENT

SELECT IN YOUR AREAS
SAN FRANCISCC, CA

SELECT IN NEARBY AREAS

SAN MATEQ. CA
ALAMEDA, CA
MARIN, CA

SELECT ADDITIONAL AREAS

YOU MAY SELECT CATEGORIES AND
PAGE POSITIONS FOR ANY OF THE
MAP POSITIONS

CONFIRM SELECTIONS

REGION AND

CATEGORY POSITION PRICE

1002

“WhEIOD, SANTA E%SA
a0

/4/\‘: 47

“CONCORD

FREMONT*
SN

3

{7 162005 NAVTEQ

COPYRIGHT © 2005 YAHOO! INC. ALL RIGHTS RESERVED
PRIVACY POLICY ~ COPYRIGHT POLICY - TERMS OF SERVICE
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“TRBEEoO LOCAL !\;E%SSME YAHOO! | OCAL LISTINGS HOME - YAHQO! LOCAL - HELD
21 =

| YAHOO! LOCAL LISTINGS

L 1 11 } 4 1 1
1. USTING DETAILS 2. SELECT CATEGORIES 3. ADDIMAGES ~ 4PREVIEW  5.SELECTREGIONS 6. PAYMENT

PR TR P FAREES
SELECT REGIONS R (/ aw

NEW YORK, NY

g d &2 , -
lm )Y
J>>~BRIDGEFORT
e
" SLAND

SOUND

NEARBY REGIONS 1104

HUDSON, NJ
BRONX, NY
KINGS NY

QUEENS Ny
BERGEN, NY

1102
CONFIRM SELECTIONS

REGION AND
CATEGORY POSITION PRICE

©2005 NAYTEQ

COPYRIGHT © 2005 YAHOOUINC. ALL RIGHTS RESERVED
PRIVACY POLICY - COPYRIGHT POLICY ~ TERMS OF SERVICE
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1202

Business provides basic listing information

A

1204

Business selects listing category and inputs category specific information, /
if any.

\ 1206
Business uploads listing related photographs, if any

\

4 1208
Business previews all listing details provided thus far

\

y
Business selects and buys regions for Advertising by clicking on the Map | —
and/or List.

1210

4 1212
Business agrees to terms of service and provides credit card details.

\

Y 1214
Business sees confirmation (thank you page) for purchase.

\

FIG. 12



Patent Application Publication

Jan. 8,2009 Sheet 13 of 22

eamico®f, LOCAL

SIGN IN

WELCOME

YAHOO! LOCAL LISTINGS HOME - YAHOO! LOCAL - HELP

| YAHOO! LOCAL LISTINGS

1 1 1

31

I3 1 3 [ ]

SELECT REGIONS
NEW YORK NY

NEARBY REGIONS

HUDSON, NJ
BRONX, NY
KINGS. NY
QUEENS, NY
BERGEN, NY

CONFIRM SELECTIONS

REGION AND
CATEGORY

1 LISTING DETAILS 2. SELECT CATEGQORIES

W
{(m /
[ BRIDG
LONG
i ISLAND
087 SOUND A
;/‘ 23
e {1} R Qﬁ\rd
rg—Q/( y — /?» ‘‘‘‘‘‘‘‘
1302 (L % e
S AANEW YORKYY ] -
| T GREAT
< e SOUTH
Eva BAY
POSITION PRICE
1304
QUEENS, NY CLOSE
CATEGORY AND PAGE POSITION ~ TOP BOTTOM
[T ART MUSEUMS AND GALLERIES ©3%5 (O35
[TIBARS AND PUBS @5 0%
{IBILLIARDS @% 0%
[INIGHT CLURS ®@% 0%
{1 JUGOLERS @% Q%
©2005 NAVTEQ

3. ADD IMAGES

e
4, PREVIEW 5, SELECT REGIONS 6, PAYMENT

US 2009/0012865 A1l
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1402
//
(A) Local business provides feed of available products/services |
(B) Vendor provides feed of locations where their products arc sold
1404
Process incoming content and makes product/service and business data available for
searching by consumers
\ 4 1406
Consumer searches for product online via Web, mobile phone, PDA, automobile, etc.
\ 4 1408
Search results are displayed to the consumer, and results include map and inventory
information

Consumer selects and buys (or takes action) regarding available products/services by f1410

clicking on the Map and/or List.

Consumer takes follow-up action. 1412

A 4
Product/Service availability information is updated to the sponsoring business and
correspondingly at the server displaying the map.

1414
S

FIG. 14
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Local Service / 1504 Shopping Service
(Search or Maps Service / (Search or Category
Category Browse)

Browse) 1606
l 1508 l 1510 A 4
Shopping or
Local Search Map of Local \ Product Search
Results Search Results Results
l 1512 l
Local Online
Business B Merchant
Details '\‘ Product / Info
i Details A

1516

¥

Product:
v Merchant
v Comparison

3rd party
inventory
system or
website

Product &
merchant
database

FIG. 15
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CLICKABLE MAP INTERFACE FOR
PRODUCT INVENTORY

PRIORITY CLAIM

[0001] This application is a continuation of U.S. applica-
tion Ser. No. 11/329,601 (Atty. Docket 12729/128), filed Jan.
12, 2006, which was a continuation-in-part of prior U.S.
application Ser. No. 11/264,366 (Atty. Docket 12729/120),
filed Oct. 31, 2005, and prior U.S. application Ser. No.
11/264,671 (Atty. Docket 12729/121), filed Oct. 31, 2005,
each of which are incorporated by reference herein.

TECHNICAL FIELD

[0002] The present embodiments relate generally to using a
clickable map interface.

BACKGROUND

[0003] Online advertising may be an important source of
revenue for enterprises engaged in electronic commerce. A
number of different kinds of page-based online advertise-
ments are currently in use, along with various associated
distribution requirements, advertising metrics, and pricing
mechanisms. Processes associated with technologies such as
Hypertext Markup Language (HTML) and Hypertext Trans-
fer Protocol (HTTP) enable a page to be configured to contain
a location for inclusion of an advertisement. An advertise-
ment can be selected for display each time the page is
requested, for example, by a browser or server application.
[0004] One variety of online advertisement is the display of
advertisements based on a user’s query term and/or query
location. For example, a user may conduct an on-line search
for a coffee shop in San Francisco. In this way, ads may be
displayed for advertisers having relevant businesses located
near the user’s query location. Alternatively, a user may shop
online to look for a particular product and/or retail store
within a certain area. Just as a user can identify coffee shops
in San Francisco, one can find baseball gloves or sports stores
in Los Angeles. Typically, a variety of listings appear. A
problem may occur for a consumer in deciding which retail
store to visit to buy the product. Likewise, a problem may
arise for an advertiser to decide in which locations to purchase
online advertisements.

SUMMARY

[0005] By way of introduction, the embodiments described
below include a method and system for advertising. The
embodiments relate to advertisement listings based on cat-
egories associated with search results. The embodiments fur-
ther relate to geographic limitations of those advertisements.
In one embodiment, the advertisements displayed may be
rotated so that ads from one company are not shown together,
but rather ads from multiple companies can be shown.
[0006] Inafirst aspect, amethod is disclosed for displaying
inventory of a product on a map over a network. The method
comprises: receiving an input over the network that request
the product for a determined geographic area; determining
whether the product is available in the geographic area; iden-
tifying at least one location in the geographic area where an
inventory of the product may be available; and displaying at
least a portion of the geographic area on the map and the
available inventory of the product at the at least one location
on the map.
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[0007] In a second aspect, a computer readable storage
medium is disclosed having stored therein data representing
instructions executable by a programmed processor for dis-
playing inventory of a product on a map. The storage medium
comprises instructions for: identifying an identity of the prod-
uct and a geographic location; determining whether the prod-
uct is available in a vicinity of the geographic location; dis-
playing the vicinity of the geographic location on the map;
and displaying an inventory of the product at each location the
product is available in the vicinity of the geographic location.
[0008] In a third aspect, a method is disclosed for selling
online advertisements based on a geographic region. The
method comprises: identifying a geographic region for which
the online advertisements may be sold; providing a map dis-
playing at least a portion of the geographic region; displaying
an inventory of the online advertisements that are available in
at least a portion of the geographic region; and displaying the
online advertisements to a user associated with the geo-
graphic region.

[0009] Other systems, methods, features and advantages
will be, or will become, apparent to one with skill in the art
upon examination of the following figures and detailed
description. It is intended that all such additional systems,
methods, features and advantages be included within this
description, be within the scope of the invention, and be
protected by the following claims and be defined by the
following claims. Nothing in this section should be taken as a
limitation on those claims. Further aspects and advantages are
discussed below in conjunction with the preferred embodi-
ments.

BRIEF DESCRIPTION OF THE DRAWINGS

[0010] Non-limiting and non-exhaustive embodiments are
described with reference to the following drawings. In the
drawings, like reference numerals refer to like parts through-
out the various figures unless otherwise specified.

[0011] FIG. 1 provides a simplified view of one embodi-
ment of an operating environment.

[0012] FIG. 2 is a block diagram of an exemplary system
for advertising.

[0013] FIG. 3 is an illustration of an exemplary search
results page.

[0014] FIG. 4 is an illustration of an exemplary advertiser
interface.

[0015] FIG. 5 is an illustration of an exemplary advertiser
interface.

[0016] FIG. 6 is an illustration of an exemplary advertiser
interface.

[0017] FIG. 7 is an illustration of an exemplary advertiser
interface.

[0018] FIG. 8 is an illustration of an exemplary advertiser
interface.

[0019] FIG. 9 is an illustration of an exemplary advertiser
interface.

[0020] FIG. 10is an illustration of an exemplary map inter-
face.

[0021] FIG. 11 is an illustration of an exemplary map inter-
face.

[0022] FIG. 12 is a flow chart illustrating the purchase of
advertising.

[0023] FIG. 13 is an illustration of an exemplary advertiser
interface.

[0024] FIG. 14 is a flow chart illustrating the updating and
purchasing of a consumer product.
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[0025] FIG. 15 is a block diagram illustrating a system for
finding and purchasing consumer products.

[0026] FIG.16 s anillustration of an exemplary map inter-
face.
[0027] FIG. 17 is a flow chart illustrating an exemplary

process flow of ad server.

[0028] FIG.18isablock diagram illustrating an exemplary
grouping of geographic regions.

[0029] FIG. 19 is a flow chart illustrating an exemplary
process flow for the assignment of geographic regions.

[0030] FIG.20is anillustration of exemplary search results
pages.
[0031] FIG. 21 is a flow chart illustrating an exemplary

logic for determining a category for an advertisement.
[0032] FIG. 22 is a block diagram of an exemplary general
computer system.

DETAILED DESCRIPTION

[0033] Theprinciples described herein may be embodied in
many different forms. A system may aid a consumer in decid-
ing which retail store to visit to buy a product by showing the
locations of stores and inventory on a map. Likewise, the
system may aid an advertiser to decide in which locations to
purchase online advertisements by showing competitor’s
inventory and the advertiser’s and competitors locations.
[0034] FIG.1 provides a simplified view of a network envi-
ronment. Not all of the depicted components may be required,
however, and some embodiments of the invention may
include additional components not shown in the figure. Varia-
tions in the arrangement and type of the components may be
made without departing from the spirit or scope of the claims
as set forth herein.

[0035] In FIG. 1, environment 100 includes an advertise-
ment services server 110, which may provide a platform for
selection, optimization, and/or distribution of advertisements
for inclusion in pages, such as web pages (e.g. FIG. 3). Pages
may be provided to users by a portal server 104 and/or a
third-party server 102. In FIG. 1, users are represented by a
user device 106, depicted as a conventional personal com-
puter, and/or other device such as a mobile user device 112,
including a network-enabled mobile phone, personal digital
assistant (PDA), pager, network-enabled television, digital
video recorder, such as TIVO, and/or automobile.

[0036] Some or all of advertisement services server 110,
portal server 104, and third-party server 102 may be in com-
munication with each other by way of network 108. The
advertisement services server 110 and portal server 104 may
each represent multiple linked computing devices, and mul-
tiple third-party servers, such as third-party server 102, may
be included in environment 100. Network 108 may be
regarded as a public or private network connection and may
include, for example, a virtual private network or an encryp-
tion or other security mechanism employed over the public
Internet, or the like.

[0037] User device 106 and mobile user device 112 are
represented by user-interactive devices that typically run
browser applications, and the like, to display requested pages
received over a network. The user may be a consumer of
goods of services that is searching for a business such as a
business of the advertiser. Such devices are in communication
with portal server 104 and/or third-party server 102 by way of
network 109. Network 109 may include the Internet and may
include all or part of network 108; network 108 may include
all or part of network 109.
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[0038] Portal server 104, third-party server 102, advertise-
ment services server 110, user device 106, and mobile user
device 112 represent computing devices of various kinds.
Such computing devices may generally include any device
that is configured to perform computation and that is capable
of'sending and receiving data communications by way of one
or more wired and/or wireless communication interfaces.
Such devices may be configured to communicate in accor-
dance with any of a variety of network protocols, including
but not limited to protocols within the Transmission Control
Protocol/Internet Protocol (TCP/IP) protocol suite. For
example, user device 106 may be configured to execute a
browser application that employs HTTP to request informa-
tion, such as a web page, from a web server, which may be a
process executing on portal server 104 or third-party server
102.

[0039] Networks 108, 109 may be configured to couple one
computing device to another computing device to enable
communication of data between the devices. Networks 108,
109 may generally be enabled to employ any form of
machine-readable media for communicating information
from one device to another. Each of networks 108, 109 may
include one or more of a wireless network, a wired network,
a local area network (LLAN), a wide area network (WAN), a
direct connection such as through a Universal Serial Bus
(USB) port, and the like, and may include the set of intercon-
nected networks that make up the Internet. Networks 108, 109
may include any communication method by which informa-
tion may travel between computing devices.

[0040] FIG. 2 is a block diagram of an exemplary system
200 for displaying advertisements. The system 200 shows
components and steps that an advertiser may take in adver-
tising. The system 200 also shows components and steps a
service provider may take to display the advertisements.
Results of a search may be displayed in a web page 202. The
system allows an advertiser to purchase an ad. The advertiser
may also be referred to as a company, business, chain, or
store.

[0041] Theweb page 202 may display featured listings 204,
206 and/or non-featured results 208 at various locations on
the web page 202. The featured listings 204, 206 are listings
that an advertiser pays to have placed in the featured listing
part of the web page 202. The featured listings 204, 206 may
be set apart from the rest of the web page 202 by displaying
behind the content a color or shading different than the rest of
the web page 202 or by displaying the content of the featured
listings 204, 206 in a visually different manner than the con-
tent on the rest of the web page 202 such as by changing the
color of the background or the font. Featured listings may be
displayed at a predetermined part of the page such as at the top
204 of the web page 202 and/or at the bottom 206 of the web
page. The featured listings 204, 206 may be advertisements
that display an advertiser’s information, described in more
detail below. The web page 202 may also display non-fea-
tured results 208, such as those determined by a search algo-
rithm of search algorithmic engine 244 without an advertiser
paying to have their advertisement positioned in a featured
part of the web page 202. The featured listings 204, 206 may
be related, however, to the non-featured results 208, as
described in more detail below.

[0042] FIG. 3 is an example of a web page 202. The web
page 202 shows both featured listings 204 and non-featured
results 208. Both the featured listings 204, 206 and the non-
featured results 208 may display information such as a name,
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address, and/or a phone number. In addition, the advertiser’s
name may be hyperlinked to a page displaying other details
about the advertiser, or the advertiser’s web site. A link to a
map 322 and/or directions to the address of the advertiser may
also be displayed. One or more categories 324 may be asso-
ciated with the particular result listing. The search results may
also be listed as non-enhanced or enhanced listings.
Enhanced listings display more information than just basic
information related to a search result. An enhanced listing can
display all the information from the basic result such as name,
address, phone number and link, and also give space for
additional information such as a picture or logo, a slogan or
description, additional links, and other additional informa-
tion. Either the basic search results or the enhanced listings
may display more or less information.

[0043] In one example, there are three available slots for
featured listings to be displayed at the top 204 of the page.
One listing 304 is purchased by an advertiser as a featured
listing. The remaining two listings 306, 308 are back-fill
advertisements. In one embodiment, the featured listing 304
is paid for based on placement in the featured listings section
of'the page 202. The back-fill advertisement listings 306, 308
may be paid for in other ways, such as based on the number of
users who click a link of the advertisement. Additional fea-
tured listings may also be displayed at the bottom of the page
under the non-featured results 208. In alternative embodi-
ments, the number of slots available for featured listings may
vary to include room for more or less than three listings. For
example, for a Personal Digital Assistant (“PDA”) or a cell
phone browser, there may be only one slot available for a
featured listing.

[0044] The purchased featured listings such as listing 204
may be determined by an algorithm. The algorithm may con-
sider a determined category of the user’s search term, as
described in more detail below. In one embodiment, the fea-
tured listings are displayed if they match or correlate to the
geographic location and the category of the user’s search. A
category is a grouping of one or more related search terms or
keywords. One example would be an advertiser who pur-
chased the category “florist” The “florist” category may
include the keywords roses, daisies, lilies or other types of
flowers. The advertiser may purchase a featured listing based
on the category. The advertiser does not have to think of
keywords that a consumer will search for, but rather just the
category. The purchase of a category may make advertising
easier and more effective.

[0045] The featured listings may include, but are not lim-
ited to, a business name, tagline, display URL with poten-
tially different click-thru URL, telephone number, street
address (may be suppressed), city, state, map link, directions
link, Send-to-Phone link, or logo. The listing elements may
include a click thru to either a hosted business details page or
an advertiser’s web page. The map, directions and Send-to-
Phone links may click thru to a maps page, directions page,
send-to-phone page, or a pop-up page, respectively. In an
alternative embodiment, the featured listings may apply to
industry specific local listings, or local event listings.
Examples of industry specific local listings may be job list-
ings, real estate listings, auto-related listings, personals list-
ings, or any other industry specific listings. Local event list-
ings add the dimension of date and time to the typical business
or service listing.

[0046] A non-featured result 310 can be one of many search
results (the rest of which are not shown). In one embodiment,
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there can be a total of ten search results per page with multiple
pages. A non-featured result 310, or other non-purchased
listing may be shown as a basic listing with listing informa-
tion such as address and phone number. Alternatively, alink to
a web page and possibly, a two line quote may be included
with a basic listing. A non-featured result 310, or other pur-
chased listing may also be shown as an enhanced listing
which may include a link to a web page, and potentially a
tagline and additional promotional links or information. The
non-featured result 310 need not be enhanced. Enhancement
of a basic listing is similar to an advertisement in that the
advertiser pays to have its listing enhanced, however, the
listing may still appear as a non-featured result of the search.
The non-featured results, whether basic or enhanced may
include a different variety of information.

[0047] The search shown in FIG. 3 may be initiated by the
user 106, 112 entering search terms into a search box 312 and
a location box 314 located on the page 202. Alternatively, the
user may initiate a search by clicking on a hyperlinked text
line of any search term. This link initiates a search, just as if
the user had typed the search term into a search box. For
example, the hyperlinked term “golf courses™ may appear as
part of a list of popular searches for that week for a given
location and the user can click on a link for “golf courses” and
see the search results as if the user typed “golf courses™ into
the search box. For explanatory purposes, the user is search-
ing for “golf courses”, listed in search box 312, and “San Jose,
Calif”” listed in location box 314. The result 310 shown is the
first or closest match or correlation to golf courses in San Jose,
Calif. The closest match may be determined many different
ways. In terms of geography, closest may mean shortest
physical distance, or may mean shortest driving distance tak-
ing into account traffic, speed limits, etc. In terms of catego-
ries, closest may be determined based on the search engine
logic or algorithm taking in to account additional factors. The
category relating to the search is shown in the category hier-
archy 316 to be “Courses” within “Golf.” The category hier-
archy 316 expands further to “Recreation & Sporting Goods”
within “San Jose City Page.” A related category section 324 is
also shown. The related category section 324 contains cat-
egories that may relate to the search. The number next to the
listed category may correspond to the number of search
results listed within the category, such as eighty one results
for “Golf Courses”.

[0048] The web page 202 in FIG. 3 may display results
based on geographic information. The geographic location
may be received explicitly from the location box 314. Alter-
natively, the location can be determined implicitly based on
the detection of a location from cookie information, registra-
tion information, IP address, global positioning satellite
(GPS) device, television, or other methods. In an alternative
embodiment, the device used to do the search may be some-
thing other than a computer, such as a mobile phone, PDA,
pagers, automobile software, televisions, digital video
recorders (e.g. DVRs like TIVO), etc. The devices may
include GPS. For these variations, the location input may be
based on implicit location rather than explicit location. The
search results displayed may be displayed such that the adver-
tiser of the search result is located near or within the given
geographic location of the user.

[0049] The web page 202 may display options to the user
106, 112 that are related to the geographic information. The
map 322 may show the location of each of the algorithmic
search results. The box with a “1” in the map 322 may corre-
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spond to the first search result 310. The map 322 may also
display the location of the featured listings. The featured
listing 304 may be labeled with an “a” and there may be a
corresponding box with an “a” on the map 322 to show the
location of the business advertised in the featured listing 304.
The map 322 may be expandable for easier viewing and may
allow for both zooming in and zooming out for the user 106,
112 to view different features. The neighborhood 320 lists an
area shown in the map 322. The neighborhood link allows a
user to refine the search by limiting the search results to a
particular neighborhood. For example, if the map had been of
Manhattan, the user may see neighborhoods labeled for
SoHo, East Village, etc. The result radius 318 may be modi-
fied to find results over a greater area, or to narrow the search
results over a smaller area. The results displayed are those
results that are within the selected result radius 318. A default
value for the result radius 318 can be modified by the user.
[0050] In FIG. 2, an advertiser may purchase enhanced
listings or featured listings to be advertised on a web page
202. A consumer search is also described, followed by the
process by which both the non-featured results 208 and the
featured listings 204, 206 may be displayed.

[0051] The advertiser may be a self-serve advertiser 210 or
an invoice advertiser/reseller 216. An invoice advertiser/re-
seller 216 may include an advertiser who buys large quanti-
ties of advertisements. An advertiser may also be referred to
as a business, company, organization, holding company or
store. In general, an advertiser is someone or something that
purchases an advertisement. The self-serve advertiser 210
may include a smaller advertiser who does not buy large
quantities of ads. Typically, the self-serve advertiser 210 may
be a small business with limited locations, whereas an invoice
advertiser/reseller 216 may be a national corporation.

[0052] The self-serve advertiser 210 may purchase adver-
tising space via the self-serve interface 212. The self-serve
interface 212 helps the advertiser to determine available
advertisement inventory. FIGS. 4-9 are illustrations of steps
that may be part of the self-serve interface 212. In an alternate
embodiment, FIGS. 4-9 may also represent the interface for
an invoice advertiser 216 to purchase an advertisement. Spe-
cifically, FIGS. 4-9 are illustrations of various interfaces
through which an advertiser may purchase an ad by entering
relevant information about the business to be advertised and
the category and region which the ad is based on.

[0053] FIG. 4 illustrates an interface 400 in which an adver-
tiser may enter their business listing to be advertised. The
interface 400 is the listing details 402 of the advertiser or
business placing the ad. The advertiser must enter contact
information 404, which may include name, email, or phone.
The advertiser can then enter the location information 406.
The location information 406 is the business name and loca-
tion as well as any other relevant information on the business
to be advertised. Other information may include a web site,
email or fax number. The advertiser can also enter the hours of
operation 408 to display when the business being advertised
is open or the payment methods 410 that the business accepts.
Finally, the advertiser may enter any additional information
412 such as year established, languages, brand names carried,
products and services offered or professional associations.
All the listed information is merely exemplary and the adver-
tiser may be able to enter more or less information relating to
the business to be advertised.

[0054] FIG.5illustrates an interface 500 in which an adver-
tiser may enter a category for their advertisement. The inter-
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face 500 is for the category selection 502 of the advertise-
ment. The advertiser may choose a primary category 504. The
primary category 504 may relate to a general area for the
advertiser’s business. The advertiser may then choose the
category 506 for the advertisement. The category 506 may
comprise a master category and a sub-category. The sub-
category may be a subset of the master category. The category
506 is used to determine when an advertisement is displayed.
If a user searches for keywords that are in that category, then
the advertisement is displayed. Interface 500 may give addi-
tional options 508 based on the category 506 chosen. In this
example, the primary category is “Food and Dining” with a
primary sub-category of “Pizza.” This is just one example of
a primary category and primary sub-category. “Food and
Dining” may have sub-categories for many different types of
food. Additional options 508 in this example may be price
range, reservations policy, dress code, smoking allowed,
atmosphere, parking or other options. The additional options
508 may be unique for different categories or sub-categories.
The advertiser can also include further descriptions and web
links 510 such as a web link, a company tagline or descrip-
tion, or a further business description. The ad may also
include featured information 512 which may include a longer
or shorter tagline or description or a tracking/web address.
[0055] FIG. 6 illustrates an interface 600 in which an adver-
tiser may include images with their advertisement. The inter-
face 600 is for adding images 602 to the advertisement. A logo
604, a photo 606, or additional photos 608 for the business
may be added to the advertisement. The logo 604 may be a
trademark or other identifier of the business being advertised.
The photos 606, 608 may be of the business or relevant
products or other advertising materials. The image 610 shows
the logo 604 or photos 606, 608 that may be displayed.
[0056] FIG. 7 illustrates an interface 700 in which an adver-
tiser may preview their advertisement. The advertiser can
view a preview of the search results page 702 or view a
preview of a details page 704. The details page 704 may be a
separate window that is shown when a user clicks on or hovers
over an advertisement.

[0057] FIG. 8 illustrates an interface 800 in which an adver-
tiser may choose a region or location for an advertisement.
The interface 800 is for selecting a region 802 for the adver-
tisement. The advertiser has already selected a category 804.
In FIG. 8, the category is shown to be golf courses. The
interface 800 automatically selects a region based upon the
address of the business from the location information 406 as
shown in FIG. 4. The category 804 shows the geographic
location as “near San Francisco-Oakland-San Jose, Calif.”
The advertiser may choose the region for an advertisement to
display. The advertiser may select a location various ways,
such as by pointing a curser to a location on a map 818
displayed and clicking on it, or an associated text or image.
Different geographic locations and the determination of
regions and the size of regions will be discussed below in
association with FIGS. 18 and 19.

[0058] The map 818 shows a geographic area. In this case,
the area shown is “San Francisco-Oakland-San Jose, Calif.”
The map 818 may display available inventory, which is also
shown in the results spreadsheet 816. The locations on the
map 818 correspond with the regions shown in the results
spreadsheet 816. The map 818 may display available,
unavailable and an advertiser’s already booked inventory for
particular regions. An advertiser may click on the map 818 to
select and purchase featured advertisements for a particular
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region for a given category 804. The map 818 can be resized
and the advertiser can zoom in and zoom out when selecting
aregion. As shown in map 818, the advertiser has selected the
“Santa Clara, Calif.” region associated with number 8 in the
results spreadsheet 816. The details 820 of that particular
region are shown including the inventory available, the price,
and the page location of the featured listings available.
[0059] In FIG. 2, the self-serve interface 212 allows an
advertiser to tender payment to purchase an enhanced listing,
a featured listing, or both through billing 214. In one embodi-
ment, the billing 214 is made through a credit card. Alterna-
tive forms of payment are possible. During a purchase, the
self-serve interface 212 may check with inventory manage-
ment 230 to determine if the ad the user wishes to purchase is
available. For example, the user determines if there are avail-
able featured listings for “golf courses” in “San Jose, Calif.”
There may be a finite number of featured listings that can be
shown on a search results page or web page and therefore a
limited number featured listings may be sold. Inventory man-
agement 230 may determine if the category and geographic
location of a requested featured listing is available.

[0060] The inventory management 230 may confirm the
inventory with the account management platform 218. The
inventory management 230 may also communicate with the
ad server 232 when the ad is displayed as will be discussed
below as related to FIG. 17. If one or both of the category or
location is not available, inventory management 230 may
prompt the advertiser for other available inventory for other
categories, or for alternate geographical locations. The alter-
nate geographical locations may be a separate location or may
be a larger region. An advertiser who could not get the cat-
egory/location requested may receive notification if the cat-
egory/location requested becomes available at a later date.
[0061] Unlike a self-serve advertiser 210, an invoice adver-
tiser/reseller 216 may be an advertiser that buys large quan-
tities of advertisements. The method in which they purchase
ads may be different from the self-serve advertiser. The
invoice advertiser/reseller 216 may use the account manage-
ment platform 218 to check or confirm inventory with inven-
tory management 230.

[0062] FIG. 9 is an illustration of an exemplary advertiser
interface. FIG. 9 may illustrate an account management plat-
form 218. The account management platform 218 is usually
directly associated with invoice advertiser/resellers 216
rather than self-serve advertisers 210. The invoice advertiser
216 may purchase advertising space via the account manage-
ment platform 218. The account management platform 218
helps the advertiser to determine available advertisement
inventory or check existing inventory. The user may enter a
category 904 and/or a sub-category 906. An example of either
a category 904 or a sub-category 906 is “golf courses.” If
“golf courses” is the category 904, then possible sub-catego-
ries 906 may be types of courses, difficulty of courses or the
cost of the courses. If the sub-category 906 is “golf courses,”
then the category 904 may have been recreation, sports facili-
ties, or sporting venues. This is just one example of the cat-
egories from which an advertiser purchases an ad.

[0063] In addition to selecting a category for an advertise-
ment, the advertiser may select a geographic location or
region for which the advertiser determines to advertise. The
area 908, the state 910, or the region 912 can be selected from
the pull-down menus to narrow the geographic location for
which the ad will be displayed. The advertiser may select a
location from any or all of the area 908, the state 910, or the

Jan. 8, 2009

region 912 and selects the show available inventory button
914. This is just one embodiment of the selection of geo-
graphic location. Alternatively, the advertiser may be pro-
vided a limited set of advertising region choices from which
to choose based on the advertiser’s business address. The
advertiser may also select a location in other ways such as by
pointing a curser to a location on a map displayed on the page
212 and clicking. Different geographic locations and the
determination of regions and the size of regions will be dis-
cussed below in association with FIGS. 18 and 19.

[0064] The map 918 shows the selected region 912. In this
case, the region 912 is “San Francisco-Oakland-San Jose,
Calif” The map 918 may display available inventory, which is
also shown in the results spreadsheet 916. The locations on
the map 912 correspond with the regions shown in the results
spreadsheet 916. The map 912 may display available,
unavailable, or an advertiser’s already booked inventory for
particular regions. An advertiser may click on the map 912 to
select and purchase featured advertisements for a particular
region for a given category 904 or sub-category 906. The map
918 can be resized and the advertiser can zoom in and zoom
out when selecting a region. As shown in map 918, the adver-
tiser has selected the “Santa Clara, Calif.”” region associated
with number 8 in the results spreadsheet 916. The details 920
of that particular region are shown including the inventory
available, the price, and the page location of the featured
listings available.

[0065] FIG. 9 is one illustration of a map. The map may
display available inventory of advertisements for a particular
geographic region. The map may also display available con-
sumer inventory for a product that is for sale at retail stores.
The inventory may be displayed for user selected geographic
locations. A consumer may search for a product and the map
would display available inventory. For example, the map may
display the locations of stores that sell a Yoda costume in San
Francisco and for each of those stores, the inventory may also
be displayed. As in FIG. 9, the user clicked on or put the
pointer over number 8 or Santa Clara, Calif. and the details
920 are displayed. Included in the details 920 may be the
inventory available. In the case of the Yoda costume, the
numbers on the map represent stores that sell the costume and
the details 920 of each store may be a display of the available
inventory and price at that particular store, as well as addi-
tional store or product information.

[0066] A map display of consumer inventory may have
several advantages. For example, if there are two stores with
inventory for a particular product and they are equidistant
from auser’s location, a map view of the two locations may be
beneficial. A map view may show which location may be
easier to travel to and from. On the map, a consumer will be
able to quickly determine which stores that currently have
inventory that lie along the route between destinations, such
as between home and office. The map can be used to distin-
guish between the two stores that are each 10 miles away that
currently have inventory of a product. One may be more
willing to drive to a store that is accessible by two major
freeways, rather than having to drive to a location that is also
10 miles away, but is on the other side of a high-traffic bridge.
The map may also display current traffic conditions, such as
the amount of vehicles on the roads, road constructions, and
accidents. In this way, the map may help users decide between
multiple options for purchasing inventory.

[0067] Likewise, in the advertising context, the map may
reveal nearby areas in which an advertiser may wish to adver-
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tise. If an available inventory for advertisements is sold out in
one area, the advertiser may wish to advertise in other nearby
areas, which the advertiser may view on the map. The adver-
tiser may also decide to advertise on one side of ariver and not
the other, because it may be evident from the map that users
on the other side of the river have more convenient locations
to travel to.

[0068] FIG. 10 illustrates a map display 1002 of San Fran-
cisco. A map display may be effective for displaying adver-
tising inventory and/or consumer inventory. The alternative
of viewing inventory information only via a list may be less
effective than viewing inventory information on the map. The
user may be able to determine stores from the map display
1002 that may be the easiest to access, for example, based on
roads, such as local roads or interstates, and the geographic
features, such as bridges, lakes, rivers, train tracks and moun-
tains, of the area. The map display 1002 may be used to
display advertising regions to an advertiser, or be used to
display stores in the area to consumers and advertisers. The
stores may be classified by a certain product or based on the
type of store or category of goods for sale at the store.
[0069] Viewing the map display 1002 allows a user to see
the San Pablo Bay 1006 and the San Francisco Bay 1004 and
make decisions about where they may desire to purchase the
item. For example in the consumer inventory example, if a
consumer is located at box 6 and the inventory that they would
like to purchase is located at stores represented by boxes 1 and
10, the consumer has to decide which store to travel to. The
distance to the stores is about equal, however, for the user to
travel to store 10, he/she has to cross the bridge 1008 across
the San Francisco Bay 1004. The high-traffic bridge may
make the trip significantly longer. The map view of FIG. 10
displaying available inventory can help a consumer decide
where to travel to purchase the inventory. In addition, if the
inventory at store 1 is limited, whereas, the inventory at store
10 is high the consumer may decide to make the longer trip
across the bridge to help guarantee finding the product in
stock.

[0070] FIG. 11 is an illustration of a map of New York. In
the advertising context, an advertiser can view the map and
choose a region that may be more cost efficient, but still be
effective in which to advertise. A local advertiser may be able
to see on a map the fact that the expensive advertising region,
such as Manhattan, is sold out, but that a less-expensive
advertising region, such as northern New Jersey, that borders
it on the map is still available. In this example, the advertise-
ment may still be effective considering that many people who
work in Manhattan, but live in New Jersey may still have the
opportunity to view and respond to the advertisement. The
map display 1102 may also show bodies of water, such as
Long Island Sound 1106, the Raritan Bay 1108 and the river
1104. The location of these features, such as in relation to the
consumer or advertiser’s business, may influence the con-
sumer or advertiser when deciding where to purchase prod-
ucts or advertisements.

[0071] Inanother example, the geographic data from a map
may be valuable to a business’ decision-making process in
determining what advertising inventory to buy. If an adver-
tiser is an airport hotel in Millbrae, Calif., it may decide to buy
advertising for the Region directly across from the San Fran-
cisco Airport in the East Bay, even though that area is geo-
graphically located far away. Likewise, a furniture store on
the Peninsula may choose to buy advertising in the North Bay
because it expects that people are willing to drive across
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bridges to buy furniture (though not necessarily to buy pizza)
even if it is greater than a determined certain number of miles
away. When provided with a visual map interface for purchas-
ing/booking inventory, advertisers may have access to visual
cues that impact their marketing decisions such as bridges
across bodies of water, passes through mountain ranges,
water transportation opportunities, etc.

[0072] FIG. 12 is a flow chart illustrating one procedure
that an advertiser may perform to purchase advertisements
from a map interface displaying advertising inventory. First,
the business provides basic listing information as in block
1202. The business selects the category or subcategory infor-
mation for an advertisement as in block 1204. The business
uploads to the ad server any information to be displayed with
the ad such as photographs as in block 1206. The business can
then preview all the listing details as well as the ad in block
1208. The business can select the region or geographic area,
which limits the geographic scope of the advertisement in
block 1210. The business may view a map listing available
inventory for its advertisement. An example of an interactive
map that may be used in block 1210 is illustrated in FIG. 13.
[0073] FIG. 13 is an illustration of a map display 1302 of
New York. The map display 1302 is an example of a map
displaying available advertising inventory for particular cat-
egories. The box 17 (identified as 1306) is representative of
Queens, N.Y. When a user clicks on, or moves a cursor over
box 17 (1306), the inventory box 1304 is displayed. The
inventory box 1304 lists the relevant inventory that is avail-
able for purchase in Queens, N.Y. This is an example of
advertising categories that are available for purchase. The
inventory box 1304 lists the price and page location of the
online advertising inventory that is being sold. FIG. 13 rep-
resents one embodiment of a map that a business may use
when purchasing advertising inventory that is geographically
limited. As discussed below, the geographic boundaries of the
map can be based on a variety of information and the map can
display large areas (entire state) or a small area (neighbor-
hood or city block).

[0074] Also referring to FIG. 12, at block 1210, the busi-
ness can select the geographic region (also referred to as
geographic area or geographic location) on the map that is
appropriate for the advertisement. The map may display the
available inventory in that geographic region. The geographic
region can be defined by an address, neighborhood, city,
county, zip code, area code, state or region of the U.S. In one
example, a user entering an address may have access to a map
that displays all areas in the vicinity of that address within a
certain number of miles. The map may display available or
unavailable inventory as well as the business’s already
booked inventory for advertising regions for indicated cat-
egory(ies). Businesses may click on the map to select and
purchase an advertising region for the given category. After
the business selects the geographic region for its advertise-
ment, the business must agree to the terms of service and
provide payment information as in block 1212. The business
may then be sent a confirmation of its purchase as in block
1214.

[0075] FIG. 14 is a flow chart illustrating a use of an inter-
active map for displaying inventory of a consumer product. At
block 1402, a business may provide information about its
available products and inventory, or a vendor provides loca-
tions where its products are sold. A business may also provide
information about its available products and inventory to an
ad service provider, or other third party (e.g. part supplier),
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that would then in turn provide that information to the site
publishing the map and/or product availability and/or inven-
tory information. One example is a company that sells charg-
ers for mobile phones. The charger company could provide
information on where the mobile phones (that its chargers
support) are sold. The product availability and inventory
information may also be gathered from public sites. Consum-
ers and other community members (e.g. mothers groups,
neighborhood associations or fan club members) may also
provide information on product availability and inventory to
the publishing site.

[0076] Atblock 1404, the business or vendor information is
processed and made available to consumers. The product or
service information and the business information may be
incorporated into a search engine which may display that
information, such as depending on the consumer’s search
query. According to block 1406, the consumer can search for
the product or service online, such as through the Internet,
with a Web browser, mobile phone, PDA, automobile, or any
other device operative to send and/or receive information over
a network.

[0077] At block 1408, the search results may be displayed
to the consumer and may include a map and inventory infor-
mation. The map may display availability (both actual inven-
tory and/or general availability) of a product/service at local
businesses. An example of an interactive map displaying
available inventory for a product is shown in FIG. 16 and
discussed below. The map interface may be combined with
results from online businesses. The map view may include
geographic indicators pertinent to the consumer, such as
product location in relation to local rivers, bridges, etc. and
also may include data regarding personal driving routes, dis-
tance from home/office, frequently visited locations, traffic/
weather conditions, etc. In one embodiment, the map may be
edited by resizing or by pan and zoom.

[0078] In an alternate embodiment the inventory of a prod-
uct that is for sale and displayed on a map may not be from a
store or business. The product may be sold by an individual or
local seller through classified advertisements or through an
auction service, such as EBAY. For example, if you are look-
ing to buy a YAMAHA piano, you may want to look online, at
local retailers, and also at local classifieds of people who want
to sell or give away their piano. The locations of the individu-
als or local sellers who are selling via the classifieds may also
be included on the map, even if only their city is known.
Another example is of a local seller selling their used
SUBARU station wagon at a particular price or best offer. The
consumer searching for a car to buy could also see that local
seller’s product for sale (in this case a car) on the map. The
price may be set as a given price or if available, the minimum
auction price for a bidding scenario.

[0079] The consumer may select or buy or query available
products and services by clicking on the map displaying
inventory information as in block 1410. The inventory infor-
mation may also be displayed in a list that is not on the map.
The map may display store information and a list providing
inventory information for one or more stores displayed on the
map. Based on the inventory information, the consumer can
find out more information on the product or service as in
block 1412. For example, the consumer can purchase the
product/service and have it delivered or have it reserved at the
business location. Alternatively, the consumer can also
reserve the product/service and then purchase it at the busi-
ness location. Further details or inventory information may be
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provided to the business to update their inventory and to the
server displaying the map to update its status in block 1414.

[0080] FIG. 15 is a diagram illustrating an exemplary inte-
gration of a search engine, web interface, or Internet directory
with a map displaying the inventory of a consumer product or
service. A search engine or internet directory may provide a
variety of services to allow a consumer to identify and pur-
chase a product. Three services shown are a local service
1502, a maps service 1504, and a shopping service 1506. The
services represent three different starting points for a con-
sumer to be able to search for and view information about a
product.

[0081] The local service 1502 allows users the ability to
browse local information such as local events or local busi-
nesses. The local service 1502 may be a search engine that
allows a user to search for information, or it may be a direc-
tory that allows a user to browse through categories to find the
appropriate information. The maps service 1504 allows users
to view a map of any geographic location. The map can range
in detail, from broad such as covering the entire World or
country, or can be zoomed down to a smaller area such as a
city block or street, or anywhere between. The shopping
service may allow for a user to shop for goods or services. The
shopping service 1506 may be a compilation of online mer-
chants that allows a user to see a variety of different online
merchants that sell any particular item. Like the local service
1502, the shopping service 1506 may allow a user to search
for an item or to browse through a directory of categories to
find the appropriate category for the item he/she is looking
for. Each of the three services provide different ways for a
consumer to find and view information on a product and view
a map displaying inventory information on that product.

[0082] The local service 1502 may provide local search
results 1508 either through a search or through the selection
of categories. The local search results 1508 may include local
businesses. The local businesses can be viewed on a map
1510. For each of the local businesses, the user can view local
business details 1514. The local business details 1514 may
include the products and services that are available from that
local business as well as inventory information which may be
displayed on a map.

[0083] The map service 1504 provides a map of local
search results 1510. The map 1510 may be based on infor-
mation provided to the map service 1504 by the user or
consumer. The information may be provided directly, such as
by the user entering a zip code, or indirectly, such as from an
IP address of the user. The map 1510 may include an address,
neighborhood, city, a zip code, a county, etc. The map 1510
can display search results 1508 based on the geographic area
shown. For example, if the map 1510 displays a neighbor-
hood, the map 1510 may display local businesses 1514 in that
area. Upon viewing a map 1510, the consumer can select a
category or product and local businesses may be shown on the
map that fall under that category or sell that product.

[0084] The shopping service 1506 provides shopping or
product search results 1512 based on the search or category
selected through the shopping service 1506. The shopping
results 1512 may be from multiple online merchants. Before
a user wishes to purchase one of the items from the shopping
results 1512, he/she can view online merchant information
1518. The online merchant information 1518 may include
shipping information or user reviews of the merchant in addi-
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tion to a listing of the products that are available from the
online merchant. The products may also be displayed on an
interactive map.

[0085] The product details 1516 may be the information on
aproduct the user can view by going through any of the three
services 1502, 1504, and 1506. Alternatively, rather than a
product, the user may be looking for a service, such as a
doctor or contractor. The product details 1516 may include
information regarding the product, as well as pricing and
shipping. In one embodiment, the user can compare the mer-
chants that carry the product through the product merchant
comparison 1520. The merchants may be local businesses or
online merchants, or both. In addition, the product may be
sold from a local seller through a classified advertisement or
an auction service. In that case, the product details may
include the condition of the product, or the pricing informa-
tion for an auction.

[0086] The product details 1516 may be viewed from a
number of different sources including the local search results
1508, the map of local results 1510, the shopping product
results 1512, the local business details 1514, or the online
merchant information 1518. Each of those sources allows a
user to view a product from a local business or online mer-
chant. Further, each source may display the product on a map
interface. The user can view the location of the product as well
as inventory on a map.

[0087] A third party inventory system or website 1522 may
monitor inventory. The third party may be a vendor that
manufactures the product or a merchant that sells the product.
When the product is purchased through a map interface, the
inventory may be updated for the map-based inventory sys-
tem, which may operate a product and merchant database
1524, as well as the merchant and also the vendor. The prod-
uct and merchant database 1524 can track products and which
merchants sell that product and the inventory for each mer-
chant. The database may monitor the online merchant infor-
mation 1518, and the local business details 1514 to update the
inventory information of the database 1524 as well as the
database for either a local business or an online merchant.
[0088] FIG. 16 is an illustration of an interactive map dis-
playing consumer inventory. The broad map display 1606
displays the general area or region in which the map display
1602 is shown. The broad map display 1606 may show a
greater area such as an entire city, whereas the map display
1602 is more detailed because it shows a smaller area, such as
a neighborhood. The consumer can select an area to be dis-
played on the map display 1602 by specifying the miles 1608
from a particular location 1610. In this example, the map
display 1602 displays stores within 10 miles of 450 Stevens
Creek Blvd. The stores that are displayed are those that carry
a particular product 1618. The product 1618 is selected or
chosen by the user or consumer as discussed above in FIG. 15.
[0089] The map display 1602 allows a user to see the near-
est stores that have an inventory for product 1618. In addition,
the list 1616 shows each store that sells the product 1618 as
well as giving details of each store and the price of the product
1618. The map display 1602 graphically displays each store
from the list 1616.

[0090] The map display 1602 shows an area or region with
four different stores. The stores are labeled 1-4 and the cor-
responding stores are also shown in a list 1616 next to the map
display 1602. The first item in the list 1616 is store 1612,
which is a CIRCUIT CITY store located in San Jose, Calif.
The map display 1602 displays the location of store 1612. The
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user or consumer may view details of the store or inventory of
the store by selecting the number corresponding to the store.
In this example, the user has selected store 1, which displays
a store information box 1604. The store 1616 has its name,
phone number and address displayed in the store information
box 160. Also displayed in the store information box 1604 is
the inventory of the product 1618 that is for sale at store 1612.
In this example, the product 1618 is a SAMSUNG YH-920
MP3 player. The inventory as well as the price is shown for
product 1618 at store 1616. The user may have two options
regarding the product 1618. The user can either buy 1620 the
product 1618, or the user can reserve 1622 the product 1618.
If the user selects buy 1620, the product 1618 can be pur-
chased and either shipped or held at the store 1612 for pick-
up. Alternatively, if the user selects reserve 1622, the store
1612 will reserve the product 1618 for the user to purchase at
the store 1612.

[0091] FIG. 16 is just one exemplary embodiment of a
user-clickable display showing inventory on a map. There
may be other embodiments and other interfaces in which the
inventory for a product is displayed on a map.

[0092] Referring backto FIG. 2 and the selling and display-
ing of an online advertisement, the invoice advertiser/reseller
216 may use a feed upload 222 for purchasing ads, such as ads
entered by an advertiser using the above system. A feed may
be an XML or EXCEL file or a tab-delineated spreadsheet
with information for the purchase of an ad. For an invoice
advertiser/reseller 216, once a daily feed of featured listing
candidates has been received, reviewed and processed, then
the applicable featured listing requests may then be con-
firmed and booked with inventory management 230. The
invoice advertiser/reseller 216 may pass category and region
information flow to the feed upload 222. In one embodiment,
the invoice advertiser/reseller 216 may use a trusted feed
generator (“TFG”) 220 to purchase the ads for the advertiser/
reseller 216. The TFG may be a third-party company that
handles an advertiser’s purchase of bulk ads. The feed upload
222 communicates with the indexing and feed processing
224. The self-serve interface 212 may also communicate with
the indexing and feed processing 224. The indexing and feed
processing 224 may be used to provide advertisements to the
search algorithmic engine 224 to be available for a user’s
search.

[0093] A userorconsumer query 240 may be entered into a
consumer interface 242. The consumer query 240 includes a
search term to be searched and may include a location for the
search, such that search results relate to the search term and
entered location. Alternatively, a location may be determined
implicitly or not used at all. The location may be used to limit
the results for the search term to include relevant results
located in the location selected by the user. In one embodi-
ment the consumer interface 242 is an interface to a website
that may be used to search over the Internet. The consumer
interface 242 may supply the search parameters to the search
algorithmic engine 244 to perform the search. The results
from the search are displayed on the web page 202. The
indexing & feed processing 224 may have enhanced listings
that are added to the algorithmic results 208 through the
search algorithmic engine 244.

[0094] The ad server 232 receives the search terms for the
search from the consumer interface 242 in order to display the
appropriate advertisements in the web page 202. The ad
server may check and confirm inventory from inventory man-
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agement 230. The ad server 232 provides featured listings
204, 206 to the web page 202.

[0095] FIG.17isaflow chart of'alogic for an exemplary ad
server 232. The ad server 232 may select which advertise-
ments are shown and may display the relevant featured list-
ings 204, 206 in the web page 202. In block 1702 the adver-
tiser purchases a featured listing. The advertiser may
purchase one slot for a featured listing based on a particular
category in a particular geographic location. In block 1704,
the consumer may enter a query with a search term and a
geographic location. The geographic location can be setup in
multiple ways. For example, the location may be broken
down by neighborhoods, city blocks, zip codes, area codes,
cities, counties, states, or any other mechanism.

[0096] FIG. 18 is an illustration of the possible breakdown
of geographic regions according to one embodiment. The
determination of geographic regions can be accomplished in
many different ways and FIG. 18 is merely exemplary. FI1G.
18 illustrates two regions 1802, 1804, which include various
zip codes 1806-1808, 1810-1812. Region X 1802 includes
zip codes A, B, C 1806-1808 and region Y 1804 comprises zip
codes D, E, F 1810-1812. Further, regions 1802, 1804 are part
of a region group 1800. Region group M 1800 includes
regions 1802, 1804. In this example, zip codes are a subset of
the regions, which are a subset of a region group. Zip codes,
which may relate to postal zip codes are just one way to
identify multiple geographic locations and the regions includ-
ing multiple zip codes could correspond to counties or other
areas. Region group M 1800 could be a state, parts of a state,
or a group of states in this example.

[0097] While FIG. 18 illustrates the hierarchy of regions,
FIG. 19 is a flow chart illustrating an exemplary assignment
of zip codes to particular geographic regions. In block 1902,
if all the population of zip code A lives in region X then zip
code A is assigned to region X according to block 1904.
Likewise, ifnot all the population of zip code A lives in region
X, then according to block 1906, if the majority of the popu-
lation of zip code A lives in region X, then assign zip code A
to region X according to block 1908. If a majority of the
population of zip code A does not live in region X then
according to block 1910, zip code A is assigned to the region
which has the largest percentage of the zip code A’s popula-
tion. This illustrates an exemplary way in determining geo-
graphic locations by using regions made up of zip codes.
[0098] In FIG. 17, block 1706 involves determining the
featured listings for the consumer’s query for a particular zip
code. Again, this example uses zip codes, which form regions,
however, as discussed above, the geographical breakdown
associated with listings can be done in many different ways
with many options for determining regions and geographic
locations. If there are not multiple featured listings for the
same company within a zip code, then a featured listing slot
may be filled with the only listing according to block 1708. If
there are multiple featured listings for the same company
within a zip code for a particular category according to block
1710, then to prevent the same listing from always being
displayed or to prevent the featured listings from being filled
with all of the same company, those multiple same-zip, fea-
tured listings may be rotated in the featured listing slot in
block 1712. The featured listings may be rotated such that a
different listing appears from the previous one that was listed
when a new search is conducted. Alternatively or addition-
ally, the listings may be rotated such that they appear and
disappear on a single page over time in a sequential manner.
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[0099] The embodiments described above discuss the use
of geographic limitations such as regions or zip codes in a
search engine to determine advertisements, and also to deter-
mine search results or non-featured listings. As discussed
above, when a consumer searches within a particular region
such as a zip code, the search engine first looks within that zip
code for available advertisements. If there are no advertise-
ments in the zip code, then the geographic area is expanded
and the search engine looks for advertisements in the same
region. If no advertisements are available in the region, then
the search engine may expand further to a region group. This
is one embodiment of dynamic expansion of geographic loca-
tion. In an alternative embodiment, a search may have very
few listings for a small neighborhood, so the geographic
limits used by the search engine are automatically expanded
to encompass a greater area. Likewise, the geographic area
covered may be expanded in determining which advertise-
ments are displayed. The applicable geographic area for
advertisements may be systematically expanded in order to
find an advertisement that matches the user’s location. The
ad-server displays the geographically relevant ads by starting
from a close range (e.g. zip code) and then expanding out-
wards to a limited geographic area (e.g. region or region
group) to display advertisements within those geographic
limits.

[0100] FIG. 20 is an exemplary illustration of two search
results pages 2010, 2020 that are implementing a rotated
featured listing. The web pages 2010, 2020 have a search box
312 and a location box 314 adapted to receive a user’s input.
The search term in search box 312 may be “fast food” and the
geographic location in location box 314 may be “Macon, Ga.”
The non-featured search result 2002 is the same for both web
pages 2010, 2020 because the search term and location are the
same for both searches. Search results page 2010 has a fea-
tured listing 2012, whereas web page 2020 has a featured
listing 2022, which is a different location of the same com-
pany. Featured listings 2012 and 2022 are both KENTUCKY
FRIED CHICKEN stores, however, they are different stores
with different addresses. Rather than display two featured
listings of KENTUCKY FRIED CHICKEN stores, the loca-
tion of the particular KENTUCKY FRIED CHICKEN store
shown may be rotated or alternated.

[0101] This example shows that the search result is inde-
pendent of the featured listings 2011, 2021 or advertisements.
In one embodiment, regardless of which advertisements are
shown on a web page, the search results are based on an
algorithm within a search engine. In web page 2020, the
search result 2002 correlates to the featured listing 2021. As
discussed below, the advertiser category which determines
the featured listings that are shown may be influenced by the
search results, but the search results may not be influenced by
the advertisements. The search results may be enhanced, but
the list does not change, merely the appearance for an
enhanced listing changes.

[0102] Inthe example from FIG. 20, web pages 2010, 2020
contain three featured listing slots 2011, 2021. This is an
example where the advertising slots are limited because there
are only three ads shown. The rotation of featured listings
may ensure the consumer/searcher/user will have variety in
the advertisements that are displayed when there is limited
advertisement space available. Advertising may be less effec-
tive and less user friendly if all three featured listings are filled
with the same company at three different locations. It also
may give the perception that the search may be biased when
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there are three advertisements for the same company. Rota-
tion of ads may eliminate this overlap and ensure each com-
pany can only have one featured listing displayed at a time.
The rotation may be perceived as being fair because the
individual store locations both receive advertisement time.
Rotation of the advertisements may enable the advertiser to
share the benefits of the advertising opportunity with both of
its locations, by displaying each location’s listings to a por-
tion of the users making the query within the geographic
location.

[0103] In an alternative embodiment, if an exact geo-
graphic location of the user is known, such as a street address,
then the featured listing that is shown may be the closest
location to the user. In the KENTUCKY FRIED CHICKEN
example, the store with the closest address to the user may be
shown. However, if the exact address or geographic location
is not known, such as a search within a zip code when there are
multiple KENTUCKY FRIED CHICKEN store’s in the zip
code, then the featured listings may rotate the stores in that zip
code that are shown as a featured listing.

[0104] An advertiser has the option of selecting the geo-
graphic location in which they display featured listings. A
national chain advertiser may choose to purchase ads for
geographic locations across the U.S. despite not having stores
in every region, or any other geographical boundary (zip
code, state, county, etc.). Examples of such advertisers
include a hardware chain or a furniture chain. If a user per-
forms a search in a category covered by the furniture chain,
but not in a region where the store is located, a featured listing
may be shown for the closest store from the furniture chain
despite the fact the store is not located within the designated
geographical boundary.

[0105] In yet another example, the featured advertisement
shown may be rotated, however, the ad may contain a link so
that the user can view multiple locations of the business. In
the example from FIG. 20, only one KENTUCKY FRIED
CHICKEN location is shown as a featured listing, but regard-
less of which location is shown, the featured ad may include
a link that enables the user to view all the locations of KEN-
TUCKY FRIED CHICKEN in the particular geographic
location. If the user engages the link, a separate web page or
other display area such as a pop-up window may display other
locations of KENTUCKY FRIED CHICKEN. Alternatively,
the other locations can display on the map 2014, 2024 when
the user clicks the link or moves the cursor over the link.
[0106] The rotation may be accomplished for companies
that are advertising more than one brand. For example, GAP,
OLD NAVY and BANANA REPUBLIC are all part of the
same holding company. However, to consumers, the three
brands are three different entities. Therefore, the holding
company may purchase multiple advertisements for the three
brands in the same category and location. If there are three
featured listings slots open, then they may be each filled with
one ad for GAP, OLD NAVY and BANANA REPUBLIC.
This example illustrates that the advertiser purchasing an ad
can have many different forms, and consequently, the ad
listings shown and whether there is a rotation may be depen-
dent on the relevant facts. In this case, the holding company is
the advertiser, but there may not be rotation because the
advertisements are for three different brands. Therefore, rota-
tion may not be based on the company that is the advertiser,
but may be based on the brand that is being advertised.
[0107] The rotation described above is not just for featured
listings. Alternatively, there may be rotation of any advertise-
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ments on a page regardless of their location. Further, the
search results or non-featured listings may also be rotated in
an alternative embodiment.

[0108] Referring to FIG. 17, in block 1714, if there is
exactly one chain listing in a particular region then that listing
may be used for a featured listing slot in block 1716. In block
1718, if there are multiple listings for a given company or
chain in a region that includes the consumer’s zip code, then
those listings may be rotated in the featured listing slot in
block 1720. This rotation may be similar to the rotation in
FIG. 20; however, the featured ads that are rotated may be
located in the same region rather than the same zip code. FIG.
20 is an example of rotation for locations within the same
region rather than within the same zip code. Alternatively, the
featured ads may be rotated when multiple locations are in the
same zip code rather than the same region.

[0109] Likewise, in block 1722, if there are multiple chain
listings in a region group that include the consumer zip code,
the closest listing to the consumer’s zip code may be filled in
the featured listing slot in block 1724. However, if there is not
a listing in the region group that includes the consumer’s zip
code then the featured listing slots may be filled with other
sponsored ads, such as back-fill cost-per-click (CPC) ads
according to block 1726. A CPC advertisement may be an ad
in which an advertiser bids to have a listing. The ad may be
displayed on the page 202, 2010, 2020 in accordance with the
bid amount, such as the highest bids being displayed on the
top portion of the page. The advertiser may pay the bid
amount each time a user clicks on a link of the advertisement.
[0110] InFIG. 2, the ad server 232 may provide a back-fill
with CPC 234 to fill in the featured listings 204, 206. In one
embodiment, there may be six featured listings slots and if
there are not six purchased featured listing advertisements
that meet the search category and geographic location of a
consumer query 240, then the remaining featured listing slots
may be filled with other advertisements, which may be
referred to as back-fill. In one embodiment, the featured list-
ings are ordinarily purchased on a monthly rate; however, the
back-fill could include CPC or any other advertisements. The
back-fill may be filled by other advertisements, or even addi-
tional search results or non-featured results.

[0111] The consumer query 240 allows a user/consumer to
enter a search term. The search algorithmic engine 244 is
coupled with the category engine 246, which is coupled with
the ad server 232. The category engine 246 determines the
category of the consumer’s search query or search term. The
category of the consumer’s search query is associated with an
advertiser category. The search category is the category asso-
ciated with the consumer’s search. There may be a database of
potential advertiser categories and the search category is
matched to or compared with an advertiser category.

[0112] The search category may be used to determine
which advertisements are displayed as discussed above. In
the examples from FIG. 3, the category was “golf courses.”
The featured listings may be purchased based on geographic
location and based on a search category. At the time of pur-
chase, an advertiser may select a search category to be asso-
ciated with their featured listing. The determination of geo-
graphic location may be determined as discussed above,
while the determination of the search category may be per-
formed by the category engine 246.

[0113] Inoneembodiment, a consumer enters a search term
for a given geographic location and that search term is com-
pared or matched with an existing database of available cat-
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egories that may correlate to the search term. The matching of
the search term could be accomplished in a variety of different
ways. A search through the advertising category database
with the search term may result in many possible advertiser
categories. Alternatively, if the search term is an actual adver-
tiser category, then the search may be associated with or
correlated to that category. For example, the category for the
search term “golf courses™ may be “golf courses,” “golf,” or
“courses.” The database of available categories may be cre-
ated and maintained by the search engine and can be updated
based on new categories for new listings. The listings that
result from the search may be assigned categories based on
the categories listed in the database. The categories can be
associated with keywords from a search and/or search results
or listings.

[0114] In an alternative embodiment, the search category
may be determined based on a database of advertiser catego-
ries that are associated with search keywords. Any search
term used by the consumer may be associated with a category
in the database. However, this technique of determining cat-
egories may be limited by the keywords in the database. A
search keyword that is not in the database may have to be
associated with a search category in a different way than from
the database.

[0115] FIG. 21 is a flow chart illustrating the logic of an
exemplary category determination by the category engine
246. An advertiser 2102 may purchase a featured listing based
on a particular category and geographic location. The con-
sumer enters a query 240 comprising a search term and/or a
location into the search algorithmic engine 244. In block
2104, the category engine 246 determines if the search term
from the consumer matches or correlates to an established
advertiser category. The advertiser categories may be located
in an existing database. The existing database may be asso-
ciated with the search algorithmic engine 244 and may be
updated from time to time. If the search term matches or
correlates to an advertiser category, then the advertiser cat-
egory may be established as the search category in block
2106. The matching may take into account variations of cat-
egories, such as spelling errors, capitalization, spacing, sin-
gular/plural, or other forms of words. If the search term does
not match or correlate with an advertiser category in block
2104, then a search category is determined according to
blocks 2108 and 2110. In block 2108, each of the algorithmic
search results are associated with at least one advertiser cat-
egory. Inblock 2110, the advertiser category that is associated
with the most algorithmic search results is the search category
in block 2112.

[0116] According to the exemplary embodiment, the search
results may each be associated with one or more advertiser
categories. This association may be used to determine the
search category. Since each search result may be associated
with at least one advertiser category, an advertiser category
may be associated with one or more search results. The num-
ber of times a search result is associated with a particular
advertiser category may be referred to as that category’s count
oramount. Each advertiser category’s count is the sum total of
the number of search results associated with that category.
The advertiser category with the highest count may then be
determined as the search category according to blocks 2110-
2112.

[0117] Alternatively, search result listings may have con-
sumer notes or “Tags” associated with them. Tags can be
referred to as any information that is or becomes associated
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with a search or particularly search results. Generally, the Tag
is either consumer created or consumer modified. These Tags
and any associate Tag descriptions or other content can be
integrated with the search engine and may contribute toward
determining the search category count of a set of search
listings resulting from a consumer search. Tags can also be
viewed as a separate category hierarchy (based on Tags clus-
tered into a single category concept) used in the same way to
determine the category for contextual advertising. Using Tags
as the input for categories has the potential benefit of having
the consumer community review and maintain the quality of
the Tag/category association for each listing.

[0118] Tags may be a more open or interactive hierarchy as
compared with traditional categories which are more of an
authoritative set. Tags may include many different user input-
ted terms that cluster around a certain concept. For example,
a golf club store may be named “Follow Through Equip-
ment.” At first, this business may only sells golf club and
when providing their listing information for algorithmic
search results, they only select the category “Golf equip-
ment.” After some time passes, this store may expand to sell
things like tennis racquets and baseball bats. The business
owner may not remember to add additional categories to his
listing. However, consumers who shopped at this store may
see the listing online and add Tags to the listing for terms that
cluster around the concept “tennis equipment” and “baseball
equipment.” With enough consumer indicated tags, these
additional categories may be associated with this listing.
Similarly, if the business stops selling baseball bats, the con-
sumer tags may be updated to reflect the change.

[0119] The category determination may depend on or be
independent of the geographical location. The category may
be determined based on the search results. Ifthe search results
are for a certain geographic location, then the search results
will be within that geographical location. Accordingly, iden-
tical searches may be associated with different categories
depending on geographic location. For example, a search for
the term “plants” may result in the category “Nurseries &
Greenhouses” in one geographic location, but may result in
the category “Wholesale Flowers” in a different geographic
location because the search results for those locations may be
different.

[0120] Referring to FIG. 2, as a broad overview, an adver-
tiser 210, 216 purchases an ad based on a search category and
geographic location or region. A consumer 240 uses a search
engine 244 to obtain search results for a selected search term
or search terms. The category engine 246 determines the
advertiser category that is matched with the search term or
search terms and the ad server 232 places the ads on the web
page 202.

[0121] The media used to transmit information across com-
munication links as described above illustrate one type of
machine-readable media, namely communication media.
Generally, machine-readable media include any media that
can be accessed by a computing device or other electronic
device. Machine-readable media may include processor-
readable media, data storage media, network communication
media, and the like. Communication media typically embody
information that includes processor-readable instructions,
data structures, program components, or other data in a
modulated data signal such as a carrier wave or other transport
mechanism. Such media may include any information deliv-
ery media. The terms “modulated data signal” and “carrier
wave signal” include a signal that has one or more of its



US 2009/0012865 Al

characteristics set or changed in such a manner as to encode
information, instructions, data, and the like in the signal. By
way of example, communication media include wired media
such as twisted pair, coaxial cable, fiber optic cable, and other
wired media, and wireless media such as acoustic, RF, infra-
red, and other wireless media.

[0122] FIG. 22 is an illustrative embodiment of a general
computer system 2200. The computer system 2200 can
include a set of instructions that can be executed to cause the
computer system 2200 to perform any one or more of the
computer based functions disclosed herein. The computer
system 2200 may operate as a standalone device or may be
connected, e.g., using a network, to other computer systems
or peripheral devices. Suitable operating systems include any
of'the MICROSOFT WINDOWS suite including XP, NT and
DOS. Other operating systems may be used such as UNIX or
LINUX, and the program may be invoked from another pro-
gram such as an Application Program Interface (API). Fur-
thermore, alternative software implementations may be used
including, but not limited to, distributed processing or com-
ponent/object distributed processing, parallel processing, or
virtual machine processing can also be constructed to imple-
ment the tools described herein.

[0123] In a networked deployment, the computer system
may operate in the capacity of a server or as a client user
computer in a server-client user network environment, or as a
peer computer system in a peer-to-peer (or distributed) net-
work environment. The computer system 2200 can also be
implemented as or incorporated into various devices, such as
apersonal computer (PC), a tablet PC, a set-top box (STB), a
personal digital assistant (PDA), a mobile device, a palmtop
computer, a laptop computer, a desktop computer, a commu-
nications device, a wireless telephone, a land-line telephone,
a control system, a camera, a scanner, a facsimile machine, a
printer, a pager, a personal trusted device, a web appliance, a
television, a network router, switch or bridge, or any other
machine capable of executing a set of instructions (sequential
or otherwise) that specify actions to be taken by that machine.
In a particular embodiment, the computer system 2200 can be
implemented using electronic devices that provide voice,
video or data communication. Further, while a single com-
puter system 2200 is illustrated, the term “system” shall also
be taken to include any collection of systems or sub-systems
that individually or jointly execute a set, or multiple sets, of
instructions to perform one or more computer functions.
[0124] On an interconnected set of local area networks
(LAN), including networks employing differing protocols, a
router may act as a link between LANSs, enabling messages to
be sent from one to another. Communication links within
LANSs typically include twisted wire pair or coaxial cable.
Communication links between networks may generally use
analog telephone lines, full or fractional dedicated digital
lines including T1, T2, T3, and T4, Integrated Services Digi-
tal Networks (ISDNs), Digital Subscriber Lines (DSLs),
wireless links including satellite links, or other communica-
tion links. Remote computers and other network-enabled
electronic devices may be remotely connected to LANs or
WANs by way of a modem and temporary telephone link.
[0125] In FIG. 22, the computer system 2200 may include
a processor 2202, e.g., a central processing unit (CPU), a
graphics processing unit (GPU), or both. Moreover, the com-
puter system 2200 can include a main memory 2204 and a
static memory 2206 that can communicate with each other via
abus 2208. The computer system 2200 may further include a
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video display unit 2210, such as a liquid crystal display
(LCD), an organic light emitting diode (OLED), a flat panel
display, a solid state display, or a cathode ray tube (CRT).
Additionally, the computer system 2200 may include an input
device 2212, such as a keyboard, and a cursor control device
2214, such as a mouse. The computer system 2200 can also
include a disk drive unit 2216, a signal generation device
2218, such as a speaker or remote control, and a network
interface device 2220.

[0126] In FIG. 22, the disk drive unit 2216 may include a
computer-readable medium 2222 in which one or more sets of
instructions 2224, e.g. software, can be embedded. Further,
the instructions 2224 may embody one or more of the meth-
ods or logic as described herein. The instructions 2224 may
reside completely, or at least partially, within the main
memory 2204, the static memory 2206, and/or within the
processor 2202 during execution by the computer system
2200. The main memory 2204 and the processor 2202 also
may include computer-readable media.

[0127] Dedicated hardware implementations, such as
application specific integrated circuits, programmable logic
arrays and other hardware devices, can be constructed to
implement one or more of the methods described herein.
Applications that may include the apparatus and systems of
various embodiments can broadly include a variety of elec-
tronic and computer systems. One or more embodiments
described herein may implement functions using two or more
specific interconnected hardware modules or devices with
related control and data signals that can be communicated
between and through the modules, or as portions of an appli-
cation-specific integrated circuit. Accordingly, the present
system encompasses software, firmware, and hardware
implementations.

[0128] In accordance with various embodiments of the
present disclosure, the methods described herein may be
implemented by software programs executable by a computer
system. Further, in an exemplary, non-limited embodiment,
implementations can include distributed processing, compo-
nent/object distributed processing, and parallel processing.
Alternatively, virtual computer system processing can be
constructed to implement one or more of the methods or
functionality as described herein.

[0129] A computer-readable medium is contemplated that
includes instructions 2224 or receives and executes instruc-
tions 2224 responsive to a propagated signal, so that a device
connected to a network 2226 can communicate voice, video
or data over the network 2226. Further, the instructions 2224
may be transmitted or received over the network 2226 via the
network interface device 2220.

[0130] While the computer-readable medium is shown to
be a single medium, the term “computer-readable medium”
includes a single medium or multiple media, such as a cen-
tralized or distributed database, and/or associated caches and
servers that store one or more sets of instructions. The term
“computer-readable medium” shall also include any medium
that is capable of storing, encoding or carrying a set of instruc-
tions for execution by a processor or that cause a computer
system to perform any one or more of the methods or opera-
tions disclosed herein.

[0131] The computer-readable medium may include a
solid-state memory such as a memory card or other package
that houses one or more non-volatile read-only memories.
Further, the computer-readable medium may be a random
access memory or other volatile re-writable memory. Addi-
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tionally, the computer-readable medium may include a mag-
neto-optical or optical medium, such as a disk or tapes or
other storage device to capture carrier wave signals such as a
signal communicated over a transmission medium. A digital
file attachment to an e-mail or other self-contained informa-
tion archive or set of archives may be considered a distribu-
tion medium that is equivalent to a tangible storage medium.
Accordingly, the disclosure is considered to include any one
or more of a computer-readable medium or a distribution
medium and other equivalents and successor media, in which
data or instructions may be stored.

[0132] Although the present specification describes com-
ponents and functions that may be implemented in particular
embodiments with reference to particular standards and pro-
tocols, the embodiments are not limited to such standards and
protocols. For example, standards for Internet and other
packet switched network transmission (e.g., TCP/IP, UDP/IP,
HTML, HTTP) represent examples of the state of the art.
Such standards are periodically superseded by faster or more
efficient equivalents having essentially the same functions.
Accordingly, replacement standards and protocols having the
same or similar functions as those disclosed herein are con-
sidered equivalents thereof.

[0133] The illustrations of the embodiments described
herein are intended to provide a general understanding of the
structure of the various embodiments. The illustrations are
not intended to serve as a complete description of all of the
elements and features of apparatus and systems that utilize
the structures or methods described herein. Many other
embodiments may be apparent to those of skill in the art upon
reviewing the disclosure. Other embodiments may be utilized
and derived from the disclosure, such that structural and
logical substitutions and changes may be made without
departing from the scope of the disclosure. Additionally, the
illustrations are merely representational and may not be
drawn to scale. Certain proportions within the illustrations
may be exaggerated, while other proportions may be mini-
mized. Accordingly, the disclosure and the figures are to be
regarded as illustrative rather than restrictive.

[0134] One or more embodiments of the disclosure may be
referred to herein, individually and/or collectively, by the
term “invention” merely for convenience and without intend-
ing to voluntarily limit the scope of this application to any
particular invention or inventive concept. Moreover, although
specific embodiments have been illustrated and described
herein, it should be appreciated that any subsequent arrange-
ment designed to achieve the same or similar purpose may be
substituted for the specific embodiments shown. This disclo-
sure is intended to cover any and all subsequent adaptations or
variations of various embodiments. Combinations of the
above embodiments, and other embodiments not specifically
described herein, will be apparent to those of skill in the art
upon reviewing the description.

[0135] The Abstract of the Disclosure is provided with the
understanding that it will not be used to interpret or limit the
scope or meaning of the claims. In addition, in the foregoing
Detailed Description, various features may be grouped
together or described in a single embodiment for the purpose
of streamlining the disclosure. This disclosure is not to be
interpreted as reflecting an intention that the claimed embodi-
ments require more features than are expressly recited in each
claim. Rather, as the following claims reflect, inventive sub-
ject matter may be directed to less than all of the features of
any ofthe disclosed embodiments. Thus, the following claims
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are incorporated into the Detailed Description, with each
claim standing on its own as defining separately claimed
subject matter.

[0136] The above disclosed subject matter is to be consid-
ered illustrative, and not restrictive, and the appended claims
are intended to cover all such modifications, enhancements,
and other embodiments, which fall within the true spirit and
scope of the present invention. Thus, to the maximum extent
allowed by law, the scope of the present invention is to be
determined by the broadest permissible interpretation of the
following claims and their equivalents, and shall not be
restricted or limited by the foregoing detailed description.

We claim:

1. A computer implemented method for displaying prod-
ucts for sale on an interactive map comprising:

receiving information from sellers on products for sale,

wherein the information includes an inventory quantity
and location for each of the products;

generating an interactive map that displays the products at

their respective locations and provides the inventory
quantity for each of the products;

receiving a search request for a particular product;

identifying related products based on the search request,

wherein the related products are similar to the particular
product;

displaying the related products at their respective locations

on the interactive map, wherein the related products that
are displayed are those products located within a bound-
ary of the interactive map;

receiving a selection of at least one of the related products

from the interactive map; and

updating the inventory quantity of the selected at least one

of the related products when the selection comprises a
purchase.

2. The method of claim 1 wherein the selection comprises
a click on the location of the at least one of the related
products from the interactive map.

3. The method of claim 1 wherein the displayed products
comprise points on the interactive map at the respective loca-
tions.

4. The method of claim 1 wherein the inventory quantity is
displayed for a particular product when that product is
selected from the interactive map.

5. The method of claim 4 wherein a product is not displayed
on the interactive map when the inventory quantity for that
product is zero.

6. The method of claim 1 wherein the boundary of the
interactive map is established by an input from a user, a
physical location of a user, a computer profile of the user,
information from a computer that is displaying the interactive
map, or a location term from the search request.

7. The method of claim 1 wherein the boundary of the
interactive map is defined by at least one of an address, a
Global Positioning System (“GPS”) location, a city, a neigh-
borhood, a zip code, an area code, a county, or a state.

8. The method of claim 1 wherein the products for sale
comprise auction listings or classified advertisements.

9. In a computer readable storage medium having stored
therein data representing instructions executable by a pro-
grammed processor for displaying inventory on a map, the
storage medium comprising instructions for:

receiving information regarding inventory for sale from a

plurality of sellers, wherein the information includes a
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location for each of the sellers, further wherein each of
the sellers has at least some of the inventory for sale;
generating an interactive map configured to display a loca-
tion for at least one of the sellers;
displaying the information regarding the inventory that is
for sale from the at least one of the sellers that are
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providing a searchable interface with the available prod-
ucts and the respective locations;

receiving a search request related to a particular product
from the searchable interface;

providing search results on the searchable interface based
on the search request, where the search results include at

least some of the available products;

receiving a selection for at least one of the provided avail-

able products; and

updating the inventory amount of the selected at least one

provided available product when the selected product is
purchased.

15. The method of claim 14 wherein seller information or
the inventory amount of products is updated by consumers.

16. The method of claim 14 wherein the products comprise
goods and services.

17. The method of claim 14 wherein the searchable inter-
face comprises an interactive map.

18. The method of claim 17 wherein the providing a search-
able interface comprises displaying the interactive map with
at least a portion of the available products displayed on the
interactive map at their respective locations.

19. The method of claim 18 wherein the selection com-
prises clicking the displayed product from the interactive
map.

20. The method of claim 14 wherein the search results
provided on the searchable interface include the inventory
amount of each respective product in the search results.

21. The method of claim 14 wherein the products comprise
online advertising.

22. The method of claim 21 wherein the online advertising
is sold and displayed based on the geographic location.

displayed on the interactive map;

receiving a search request relating to at least one category

of the inventory;

identifying which of the inventory is related to the search

request; and

receiving a selection of the inventory displayed on the

interactive map.

10. The computer readable medium of claim 9 wherein the
selection comprises clicking on a location of the seller of the
selected inventory.

11. The computer readable medium of claim 9 wherein the
inventory for sale comprises items subject to an auction,
further wherein the information regarding the inventory for
sale comprises a current price and an auction end date.

12. The computer readable medium of claim 11 wherein
the information further comprises a starting price and an
auction start date.

13. The computer readable medium of claim 9 wherein the
inventory for sale comprises items listed in classified adver-
tisements, further wherein the information regarding the
inventory for sale comprises a description and price.

14. A computer implemented method for providing a
searchable interface with products for sale comprising:

receiving feeds from sellers including seller information

and available products with respective locations of the
available products, where the available products are
associated with an inventory amount; ok ow R



