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(57) ABSTRACT 

A method of managing the delivery of offers via a spatial 
marketplace system involves registering potential customers 
as members of the system by recording their names and 
contact details in a database. A spatial identi?er, sourced 
from the contact details supplied during a registration pro 
cess, is assigned to each database record. Each member 
nominates one or more attributes corresponding to a com 

modity in relation to Which the member is interested in 
receiving offers. Each supplier de?nes a geographic region 
in Which the supplier Wishes to do business and nominates 
one or more attributes corresponding to commodities, Which 
the supplier Wishes to sell. A spatial identi?er location 
algorithm is used to identify the database records With 
spatial identifers located Within the supplier de?ned geo 
graphical region. Delivery of offers from a supplier is 
restricted to members associated With the identi?ed database 
records Which have nominated attributes matching the sup 
plier nominated attributes. 
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SPATIAL MARKETPLACE SYSTEM 

FIELD OF INVENTION 

[0001] This invention relates to the spatially targeted 
delivery of offers from suppliers to potential customers. It 
relates particularly but not exclusively to a method and 
system for managing, the delivery of offers in response to 
requests for offers made by potential customers Which are 
members of a spatial marketplace system. 

BACKGROUND OF THE INVENTION 

[0002] Conventional marketing methods, Which entail the 
distribution of promotional materials, generally involve a 
haphaZard approach to determining the sector of the com 
munity to be targeted by a particular promotion. Advertising 
campaigns that rely on classi?ed advertisements in neWs 
papers and the placement of advertisements in magaZines 
and periodicals are constrained in their geographic eXtent by 
prede?ned distribution routes and channels over Which the 
advertiser has no control. 

[0003] Undoubtedly, in many cases advertisers inadvert 
ently market goods and services to individuals and house 
holds, Which do not even reside in the same state or city 
Where the advertised goods and services are offered. Whilst 
this is not an issue for businesses dealing in products that 
have universal appeal and are easily and inexpensively 
dispatched by mail such as books or CDs, it is a major 
problem for businesses that are inherently reliant on a local 
client base due to the nature of the goods offered, in the case 
of a hardWare store for eXample, or because the business 
provides locally based services such as a take aWay food 
outlet. 

[0004] The use of alternative advertising media such as 
catalogues distributed via mail drops and telemarketing, 
offers the advertiser a greater degree of control over the 
geographic eXtent of the distribution of promotional mate 
rials. HoWever, the problem remains, that a large proportion 
of groups and individuals Who are targeted in the random 
distribution of marketing materials, have little or no interest 
in the products or services on offer and are unlikely to turn 
out to be prospective customers. 

[0005] The introduction of the Internet has revolutionised 
the manner in Which business is conducted. The Internet 
enables users to broWse and access information regarding 
products and services and electronically place orders to 
purchase the same, Without any geographic restrictions. Due 
to rapid groWth in the popularity of the Internet as a means 
of communication, the use of the Internet as a marketing tool 
has also gained prevalence. 

[0006] The Internet makes it possible to transmit large 
quantities of information to a large number of people in a 
short time. These capabilities, combined With the loW cost of 
communications over the Internet, make the Internet an 
attractive medium for advertisers. Electronic marketing via 
the Internet provides rapid and economical access to large 
numbers of prospective customers. HoWever, a notable 
disadvantage of the Internet is that it does not provide a 
means for effectively identifying and targeting local cus 
tomers and therefore does not provide a suitable marketing 
opportunity for businesses relying on a local customer base 
for trade. 
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[0007] Some eXamples of forms of electronic advertising 
via the Internet include distribution of unsolicited commer 
cial emails (otherWise knoWn as spam) and pop-up adver 
tisements or Website banner advertisements Which appear on 
unrelated Websites and usually have a direct link to the 
advertiser’s Website. The recipients of such advertising 
messages are not speci?cally targeted. In the case of Website 
banner advertising, any individual vieWing a particular Web 
site Will be targeted by the promotion. For Internet users, 
these forms of unsolicited advertising are a constant source 
of annoyance and are usually simply ignored. For these 
reasons, the success rate of electronic marketing in this form 
is doubtful. 

[0008] The randomiZed distribution of promotional mate 
rial causes a high level of inef?ciency at a signi?cant cost to 
the advertiser. Advertisers are not able to successfully iden 
tify and target those sectors of the community that are most 
likely to respond to speci?c promotions. In addition, indi 
viduals and households have no in?uence over the adver 
tising materials that they receive and may become exasper 
ated at the amount of unsolicited junk mail delivered to 
them. 

[0009] The discussion of the background to the invention 
included herein is included to eXplain the conteXt of the 
invention. This is not to be taken as an admission that any 
of the material referred to Was published, knoWn or part of 
the common general knoWledge as at the priority date of the 
claims. 

SUMMARY OF THE INVENTION 

[0010] According to a ?rst aspect of the present invention, 
there is provided a method of managing the delivery of 
offers from suppliers to members via a spatial marketplace 
system including the steps of: 

[0011] (a) registering potential customers as members 
of the spatial marketplace system by recording their 
names and contact details in a database; 

[0012] (b) assigning a spatial identi?er to each database 
record, the spatial identi?er being sourced from the 
contact details supplied during a registration process; 

[0013] (c) each member nominating one or more 
attributes corresponding to a commodity in relation to 
Which the member is interested in receiving offers; 

[0014] (d) each supplier de?ning a geographic region in 
Which the supplier Wishes to do business and nominat 
ing one or more attributes corresponding to commodi 
ties Which the supplier Wishes to sell; 

[0015] (e) using a spatial identi?er location algorithm to 
identify the database records With spatial identi?ers 
located Within the geographical region de?ned by the 
supplier; 

[0016] Wherein delivery of offers from a supplier is 
restricted to members associated With the identi?ed 
database records Which have nominated attributes 
matching the attributes nominated by the supplier. 

[0017] It is to be understood that a supplier may be any 
business or supplier Wishing to promote or sell commodities. 
A potential customer having may be any individual, a 
household or a business Wishing to buy or ?nd out more 
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about one or more commodities. Potential customers having 
their details registered in the database may be referred to as 
members. A commodity may be any good or service Which 
is promoted or offered for sale using the system. 

[0018] In a preferred form, each supplier is advised of the 
number of identi?ed database records associated With nomi 
nated attributes matching the attributes nominated by the 
supplier and the cost of delivering offers to members asso 
ciated With each of those database records, Wherein the 
supplier either agrees to deliver offers to each of the mem 
bers thereby incurring the cost, or modi?es the geographical 
region to increase or decrease the number of offers to be 
delivered. 

[0019] In one embodiment of the invention, each database 
record is accompanied by details of memberships to a third 
party organisation, Wherein the third party organisation 
receives a percentage of revenue form the spatial market 
place system in return for introducing their members to the 
system. 

[0020] In another form of the invention, the supplier 
associates a numeric quali?er or range of numeric quali?ers 
With one or more attributes, Wherein the delivery of offers is 
further restricted to members Which have nominated a 
numeric quali?er for the relevant attribute Which matches or 
falls Within the range of the numeric quali?ers nominated by 
the supplier. This alloWs suppliers to selectively respond 
only to requests for offers from members Which specify a 
quantity, siZe, length or the like that matches criteria nomi 
nated by the supplier. 

[0021] In yet another form of the invention, the member 
nominates a preferred settlement or payment option selected 
from a menu provided by the system, Wherein the delivery 
of offers is further restricted to members Which have nomi 
nated a settlement or payment option Which matches the 
settlement or payment options utilised by the supplier. 
Examples of settlement or payment options may include 
credit card, cash, cheque, bank cheque, credit card or spe 
ci?c types of credit card such as American EXpressTM, 
VISATM, MASTERCARDTM or any combination thereof. 
This enables buyers (members) to be matched With sellers 
(suppliers) offering their preferred settlement or payment 
options. 
[0022] In one arrangement, the member nominates a point 
in time and a time interval When a request for offers Will be 
presented to suppliers. 

[0023] Preferably, the member nominates a mode via 
Which the offers Will be delivered from the supplier to the 
member. More preferably, the mode via Which the offers Will 
be delivered from the supplier to the member is selected 
from one or more of the folloWing: 

[0024] (a) via a member’s system control panel; 

[0025] (b) via the member’s email; 

[0026] (c) via a nominated third party email; 

[0027] (d) via telephone; 

[0028] (e) via short message service (SMS); or 

[0029] via post. 

[0030] A member’s system control panel is preferably 
vieWed via an Internet broWser. HoWever, it is to be under 
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stood that offers may be delivered to members by any 
suitable means including delivery via facsimile message. 

[0031] In one embodiment of the invention, the geographi 
cal region is an area Within a distance from one or more 

geographical points nominated by the supplier. 

[0032] In another embodiment of the invention, the geo 
graphical region is an area displayed on a map presented to 
the supplier on an interface, Whereby modi?cation of the 
area displayed on the map results in a corresponding modi 
?cation in the geographical region. 

[0033] Each attribute corresponding to a commodity may 
be de?ned by at least four levels, each consecutive level 
providing a re?nement to a description of the commodity. 

[0034] According to a second aspect of the present inven 
tion, there is provided a spatial marketplace system for 
managing the delivery of offers from suppliers to members, 
including: 

[0035] (a) a database recording the names of the mem 
bers; 

[0036] (b) means for assigning a spatial identi?er to 
each database record, the spatial identi?er being 
sourced from information supplied during a registration 
process; 

[0037] (c) means for associating each record With one or 
more attributes corresponding to a commodity in rela 
tion to Which the member is interested in receiving 
offers; 

[0038] (d) geographical region selection means by 
Which the supplier selects a geographical region in 
Which the offers are to be delivered; 

[0039] (e) a spatial identi?er location algorithm for 
identifying the database records With spatial identi?ers 
located Within the selected geographical region; and 

[0040] delivery means for delivering the offers to 
members associated With the identi?ed database 
records Which have nominated attributes matching the 
attributes nominated by the supplier. 

[0041] In one embodiment the system includes means for 
accompanying each database record by details of member 
ships to third party organisations, Wherein the third party 
organisation receives a percentage of revenue form the 
spatial marketplace system in return for introducing their 
members to the system. 

[0042] In another embodiment the system includes means 
for the supplier to associate a numeric quali?er or range of 
numeric quali?ers With one or more attributes, Wherein the 
delivery of offers is further restricted to members Which 
have nominated a numeric quali?er for the relevant attribute 
Which matches or falls Within the range of the numeric 
quali?ers nominated by the supplier. 

[0043] Preferably, the system includes means for nomi 
nating a preferred settlement or payment option selected 
from a menu provided by the system, Wherein the delivery 
of offers is further restricted to members Which have nomi 
nated a settlement or payment option Which matches the 
settlement or payment options utilised by the supplier. 
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[0044] In one form of the invention, the system including 
means for nominating a point in time and a time interval 
When a member’s request for offers Will be presented to 
suppliers. 
[0045] Preferably, the system includes means for nomi 
nating a mode via Which the offers Will be delivered from the 
supplier to the member. More preferably, the mode via 
Which the offers Will be delivered from the supplier to the 
member is selected from one or more of the following: 

[0046] (a) via a member’s system control panel; 

[0047] (b) via the member’s email; 

[0048] (c) via a nominated third party email; 

[0049] (d) via telephone; 

[0050] (e) via short message service (SMS); or 

[0051] via post. 

[0052] In an embodiment of the invention, the geographi 
cal region selection means de?ne an area Within a distance 
from one or more geographical points nominated by the 
supplier. 
[0053] In another form, the geographical region selection 
means de?nes an area displayed on a map presented to the 
supplier on an interface, Whereby modi?cation of the area 
displayed on the map results in a corresponding modi?cation 
in the geographical region. 

[0054] In a preferred form of the invention, the system 
generates automated offers on behalf of suppliers in 
response to requests for offers from members. 

[0055] Preferably, each attribute corresponding to a com 
modity is de?ned by at least four levels, each consecutive 
level providing a re?nement to a description of the com 
modity. 
[0056] In one arrangement, an attribute database is asso 
ciated With the system, the attribute database including the 
commodities to be offered using the system and a corre 
sponding unique attribute identi?er Which describes or 
relates to each of the goods or services. 

[0057] According to a third aspect of the present inven 
tion, there is provided a method of establishing a database of 
potential customers for the delivery of offers, the method 
including the folloWing steps: 

[0058] (a) organisations maintaining a membership 
database introduce their members to a spatial market 
place system as members in return for a percentage of 
revenue; 

[0059] (b) members are offered an incentive in 
eXchange for registering, providing a spatial identi?er, 
nominating attributes corresponding to commodities in 
relation to Which the member consents to receiving 
offers; and 

[0060] (c) suppliers are granted access to a register of 
members Which are categorised according to their 
spatial identi?ers and attribute pro?les; 

[0061] thereby enabling advertisers to target members 
Whose spatial identi?ers and attribute pro?les corre 
spond to criteria predetermined by the supplier. 
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[0062] Preferably, access to the register of members is 
granted to the supplier by advising the supplier of the 
number of members associated With a spatial identi?er and 
an attribute pro?le matching the suppliers criteria and the 
cost of delivering offers to those members, Wherein the 
supplier either agrees to deliver offers to each of those 
members thereby incurring the cost, or alternatively, the 
supplier modi?es the criteria to increase or decrease the 
number of offers to be delivered. 

[0063] In one form of the invention, the incentive offered 
to members is use of a personal Website. 

BRIEF DESCRIPTION OF THE DRAWINGS 

[0064] The invention Will hereinafter be described in 
greater detail With reference to the attached draWings, Which 
shoW eXample forms of the invention. It is to be understood 
that the particularity of the draWings does not supersede the 
generality of the preceding description of the invention. 

[0065] FIG. 1 is a ?oWchart illustrating hoW the delivery 
of offers can be managed according to a ?rst embodiment of 
the invention. 

[0066] FIGS. 2a, 2b, 2c, 2d and 2e are screen captures 
shoWing eXamples of consecutive levels of attributes used to 
accurately de?ne a commodity. 

[0067] FIG. 3 is a map presented to the supplier via an 
interface to facilitate selection of the geographical region in 
Which offers are to be delivered. 

[0068] FIG. 4 is a form to be used by suppliers to register 
their details on the database. 

DETAILED DESCRIPTION 

[0069] An overvieW of a spatial marketplace system 
according to one embodiment of the invention can be 
understood by Working through the method of managing the 
delivery of offers as illustrated in FIG. 1. 

[0070] An organisation Which maintains a membership 
database or similar as part of its operations, promotes the 
spatial marketplace system to their members in eXchange for 
a percentage of revenue raised by the spatial market place 
system through advertising in the form of delivery of offers 
to members. By participating in the program, organisations 
such as sporting clubs, professional organisations and com 
munity groups, are provided With an ongoing sponsorship 
revenue medium. 

[0071] Members are encouraged to participate in the 
scheme by the offer of incentives in the form of ?nancial 
bene?ts for their professional organisation or local commu 
nity group, in addition to individual reWards offered to a 
member upon registration. In order for members to become 
eligible to receive the designated reWard, in addition to 
providing personal contact details a minimum number of 
attributes corresponding to commodities in relation to Which 
the member consents to receiving offers including promo 
tional offers and marketing material, must be elected. Pref 
erably, the incentive offered to the individual or household 
as a reWard for registering as a member to the spatial 
marketplace system, is access to a Website development tool 
enabling the reWard recipient to create their oWn personal 
Website. 
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[0072] Once a potential customer chooses to register With 
the spatial marketplace system as a member, the potential 
customer is prompted to enter personal contact details such 
as a name, address, email address, telephone number and 
mobile telephone number. It is envisaged that the registra 
tion process and entering of contact details takes place via an 
Internet Website. 

[0073] As a requirement of the registration process, the 
member Whether it be an individual, household or business, 
must supply contact details including a physical address. 
This address is used to derive a spatial identi?er Which is 
stored in the database. The spatial identi?er may comprise a 
set of coordinates, de?ning a precise point of latitude and 
longitude Where the individual, household resides or Where 
the business is located. The coordinates may de?ne a three 
dimensional location. 

[0074] In addition to entering contact details, in order to be 
eligible for an individual reWard, the member must nominate 
one or more attributes corresponding to a commodity in 
relation to Which the member is interested in receiving 
offers. This may be referred to as a request for offers from 
suppliers. Completion of the request for offers may be 
effected by selecting one or more check boXes from a menu 
that correspond to attributes corresponding to commodities, 
i.e. goods and/or services being of interest to the member. 
The member may be interested in purchasing a commodity 
or may simply be interested in learning more about them. In 
addition to corresponding to particular interests of the mem 
ber speci?ed in a request for offer, selected attributes may 
relate to commodities in relation to Which the member 
consents to receiving information regarding promotions or 
special offers. 

[0075] It Will be apparent that the ability of members to 
post requests for offers to multiple suppliers offers a time 
saving and ef?cient method for the member to gather infor 
mation and identify suppliers from Who the member may 
Wish to purchase goods or services. 

[0076] Some examples of attributes Which could be used 
to build a request for offer include but are not limited to: 

[0077] Motor cars 

[0078] Restaurants 

[0079] Fishing 
[0080] Travel 

[0081] Computers 

[0082] Sport 
[0083] Movie offers 

[0084] Investment opportunities 

[0085] Wine 

[0086] Music 

[0087] Each major attribute category may be divided into 
attribute subcategories that more clearly de?ne the commod 
ity of interest. For example: 

[0088] Music 

[0089] Classical 

[0090] J an 
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[0091] Rock 

[0092] Pop 

[0093] SWing 

[0094] Big band 

[0095] Country 

[0096] Blue grass 

[0097] Selection of attribute subcategories, preferably via 
a menu, provides a more accurate de?nition of the com 
modities of interest to a member. Attributes are preferably 
de?ned by numbers or codes, to prevent problems caused by 
misspellings and discrepancies in interpretation. Every com 
modity offered via the spatial marketplace system has a 
unique attribute code to enable more accurate requests for 
offers to be assembled and for more accurately targeted 
delivery of offers from suppliers to members. Members can 
search attribute codes using key Words or access a pull doWn 
menu as required. 

[0098] FIGS. 2a, 2b, 2c, 2d and 26 show hoW each unique 
attribute is de?ned by a number of levels. Each consecutive 
level provides a re?nement to the description of the com 
modity requested or offered. 

[0099] Once the member is satis?ed With the selection of 
attributes, the request for offer is submitted to the spatial 
marketplace system to be Written to the database in asso 
ciation With the member’s personal contact details and a 
corresponding spatial identi?er. In submitting a request for 
offers indicating commodities of interest, the member con 
sents to receiving promotional material and special offers 
relating to his or her interests. 

[0100] It is intended that a member Will be able to edit 
their request for offers at any time, even once the registration 
process is complete. Editing Will preferably take place via an 
Internet broWser connected to the Website. The editing 
facility alloWs members to amend their request for offers if 
they lose interest in a particular type of commodity or 
develop a neW interest. 

[0101] The use of the requests for offers to target potential 
customers Who have interests relating to commodities 
offered in a particular promotion, means that members Will 
only receive promotional offers Which are likely to appeal to 
them. This reduces the amount of unsolicited “junk mail” 
that many individuals, households and businesses have to 
deal With. 

[0102] As an incentive for registering as a member to the 
spatial marketplace system, the member may be offered a 
reWard. The member does not become eligible to receive the 
reWard unless all pertinent details and a minimum number of 
attributes for the request for offers have been submitted as 
part of the registration process. Once the eligibility criteria 
are ful?lled, the member is provided With access to a Website 
development tool to assist in creation of their oWn personal 
Website. The Website development tool enables the reWard 
recipient to create their oWn personal Website Without need 
for any special skills to build, edit or maintain the Website. 

[0103] Suppliers are provided With access to the spatial 
marketplace system, preferably by means of an Internet 
broWser connected to the Website. The supplier de?nes a 
geographical region or business catchment area Within 
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Which the supplier proposes to deliver promotional offers 
relating to a particular commodity. 

[0104] The extent of the geographical region or business 
catchment area may be de?ned by reference to a speci?ed 
distance from one or more speci?c geographical points. For 
example in de?ning a geographical region or business 
catchment area for a local piZZa shop, delivery of offers 
could be limited to members located Within 5 radial kilo 
metres of the shop. Alternatively, suppliers may select the 
geographical region by simply selecting a toWn, suburb, 
postcode or municipality. Suppliers may also select the 
geographical region by reference to an area displayed on a 
map presented to the advertiser on an interface as shoWn in 
FIG. 3, Whereby modi?cation of the area displayed on the 
map results in a corresponding modi?cation of the geo 
graphical region. Modi?cation of the area displayed on the 
map may involve panning and or Zooming the map WindoW 
for example. The supplier is thereby able to restrict distri 
bution of promotional offers to members Who reside Within 
the catchment area of the business offering the commodity 
and Who are knoWn to be interested in receiving such offers. 

[0105] Once a geographical region Within Which the pro 
motional material is to be distributed has been de?ned by the 
supplier, a spatial identi?er location algorithm is employed 
to identify database records associated With spatial identi 
?ers that are located Within the speci?ed geographical 
region. The spatial identi?er is derived from the physical 
address of the individual or household, Which is compulsory 
information to be provided in the registration process. 
Examples of spatial identi?ers may comprise a set of coor 
dinates, de?ning a precise point of latitude and longitude 
Where the individual or household is located or a set of 
coordinates de?ning a three dimensional location on a grid. 

[0106] The spatial identi?er location algorithm may per 
form a variety of functions Which can be modi?ed according 
to user requirements. The various functions are based on 
mathematical computations. For instance, the spatial iden 
ti?er location algorithm can be employed to identify data 
base records associated With spatial identi?ers, Which are 
located Within a nominated radial distance of a speci?ed 
location. For example, the spatial identi?er location algo 
rithm could be used to isolate database records associated 
With a spatial identi?er Which falls Within 10 kilometres of 
a garden supply centre positioned at a speci?ed location (x, 
y). Alternatively, the spatial identi?er algorithm may be used 
to identify database records related to a spatial identi?er, 
Which is located Within the nominated radial distance, from 
any one of one or more speci?ed locations. This variant of 
the spatial identi?er algorithm could be useful, for example, 
in establishing a distribution route for material promoting 
one or more certain franchise outlets Within a certain local 

ity. As a further alternative, the spatial identi?er algorithm 
could be used to identify database records linked to a spatial 
identi?er, Which de?nes a position Within a nominated 
distance of a speci?ed point in a speci?ed direction. For 
example, the spatial identi?er algorithm could be used to 
identify database records associated With spatial identi?ers 
Which are located Within 2 kilometres east of a speci?ed 
location. 

[0107] The supplier is advised of the number of identi?ed 
database records associated With nominated attributes 
matching the attributes nominated by the supplier and the 
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cost of delivering offers to members associated With each of 
those database records. The supplier then has the option of 
authorising delivery of offers to those members by agreeing 
to incur the cost. Alternatively, the supplier may modify the 
geographical region to increase or decrease the number of 
offers to be delivered to members. If the supplier holds an 
account With the spatial marketplace system, the account is 
debited accordingly. 

[0108] Moreover it is to be understood that according to a 
preferred embodiment of the invention, individual suppliers 
are not provided With data about members Which post 
requests for offers, notWithstanding that suppliers may be 
provided With addresses or telephone numbers depending on 
the mode of delivery nominated by the member. 

[0109] Therefore, the supplier targets the distribution of 
marketing material to quali?ed potential customers, that is, 
by restricting the distribution of marketing material to 
members Whose requests for offers include attributes, Which 
describe or relate to the commodities to be advertised. In so 
doing, the supplier limits the delivery of promotional offers 
to those members Who are most likely to be interested in the 
commodities on offer, rendering the marketing process more 
ef?cient and cost effective. 

[0110] In directing the delivery of offers in this manner, 
ef?ciency and success rate of the promotion is increased 
considerably since recipients of the offers have previously 
indicated that they are interested in receiving promotional 
material and special offers in relation to a certain types of 
commodities. That is, potential customers are quali?ed 
before offers are delivered to them. As a result, the likeli 
hood of Winning recipients of offers over as customers is 
signi?cantly increased. Therefore, suppliers are not Wasting 
money on delivering offers to individuals, households and 
businesses that are clearly not Within their business catch 
ment area or demographic. 

[0111] The offers may be delivered via any one or more 
modes including email, mail, telephone, mobile telephone or 
a dedicated message delivery system but is not limited 
thereto. A dedicated message delivery system may involve 
sending an offer directly to a member’s system control panel 
vieWed via an Internet broWser. Alternative means of deliv 
ering offers may for example include messaging the mem 
ber’s Website, Website banner advertising or facsimile trans 
mission. 

[0112] Suppliers pay a fee for use of the spatial market 
place system based on the number of offers delivered to 
members. Aproportion of the revenue raised from advertis 
ing fees is distributed amongst the organisations or groups, 
Which have successfully introduced their members to the 
spatial marketplace system and to Whom offers have been 
distributed. 

[0113] A supplier also has the option of combining 
requests for offer attributes With an organisation member 
ship. For instance, a Holden Dealer can advertise to mem 
bers, Which are interested in a neW motorcar and offer 
members of the Institute of Engineers a discount of 
$3000.00. Therefore the spatial marketplace system has 
enabled the supplier to further qualify prospects by includ 
ing the prerequisite that members targeted by the promotion 
be members of the Institute of Engineers. 

[0114] The spatial marketplace system enables members 
to post requests for offers relating to particular commodities. 
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For instance, if a member Were considering purchasing a 
neW family sedan, a request for offer could be posted on the 
system seeking offers from suppliers of family sedans. If the 
member had a particular make and model of family sedan in 
mind, the request for offers could be restricted by selecting 
appropriate request for offer attributes to describe the par 
ticular make and model of family sedan required. 

[0115] Furthermore, the member could request that the 
request for offers be posted by the system in one Weeks time 
and indicate that the member is open to receiving offers form 
suppliers for a period of tWo Weeks. The member may also 
nominate a preferred settlement or payment option selected 
from a menu provided by the spatial marketplace system so 
that the delivery of offers is restricted to offers from sup 
pliers Who offer settlement or payment via the members 
preferred option. For eXample, the member may only be 
interested in purchasing commodities from suppliers that 
accept American EXpressTM. 

[0116] Whilst it is to be understood that the system pro 
vides for suppliers to respond to requests for offers manu 
ally, in most cases it is more eXpedient for the spatial 
marketplace system to generate automated offers in response 
to requests for offers. Furthermore, suppliers can be noti?ed 
When an extraordinary request for offer is detected, Which 
the supplier may Wish to respond to manually. For eXample, 
if a single request for offer requests an offer for 20 family 
sedans, suppliers may Wish to assemble a special offer in 
order to obtain the business. 

[0117] The supplier is also noti?ed by the spatial market 
place hoW many requests for offers matching the suppliers 
criteria have been posted and What charges Will be incurred 
by responding by delivery of an appropriate offer. 

[0118] The spatial marketplace system offers a range of 
generic templates, Which may be customised by individual 
suppliers, to enable them to build advertisements and offers 
quickly and Without requirement for specialist skills. 

[0119] The spatial marketplace system has considerable 
application for municipalities, Which can register the resi 
dents of a municipality With the spatial marketplace system 
to enable spatially targeted delivery of all its corporate, 
service and emergency messages. For eXample, a particular 
message relating to library services could be delivered to all 
residents living Within 2 kilometres of the municipal library. 
A message regarding pre school services could be delivered 
to families Who use pre school services living Within 3 
kilometres of a neW pre school. Residents likely to be 
affected by impending roadWork could be noti?ed by a 
municipal message delivered to all residents living Within 1 
kilometre of the location of the roadWork. Revenue gener 
ated by the spatial marketplace system could be used to fund 
community projects. 

[0120] Residents may ?lter messages received from their 
municipality by selecting or deselecting particular attributes. 
For instance, a resident may choose to receive municipal 
messages relating to roadWork, Waste management, and 
toWn planning matters, but block messages concerning child 
care and local arts programs. 

[0121] The spatial marketplace system also has applica 
tion for presenting offers for commodities from suppliers to 
businesses and for businesses to request such offers from 
suppliers. 
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[0122] Businesses may register With the spatial market 
place system as a member Wishing to make requests for 
offers, or as a supplier Wishing to deliver offers to potential 
customers, that is as a supplier, or both. 

[0123] An advertising agency or industry organisation or 
the like Which maintains a membership database or similar 
as part of its operations, may promote the spatial market 
place system to their members. In eXchange for introducing 
members to the spatial marketplace system, the agency or 
organisation receives a percentage of revenue raised by the 
spatial marketplace system through advertising. 
[0124] The members must register contact details as part 
of the registration process as previously described. FIG. 4 
shoWs a form to be completed by business members as part 
of the registration process. 

[0125] The spatial marketplace system alloWs suppliers to 
limit the number of requests for offers to Which they Will 
respond in a speci?ed time frame. This is particularly 
relevant Where the system is generating automated responses 
to requests for offers on behalf of a supplier. For instance, a 
supplier may estimate that it typically receives a response to 
20% of offers generated in response to requests for offers. 
The supplier may have capacity to supply 100 units per 
Week. Therefore, the supplier may elect to generate up to 
500 offers in any one Week period. 

[0126] Furthermore, suppliers can be selective regarding 
Which requests for offers they Will respond to. Although a 
supplier may deal in a particular type of goods, Which is of 
interest to a member, the supplier may deal only in large 
quantities of that particular good. For eXample, a brick 
manufacturer may not be interested in providing offers to a 
member Who requires a small number of bricks to build a 
barbeque, but may only be interested in responding to 
requests for offers for say more than 1,000 bricks. 

[0127] The spatial marketplace system enables each busi 
ness to accurately de?ne its unique business catchment area 
thereby minimising Waste and increasing the ef?ciency and 
ef?cacy of the distribution of offers. 

[0128] It is to be understood that various additions, alter 
ations and/or modi?cations may be made to the parts pre 
viously described Without departing from the ambit of the 
invention. 

1-27. (canceled) 
28. A method of managing the delivery of offers from 

suppliers to members via a spatial marketplace system 
including the steps of: 

(a) registering potential customers as members of the 
spatial marketplace system by recording their names 
and contact details in a database; 

(b) assigning a spatial identi?er to each database record, 
the spatial identi?er being sourced from the contact 
details supplied during a registration process; 

(c) each member nominating one or more attributes 
corresponding to a commodity in relation to Which the 
member is interested in receiving offers; 

(d) each supplier de?ning a geographic region in Which 
the supplier Wishes to do business and nominating one 
or more attributes corresponding to commodities Which 
the supplier Wishes to sell; 
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(e) using a spatial identi?er location algorithm to identify 
the database records With spatial identi?ers located 
Within the geographical region de?ned by the supplier; 

Wherein delivery of offers from a supplier is restricted to 
members associated With the identi?ed database 
records Which have nominated attributes matching the 
attributes nominated by the supplier. 

29. A method according to claim 28, further including the 
step of advising each supplier of the number of identi?ed 
database records associated With nominated attributes 
matching the attributes nominated by the supplier and the 
cost of delivering offers to members associated With each of 
those database records, Wherein the supplier either agrees to 
deliver offers to each of the members thereby incurring the 
cost, or modi?es the geographical region to increase or 
decrease the number of offers to be delivered. 

30. A method according to claim 28, further including the 
step of accompanying each database record by details of 
memberships to a third party organisation, Wherein the third 
party organisation receives a percentage of revenue form the 
spatial marketplace system in return for introducing their 
members to the system. 

31. A method according to claim 28, further including the 
step of the supplier associating a numeric quali?er or range 
of numeric quali?ers With one or more attributes, Wherein 
the delivery of offers is further restricted to members Which 
have nominated a numeric quali?er for the relevant attribute 
Which matches or falls Within the range of the numeric 
quali?ers nominated by the supplier. 

32. A method according to claim 28, further including the 
step of the member nominating a preferred settlement or 
payment option selected from a menu provided by the 
system, Wherein the delivery of offers is further restricted to 
members Which have nominated a settlement or payment 
option Which matches the settlement or payment options 
utilised by the supplier. 

33. A method according to claim 28, further including the 
step of the member nominating a point in time and a time 
interval When a request for offers Will be presented to 
suppliers. 

34. A method according to claim 28, further including the 
step of the member nominating a mode via Which the offers 
Will be delivered from the supplier to the member. 

35. Amethod according to claim 34, Wherein the mode via 
Which the offers Will be delivered from the supplier to the 
member is selected from one or more of the folloWing: 

(a) via a member’s system control panel; 

(b) via the member’s email; 

(c) via a nominated third party email; 

(d) via telephone; 

(e) via short message service (SMS); or 

(f) via post. 
36. A method according to claim 28, Wherein the geo 

graphical region is an area Within a distance from one or 
more geographical points nominated by the supplier. 

37. A method according to claim 28, Wherein the geo 
graphical region is an area displayed on a map presented to 
the supplier on an interface, Whereby modi?cation of the 
area displayed on the map results in a corresponding modi 
?cation in the geographical region. 
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38. A method according to claim 28, Wherein each 
attribute is de?ned by at least four levels, each consecutive 
level providing a re?nement to a description of the com 
modity. 

39. A spatial marketplace system for managing the deliv 
ery of offers from suppliers to members, including: 

(a) a database recording the names of the members; 

(b) means for assigning a spatial identi?er to each data 
base record, the spatial identi?er being sourced from 
information supplied during a registration process; 

(c) means for associating each record With one or more 
attributes corresponding to a commodity in relation to 
Which the member is interested in receiving offers; 

(d) geographical region selection means by Which the 
supplier selects a geographical region in Which the 
offers are to be delivered; 

(e) a spatial identi?er location algorithm for identifying 
the database records With spatial identi?ers located 
Within the selected geographical region; and 

(f) delivery means for delivering the offers to members 
associated With the identi?ed database records Which 
have nominated attributes matching the attributes 
nominated by the supplier. 

40. A system according to claim 39, further including 
means for accompanying each database record by details of 
memberships to third party organisations, Wherein the third 
party organisation receives a percentage of revenue form the 
spatial marketplace system in return for introducing their 
members to the system. 

41. A system according to claim 39, further including 
means for the supplier to associate a numeric quali?er or 
range of numeric quali?ers With one or more attributes, 
Wherein the delivery of offers is further restricted to mem 
bers Which have nominated a numeric quali?er for the 
relevant attribute Which matches or falls Within the range of 
the numeric quali?ers nominated by the supplier. 

42. A system according to claim 39, further including 
means for nominating a preferred settlement or payment 
option selected from a menu provided by the system, 
Wherein the delivery of offers is further restricted to mem 
bers Which have nominated a settlement or payment option 
Which matches the settlement or payment options utilised by 
the supplier. 

43. A system according to claim 39, further including 
means for nominating a point in time and a time interval 
When a member’s request for offers Will be presented to 
suppliers. 

44. A method according to claim 39, further including 
means for nominating a mode via Which the offers Will be 
delivered from the supplier to the member. 

45. Asystem according to claim 44, Wherein the mode via 
Which the offers Will be delivered from the supplier to the 
member is selected from one or more of the folloWing: 

(a) via a member’s system control panel; 

(b) via the member’s email; 

(c) via a nominated third party email; 

(d) via telephone; 
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(e) via short message service (SMS); or 

(f) via post. 
46. A system according to claim 39, Wherein the geo 

graphical region selection means de?ne an area Within a 
distance from one or more geographical points nominated by 
the supplier. 

47. A system according to claim 39, Wherein the geo 
graphical region selection means de?nes an area displayed 
on a map presented to the supplier on an interface, Whereby 
modi?cation of the area displayed on the map results in a 
corresponding modi?cation in the geographical region. 

48. A system according to claim 39, further including 
means by Which suppliers generate automated offers in 
response to requests for offers from members. 

49. A system according to claim 39, Wherein each 
attribute is de?ned by at least four levels, each consecutive 
level providing a re?nement to a description of the com 
modity. 

50. A system according to claim 39, further including an 
attribute database associated With the system, the attribute 
database including the commodities to be offered using the 
system and a corresponding unique attribute identi?er Which 
describes or relates to each of the goods or services. 
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51. A method of establishing a database of potential 
customers for the delivery of offers, the method including 
the folloWing steps: 

(a) organisations maintaining a membership database 
introduce their members to a spatial marketplace sys 
tem as members in return for a percentage of revenue; 

(b) members are offered an incentive in eXchange for 
registering, providing a spatial identi?er, nominating 
attributes corresponding to commodities in relation to 
Which the member consents to receiving offers; and 

(c) suppliers are granted access to a register of members 
Which are categorised according to their spatial iden 
ti?ers and attribute pro?les; 

thereby enabling advertisers to target members Whose 
spatial identi?ers and attribute pro?les correspond to 
criteria predetermined by the supplier. 

52. A method of establishing a database of potential 
customers according to claim 51, Wherein the incentive 
offered to members is use of a personal Website. 


