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1
PROVIDING COLLECTED PROFILES TO
MEDIA PROPERTIES HAVING SPECIFIED
INTERESTS

CROSS REFERENCE TO RELATED
APPLICATIONS

This application is a continuation of application Ser. No.
14/080,999, filed Nov. 15, 2013, which is a continuation of
application Ser. No. 13/631,244, filed Sep. 28, 2012, now
U.S. Pat. No. 8,589,210, which is a continuation of appli-
cation Ser. No. 11/765,433, filed Jun. 19, 2007, now U.S.
Pat. No. 8,280,758, which claims the benefit of provisional
application Ser. No. 60/805,114, filed Jun. 19, 2006, which
is incorporated herein by reference.

FIELD OF THE INVENTION

The present invention generally relates to profile-based
behavioral targeting advertisement placement services.
More specifically, the present invention relates to improving
monetization of electronic advertisement placement.

BACKGROUND OF THE INVENTION

DoubleClick’s “Boomerang” is a service for advertisers
that places a cookie on computers of visitors to an adver-
tiser’s site for the purpose of finding those visitors on other
sites where DoubleClick is the ad server (“ad” is short for
advertisement). When the same visitors are found on those
other sites, additional advertiser’s ads are served to them by
the DoubleClick ad sever or by the advertiser’s ad server
following a redirect from the DoubleClick ad server.

The only server that can read a cookie on a user’s
computer is a server operating under the same domain as the
server that placed the cookie on a user’s computer to begin
with. In other words, a cookie placed by a server operating
under one domain cannot be read by another server working
under a separate domain. That is why the advertiser cannot
expect to place a cookie of its own (e.g., ford.com cookie)
on a visitor to its site and then later expect the DoubleClick
ad server (doubleclick.com) to be able to recognize the
visitor when that visitor is visiting sites where DoubleClick
serves ads by reading the ford.com cookies. Only a server
operating under the DoubleClick domain can read a cookie
placed by a server operating under the DoubleClick domain.
So, DoubleClick needs to place a doubleclick.com cookie on
visitors to the ford.com site for DoubleClick to later find
those visitors within other sites, i.e., where the DoubleClick
ad server is used to serve ads.

For a site to have its ad served by an ASP-hosted ad
server, such as the one operated by DoubleClick, the site
needs to redirect visitors from the site to the DoubleClick ad
server, to fetch the ad from the server. Following the redirect
from the site, the visitor accesses the DoubleClick ad server.
Because the DoubleClick server is operating under the
DoubleClick domain, it can read the DoubleClick cookie or
cookies and then recognize that it encountered the same
visitor in the past. In this example, the DoubleClick ad
server recognizes the visitor as someone who visited the
ford.com site.

AlmondNet, Tacoda, RevenueScience, and other compa-
nies (herein “BT companies™; “BT” stands for behavioral
targeting) specialize in targeting ads based on observed
behavior of sites’ visitors. To record a visitor’s observed
behavior, a BT company places a cookie (or cookies) on the
computers of visitors to specific sections of a publisher’s
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website or on the computers of visitors of the publisher who
conducted a specific action such as search, click content,
click an ad, make a phone call, request information, acquire
a product, etc.

The placement of cookies allows those publishers or the
BT company itself to sell ads to advertisers. Those ads will
be presented to the profiled visitors when they are found
later on the same site or on other sites. Such sites can be
either a site where the BT company’s software is used or a
site where the BT company has bought media. The BT
company may buy the media on behalf of itself or on behalf
of the publisher, who is interested in delivering ads to its
audience outside the publisher’s site.

Although a BT company (AlmondNet, Tacoda, Revenue-
Science, etc.) acts as an agent that places cookies on the
computers of publisher’s visitors for the purpose of deliv-
ering targeted ads to the publisher’s visitors on other sites,
the publisher can work without an agent and place cookies
or tags on the computers of the publisher’s own visitors for
the purpose of delivering ads to those visitors on other sites
where the publisher buys ad space. Such a publisher, acting
without an agent, is also included in the definition of a BT
company.

A publisher may also be referred to as a “profile supplier”
when it transfers profile information, such as behavioral
information, demographic information, etc., to a BT com-
pany. Therefore, a publisher that is a BT company may also
be its own profile supplier. Furthermore, although the name
“BT company” implies the targeting of ads is based on
collected behavioral profiles, a BT company may also col-
lect other kinds of profile information, such as demographic
information or user-provided information, and target ads to
those visitors wherever found based on the collected profile
information.

Another kind of a BT company is a company that has
software installed on a person’s computer, such as toolbar
software, desktop search software, weather software, or any
kind of software that is used by the computer’s user. Such
software also monitors the computer user’s visits to different
publishers’ sites and media properties and collects profile
information about the computer user for the purpose of
delivering ads to the user within ad space of sites and media
properties that the user visits based on the collected profiles.

A BT company using software installed on a user’s
computer does not need the cooperation of a visited media
property to collect information about the visitor’s visit
because that software monitors whatever the user is doing on
his or her computer. A BT company that has software
installed on a user’s computer is therefore its own profile
supplier. Such software can place a cookie or another kind
of tag on the user’s computer. Because the software is
installed on the user’s computer, it can write cookies read-
able by any domain. That means that the BT company can
place a tag or cookie of a second media property, if the BT
company would like the second media property to recognize
the visitor when the visitor visits that second media property
site, by simply having the software place a cookie operating
under the domain of the second property on the visitor’s
computer. The software may also report the collected pro-
files to a central server of the BT company.

The central server may also tag the visitor or arrange for
the visitor to be tagged by operators of other media prop-
erties. A BT company can place a cookie on a site’s section
when a visitor’s computer visits that section, if a code of the
company was integrated into the page of that section by the
site that owns the page. The code (e.g., HTML or Java)
redirects to the BT company’s server all visitors to the page.
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Also, in the case that the BT company is the publisher itself,
the publisher will simply “cookie” (by itself) all visitors that
either read a specific content, search, click, ask for infor-
mation, make a phone call, etc.

The BT company’s server, which either gave the site a
unique code for a page, received from the page its URL, or
received access to the page’s content that could be analyzed
by the BT company’s server, etc., identifies the content read
by the page’s visitor, the keyword searched for by the user,
an ad clicked on the page, a content item clicked on the page,
a phone call that was made that was initiated from the page,
information that was requested, or a product was acquired,
etc. The content read by the page visitor could be identified
by the BT company’s server whether the content was
reported by the site or whether the content was identified
following the analysis of the page. The server then places a
cookie on the user’s computer indicating what content was
read by the visitor on the page, what keyword was searched
for by the user, or what ad was clicked on the page, etc. The
placed cookie indicates that information (1) in the cookie per
se, (2) in a central database operated by the server where the
cookie ID is used as a record finder, or (3) both in the cookie
and in the database.

Although the above description relates to cookies, a
cookie is only one example of a possible tag. A tag generally
is a unique identifier used to mark a person electronically
visiting a media property, such as a web site, TV channel,
radio show, or the like, using a computer, a mobile device,
a TV set, a TV set top box, or any other device.

The tag is used for the purpose of delivering additional
ads to a visitor to one media property when that visitor is
found later on other media properties, based on the visitor’s
profile collected on the first media property. The profile
could be the observed behavior of the visitor on the media
property, demographic information collected on the media
property, profile information provided by the visitor to the
media property, etc. The profile could be made available to
the other media properties.

Because the purpose of the tag is to enable the delivery of
additional ads on other media properties visited by the
visitor, and because the delivery of an ad requires only
control of the ad space and not necessarily control of the
entire media property visited by the visitor, a media property
(in the present context) can also be defined as any equipment
that controls an ad space viewed by a visitor, including a
web site, an ad network’s site (where the ad network
represents the ad space of different sites), a TV program,
some of the ad space within TV programs or TV channels
(represented by a cable company), a TV network, or any ad
space for which an entity is allowed to sell an advertisement
and deliver it within the ad space; whether the ad space is
owned by that entity, or whether the entity pays the owner
of the ad space when using its ad space to deliver an ad sold
by the entity. Ad space can be on a web site, in a TV
program, in a text message, in a radio show, in any broad-
casted material, in any streaming video or audio, etc. An ad
space can be a fixed position on a page, or the ad space can
be made available by a web site to an ad network (for
example) only when the web site did not sell all of the site’s
ad inventory and therefore wishes to make some of the
inventory available to the ad network.

In the case of a media property controlling an ad space
viewed by a visitor, a specific ad space on a page might be
controlled only temporarily. For example, in the case of the
web site that did not sell all the ad impressions available to
be delivered within an ad space on a page and therefore
makes the unsold ad space available to the ad network to fill,
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the ad network will have temporary control of the ad space,
i.e., when that ad space is given to it by the web site. Once
the site redirects the ad space on the page to the ad network
(so the ad network could fill the ad space with an ad sold by
the ad network), the ad network controls the ad space and
has access to the visitor viewing the ad space that was
redirected to the ad network by the site, and therefore the ad
network’s equipment is considered a media property, as it
controls an ad space viewed by a visitor.

The tag can be placed on the device used by the user to
access the first media property where the user’s profile was
collected (in case of observed behavior, that behavior can be
reading a specific content, searching, clicking an ad or
content, making a phone call, asking for product informa-
tion, acquiring a product, or taking any other kind of action).
A tag placed on the device (1) could be read only by a server
operating under the same domain as the server that placed
the tag on the device to begin with as in the case of a cookie
for example, (2) could be placed on the device when the user
visited the first media property, and then the tag can be read
by any second media property visited by the visitor, or (3)
could be encrypted and, while accessed by any second media
property visited by the visitor, the tag could be deciphered
only by second media property computers that received the
deciphering code from the first media property. In case of a
tag placed by software installed on a user’s computer, the tag
could be whatever the software wants it to be, including a
cookie of any domain.

A tag does not have to be placed on the user’s device. A
tag can also be used in a central database of a BT company
or a central database of any second media property visited by
the visitor, where the tag could be a unique identifier either
of the device or of the user. In the case where the tag
identifies the device, the tag might denote an IP address, a
phone number, a device’s manufacturer serial number, etc. A
cookie placed on the device can also uniquely identify the
device and the cookie therefore can be used as a tag in a
central database. In the case where the tag identifies the user,
the tag might denote the username and password used to
access a media property, a user’s name and address, a user’s
e-mail, a user’s social security number, or any other personal
identifiable information.

As already mentioned, the observed behavior of a visitor
to a first media property is referred to as profile information
about a specific visitor. A visitor’s profile might be enhanced
by the visitors’ observed behavior on other media properties
or by other profile information collected on other media
properties.

A visitor’s profile can be represented by a unique tag, or
the profile can be stored with the tag, whether the tag is
placed on the device, on a central database, or both. For
example, the profile can be stored within a cookie (tag) on
a visitor’s device, or the profile can be stored in a central
database where the tag connected to the profile is used as a
unique identifier of the visitor’s device or of the visitor
personally. The profile can also be saved on both the device
and a central database.

Some 50% to 80% of the ad space on the Internet is
considered difficult to monetize, as it is located next to
content that tends to be more generalized, such as general
news, web based e-mails, instant messages, music or files
downloading sites, and software. Advertisers are not willing
to pay a high price for delivering an ad to visitors of such
sites, as they do not know how many of those sites’ visitors
are potential clients for their products and services. By
contrast, advertisers prefer the placement of ads on dedi-
cated content sites, such as a travel site. For example, an
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airline is willing to pay a high price per ad on a travel site,
as it knows that the ad will be delivered to people who are
currently searching for flying tickets. The same is true for
TV, where a significant proportion of the ad space is within
TV programs where the audience is heterogeneous. It is also
true for radio shows and other kind of media.

Using profiles for the delivery of targeted ads within the
above-described low-value ad space can turn the low-value
ad space into high-value ad space by delivering ads to users
that are based on previously collected profiles of the users,
rather than ads that are related to the content on the page they
are viewing. For example, a “car insurance” related ad,
delivered to a person who yesterday searched for “car
insurance” within the ad space of a general news page the
person is currently reading, will be much more relevant to
the person than an ad related to the general news he or she
is reading.

The BT companies are described above as collecting
profiles and later delivering ads to the profiled visitors when
found on other sites. The ads delivered by the BT company
to the profiled visitors are either sold by the BT company,
which pays royalties to the profile suppliers that provided it
with profiles whenever ads presented to their audience
generate revenues, or paid for by a publisher that is inter-
ested in delivering ads to its own audience outside its site
and is paying the BT company to find its audience on other
sites. As described, the publisher might be the BT company
itself.

In addition, where the collected profiles are mainly used
to deliver targeted ads within low-value ad space that is
acquired from low-value ad space owners, and the ads are
delivered by the BT company, there is also the opportunity
to make the collected profiles available to low-value ad
space owners, because, instead of selling their low-value ad
space to the profile owners, such ad space owners would
prefer to monetize their low-value ad space better by them-
selves, by using the collected profiles to sell targeted ads,
delivered to the profiled visitors when found within such
low-value ad space.

A low-value ad space owner could be any media property
owner, whether it owns a web site, a TV program, a radio
show, or any other media property. Also, “low-value” ad
space is a relative term. Because ad space prices are usually
a function of the content next to the ad space, if a profile-
based ad garners a higher price for the ad space owner than
an ad based on the adjacent content, then the ad space value
is considered “low value” (i.e., in relative terms, relative to
the price the ad space will garner if used for delivery of a
profile-based ad).

As described, for example, in commonly owned U.S. Pat.
No. 6,925,440, (A) profile owners (i.e., who either own the
profiles or have the right to resell the profiles on behalf of
another profile owner) can provide a databank with access to
visitors and their profiles, and (B) either (i) the databank
enhances its existing profile on a visitor with a profile
owner’s profile information about the visitor or (ii) a profile
owner enhances the profile it has on a visitor with the
databank’s profile information about the visitor, where the
profile information is given in return for royalties paid for
every later usage of the profile information for the delivery
of targeted ads to the visitor based on the profile (for
example).

Although the invention of the ’440 Patent provides a
media property with additional information about its visi-
tors, several possible challenges arise:

1. If a media property (if acting as a profile owner) wants
to enhance the profiles available to it about its visitors and
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thus contacts a databank and provides it with access to the
profiles, the media property might be wasting resources:
First, the databank might have no profiles about the media
property’s visitors. For example, if the databank has no
profile about a visitor, the media property would have
provided the databank access to the visitor merely to learn
that fact. Second, the profiles that the databank does have
might be of no use to the media property because its sales
force does not sell ads in the category in which the profiles
belong. For example, if the databank has a profile about the
visitor and it is a health-related profile, but the media
property’s sales force does not sell ads in the health cat-
egory, the profile available from the databank about that
visitor is of no use to the media property.

2. The media property (if acting as a databank) may be
given access by a profile owner to many visitors to that
profile owner’s site for whose profiles the media property
has no need, because the media property has no way of
monetizing profiles of those kinds. For example, if a media
property’s sales force specializes in selling ads in the travel
and financial services categories, there is no use in providing
them with health, auto, and shopping-related profiles. In
cases where a large profile owner makes profiles available to
a media property, unless the media property has a very large
sales force that specializes in selling ads in many different
advertising categories, there is a significant probability that
the media property will have no use for most of the profiles
received.

3. A media property that receives profiles under the
system of the 440 Patent described here is committing itself
to pay for every usage of a received profile. Because many
of the ads (or, depending on the way the profile is trans-
ferred, all of the ads) are delivered by the media property
after receipt of the profile, it is a challenge for the media
property to track usage of the profiles. First, it is not clear
which of the visitors (for whom the media owner received
profiles) actually visited the media property later on their
own accord as opposed to visiting via a redirect, for example
from a databank or a profile owner to the media property
without the visitor asking for such visit or being aware of it.
In the case of a redirect from a databank’s server or a profile
owner’s server, a visitor’s browser would simply fetch a 1x1
transparent pixel from the media property’s server following
the redirect. Second, because it is not clear how many of the
profiled visitors will appear later within the ad space of the
media property, some tracking of the usage of the profiles by
the media property must be established. The problem
becomes even more complex when the media property
receives the profiles from a databank, because the databank
itself aggregates profiles from other profile owners and
makes those profiles available to media properties, and it is
not clear which of the delivered profiled visitors will visit the
media property on their own accord (whether for the first
time or not). In that circumstance, it is not clear how the
databank will know which profile suppliers to compensate
for usage of their profiles. The problem is especially com-
plex when the databank has several profile suppliers pro-
viding it with profiles in the same category (for example, the
databank may have 20 different travel sites, all allowing the
databank to tag their visitors as “travel” visitors) and the
databank gives to a media property all of the profiles from
those profile suppliers within that category.

Although BT companies can collect profiles and deliver
ads to the profiled visitors within low-value ad space that
they buy from media properties, there remains the need,
therefore, to provide collected profiles to media properties
that will better monetize their low-value ad space by selling

10
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ads based on the profiles and delivering the ads within their
ad space to the profiled visitors when those visitors visit the
media properties and making a payment for the profiles to
the profile owners who provided the profiles.

What is needed generally is a more efficient method of
profile-based behavioral targeting advertisement placement
services, particularly for improving monetization of elec-
tronic advertisement placement.

SUMMARY OF THE INVENTION

Generally, various aspects of the disclosed embodiments
relate to systems and methods for providing collected pro-
files to media properties, for improved monetization of
electronic advertisement placement. The methods have par-
ticular importance to media properties that have interests in
specific profiles or profiles of a specified category or kind.

The disclosure more specifically relates to an automatic
system operated by a profile owner company (“PO com-
pany”) for identifying media properties interested in having
a collected profile made available to them. The automatic
system makes the identification by recognizing a collected
profile as one that a media property has previously requested
or one that is within a category that a media property has
previously requested. Thereafter, the PO company arranges
for the visitor to be tagged with a tag readable by the media
property that requested such a profile.

Using information received from the media property, the
PO company then records usage of the profile by the media
property. When the PO company also acts as a databank, the
PO company determines which profile supplier will be
credited for the media property’s usage of the profile (i.e.,
the one that provided the databank with the profile that was
used) and records the credit.

In one implementation, when a media property uses a
profile, the media property transfers the visitor, along with
the profile it is using, to the PO company’s system, to let the
PO company know which kind of profile was used. The
media property might transfer the profile along with the
visitor only when the media property receives from the PO
company more than one kind of profile, because it is
unnecessary if the media property receives only one kind of
profile.

Because BT companies collect profiles, any BT company
(defined above) could act as a PO company and make
profiles available to media properties, whether the PO com-
pany owns profiles directly or acts as a databank represent-
ing other profile owners. Such other profile owners provide
the databank with their profiles in return for (i) royalties paid
to them whenever the profiles are used, or (ii) a payment.
Any profile supplier (defined above) can also be a PO
company.

The above summary does not include an exhaustive list of
all aspects of the present invention. Indeed, the inventor
contemplates that the invention may include all systems and
methods that can be practices from all suitable combinations
of the various aspects summarized above, as well as those
disclosed in the detailed description below and particularly
pointed out in the claims. Such combinations have particular
advantages not specifically recited in the above summary.

BRIEF DESCRIPTION OF THE DRAWINGS

FIG. 1 is a flow diagram of an exemplary embodiment of
a method for transferring collected profiles to media prop-
erties having specified interests.
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FIG. 2 is a schematic of an exemplary embodiment of
entities and associated data flow useful with a method of
transferring collected profiles to media properties having
specified interests.

DESCRIPTION OF PREFERRED EXEMPLARY
EMBODIMENTS

In disclosed embodiments, collected profiles are made
available by accepting information about desired profiles or
profile categories from a media property, identifying an
electronic visitor as fitting into the profile category, and
arranging for that visitor to be tagged. Preferred additional
aspects of disclosed embodiments include automatically
electronically recording electronic visits by tagged visitors
to a media property, determining which profile supplier will
be credited for the recorded electronic visit, and crediting
that profile supplier.

The method includes the following basic steps:

1. APO company’s database 12 records (FIG. 1, 1000) the
profiles, or the kind of profiles, a media property (e.g., FIG.
2, MP1) is looking for. The profile could be a behavioral
profile, a demographic profile, or any other possible profile.
For example, a media property (MP1) could ask for visitors
who have searched for “car insurance” on a search engine,
visitors who were interested in “travel” (MP1(A)), or visi-
tors who were interested in “autos” (MP1(B)), etc. A media
property can communicate to the PO company the profiles
for which it is looking via e-mail, electronically, via mail,
over the phone, or in any other way.

2. A profile supplier (e.g., FIG. 2, PS1) redirects (FIG. 1,
2000) a visitor 20 to a PO company 10 along with the
visitor’s profile (Prl). In case the profile supplier is also the
PO company (see visitor 25), this step either does not take
place or takes place internally, for example via an internal
redirect from one server (see 11) to another server 10
operating under the same domain that belongs to the pub-
lisher/PO Company. In case the PO company has software
on a user’s computer that enables it to monitor the user’s
visits to media properties without the cooperation of the
media properties, this step either does not take place or takes
place internally, e.g., by the software on the user’s computer
communicating the collected profile to the PO company’s
central server.

3. The PO company’s server 10 recognizes (3000) the
content read by the user, the category to which the content
read by the user belongs, the keyword searched for by the
user, an ad clicked by the user, or any other action conducted
on the page/site by the user (such as click on an item of
content or an ad, purchase of a product, request for more
information, etc.) during the site visit. The recognizing
might be as simple as pulling a keyword for which the visitor
searched from a URL used by the profile supplier to redirect
the visitor 10 to the PO company, for example. Alternatively,
the recognizing might be as simple as recognizing the kind
of content read by the visitor by recognizing the URL used
by the profile supplier to redirect the visitor to the PO
company because the URL is one that the PO company
identified to the profile supplier for use when redirecting
visitors who read a specific kind of content. Recognizing of
content may also be done through a semantic analysis of
content of a page read by the visitor.

4. The PO company’s server 10 optionally can categorize
(4000) specific content read by the user or an action con-
ducted by a user. In some implementations, this step will not
take place. An example action might be a search for a
keyword. To illustrate, suppose a person searched for an
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airline ticket to Florida on a travel site. When the PO
company receives that information, in addition to recording
the search for the flight to Florida in the visitor’s profile
(whether the profile is stored in the cookie or tag, the PO
company’s central database 13, or both of those places), the
PO company’s server 10 may further categorize the person
under the “Travel” category and in the “Search for Flights”
subcategory of “Travel.” In another example, a visitor would
be categorized as “searching for an airline ticket” by virtue
ot having searched for an airline ticket at least three different
times within a week, on one media property or several media
properties. In that example, if the visitor were to have
searched for an airline ticket fewer than three times within
a week, the PO company’s server 10 will not categorize the
visitor as “searching for an airline ticket,” because the visitor
would be considered as less serious about the purchase
according to the definition in use by the PO company.

5. The PO company’s server 10 identifies (5000) the
media properties (e.g., MP1 and MP2) that have asked to
receive a visitor having a profile such as the one recognized
in step 3 or categorized in step 4 (e.g., a profile of kind “A”
in FIG. 2). Thereafter, the PO company arranges (6000) for
the visitor (e.g., 20) to be tagged with a tag readable by the
identified media property (e.g., MP1 or MP2), which can use
the tag to recognize the visitor’s profile.

6. Using information 40 received from the media prop-
erty, the PO company then records (7000) usage of the
profile (e.g., Pr(A)) by the media property (e.g., MP2).
When the PO company also acts as a databank, the PO
company determines which profile supplier (PS1, PS2, . ..
PSn) will be credited for the media property’s (e.g., MP2’s)
usage of the profile and records the credit (e.g., in data store
13).

The PO company’s arranging placement of the tag (see
step 5 above) can be achieved in different ways:

A. The PO company can redirect (e.g., Pr(X), Pr(Y) in
FIG. 2, in cases where media property MPn has expressed
interest in those profiles) a visitor to the identified media
property with a request to have the identified media property
tag the visitor with the media property’s own tag, which
obviously is readable by the selected media property (such
a tag could be a cookie on the visitor’s storage device). The
tag in this case could be placed by the identified media
property following a redirect by the PO company to a
specific URL given to the PO company by the media
property. The media property would have given the PO
company, in this example, different URLs for different kind
of profiles, and the PO company would choose the URL for
redirecting the visitor to the media property based on the
kind of profile recognized.

B. The PO company can itself place a tag (e.g., TagC
denoting profile “C” in FIG. 2) that will be readable by the
identified media property.

C. The PO company can place an encoded tag that,
although accessible by any media property, can be read only
by a selected media property to which the PO company gave
a deciphering code.

D. In cases when the PO company has software installed
on a user’s computer, the BT company can arrange for the
software to place a tag readable by the identified media
property (such a tag could be a cookie operating under the
selected media property domain).

E. The PO company can arrange for the identified media
property to place a tag in the identified media property’s
central database, in which case the tag can uniquely identify
(1) the device that the visitor will use to access the identified
media (IP address, set-top box ID, mobile phone number,
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10

manufacturer serial number, cookie readable by the identi-
fied media property, etc.), or (2) the user as a person
(personal identifiable information).

The identified media property can use its tag to recognize
the profile of the visitor either (1) by virtue of each profile
having a unique tag (e.g., TagC denoting profile “C” in FIG.
2), or (2) by virtue of the profile that was received from the
PO company having been stored (a) with the tag, (b) in the
tag (which can occur with a cookie), (¢) in a central database
(where the tag is used as the link between the visitor and
profile), or (d) in all of those places.

In another possible implementation (not shown), aside
from the PO company arranging placement of the tag
readable by the identified media property, the PO company
sends the profile and a copy of the tag separately to the
identified media property, which will store the tag and the
profile in its central database, and when the identified media
property recognizes the tag on a visitor’s computer, for
example, it pulls the visitor’s profile from its database.

The PO company can make a profile available to a media
property using the same methods that profile suppliers use to
give their profiles to PO companies.

When an identified media property (e.g., MP2 in FIG. 2)
recognizes (at time 12) a tagged visitor (tagged previously, at
time t1) within its ad space, the media property will serve an
ad 30 to the visitor (e.g., visitor 20) based on the profile
provided by the PO company 10. Usually, a profile-based ad
will be delivered by the media property when it will generate
a higher price for the ad space than other ads available to the
media property for placement within the ad space.

The media properties (a profile supplier and an identified
media property) can be of the same kind of media (e.g., two
web sites on the Internet) or of different media (e.g., first
media property, where the profile is collected, can be a web
site on the Internet, and the second media property, to which
the profile is given by the PO company, can be a TV channel
on TV or a text message system on a mobile phone, etc.). In
the case where the second media property operates within a
different media than the first media property, the tagging of
the visitor with a tag readable by the second media property
(which is arranged by the PO company) might include
finding the device used by the visitor to access the second
media property (the identified media property) by using
personal identifiable information about the visitor. As there
may be no connection between the device used by the visitor
to access the first media property (computer, for example)
and the device used by the visitor to access the second
(identified) media property (TV, for example) besides the
commonality of the user (visitor), personally identifiable
information about the visitor could be used to allow the
second media property to learn which device the visitor uses
to access the second media property and tag the visitor. The
second media property could tag the device used by the
visitor to access the second media property by placing a tag
on the device itself or in a central database of the second
media property, for example.

The process of the PO company enabling an identified
media property to place a cookie on a visitor’s computer for
the purpose of finding the visitor later within the ad space of
the identified media property is similar to the way Double-
Click’s Boomerang system places cookies on visitors to an
advertiser site for the purpose of finding those visitors later
on other sites where Doubleclick serves ads. That process—
where identified media properties place cookies on visitors’
computers redirected to them by PO companies—is some-
times referred to as “cookie matching.”
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For example, following a redirect (not shown) from a
server 10 of a PO company #1, weather.com might place a
weather.com cookie on a visitor’s computer 20 marking the
visitor as interested in “travel” (profile category “A”) and
indicating that the profile originated with PO company #1.
Later, if and when the weather.com ad server (MP2) recog-
nizes that the same visitor 20 had happened to visit weath-
ercom’s site (weather.com can recognize the visitor by
reading its own weather.com cookie), the weather.com ad
server (MP2) can choose to deliver a travel-related ad 30 to
the visitor 20 within the weather.com ad space. The weath-
ercom ad server’s decision whether or not to deliver the
travel-related ad will usually depend on the price the ad is
expected to bring when compared with the price for other
ads available for weather.com to display within the same
weather.com ad space.

In step 6, the information received by the PO company
might be received from the media property electronically 40,
via e-mail, in a file on a CD sent by mail, or in any other
form. That said, because the goal is to make profiles avail-
able to media properties on a large scale, it would be
beneficial to demand the least complex approach from media
properties. After all, the more complex the tracking system
that the media properties must implement to track their
usage of profiles, the more difficult it will be for them to use
profiles that they do not own.

One implementation—where the media property is
required to give only minimal effort to track its usage of
profiles—is merely asking a media property to provide the
PO company server 10, every time that the media property
(MP2) serves an ad based on a profile from the PO company,
with access to the visitor 20 viewing an ad 30 based on the
PO company’s profile (e.g., in TagC). Such access, in that
implementation, could be achieved by simply having the
media property integrate into every profile-based ad it
delivers a 1x1 pixel that will redirect (also denoted by 40 in
FIG. 2) the visitor 20, when viewing the ad 30 (at time t2),
to the PO company server 10. Such a 1x1 pixel can point to
a URL given to the media property by the PO company that
is unique to a certain kind or category of profiles (so the PO
company could recognize not only the fact that the media
property used a profile but also the kind of profile used). The
advantage of this implementation is that the PO company is
the one that records the profile usage, and the media property
does not have to do anything further to keep or transfer
records.

In the same implementation, in cases where the PO
company has transferred more than one kind of profiles to a
media property (for example, profiles “A” indicating interest
in travel and profiles “B” indicating interest in autos), the
media property can send the PO company, along with the
access to the visitor viewing an ad, an indication of which
profile the media property used to deliver the ad currently
being viewed by the visitor. In that implementation, a travel
profile will be indicated by the media property’s use of a first
URL to redirect the visitor to the PO company server, an
auto profile will be indicated by the media property’s use of
a second URL to redirect the visitor to the PO company
server, etc. (The different URLs for different kind of profiles
would be ones given to the media property by the PO
company.)

Because different kind of profiles might have different
rates (a travel profile might fetch $2 CPM, auto profiles
might fetch $5 CPM, etc.), it is important to know which of
the profiles the media property used. Also, if the PO com-
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pany is acting as a databank, it might have different ways in
which it compensates profile suppliers for their collected
profiles.

Based on its profile collection and compensation policy,
the PO company can decide which profile suppliers to credit
for the delivery of a profile-based ad by a media property.
For example, the PO company might decide that, for behav-
ioral profiles, time is important, so only the last profile
supplier to report a behavioral profile of a visitor (before an
ad based on that profile is served to the visitor) will be
compensated but any other profile suppliers that provided
the same kind of profile information about the same visitor
earlier will not be compensated.

The following example illustrates the above-described
embodiment. Suppose a visitor 20 searches for airline tickets
on three different sites (PS1, PS2, and PSn), and all three
sites delivered the visitor 20 to the PO company server 10
along with the information that the visitor searched for an
airline ticket. Suppose further that the PO company has
recognized that the Yahoo! site (MP2 is Yahoo! this time) is
interested in receiving travel (“’A”) profiles and therefore has
redirected (not shown) the visitor 20 to Yahoo! on three
different occasions along with the information that the
visitor searched for an airline ticket; that is, each time the PO
company server 10 itself received access to the visitor 20
following a redirect from a profile supplier (PS1, PS2, or
PSn), it immediately redirected the visitor to Yahoo!,
because it recognized the visitor 20 as interested in “travel”
(in this example, according to a definition that recognizes a
visitor as interested in “travel” after only one search for an
airline ticket).

Later (time t2), when the visitor 20 chooses to visit
yahoo.com (MP2) on his or her own accord, Yahoo! recog-
nizes the profiled visitor 20 and delivers a travel-related ad
30 to the visitor 20; however, Yahoo! has that opportunity
only after Yahoo! has received the profile about the visitor
20 from the PO company three times. If Yahoo! has inte-
grated into the travel ad 30 delivered to the visitor 20 a 1x1
pixel redirecting the visitor 20 to the PO company, the
visitor’s browser, when fetching the ad from the Yahoo! ad
server (MP2), also approaches the PO company server 10.
The PO company server 10 learns, from the URL that the
visitor’s browser is using to access it, that Yahoo! (MP2) has
served a travel-related ad 30 to the visitor 20.

Based on that information, the PO company records (in
data store 13) a charge of two tenths of a cent to Yahoo! (in
this example, $2 CPM, or $2 per 1,000, is the rate the PO
company charges for travel-related (“A”) ads delivered
based on travel profiles provided by the PO company to a
media property).

The PO company stores, as part of the visitor’s profile,
data indicating which profile suppliers provided profiles
about the visitor and the date and time the profiles were
supplied. The PO company stores the profile (1) in the tag (a
cookie, for example), (2) along the tag, (3) in a central
database (e.g., 13), in which case the tag is used as a link
between the visitor’s computer and the profile information in
the database, or (4) in all of those places.

Note that the PO company’s tag is different from the
identified media property’s tag. The PO company’s tag is
used to uniquely identify a visitor about which the PO
company has a profile, where the profile itself includes the
profile suppliers that provided the profile, the dates and
times they have done so, and possibly other information, all
part of the visitor’s profile definition. The identified media
property’s tag is used by the media property to recognize the
profile of the visitor.
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The PO company uses its own tag to access the visitor
profile and learn which profile supplier (PS1, PS2, or PSn)
was the last one to supply the travel-related (“A”) profile
(the visitor’s search for airline tickets), which Yahoo! (MP2)
used to deliver the ad. The PO company then records (also,
e.g., in 13) a credit of one tenth of a cent (half of the charge
to Yahoo!) to that profile supplier. In this example, a revenue
share of 50%-50% between the profile supplier and the PO
company is used. If the PO company had agreed with the
profile supplier on a 40% revenue share, the profile supplier
would have been given a credit of eight hundredths of a cent
($2/1000%40%), or if the profile supplier was promised
$0.001 for every use of its profile, the PO company would
have recorded a credit of $0.001 to the profile supplier.

In a second illustration, the PO company might decide
that a visitor should be considered interested in “travel” only
if the visitor searches for airline tickets three different times
within a week, on the same site or different sites. In that case,
only when the visitor is recognized as interested in “travel”
according to that definition will the PO company make the
visitor’s “travel” profile available to media properties (MP2)
interested in “travel” (“A”) profiles. In this example, if a first
profile supplier PS1 delivers the visitor 20 and the informa-
tion (Prl) that the visitor 20 is searching for airline tickets
on Sunday, a second profile supplier PS2 delivers the visitor
20 to the PO company 10 on Monday along with the
information (Pr2) that the visitor 20 is searching for airline
tickets, and the first profile supplier PS1 again delivers the
visitor 20 to the PO company 10 on Wednesday along with
the information (not shown) that the visitor 20 is searching
for airline tickets, then only at that time on Wednesday will
the PO company’s server 10 recognize the visitor 20 as a
“travel” (“‘A”) visitor and redirect (not shown) the visitor’s
computer 20 to Yahoo! (MP2).

In that second illustration, when Yahoo! (MP2) serves a
travel-related ad 30 to the visitor 20 and redirects (40) the
visitor 20 to the PO company 10, the PO company might
credit (in 13) the first profile supplier PS1 with two thirtieths
ofa cent ($2/1000%50%%*2/3) and the second profile supplier
PS2 with one thirtieth of a cent ($2/1000*50%*1/3). In other
words, in that illustration, (a) Yahoo! agreed to pay $2 for
every thousand travel-related ads delivered based on profiles
provided by the PO company, (b) the PO company promised
to give profile suppliers half of the revenues the PO com-
pany generates from ads delivered by media properties
based on the profiles it makes available to them, and (c) the
visitor was recognized as interested in “travel” thanks to two
visits (out of the three visits to travel sites that defined the
visitor as interested in “travel”) made to the first profile
supplier’s site and one visit to the second profile supplier’s
site. Therefore, the first profile supplier is entitled to two
thirds of the amount due to the profile suppliers altogether,
and the one visit made by the visitor to the second profile
supplier’s site entitles the second profile supplier to one third
of the amount due to the profile suppliers altogether.

Alternatively, the PO company—when making a profile
available to a media property by arranging for placement of
a tag readable by the identified media property—can add a
unique ID to the profile (or to the tag in cases where the tag
is used by the media property to recognize the visitor’s
profile) and ask the media property to report the ID back to
the PO company whenever the media property uses the
transferred profile. The PO company can use the unique 1D
to record in its database the profile suppliers that will be
entitled to a credit when the media property delivers ads
based on the transferred profile. The media property could
report 40 to the PO company (at the end of the month, for
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example) the number of ads it has served, for each unique
ID. Because each unique ID represents a kind of profile, the
PO company will know what rate it should charge the media
property for usage of the profile, and because the unique 1D
also tells the PO company which profile suppliers should be
entitled to a credit for the usage of a profile, the PO company
can also credit the deserving profile suppliers.

The media property might pay the PO company for every
ad impression delivered based on the received profile or only
when an action takes place that is connected to the ad
(perhaps occurring on the advertiser’s site immediately
following a click on the ad or perhaps occurring a few days
after viewing the ad or clicking the ad), such as a click on
the ad, a registration on the advertiser’s site, a request for
information, a product acquisition, or the making of a phone
call.

Different implementations might be chosen depending on
the relative sizes of a profile owner (in terms of number of
profiled visitors; note that the profile owner may also be a
databank) and a media property (in terms of number of
visitors). In cases where the media property has many
visitors and is considered to have an extensive reach

“reach” is a figure used to express the percentage of the
population using a media that visits the media property; for
example, Valueclick, a web-based ad network of sites
reaches 80% of the US web population), a profile owner
might transfer to the media property all visitors within the
categories requested by the media property, because the
probability of finding a profiled visitor within the media
property’s ad space is high (in the case of Valueclick, the
probability is 80%).

In cases where the media property’s reach is not very
significant, but the profile owner has a relatively large
number of profiles, the media property may choose to make
its visitors accessible to the profile owner to check whether
the profile owner can enhance the profiles of some of its
visitors, in the ad categories of interest to the media property,
instead of having the profile owner send all of its visitors in
the categories of interest, because, as a result of the media
property’s low reach, only a small percentage of visitors sent
to the media property by the profile owner will later choose
to visit the low-reach media property.

PUBLIC NOTICE REGARDING THE SCOPE OF
THE INVENTION AND CLAIMS

The inventor considers various elements of the aspects
and methods recited in the claims filed with the application
as advantageous, perhaps even critical to certain implemen-
tations of the invention. However, the inventor regards no
particular element as being “essential,” except as set forth
expressly in any particular claim.

Although the invention has been described in terms of
preferred embodiments and generally associated methods,
the inventor contemplates that alterations and permutations
of the preferred embodiments and methods will become
apparent to those skilled in the art upon a reading of the
specification and a study of the drawings.

I claim:

1. A method of causing delivery of electronic advertise-
ments based on provided profiles comprising: (a) with a
computer system automatically storing, in a central database
associated with the computer system, profile information
associated with a visitor, as a result of electronic receipt
from a profile owner computer of indicia of the profile
information, which profile information associated with the
visitor matches a profile or kind of profiles requested by an

14



US 10,984,445 B2

15

entity controlling the computer system, wherein a tag asso-
ciated with a visitor device serves as a link to the profile
information associated with the visitor; (b) wherein the
profile owner computer is programmed: (i) to automatically
select a media property entity of a plurality of media
property entities based on a comparison of (A) profile
information about a visitor who electronically accessed
electronic apparatus of a profile supplier with (B) a plurality
of stored requests from the plurality of media property
entities, one of which media property entities is the entity
controlling the computer system, each stored request being
for requested profiles or kinds of profiles, which plurality of
stored requests includes the profile or kind of profiles
requested by the entity controlling the computer system, and
(i1) when the media property entity is the entity controlling
the computer system, to automatically arrange for electronic
storage of a requested profile linked to the tag that is
associated with the visitor device, the tag being readable by
equipment that is part of the computer system of part (a); and
(c) later, when the visitor device is available to receive an
advertisement, with the computer system, (i) using the tag of
part (a) that is associated with the visitor device to access the
profile information stored in the central database, and (ii)
using the profile information linked to the tag of part (a) to
automatically cause delivery of an electronic advertisement
to the visitor device, wherein the electronic advertisement is
dependent on the profile information associated with the
visitor.

2. The method of claim 1 wherein the profile information
associated with the visitor is derived from the visitor’s
activity using a first device, and wherein the visitor device
that is available to receive an advertisement is a second
device of the visitor.

3. The method of claim 2 wherein the first device is a
computer of the visitor and the second device is a mobile
phone of the visitor.

4. The method of claim 3 wherein the tag identifies the
mobile phone.

5. The method of claim 3 wherein the profile owner
computer is programmed to automatically select a media
property entity using profile information about the visitor
that was derived from the visitor’s activity using the com-
puter of the visitor, which profile information was received
by the profile-owner computer as a result of URL redirection
from a website that is served by the electronic apparatus of
the profile supplier, which website is accessed by the com-
puter of the visitor.

6. The method of claim 2 wherein the second device is a
computer and further comprising, after parts (a) and (c), with
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the computer system electronically reporting information
about delivery of the advertisement to the second device,
which report is provided to a profile owner controlling the
profile owner computer.

7. The method of claim 6 wherein electronically reporting
comprises automatically placing the second device in com-
munication with computer equipment controlled by the
profile owner, via URL redirection from the computer sys-
tem, when the computer system utilizes the tag to cause
delivery of the advertisement.

8. The method of claim 1 further comprising, after parts
(a) and (c), with the computer system electronically report-
ing information about delivery of the advertisement to the
visitor device that is available to receive an advertisement,
which report is provided to a profile owner company con-
trolling the profile owner computer.

9. The method of claim 8 wherein reporting further
comprises automatically electronically identifying to the
profile owner company one of a plurality of profiles or kind
of profiles used in association with delivery of the adver-
tisement.

10. The method of claim 1 wherein the profile owner
computer is programmed to automatically select a media
property entity using profile information about the visitor
that was derived from the visitor’s activity using the visitor
device.

11. The method of claim 10 wherein the profile informa-
tion was received by the profile-owner computer as a result
of URL redirection from a website that is served by the
electronic apparatus of the profile supplier, which website is
accessed by the visitor device.

12. The method of claim 1 wherein the tag comprises
personally identifiable information identifying the visitor.

13. The method of claim 1 wherein the profile owner
computer being programmed to automatically arrange for
electronic storage of the profile information linked to the tag
associated with a visitor device comprises the profile owner
computer being programmed to perform automatic redirec-
tion to a URL provided by the selected entity to place the
visitor device in communication with computer equipment
controlled by the selected entity to enable storage, in a
central database associated with the computer equipment of
the selected entity, of the profile information linked to the
tag that is associated with the visitor device.

14. The method of claim 1 wherein the apparatus of the
profile supplier operates in the Internet and the equipment of
the selected entity utilizes the profile data to cause delivery
of the electronic advertisements on a television of the visitor.
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