GEO-FENCED VIRTUAL SCRATCHCARD CROSS REFERENCE TO RELA1ED APPLICATIONS
[001]This application claims the benefit of U.S. Provisional Patent Application No. 61/376,756, filed
August 25, 2010, titled "Geo-fenced Virtual Scratchcard," the entire contents of which are hereby
incorporated by reference herein, for all purposes. 1IECHNICAL FIELD [2] The present invention relates
to advertising systems and methods and, more particularly, to location-based advertising systems and
methods. BACKGROUND ART [3] Location-based advertising LBA) Is known. However, known LBA
systems have limitations, in tha %&EEWSVMWW thEHeARELnever a user is within a
predetermined distance of a fixed location, such as the location of a merchant. Such systems lead to
confusion and disinterest by users, because the advertising messages do not motivate the users to move
toward the merchant's location. SUMMARY OF EMBODIMENTS [4] An embodiment of the present
invention provides a computer-implemented method of displaying a geo-fenced advertisement on a
wireless mobile communications device of a user. The advertisement is associated with a business, and
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the advertisement, is automatically caused to be displayed on the mobile communications device.
TECHNICAL FIELD

[002] The present invention relates to advertising systems and methods and, more

particularly, to location-based advertising systems and methods.

BACKGROUND ART

[003] Location-based advertising (LBA) is known. However, known LBA
systems have limitations, in that these systems display advertisements whenever a user is
within a predetermined distance of a fixed location, such as the location of a merchant.
Such systems lead to confusion and disinterest by users, because the advertising messages

do not motivate the users to move toward the merchant’s location.

SUMMARY OF EMBODIMENTS

[004] An embodiment of the present invention provides a computer-implemented
method of displaying a geo-fenced advertisement on a wireless mobile communications
device of a user. The advertisement is associated with a business, and the business has an
associated business location. The method includes automatically receiving information
about a geographic location of the mobile communication device. While the mobile
communications device is within a first predefined distance of the business location, a first
version of the advertisement is automatically caused to be displayed on the mobile

communications device. While the mobile communications device is within a second
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[5] The term "while" does not necessarily mean for the entire time. For example, the first version of the
advertisement may be displayed for only a portion of the time the mobile communications device is within
the first predetermined distance of the business location. Furthermore, the distance between the mobile
communications device and the business location may be measured in two or three dimensions. The
mobile communications device is typically a wireless communications device, such as a mobile
telephone. [6] Optiona{%, automatically causing display of the first version of the advertisement may

include autorREafEAMPE AliEmgidpiayhonte figttvaredsHnstidds Bacered e Rrsiraie feeatiRibike

communicatioR® e Vvigsién BN Re iR aredefingdHintance Rfda brginasselerairnand at least
the second predefined distance from the business location. For example, the first version of the

advertisemerfUfRBEIr dysiasrdd i tria e ondhedrabilmrestBHBIsRABR 48 Yifthin a band surrounding

the business ggafion, but ngk:wijlg thgmebilg.comsmunpisations davise fs-witbinfhg segrnd-gredetermined
distance of the business location. [7] Oﬂgﬂtionally_, automatically causing display of the first version of the

advertisemerftAiaR! Sn G dH shutshiRitieA e s caispla) ot RA S PAEXAET &8 1P B tA P OB AEERent only
while the mobiilg.cammsmicatignssiavieRis withie thefinshrrdgfine-distanae @fibaResiress location.

Similarly, automatically causing display of the second version of the advertisement may include

automaticallyPUaiRsiid gy BItheralesnids SremiroPahucavBriSRIE EIRRIDII GRS FRvisie
communicatighg deyisesincsitibadivhseegnserredeiinadidisiancs ehihe huripgssslorationodil Optionally,
while the mobile commupnications device is within a predefined redemption area, the user of the mobile
communicatiGRE EEDiERtOTy ds¥ich i HYRIRAAK Bifrders IRRTEIHGRYE T 45 Her athiEhnatie iy Riktused
notification ofdh@nssRr of the mobile communications device. This notification may be in the form of a
visual and/or audio signal. [009]Optionally, while the mgbile communications device is within the second

predefined di}%ke of the HRY JotufRtisAlyrerula citBIviRh e ARSEriSENBNP P be
automatically,rpeaaleda theynahiledeommounication s dgwee d[ G0 PlGptenally: whilothemgkile

communications device is within the second predefined distance of the business_location, if there is

received a sigMTHESTIRRG YA e DOPIIS AR YR ORISR M RCanHATa ks Erh REdsiingdon with

display of thegsga@rdoretsiosusihtie rdugsiseRaent|tharenaycbedapietsaticallicalisetddmvelation, at the
mobile communications device, of an offer associated with the advertisement, in respgnse to receiving the

signal. [0011]3}06%alRr 2380y GEMRcotiidLe e U Alidhr v tisanetisBine ht Wisplefide causing

display, on theHilohile ¢asBmuisatitmidevise, ehaceirtyialBaratahbaid. doradeidian, ¢rRusIRgEsyelation of
the offer comprises, in response to the user iné)ut, may automatically_cause al.t%.ration of at Iedast a portion

of the display@UfthaPebrafin e sthase e SPRE WHRgtions device is - within the - secon

predetermined distance of the business location.

[007] Optionally, automatically causing display of the first version of the
advertisement may include automatically causing display of the first version of the
advertisement only while the mobile communications device is within the first predefined
distance of the business location. Similarly, automatically causing display of the second
version of the advertisement may include automatically causing display of the second
version of the advertisement only while the mobile communications device is within the
second predefined distance of the business location.

[008] Optionally, while the mobile communications device is within a predefined
redemption area, the user of the mobile communications device may be automatically

notified. That is, there may be automatically caused notification of the user of the mobile



[0012]Optionally, automatically causing revelation of the offer may include revealing the offer only in
response to receiving the signal. [0013]Optionally, automatically causing revelation of the offer may
include revealing the offer only in response to receiving the signal while the mobile communications
device is within the second predefined distance of the business location. [0014]Optionally, receiving the
signal resulting from the user input on the mobile communication device may include receiving a signal
resulting from a wiping gesture performed on the mobile communication device. [0015]Optionally, causing
revelation of SREVBHEIHESPERYHE cADiINY idatialonef Ba sHéaHatms %ﬁdVé?’ﬂ# iPOnSErovides an
input into thegpghile communication device while the mobile communications device is within the second
predefined distance of the business location. [0016]Optionally, information about the advertisement may

be stored in 4408mory of thPHIBBIE Wi CaRkIHs GeviRE 2Rk Aty it Uiy Besersprhy of the

second versigp-@éfiedagierizentant may R udeaomabeRHY SRR disilalchdhe-$eeRaM version of
the advertisement in response to the user accessing the stored information about the advertisement.

Storing the infsRstearsisete ekt e map g e B itheeithile communications device may

include creatjgy@a bookrogskotihiie Wi ety ol ainmaticriisRURINEJisRlan@af dhessesand version of
the advertisement in response to the user accessing the stored information about the advertisement may

include autorRERHEEAMFEAiRimGeRS phey b s siacaHanydtisiedr drscirfrbiidgnab s eg JiRe o the user
accessing th%&@%ﬁﬁﬂﬁ ROhARt IRt BRiBRSRSIRIEH Q@ﬁé@ﬁﬁ%ﬂ%ﬁﬂwsmﬁy henecsibsad, by a

computer, during an initialization phase, and the received associated business location may be stored in a

database. ARETINR it ASHIpHASY; MstHMor Avpaisehscamsbra datitted frodrtind a

selected serviemaigipitehintRimation agsogiatacydthdheratlanst ereatdhrfelrcieshpradust and the
selected service may be received via an automated telephone interactive voice response (IVR) system.

The advertiséfieniRaFsieatomatically generated using the stored associated business location, the
received info[guatipn aboutdbgahleashenaoditptselesiesepsadvetanddhtsalpetataaimieraand the

received associated price information. Information about the generated advertisement may be stored in

the database!"6Yg&&qtERE I RES SR RIS ROMABBIRARN glen st e yvual srshearhybe used to
cause the displayiof theuliis aockReRANG BESISIRS QoiprRgYEtiSespemde to the user input, may

automatically cause alteration of at least a portion of the displayed virtual scratchcard, so
as to reveal the offer.

[0012] Optionally, automatically causing revelation of the offer may include
revealing the offer only in response to receiving the signal.

[0013] Optionally, automatically causing revelation of the offer may include
revealing the offer only in response to receiving the signal while the mobile
communications device is within the second predefined distance of the business location.
[0014] Optionally, receiving the signal resulting from the user input on the mobile
communication device may include receiving a signal resulting from a wiping gesture
performed on the mobile communication device.

[0015] Optionally, causing revelation of the offer may include causing revelation
of an offer that is valid only if the user provides an input into the mobile communication
device while the mobile communications device is within the second predefined distance

of the business location.



[0018]Another embodiment of the present invention provides a tangible, non- transitory
computer-readable medium having computer code stored thereon for displaying a geo-fenced
advertisement on a wireless mobile communications device of a user. The advertisement is associated
with a business having an associated business location. The computer code includes computer code
configured to automatically receive information about a geographic location of the mobile communication
device. The computer code also includes computer code configured to, while the mobile communications

device is witH®026kirst predptiiiystifesditivre Bheeds IGSaaBIcRGHnTatcaly ¢4isd display, on the

mobile commyaicatonsHe Vikdie! @ iatNROR Ae-adREISAIPAN ARG OMP HISHSPEE @lsO includes
computer code configured to automatically cause display, on the mobile communications device, of a

second versiStFoRdnECERR 9ic S ity AHRSFRFRUARY tH IS daiimicHlth e aagidsphaniwhfe the mobile
communicatigas e ViessisividhingR sesrnakprraefinedediiances legs than thedishpredefingdpistance, of

the business location. [0019] Optionally, the computer-readable medium may also include computer code

configured tol FOHBARCARPOH R MRS BRI crbEN & 3 B% N oo tRAMKI e AL eBIvRItEEE Ebde

configured tojgutaepalicallyicaussdlisRimnRhibaibnt weisiomsf tharkdverisement MakiRsikide computer
code configured to automatically cause display of the first version of the advertisement while the mobile

communicatigisBRDRIY:iENRIGMMiS e Fkt prslimme of dhtarcnd e Huel{Be SISBHSMEHd at least

the second prgdeinsddistance{epmcteeshissinessdreptipnhaisxanmieHbadvsiiersan phihe
advertisement may be displayed while the mobile communications device is within a band surrounding

the business A8t RURPAGARRiEAHTE & IHRA¥ o i scaits st & vihiAdratseRsl Bredetermined

distance of thesBusipesshioaatiarci0Grd Iptishalixsithe computer code configured to automatically cause
display of the first version of the advertisement,maé/ include computer code configured to automatically

cause displayMfiHle first vérBIMNYhdhsa RSP asEIREnPBIIE S hIREHHE BB RontrhtiNfichtiBis Yevice is
within the firstprpdefingdidistanariofitheclysinesaleertiereRtnilashoi gl caspitaneads eegfigured to

automatically cause display of the second version of the advertisement may include computer code

configured toPSutRd B giabass. ddihihertitalzuimrhassi o oRobs ahlettt SRF WHlle the

mobile commipieRtigisdRYiSRiS Witkirdhe seconsiniadeiimochdistanasRida huginessdaeaiion.
[0022]Optionally, the computer-readable medium macmgclude computer code configured to automatically

notify the usé"5t théh SHITE LD AT ARDARCRAFEE AE TR TR B S RSUNIR ABoHY UBURL is within a
predefined redriptdien afRaclibat ioitleeriesponse (IVR) system. The advertisement may be

automatically generated using the stored associated business location, the received
information about the at least one of the selected product and the selected service and the
received associated price information. Information about the generated advertisement may
be stored in the database. Subsequently, the stored information about the generated
advertisement may be used to cause the display of the first and second versions of the
advertisement.

[0018] Another embodiment of the present invention provides a tangible, non-
transitory computer-readable medium having computer code stored thereon for displaying
a geo-fenced advertisement on a wireless mobile communications device of a user. The
advertisement is associated with a business having an associated business location. The
computer code includes computer code configured to automatically receive information
about a geographic location of the mobile communication device. The computer code also

includes computer code configured to, while the mobile communications device is within a



may be automatically caused notification of the user of the mobile communications device. This
notification may be in the form of a visual and/or audio signal. [0023]Optionally, the computer-readable
medium may include computer code configured to automatically reveal, at the mobile communications
device, an offer associated with the advertisement, while the mobile communications device is within the
second predefined distance of the business location. [0024]Optionally, the computer-readable medium
may include computer code configured to, in response to receiving a signal resulting from a user input on

the mobile cdfithiFieatiBelddviaach elssbciButRaRtPeMIoRy R EEEnaYessiBP B thenathertisement

and while the,piille eMMmiAIaHIANS devie isithirithesacond sredafinedrdistangsuet thribusiness
location, automatically cause revelation at the mobile communications device of an offer associated with

the advertiseAhShinfdistes|epapHamEoffe COBRt EbdBtepmtigiis iy catiseltNsnay it tHebilscond version

of the advertiggRIRIMiTARBIE e 8COMPYRH P IE GORTIGUIRMIR GRISRHIERIATeOR TREGIMRDIRS(
communication device, of a virtual scratchcard. In addition, computer code configured to cause revelation

of the offer cORpIRaeY, the rbysaisa@ tnwhisethmpbits spmHarMertens slster e Suw B Rfgtsetdo

automaticallysausmaiteration ot atdeasha prrtpaiefitee displiryest idwaksriatrRaam. so as to reveal the
offer. [0026]05)‘tionally, the computer code contigured to automatically cause revelation of the offer may

include compi¥ode corfABiirBalks BGesriryGHET AR NELBhIBRY At iRrydhe SBPIET

[0027]Optiongdye thafampuiepsasemeanfigureddariomeationly Lavse revelation of the offer may include
computer code configured to reveal the offer only in response to receiving, the signal while the mobile

communicatiéM28bvice is QRHMIE B 6AIRBHSHERT R RIS RY Hbseansetisniay of

the first version of the advertisement may include computer code configured to
automatically cause display of the first version of the advertisement while the mobile
communications device is both within the first predefined distance of the business location
and at least the second predefined distance from the business location. For example, the
first version of the advertisement may be displayed while the mobile communications
device is within a band surrounding the business location, but not while the mobile
communications device is within the second predetermined distance of the business
location.

[0021] Optionally, the computer code configured to automatically cause display of
the first version of the advertisement may include computer code configured to
automatically cause display of the first version of the advertisement only while the mobile
communications device is within the first predefined distance of the business location.
Similarly, the computer code configured to automatically cause display of the second
version of the advertisement may include computer code configured to automatically cause
display of the second version of the advertisement only while the mobile communications
device is within the second predefined distance of the business location.

[0022] Optionally, the computer-readable medium may include computer code
configured to automatically notify the user of the mobile communications device, while

the mobile communications device is within a predefined redemption area. That is, there



[0028]Optionally, the computer code configured to receive the signal resulting from the user input on the
mobile communication device may include computer code configured to receive a signal resulting from a
wiping gesture performed on the mobile communication device. [0029]Optionally, the computer code
configured to cause revelation of the offer may include computer code configured to cause revelation of
an offer that is valid only if the user provides an input into the mobile communication device while the
mobile communications device is within the second predefined distance of the business location. [0030]

Optionally, th@¥bPsFUtePAsisalY ra RN P IRl thfcesimbiite mabdls eonfiytrsyiRNs e ifformation

about the adveftispmeiibehe By RE BaeeRilseammimicationg gayice. The computer code
configured to automatically cause the display of the second version of the advertisement may include

computer cod®@shfigured RPEeRsHyatiBalgrERISe drsRRlcofelIWBCEMY Vskids efmtigEveisement in

response to g Hegf-aceesaingifR Mrecviniormaton aRBHE the ARVRIESEME NeVibe campgter code
configured to store the information about the advertisement in the memory of the mobile communications

device may ineiagieedphiiecstistisrmgii-etiide he dBobiERINBRABYSRER KIS the'HERBE), and the

computer codg-eaafigeuachta awamatitally sausadiselaypf the second version of the advertisement in
response to the user accessing the stored information about the advertisement may include computer

code configuf88 automatiedmr RSB RPRRN 5 tivadebico mer JRiB JRAYT thie usdgveridsrsEMaffresponse to
the user accegsifguiee ROGKMAPknlOA3 HARIRRAlY dha camBHiersardakle Madivmmandpakide

computer code configured to receive the associated business location, by a computer, during an

initialization PIRANBMHILRErIiicFedBivatiosiditatttih Limkes 1Balisn SFeadaital®. PheBBmputer code

may be configgveditemafierahe witiRlizatompbasesdeetiveifsinaionahoutahlaasioneoha selected
product and a selected service and price information associated with the at least one of the selected

product and tedsdinededisincicd hha et insaanetupipsticatie FakeR SeVEiRio R ah s SBUR) system.

The computegoiaatailainedivicsshainsitgdasosaederepdr aaniguearie automatically generate the
advertisement using the stored associated business locatign, the received information about the at least

one of the sel@®d producPRHAME stie SRR icRISHPIHS Psleived s Hepi Phife SRFBPhation. The

computer coderiay &reteoadigHretRBtare/informatiomphertiae oamratar odvasisament inthe
database. The computer code may be configured to subsequently use the stored information about the

generated ad¥&r ©FCIBRARSEIRT: dgisaybrandrid: serefdsesh b e g o FRPUIR it ment.

[0032] Yet anpdadizerbeaslitnaet of dhaipresemtioyratiomprevidas @spyaienvlgicdisplaying, aggo-fenced

advertisement on a wireless mobpile communications device of a user. The advertisement m%y be
C

associated willy 445 FIRBRECH S0 S SUEGLIQHAY BUAHTAEY faustiBie*HSYstERAHARIELR Rication

module configi#adgnyeseivednioraaiian akoaitd geegraehierdecation of the mobile communication
device. An a(ﬁiﬁg@ement module is configured to, while the mobile communjcations devi'é:e is within a first
[

predefined d of the QBEW’I{JB:%%W%@W%%%E SR L0 AUSR GHIHE WS FTe @iffnunications
device, of a fisstiversfonmiyhechdicestispmentolbe adieiidgamanemasldgts algg aordigoned o, while the
mobile communications device is within a second predefined distance, less than the first predefined
distance, of tHEBULIRERISPAton, automatically cause display, on the mobile communications device, of
a second verpiopAf the adepriisemgnhedifaigné tbadetbenficsivesianehtiie Algueitisamenttion
[0033]Opt|0n(a)1p ¥Flﬁ;[k(]) fg%/ ?rtlg}rlnnggla dea lcso%ll[r)]gtlcltjrdceo elecr(r)]r? iggﬁrgg QI)I %J\Ega %ﬁepgfrffe(%r(r)?ﬂy in response to

receiving the signal while the mobile communications device is within the second

predefined distance of the business location.

[0028] Optionally, the computer code configured to receive the signal resulting

from the user input on the mobile communication device may include computer code

configured to receive a signal resulting from a wiping gesture performed on the mobile

communication device.



any of the methods described above or include any of the functionality described above, with respect to
the computer code of the computer-readable medium. [0034]Optionally, the advertisement module may
be configured to automatically cause display of the first version of the advertisement while the mobile
communications device is both within the first predefined distance of the business location and at least
the second predefined distance from the business location. For example, the first version of the
advertisement mai/obe displayed while the mobile communications device is within a band surrounding

the business [}&&fion, but ABUARIBYHEGTEBIRIEE FRAESRBTIFHE LI FAwSe oxpligTeddBemifBredetermined
distance of thg Qusiness desaing: J0A3BIRRiRaly. dhsAdveTisSME T opdHIB A% ReCSigrTed to

automatically cause display of the first version of the advertisement only while the mobile communications
device is witHfif thecfirBEPrdae e dnaitdAce Bethecbileiresunypisatian Siaviesyite s dre8Ement module

may be confighigaia@uiamaticallycaras disklayel fhasrrantvaiion Gk harduadisgment only while
the mobile communications device is within the second predefined distance of the business location.

[0036]0ptionEIRthe advefdBEmRaRY niBeINRMREFHELRIR) iretits ad MG R SRR ETecder of the

mobile commupicatieastgeyise. Wit makile ernRaveiGatiass daviceisnwithioapeedriined
redemption area. That is, there may be automatically caused notification of the user of the mobile
communicati6ASBEDicatianssYtficforP By B drrenbairet o weomatisalyr qusrdisglisalay

[0037]Optiongfiyhtheeasherigsimiett mrdWe Ravhencenigureride auipmaicalde configured to
automatically cause display of the second version of the advertisement in response to the
user accessing the stored information about the advertisement. The computer code
configured to store the information about the advertisement in the memory of the mobile
communications device may include computer code configured to cause creation of a
bookmark in the memory, and the computer code configured to automatically cause
display of the second version of the advertisement in response to the user accessing the
stored information about the advertisement may include computer code configured to
automatically cause display of the second version of the advertisement in response to the
user accessing the bookmark.

[0031] Optionally, the computer-readable medium may include computer code
configured to receive the associated business location, by a computer, during an
initialization phase and store the received associated business location in a database. The
computer code may be configured to, after the initialization phase, receive information
about at least one of a selected product and a selected service and price information
associated with the at least one of the selected product and the selected service, via an
automated telephone interactive voice response (IVR) system. The computer-readable
medium may include computer code configured to automatically generate the
advertisement using the stored associated business location, the received information about
the at least one of the selected product and the selected service and the received associated
price information. The computer code may be configured to store information about the

generated advertisement in the database. The computer code may be configured to



reveal, at the mobile communications device, an offer associated with the advertisement, while the mobile
communications device is within the second predefined distance of the business location.
[0038]Optionally, the advertisement module may be configured to, in response to receiving a signal
resulting from a user input on the mobile communication device in association with display of the second
version of the advertisement and while the mobile communications device is within the second predefined
distance of the business location, automatically cause revelation at the mobile communications device of

an offer assoWRIEAURAY tHEC ARG ERMBAITEOR0] Eistb bR EcifEaLRsl edSEIFREIRE Hh I GRS Y ehe

configured togayse digpRlayscminemable-semmmicadanfexies: of a virtual scratchcard. In addition, the
advertisement module may be configured to, in response to the user input, automatically cause alteration

of at least a J8PHdh of the disprREBYiRTRPSERSRheR RS R5eaSHoIPEGRAPRNRIQFERS [AGABRDbdhally, the

advertisemen;{pRYule Mesolercentiaveeckiontayml ANeiRilas AbKiR RIRANSR IQJSRCEVIDE Hhe signal.
[0041]Optionally, the advertisement module may be configured to reveal the offer only in response to

receiving the &g dhf RIS HSSMER; B RO RIS IERIRshY o i BB SRGHHRY the babngiyrddted distance of
the business geaiiaNTHOQGHRNHeRALY athR AdERISRMeMadHRMaYhe ¢ofigdied Bsecgive the

signal resulting from the user input on the mobile communication device by receiving a si?nal resulting

from a wipingPERERNEDAF8HR GloMtnBPREBiRO BEREATIeAt Y Idevide, advertisement module is

configured to, while the mobile communications device is within a first predefined
distance of the business location, automatically cause display, on the mobile
communications device, of a first version of the advertisement. The advertisement module
is also configured to, while the mobile communications device is within a second
predefined distance, less than the first predefined distance, of the business location,
automatically cause display, on the mobile communications device, of a second version of
the advertisement, different than the first version of the advertisement.

[0033] Optionally, the system may also include elements configured to perform
any of the methods described above or include any of the functionality described above,
with respect to the computer code of the computer-readable medium.

[0034] Optionally, the advertisement module may be configured to automatically
cause display of the first version of the advertisement while the mobile communications
device is both within the first predefined distance of the business location and at least the
second predefined distance from the business location. For example, the first version of the
advertisement may be displayed while the mobile communications device is within a band
surrounding the business location, but not while the mobile communications device is
within the second predetermined distance of the business location.

[0035] Optionally, the advertisement module may be configured to automatically
cause display of the first version of the advertisement only while the mobile
communications device is within the first predefined distance of the business location.

Similarly, the advertisement module may be configured to automatically cause display of



[0043]Optionally, the advertisement module may be configured to cause revelation of the offer by causing
revelation of an offer that is valid only if the user provides an input into the mobile communication device
while the mobile communications device is within the second predefined distance of the business
location. [0044]Optionally, the advertisement module may be configured to store information about the
advertisement in a memory of the mobile communications device. The advertisement module may be
configured to automatically cause the display of the second version of the advertisement by automatically

causing displdlf 8¢¢pRASEEsNg Q& FBfordse T REVERILE WBIE MG aRpRIHsENBTHRIGAEY R4S the stored

information aRaui:ieadusiiseanemnted bR @vesiseMRBIHRQMIg Y be configured to store the
information about the advertisement in the memory of the mobile communications devicectéi1 causing

creation of a f99@Mark in tRetineHBrhaAdvaTEssRGaHBEAN N PIMOBEIECRTEZIISE édrHiIrat® Mutomatically

cause displaygifhensarepdivaksiRpmitheRavartssneat i resRansthionkiBiksEsArkARSIAGNe stored
information about the advertisement bi automatically causing display of the second version of the

advertisemerfleirGeEpBHEE & RS CeBuHgAE D oMhrkh s RstvHAMAFR M gdeE ement

module may RegRAfIGHISAHE F8GEHeHO RO CiHBAURHINGESIOGRREOhR SFRARIM BN FHE Y an
initialization phase and store the received associated business location in a database. The advertisement

module may B Egtighiretss andeirudifti®ation phase, receive information about at least one of a
selected progygsand a selwﬁﬁyy@ﬁ aBekRIiskIMORDAtIRMASSESIasRH it teaatdpastane of the
electe

selected product and the s d service, via an automated telephone interactive voice response (IVR)

system. The HorGahtidiethie MAbidd A mEy sRieBhAgIFsd 1 AffitAvatciaifrd guith hfethe HavBR e ment using

the stored asgpaiatad Rissinessipsatiomidns decrRly advinfarmadieBcah@wrdbermtirastcoe of the selected
product and the selected service and the received associated price information. The advertisement

module may B&REHAGEA R o store information about the generated advertisement in the database. The

advertisemerpo3ggule maypasanygteddaauRaray anihnusadhestergiintamaiaaspbaid dhe generated
advertisement to_cause the displai/ of the first and second versions of the advertisement,

[0046]OptionRyIYHE & stemineiiiReifien AdtirtaieHiBdiif RoRHG eI HEEATHERR dBuse

notification ohtheciishafiinedmsipile EamRudbitRtioRpARYIaR yhitaitkmenohile Gommueisataes device is
within a predefined redemption area. [0047|Optionally, the advertisement module may be configured to
automatically"REVE4MISTHRES HBHE SoMitaiered eurdsiar hap sttt a0 isement,

while the mohilespmAUNicatio RS davisedsMy thisbilecsatamnd pirdsiired distancgref ko luginess
location. with the advertisement.
[0039] Optionally, the advertisement module may be configured to cause display,
on the mobile communication device, of a virtual scratchcard. In addition, the
advertisement module may be configured to, in response to the user input, automatically
cause alteration of at least a portion of the displayed virtual scratchcard, so as to reveal the
offer.
[0040] Optionally, the advertisement module may be configured to reveal the offer
only in response to receiving the signal.
[0041] Optionally, the advertisement module may be configured to reveal the offer

only in response to receiving the signal while the mobile communications device is within

the second predefined distance of the business location.



[0048]Optionally, the advertisement module may be configured to, while the mobile communications
device is within the second predefined distance of the business location, receive a signal resulting from a
user input on the mobile communication device in association with display of the second version of the
advertisement. In addition, the advertisement module may be configured to, in response to receiving the
signal, automatically cause revelation, at the mobile communications device, of an offer associated with

the advertisement. [0049]chipnallgf, the advertisement module mag be configured to store information
about the adV@Pdment in@PHS by BE thd FbITRSEb MM Fc AN B dEER s hRiitrsAl théhe

advertisemenggnocils gy hensanfiaueshinesiamaticle st dhr displanaliy secpndggrsion of the

advertisement by automatically causing display of the second version of the advertisement in response to

the user accesEbranel s EaThoNR PR BB URTHE S et SRt BRI ROy BifSHAN eSSy stem may

include an adygisiement aggigpgyle grnfiaveeckicraceedddringhandpitiglizatiaadhaseatiie associated
business location and store the received associated business location in a database. The advertisement

add module As¥§1BERRhShc oG e F18s ARSIt aizatiorlishdbe, iecehd, ARl dh B6tdRsated

telephone intgraive MPigSuieRRAMSSIMR) RYstamidiieraalien whnutiat ieaste eopabaieglssted product
and a selected service and price information associated with the at least one of the selected product and

the selected S8WfgdS YiHEIA Rerteiderdeorrl dinanrpaldbnhytincastositdmatically generate the

advertisemernhys)g the stoisghasspcigied usinesadacatipauibe iRgeived iofprsnaiipnabastthe at least
one of the selected product and the selected service and the received associated price information. In

addition, the SHOBAIESMEPRUH BifLAd YAy BRERL T Ure B o6y seb @G RS R aB iRy dakicsed

advertisementiip HiRdaianase AbduRy BsSapeotifsRdh eostatemintarmatiasaneWiiprgenerated
advertisement to cause the display of the first and second versions of the advertisement. BRIEF

DESCRIPTIGROIE THEBDRAWIRGE 65T THeIMAHaBH Y Becristeeniliima ofstiB By ferring to the
following DetadrebPesaiiiinr ekSnratific EpbadinentuircruieianvibdhenRianingsasduvhich:
A T A A T—
about the advertisement in the memory of the mobile communications device by causing
creation of a bookmark in the memory, and the advertisement module may be configured
to automatically cause display of the second version of the advertisement in response to the
user accessing the stored information about the advertisement by automatically causing
display of the second version of the advertisement in response to the user accessing the
bookmark.
[0045] Optionally, the advertisement module may be configured to receive the
associated business location, by a computer, during an initialization phase and store the
received associated business location in a database. The advertisement module may be
configured to, after the initialization phase, receive information about at least one of a
selected product and a selected service and price information associated with the at least
one of the selected product and the selected service, via an automated telephone interactive
voice response (IVR) system. The advertisement module may be configured to
automatically generate the advertisement using the stored associated business location, the
received information about the at least one of the selected product and the selected service

and the received associated price information. The advertisement module may be
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embodiment of the present invention. [0053]Fig. 2 is a diagram of an array of tiers for several geo-fenced
advertisements similar to the embodiment of Fig. 1, according to an embodiment of the present invention.
[0054]Figs. 3-11 are hypothetical screenshots from a mobile communications device with an
advertisement, in accordance with an embodiment of the present invention. [0055] Fig. 12 is an
exemplary QR code for use in an embodiment of the present invention. [0056]Fig. 13 is a hypothetical
screenshot from a mobile communications device with an advertisement, in accordance with an

embodiment ftHgud denticdAtRSMAcUS 2oy, e Eeacsipd bt irsenait dha frtbass bhgroviding
advertisemenjg,agcardincioan empedingnLefiine @ﬁ%’é&ﬁﬁéﬁ‘t‘g@ﬁ&@ﬂre[%@i higodmidhyBetpetical web

form for signing a merchant up to place advertisements, according to an embodiment of the present

invention. [00B9|EEcHE s A SatEeiimhie mauts thsedisniy flethsobiftomdigeaand versions of the

advertisement.

[0046] Optionally, the system may include a notification module configured to
automatically cause notification of the user of the mobile communications device, while
the mobile communications device is within a predefined redemption area.

[0047] Optionally, the advertisement module may be configured to automatically
reveal, at the mobile communications device, an offer associated with the advertisement,
while the mobile communications device is within the second predefined distance of the
business location.

[0048] Optionally, the advertisement module may be configured to, while the
mobile communications device is within the second predefined distance of the business
location, receive a signal resulting from a user input on the mobile communication device
in association with display of the second version of the advertisement. In addition, the
advertisement module may be configured to, in response to receiving the signal,
automatically cause revelation, at the mobile communications device, of an offer
associated with the advertisement.

[0049] Optionally, the advertisement module may be configured to store
information about the advertisement in a memory of the mobile communications device. In
addition, the advertisement module may be configured to automatically cause the display
of the second version of the advertisement by automatically causing display of the second
version of the advertisement in response to the user accessing the stored information about
the advertisement.

[0050] Optionally, the system may include an advertisement add module
configured to receive, during an initialization phase, the associated business location and
store the received associated business location in a database. The advertisement add
module may be further configured to, after the initialization phase, receive, via an

automated telephone interactive voice response (IVR) system, information about at least
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[0060]Fig. 17 is a selection menu for use in the web form of Fig. 15. [0061]Fig. 18 is a schematic diagram
describing options for a user console for use, in accordance with embodiments of the present invention.
[0062]Fig. 19 (shown in more detail in Figs. 19A and 19B) is a schematic flow chart defining exemplary
processes for determining details about how ads are served, in accordance with embodiments of the
present invention. [0063]Figs. 20A and 20B (Fig. 20B is shown in more detail in Figs. 20B1 and 20B2)

contain a schematic flow chart showing possible interactions of a user with an advertisement, according
to embodimefit§ 6f ﬂﬁ@b%ﬁf%%rﬂﬂgrﬁ robssieErsrogeiand SusrHYREMRSINEABAdSIcEraatinga new ad

campaign, acgarding e SMpeients pfihe:PrRveitiRVRRIANIORESITIE- R24ranshezBrsaniain a

schematic flow chart showin%a process for creating a new advertisement, according to embodiments of

the present ifBhEBAOTHEEE LS. DBoRaliseihegsasr et i thewad erteeitieht using

business location, the received information about the at least one of the selected product
and the selected service and the received associated price information. In addition, the
advertisement module may be configured to store information about the generated
advertisement in the database and subsequently use the stored information about the
generated advertisement to cause the display of the first and second versions of the

advertisement.

BRIEF DESCRIPTION OF THE DRAWINGS

[0051] The invention will be more fully understood by referring to the following
Detailed Description of Specific Embodiments in conjunction with the Drawings, of
which:

[0052] Fig. 1 is a diagram of tiers for a geo-fenced advertisement, according to an
embodiment of the present invention.

[0053] Fig. 2 is a diagram of an array of tiers for several geo-fenced
advertisements similar to the embodiment of Fig. 1, according to an embodiment of the
present invention.

[0054] Figs. 3-11 are hypothetical screenshots from a mobile communications

device with an advertisement, in accordance with an embodiment of the present invention.

[0055] Fig. 12 is an exemplary QR code for use in an embodiment of the present
invention.
[0056] Fig. 13 is a hypothetical screenshot from a mobile communications device

with an advertisement, in accordance with an embodiment of the present invention.

[0057] Fig. 14 is a schematic flowchart of a process for providing advertisements,
according to an embodiment of the present invention.

[0058] Fig. 15 is hypothetical web form for signing a merchant up to place

advertisements, according to an embodiment of the present invention.
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interactive voice response (IVR), according to embodiments of the present invention. DETAIlI HD
DESCRIPTION OF SPECIFIC EMBODIMENTS [0067]In accordance with preferred embodiments of the
present invention, methods and apparatus are disclosed for generating and causing display on a mobile
communications device a geo-fenced advertisement. Local Offer Engine Overview [0068]A
Local Offer Engine provides a solution for location based advertising and marketing that is meant to be
effective for advertisers, non-intrusive for publishers and fun and easy-to-use for end users. The local

offers that aréB8Blished witEtH& By telecHan Bevoivsussal amphrawd iblications by incorporating an
ad-feed eithefpijyergh the p%e of A hosrlGdfen&nanadRh andvavelhineprperating a Local Offer Engine
S

software development kit (SDK) for various mobile platforms. Advertisers can use either the Local Offer

Engine web dR88 mobile figb khésta sedtmeaticestizgdiariscsRinmpaitne Hradsh fmsletos voice

response (IVRgsysied:dhedrih bibdaimeasbamil jrundarsigrdin the art. A user can provide
information into an IVR system by speaking, by pressing touch-tone buttons on a telephone, etc., and is

not limited tol8ABddimentd 8- WHicH I HoMskeudErib o dikes: TRy @t d YRNEUR HirImsHEl8s of

geo-sensitive-pifeiiinheandaepinsPoaied WihiedtheaapRRIANS s8HAMS oy HaRIg&KtRased offers,
to graphical/displa advertisin%offers, offers with redemption, virtual scratch-and-save offers, group
buying offers?4Hef Pesravith embodiments of the present invention.

[0063] Figs. 20A and 20B (Fig. 20B is shown in more detail in Figs. 20B1 and
20B2) contain a schematic flow chart showing possible interactions of a user with an
advertisement, according to embodiments of the present invention.

[0064] Fig. 21 is a schematic flow chart for creating a new ad campaign, according
to embodiments of the present invention.

[0065] Fig. 22A and 22B contain a schematic flow chart showing a process for
creating a new advertisement, according to embodiments of the present invention.

[0066] Fig. 23 is a schematic flow chart for creating a new advertisement using

interactive voice response (IVR), according to embodiments of the present invention.

DETAILED DESCRIPTION OF SPECIFIC EMBODIMENTS

[0067] In accordance with preferred embodiments of the present invention,
methods and apparatus are disclosed for generating and causing display on a mobile

communications device a geo-fenced advertisement.

Local Offer Engine Overview
[0068] A Local Offer Engine provides a solution for location based advertising
and marketing that is meant to be effective for advertisers, non-intrusive for publishers and
fun and easy-to-use for end users. The local offers that are published with the system can
be consumed within various applications by incorporating an ad-feed either through the
use of a Local Offer Engine API or through incorporating a Local Offer Engine software

development kit (SDK) for various mobile platforms. Advertisers can use either the Local
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[0069]The value of the offer engine for the publisher applications user base is in receiving a relevant,
time-sensitive, and location aware discount that is actionable. [0070]The value of the offer engine to
publishers consists of having a shrink- wrapped, non-intrusive, location based advertising component
within their application which monetizes with higher click-through rates and consequently higher revenue.
[0071]The value of the offer engine for advertisers consists of having a tool that can drive foot traffic of
people interested in the product or service to the merchandizing locations. The engine allows access
even to the siAfeENgMsAvebd StmrtHigERotth A dsHRS it had et tHis GYRRMENVR E8frifonent.

[0072]The offgrengine RIREQEPsHRIKG RS Reiacrampaddsine oratipnawaradminichplications with the
purpose of optimize serving of relevant, location aware ads within applications. Key Concept: Offer

Visibility Radfis (atrshied [prprajes ierieion infneint] \dt gescaybartrsaking B DIRSaHE s solution

uses a geo-feneing#BRCBRMALBROER lighd (Rol& thalder Blkigps@mURcanAR heaibnihe altitude
dimension which by default is set to all altitudes). These tiers are shown in Fi&é 1, as will now be

described. [OBAVRRKSOFEER e8I RIS GERhhtaRE 2RO IHE U SHESS BRhtdR (e

incorporated within the campaigns ranging from simple text based offers, to
graphical/display advertising offers, offers with redemption, virtual scratch-and-save
offers, group buying offers and others.

[0069] The value of the offer engine for the publisher applications user base is in
receiving a relevant, time-sensitive, and location aware discount that is actionable.

[0070] The value of the offer engine to publishers consists of having a shrink-
wrapped, non-intrusive, location based advertising component within their application
which monetizes with higher click-through rates and consequently higher revenue.

[0071] The value of the offer engine for advertisers consists of having a tool that
can drive foot traffic of people interested in the product or service to the merchandizing
locations. The engine allows access even to the smallest of advertisers that might not have
internet access through the IVR component.

[0072] The offer engine platform SDKs are in effect embeddable location aware
mini-applications with the purpose of optimize serving of relevant, location aware ads

within applications.

Key Concept: Offer Visibility Radius Variables
[0073] Given the complexity of geo-advertising, the SDK and server solution uses
a geo-fencing concept made up of 3 tiers (note that for all fences we can also specify the
altitude dimension which by default is set to all altitudes). These tiers are shown in Fig. 1,
as will now be described.
[0074] VRR - Offer Redemption Radius, the distance from the business location(s)

within which an offer that requires redemption can in fact be redeemed. This is validated

-14-



within which an offer that requires redemption can in fact be redeemed. This is validated by UPS, and
unless the device is in fact within the specified radius, the offer cannot be redeemed. This radius does not
apply to all ads, only those requiring redemption. [0075]v0V - Offer Visibility Radius, the distance from the
business location(s), not including the VRR, within which an offer can be viewed in full by a user. In this
area users can see all the pertinent details for an offer, unless the offer is a scratch and save offer, for
which the user only can "scratch” within the vRR. [0076]vTR - Offer Teaser Radius, the distance from the

business loc&oHIs); At iR ey AR RS R Josy, Witthintheniercalice fadiis ibg féer - cHuRlses is given a
glimpse of whaldigcalTerMAaSI bk pANTRTR R withindhe uMh i Qidgpiaactually see the offer

details [0077]The term geo-fenced" refers to the use of a tier system, such as the one just described, in

which only caP8iflelementt@Y anféRreMisbitibhR ey, Bk disinen Hrenaibsiisieese A9saiea(iar geographic

location, are pot AvpilpReRt ATrRRhoRRRIPRNIGIACATPP: VRS SIUCEY e SRR iNgr&ly
exemplary, more or fewer tiers may be used, and the shapes of the tiers may be ?‘E%c;%propriate
f

2-dimensionalssiseinieh &btk sREpentderrd; £95.2 ShisvSals S EmpIETHWh R Ve distinct

offering-businggs, IRFalivls (vBhe) BAS ahleastRae astive IRcatan-based offer. Offer Types 1. Text Offer
[0079]For a s&ecific set of publishers (trusted gublishers such as, for example, Poynt Corporation) an

option of conffT8kng the EXRorrEM FAtlFR o 4he dIRBrS Ry T KRt 1G5MEHUReEd by a
publisher basgel @i iRRIRRAEEHV RAkEAURSEBRAGHRS i@ feyward afCcaladeyveser Jaagien and user

e S YA T e DR TRege e L e ela A
the offer details.
[0077] The term ‘“geo-fenced” refers to the use of a tier system, such as the one
just described, in which only certain elements of an advertisement, offer, etc., which are
available at a particular geographic location, are not available at a different geographic
location. The tier structure shown is merely exemplary; more or fewer tiers may be used,
and the shapes of the tiers may be any appropriate 2-dimensional or 3-dimensional shape.

[0078] Fig. 2 shows an example in which each of five distinct offering-business

locations (vBLs) has at least one active location-based offer.
Offer Types

1. Text Offer
[0079] For a specific set of publishers (trusted publishers such as, for example,
Poynt Corporation) an option of constructing the text offer within the application is
provided. A text offer is constructed by a publisher based on an API request. The request
specifies a keyword or category, user location and user preferences. In response, the
system returns an offer that best matches the request. An exemplary API may include:
http://api.locoad.com/?lat=43.8&1ng=79.8&range=100
O&page=l&rpp=10&keyword=italian&preferences=p
izza,leisure&did={device id}&appid={publisher

app 1id}
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http : //aph locoad. com/nat=43.8ilng=79.8&range=100
0&page=1&rpp=10&keyword=htalhan&preferences=p hzza, lehsure&dhd= { devhce Id} &apphd=
{publisher app Id} [0080]In this request the lat & Ing parameters specify the users location, (such as in
terms of a latitude and a longitude), the range is the vOV (offer visibility radius, such as in meters), page is
the page of results to be shown, 'pp is the requests per page, keyword is a keyword associated with
search or content, preferences are user preferences in terms of categories. The maximum product of

page & requd8i8Pkr page Mdineass Rtk eerimesvarrsiyubs Bt P eéoBoFHshvBaNt someone

to just list all RT%@ﬁ?@&ﬂﬁh@%ﬂ@?ﬁ%@i@ﬂ@é}’ﬁf@Eﬁ}lgé'ﬁketllz’é%W%?f&ﬂfi%iﬁﬁ)fai&ﬁl&!@ﬁdﬂfé%fmati0” that

the publisher has in relation to users profile. For example, preferences could include a set of brands that
the user has BXPRESSS PSS PAZSIOA Ket 6T EXbeSHAWE R thB'¢ EIURHS RSENEKs&aNRIEESY in (opted

in). The paramﬁwcvaﬁp@é&&mmt%xra@@msﬁ%nﬂn@%éf&%ﬁﬁé%sd%@%y%ﬁ%ﬁ&@tﬁﬁt&%mes of
analytics and rate limits. In some embodiments, the lat, Ing, range, page and appid may be mandatory

parameters. &8/ enTBSdREHE RePRETS aNd Pretefericucite BRtBREF BRAhPHIERSESnmended,

parameters, Ae/a&laéf@mﬂﬁéd baing maradha iRt g eidhe Moo usertriniesnrdimastgdid (device id)

is not a mandatory parameter but is desirable as it provides means of possibly matching preferences

associated wit§ tHY &L HSF theaRvitRe (668 PIRissar oA iBcirsraioanaiing RrbecPiRshsic, the best

one or more ARSiAMRIEIBHRSASas PHHIBhet: ERAMBR (SReaichiRaIPaicluddarstsanaxampliary JSON
output for the user's request: {"offers":[{"address" : "55 Administration Rd, Vaughan, ON, Canada”,

"city” : "VaugHESOHRKENRIESAOLICTes B 44 Sl UG ROAHEhafe=ssF has expressed interest

in (opted in). The parameter appid is a mandatory parameter that identifies the publisher
for the purposes of analytics and rate limits. In some embodiments, the lat, Ing, range, page
and appid may be mandatory parameters. In some embodiments, keyword and preferences
are optional, but highly recommended, parameters, with keyword being more the
important one of the two. In certain embodiments did (device id) is not a mandatory
parameter but is desirable as it provides means of possibly matching preferences
associated with the user of the device.
[0081] Based on the local offer engine ad matching logic, the best one or more ads
are returned for publishers request (see matching logic). Here is an exemplary JSON
output for the user’s request:
{ "offers"™ : [ { "address" : "55 Administration
Rd, Vaughan, ON, Canada",
"city" : "Vaughan",
"clickthrough_url"
"http://locoad.com/offer/?id=12",

"country" : "CA",
"discount_percentage" : O,
"distance" : 14.7382862381124,
"img_url"

"http://i.ehow.com/images/a04/a0/06/cook-
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"country" : "CA", "discount percentage" : 0, "distance" : 14.7382862381124, "crag url" :
"http:44r.ehow.com4rmages4a044a04064cook- healthy-spaghettr-meatballs-dinner- 200X200.jpg",
"merchant Id" : 14, "merchant lat" : 43.802631099999999, "merchant Ing" : -79.504492900000002,
"merchant name" : "unoprzza”,

healthy-spaghetti-meatballs—-dinner-
200X200.jpg",

"merchant_id" : 14,
"merchant_lat" : 43.802631099999999,
"merchant_1lng" : -79.504492900000002,
"merchant_name" : "unopizza",
"offer_end" : "/Date(1280635200000-0400)/",
"offer_id" : 64,
"offer_start"™ : "/Date(1277956800000-0400)/",
"offer_text" : "unopizza 5 Spaghettis for
$4,488.00 wvalid until Aug/1/2010 12:00 AM",
"phone" : 4165433324,
"postal" : "L4K",
"price" : 4488.0,
"product" : "Spaghetti",
"quantity" : 5,
"redemption_code" : "",
"source"™ : "1-800",
"state" : "ON"
Pl
[0082] The parameter “source” value of “1-800” indicates that the offer was

created using a toll-free telephone number.

[0083] The offer preferably is displayed clearly as an advertisement within the
application. The publisher preferably may not change any of the text of the offer. In
addition the publisher preferably implements at least the click-through action which opens
up in a web browser on the mobile device. It is also recommended that the publisher
implements click-to-call action. Note that if the advertiser’s email address is provided
during the merchant registration, the address would also show up in the response, in which

case the publisher might opt to implement a click-to-mail action. Note that the publisher
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"offer end" : "/Date(1280635200000-0400)/", "offend" : 64, "offer start" : "/Date(1277956800000-0400)/",
"offer text" : "unoprzza 5 Spaghettis for  $4,488.00 valid until Aug/1/2010 12:00 AM", "phone" :
4165433324, "postal” : "price" : 4488.0, "product” : "Spaghetti", "quantity" : 5, "redemption code" :
"source” : "1-800", "state" : "ON" }1

also preferably implements an appropriate analytics call associated with the offer lifetime
events (see Analytics API section).

[0084] The clickthrough_ URL may include a URL on the local offer engine
servers. The advertisers can control the behavior of the clickthrough URL when creating
the offers. By default, invoking the clickthrough URL will cause rendition of a coupon-like
output with a map by the local offers engine servers. The advertiser can instead choose to
have the clickthrough_URL redirect to a specific URL. Preferably, the clickthrough URL
goes first through the local offer engine server, so that the appropriate analytical API click-

through event is registered against the offer.

2. SMS Offer

[0085] SMS Offer is a specific version of the text offer where the text is delivered
through a short message service (SMS) message to the user’s phone in response to an
action by the user. For example, the user may be alerted, through some medium, to the
required actions to receive the offer. For example, the user might see an ad in print media,
or a billboard, or a web page, or hear and ad on radio where the ad conveys a message,
such as: text in your query and location to 769868 to receive an offer. Optionally or
alternatively, the user may sua sponte requests for a search offer.

[0086] In either case, the process starts with the user sending an SMS inquiry to
the ad engine’s SMS gateway. Since the SMS message header does not contain the user’s
location, the location preferably is encoded by the user as part of the message body. An
exemplary SMS inquiry sent to an ad-engine short code (76968) may contain:

coffee 5400 yonge Toronto

[0087] The example query thus is searching for entries matching “coffee” in the
area of address “5400 yonge [street]” in Toronto. Our SMS gateway receives the SMS
message, and the message is parsed for any commands (list, next page, more, etc.) as well
as the nature of the query (category) and location. The location is geo-coded, and the
information is passed to the ad engine for matching. The top matching offer is sent back to

the user in an SMS, such as:
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[0082]The parameter source" value of "1-800" indicates that the offer was created using a toll-free
telephone number. [0083]The offer preferably is displayed clearly as an advertisement within the
application. The publisher preferably may not change any of the text of the offer. In addition the publisher
preferably implements at least the click-through action which opens up in a web browser on the mobile
device. It is also recommended that the publisher implements click-to-call action. Note that if the
advertiser's email address is provided during the merchant registration, the address would also show up
in the response, in v?ﬁicﬁ%‘é%glfﬁé%ubﬁéﬁ@r Mgk Dt to imPIethéelta lick-to-mail action. Note that the

publisher also preferably implementsoan apprgpriate anahdics sall agseaiatesswith the offer lifetime
events (see Ana{lﬁiics API section). [0084]The clickthrou%h URL may include a URL on the local offer

engine servel208He advertidisrs ¥ reahtridicatasethatiest et BirkaNfoag ARk ks ¥rdating the
offers. By defasslt ivaking thersiskihmsh NGVl saosersngiton afa ceunsmmikeaubutivith a map

by the local offers engine servers. The advertiser can instead choose to have the clickthrough URL

redirect to a SPRVFRAIRE COPRsg e IHEbURkRIVBEhAURE (G fheiMd iyt s IsRarpteedngine

server, so thafithe-appiopriaieanaitigrl ARsalickiheuahepyanidstradisieiad-againshthedsiier. 2. SMS
Offer [0085]SMS Offer is a specific version of the text offer where the text is delivered through a short

message serMi@EeERfsHRTacagR (Y s2ideinghe MR QndB Biar3mBls Bhahdheddiotor example,

the user mayrhgplereasd thieualsaste BRI tadhengisies astissén iaarivaifie.affeis kor example,
the user might see an ad in print media, or a billboard, or a web page, or hear and ad on radio where the

ad conveys PHORSITROL IBA" BslqRss A Pe st eRsandickibHRE7ESEE S Al ekl eiaF. Optionally
or alternativeljieifjeridse v aysuadpantectaneesisiiome seatsaiarci{oo8aibareilher aases the process

starts with thgdqggéigg rg(():i it?gd??hg Ma?l—itr(])gcyej{ etvoents for billing and reporting purposes. Similarly, the
URL (for phones that do have a browser and data plan) allows us to track the click-to-web
actions from the SMS messages.
[0089] An alternative implementation allows other developers that use SMS as
means of communication to connect to the ad-server through an API to receive the local

offers and send them to the users through their SMS gateways. An example of this is a

service such as Email2SMS.

3. Display/Banner Offer

[0090] The publisher can request banners in one of the standard MMA sizes (4:1
and 6:1 aspect ratios). Standard 4:1 sizes in pixels are: 300x75, 216x54, 168x42 and
120x30. Standard 6:1 sizes are: 300x50, 216x36, 168x28, 120x20. An API request for a
display/banner offer returns a url to the universally accessible image URL, associated
click-through URL and associated text tagline ad. On phones that cannot render images,
the publishers should render the text tagline ad as a hyperlink with the destination being
the click-through URL.

[0091] Here is a sample request:

http://api.locoad.com/?&type=banner&size=300x75&1a

t=43.8&1lng=79.8&keyword=italian&preferences=p
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the ad engine's SMS gateway. Since the SMS message header does not contain the user's location, the
location preferably is encoded by the user as part of the message body. An exemplary SMS inquiry sent
to an ad-engine short code (76968) may contain: coffee 5400 yonge Toronto [0087]The example query
thus is searching for entries matching "coffee" in the area of address "5400 yonge [street]" in Toronto. Our
SMS gateway receives the SMS message, and the message is parsed for any commands (list, next page,
more, etc.) as well as the nature of the query (category) and location. The location is geo-coded, and the

information is passed to thé ZtPerd§ing Yo riatching STHe fop- mbtanRg STEP iP<drtfack to the user in an

SMS, such as: ** Starbucksg;$6591Yonge St, 200m North, 18776976969

http://1ocoad.com/rgh54W085z0 [0088]The SMS reply indicates that coffee is available at Starbucks,

located at 565W%dnge St, (RicHFIE %@‘?ﬁ%ﬁﬂ%@@i@@%e St, and a telephone number is provided for

contacting the Starbucks.iNetenthat the text of the SMS message is prepended with "™ to indicate that the

message in an advertisement gg) ggcordance with Mobile Marketing Association (MMA) guidelines). Also
I

note in this example that the' AURBRT LR et Gder preferabiySs hot e actual Starbucks phone

number. Instead, it is a phorengumber that belongs to the offer engine that will, upon user's call, lookup
the recent query from the yger and rzdirec the call to the act%al S,tgrbucks num ?{ ;’tﬂis allows the

ad-engine to track the call-tS-caft eventeor Biififg and Fepdtting plrsoses Simn e URL (for phones
that do have a browser and tiatd' plafy allewsts to trackothexclickdosyelyaetiarissfromrthe SMS

messages. [0089]An alternative implementation allows ather lopers that use SMS as means of
communication to connect é ’tk%eé %]dbgd;@r tjﬁgoffg térﬁ %ﬁﬁ%ﬁé@igg t&é Ioéc‘:gl offers and send them to

the users thr¢d@fi8iheir SMBhgataways. panmezempbenof thia iFRISenvioersMiVi As dmnphidASEgS.
Display/Banngerngl;f&l;n server. The image server renders an image based on offer parameters and text
of the offer as well as any associated campaign theme. In a case where the offer has a
specific image (e.g., a picture of a slice of pizza) such an image will be used in rendering
the banner. Otherwise, standard stock images associated with the category of the offer’s
content will be used. The location of the image, the size of the image and the location, and
the font-face and size of the text can be determined from the campaign theme. Internally,
the image server also performs the required analytical API calls (the display event). The
clickthrough_URL is an address of a local offer engine, which can render a coupon within
the page with a map.
[0094] On all other phones, the publishers can embed a standard platform-specific
SDK that will do the rendering within our ad component. The publisher can request a
refresh from the ad component by invoking the refresh function. Here is a sample refresh
new ad request for an embedded component:
final LocoadView ad = (LocoadView)
findviewById(R.id.ad);
ad.lat = 43.8;
ad.lng = -79.8;
ad.keywords = "italian”;

ad.preferences = "pizza,leisure”;
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[0090]The publisher can request banners in one of the standard MMA sizes (4:1 and 6:1 aspect ratios).
Standard 4:1 sizes in pixels are: 300x75, 216x54, 168x42 and 120x30. Standard 6:1 sizes are: 300x50,
216x36, 168x28, 120x20. An API request for a display/banner offer returns a url to the universally
accessible image URL, associated click-through URL and associated text tagline ad. On phones that
cannot render images, the publishers should render the text tagline ad as a hyperlink with the destination
being the click-through URL. [0091]Here is a sample request:
http://apr.1ocoad.com?&Rpe=bahnerd di28¥3062 75k /

t=43.8&1ng=79.8&keywerdartalran&preferencessp 212 @, rersure&drd={ devrce Id} &apprd= {publisher
app Id} [0092]And here is the sample JSON response: {"clickthrough urr" :

"hitp:4410coad.comABferBiGSOUETEh0g$AhY, ling urr :

"http:44img.rpgesg 4 ?1d=QuEfebile P4&siaers3Aand RqultiaedeXl inktaRbazadophaghatithfor $4,488.00
valid until Aug/1/2010 12:00 AM" [0093]The img url parameter points to a URL on our MMA-compliant
image gener&tiBMRENE e ARPIAAHN ORPYePigX IS Htiguin 284 d S BIS ParAtRABROBHY text of the

offer as well ageatPgSREGRAaMPRIGMD e eldiFamagedvhesetheilar Rrka spesifiepmage (e.g., a
picture of a slice of pizza) such an image will be used in renderin(%éehe banner. Otherwise, standard stock

images assofatetiV AR RGBT e BrEPoaiRt MelnF Bt EE EPENs RLSABIR M Mage, the size
of the image rig the losatianuend dbe fenkitaceantkgize Thihpdsrican bamdeterminatdegsarihe campaign

theme. Internally, the image server also performs the required analytical APl calls (th di?gay event). The

clickthrough (ORI AR AHERASS BiestdEaMIe AEGRBOTAI £V idhddra Ritds adithg e bage with a
map. [0094]Quaratheiier Phioriesniparanblishatscar gubliada stunda plathen®-speeifiGan the

advertising component as to the possibility that the device position has changed, and
unnecessary location requests can influence device battery life.

[0096] Internally, the platform SDK ad component performs an API request. The
image to be displayed within the banner is generated by the image server based on the
img URL. The ad component renders the image on the device. In addition, the ad

component also enables, by default, the following actions through a context sensitive

menu:
[0097] 1. Click-to-call: makes a phone call to the phone number specified in the
offer.

[0098] 2. Click-to-map: displays the location of the offer within the native map
display.

[0099] 3. Click-to-mail: for offers that have an associated email address, invokes

the email intent with specified email address. (The term “intent” here is an Android
operating system term used to signal the operating system to find an application that
conforms with the desired action. There may be more than one application that can handle
the intent of sending an e-mail message, in which case the user is prompted to select one of
the applications.)

[00100] 4. Click-to-web: opens the clickthrough_URL in the web browser.
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SDK that will do the rendering within our ad component. The publisher can request a refresh from the ad
component by invoking the refresh function. Here is a sample refresh new ad request for an embedded
component: final LocoadVrew ad = (LocoadVrew) findVrewByld(R.ld.ag); ad.rat = 43.8; ad.rng = -79.8;
ad.keywords = "ltalian"; ad.preferences = "przza,rersure"; ad.devrceld = "{devrce"; ad.appld =
"{apparcatron Id}"; ad.requestFreshAd(); [0095]All of the parameters in the requestFreshAd invocation are
optional in this example. If the application does not provide the latitude and longitude, the ad component

attempts to ré8®dlocatioR sty e e s deféige &iBeatbroisbIsit. aPRi®IMPIY iHatrany

application thatyuibhb@dncarpereine-tbRieeal)otir fheiRmad sPRReARNbYIlhaVR iRhayaugauest
geo-location privileges. The publishers can avoid unnecessary location resolution requests from the

ad-componerRIXiIProRRARY tHdoEmias. aHehion glitiaac arthriterdomnoTseraptiatt o stisk the

publisher coulghheyRianbeliRhyansadhan felarve s A SPBRANGATRSIE the possibility that the device
position has changed, and unnecessary location requests can influence device battery life.

[0096]InternadP 1 platforthdbitiresPaahm9dHanicperrdialisingesp b gstingkusiness location

(vBL). The distance band 301 may be color-coded to provide a quick visual indication of
how far it is to the vBL. Since this example is for when a user is far away, it would
preferably be blue. The direction to the vBL is shown as SE on a mini-tab 304 of the
distance band 301, as well as by a logo 302. A teaser 303 for the offer shows that the vBL
is a Tim Horton’s store and that the offer is a scratch and save offer with a maximum
discount of 50%. As the user travels further, the next time the user gets an update the ad
may reflect that the user is closer, as shown in Fig. 4.

[00103] Now the band 301 may be green to reflect that the distance is smaller. The
ad 401 now reflects that the vBL is close by. The banner is dynamically generated by the
server. Distance and direction are rendered by the ad engine image server. The whole
image is dynamic, since the background color, brand and text are also rendered
dynamically based on what the advertisers have specified in their campaigns. When the
user is in the immediate vicinity of the business location, the ad could look like Fig. 5.
[00104] In Fig. 5, we see that the user has arrived at the vBL. The location band
now may be red to reflect that the user is at the location associated with the offer. The
color scheme just described includes the following settings: far : blue/cold; closer : green;
at location : red/hot. The ad 501 also has been updated to reflect that the offer is now
active, and the user may activate and use the scratch and save offer, as will be discussed in

detail below.

4. Display Offer with Geo-Fenced Redemption
[00105] The display offer with geo-fenced redemption is implemented by serving a
teaser ad, which is a Diplay/Banner offer (see previous section) with the intention of

bringing the user to the merchant’s location. In order to receive the benefit of the offer, the
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image to be displayed within the banner is generated by the image server based on the img URL. The ad
component renders the image on the device. In addition, the ad component also enables, by default, the
following actions through a context sensitive menu: [0097]1. Click-to-call: makes a phone call to the
phone number specified in the offer. [0098]2. Click-to-map: displays the location of the offer within the
native map display. [0099]3. Click-to-mail: for offers that have an associated email address, invokes the
email intent with specified email address. (The term "intent" here is an Android operating system term

used to signdPs@BpeRRthty ByEee hed sRid BAPSP PR Hior! thahEb HTe ifs it thioddisidd adfsn. There

may be moreitham e dppligatiprdhaticaphansietnfnte bt Afeending a0 R:maldneasagsnin Which case
the user is prompted to select one of the applications.) [00100]4. Click-to-web: opens the clickthrough

URL in the wES 8% <8¢, P[g18 19 Svice AeHavBehe tiss- doatianeihemalongichratapiPassing it in or

through the cgripRReniyasoivieg ik WRRHSRYINS FaRaNsRIe IBNGT aftHtiahieciide. Iegation-specific
information, such as distance and direction. For example if the user is some distance away, the ad may

look like the EXEPAPIPYMRAR G 1By reslempd0D]A Mtante Baparanpliine and heecthsearev e

offering-businggsd eAti9Bstment associated with the location-based advertising campaign. The user is
shown the teaser ad within the standard location offer engine component. The user can
perform the standard click-to-call and click-to-map actions, but when the user performs the
click-to-browse action, the URL that he is directed to is the URL for a redemption offer. In
order to save on GPS requests, the publisher should pass the lat/Ing of the user as
additional parameters to the URL. If such parameters are not passed, the HTMLS app can
attempt to geo-locate the user using a standard HTMLS5 JS geo-location APL. The
redemption offer shows the offer as a locked offer if the offer is outside of the vVRR, and it
indicates that the user needs to get to the merchant’s location to unlock it. A button for
unlocking the offer is present, but clicking on it triggers a geo-location resolve, and
clicking on it outside of the VRR just indicates to the user that he needs to go to the
merchant’s location. The user can save the location as a bookmark within the browser.
Once the user arrives at the merchant location, he brings up the saved URL from the
bookmark, and he can click on the unlock button, which now unlocks the offer and triggers
the corresponding analytics redemption call offer. The merchant should honor only

unlocked offers.

5. Scratch-and-Save
[00106] The concept behind the scratch-and-save offer is that it mimics the real-
world scratch-card concept. The scratch-and-save offers do not reveal to the user the actual
amount that can be saved until the user is at the actual merchant’s location. According to
some embodiments, the offer can be revealed by scratching the virtual scratchcard only
when the mobile communications device is within the immediate vicinity of a business.

The term “immediate vicinity” is meant to include locations that are both within the actual
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(vBL). The distance band 301 may be color-coded to provide a quick visual indication of how far it is to
the vBL. Since this example is for when a user is far away, it would preferably be blue. The direction to
the vBL is shown as SE on a mini-tab 304 of the distance band 301, as well as by a logo 302. A teaser
303 for the offer shows that the vBL is a Tim Horton' s store and that the offer is a scratch and save offer
with a maximum discount of 50%. As the user travels further, the next time the user gets an update the ad
may reflect that the user is closer, as shown in Fig. 4. [00103]Now the band 301 may be green to reflect
that the distalfatissphtes. bisingys 404 fesatietfediatines (NENB 2 igTeksded ditiensardar ishgynamically

generated bypthenservenitlistaree and AUReliRR arevigadaiedRwihe adhengingalinagensstyse The whole
image is dynamic, since the background color, brand and text are also rendered dynamically based on

what the adviigess REPSHishstssstBshdhs Baigh e dsthihiadhsPrsdefingd disanae Reinity of the
business locafignpiheRehaamidderkdike higeRinfQQ10AdnHIE: Rt seddhatifenvserhastayived at the

vBL. The location band now may be red to reflect that the user is at the location associated with the offer.

The color schémeRist et hsetsriapdise R SRHAE sehfy<hear gt /bsIgatister "grel)s; at location :
red/hot. The @é}e‘éal@@erﬁtaﬁ’hﬁ@ed:ua{daiﬁqstqaitﬁﬂﬁ%éa@m%ﬁﬁﬁvdﬁl@@maﬁ&y%&eﬂltdﬁ@ ygef may

activate and use the scratch and save offer, as will be discussed in detail below. 4. Display

Offer with G- PERERUNR Sifeinysiabis [daios]thR S itislay el sitAngRosRsAisd Y édehffsritimplemented

by serving a igasghthiWhieh s BIRRUBAMNELRERT (RQ8HT QYIQUSRRLHRAiIMENRBE I N tIRN Of bringing
the user to the merchant's location. In order to receive the benefit of the offer, the redemption ad requires

the user to oSETUR MY RRRRTTHERIdRHAIYS BRRISHFNSRR OISR (0 AT HRPIRIERSSHBHA T he

redemption nayidhihNesstash, heralateddsmutomaticaly reANGINGnthe BricesafiaspaiptRksale (POS)
system. For example, small merchants' POS systems may be integrate with large merchants through IBM

or another infGFStoV R dRPHAAR HGFp Sueh gt RslBAl o ATE YokeMsLPE HRIErnclishEd id therefore

show the retygpiap inkesiMephasseciated with teJegatigerbasedrdviaitisingycampaign.cTha user is
shown the teaser ad within the standard location offer engine component. The user can perform the

standard clicR¥RALAL s RIe - hapiditioirsaphraihbsitg sctrichask ophodimentsiek RS- Breite action, the

URL that he isifgieiedito indhridfhciain rRstermpipmefteiln ardemisareeBNvdRS tiaeisests, the
publisher should pass the lat/Ing of the user as additional parameters to the URL. If such parameters are

not passed, tREPFMPE G RIAERR NAYF8Geo-locate the user using a standard HTML5 JS geo-location

API. The redesopg® offer shewsdhigsofteras @ loakedeiiiiitie wiles iswsisidenat hie \dRRhand it
indicates that the user needs, to get to the merchant's location to unlock it. A button for unlocking the offer

is present, bR GO AR RSP RSRGHER 1@ RIS ANE BRAd G BROBD ST BATEGRR just

indicates to the usepihabdiernpedsdagméeorthaesiErahant sdoqatiarchTResumseheahaaye thighecation as a
bookmark within the browser. Once the user arrives at the merchant location, he brings up the saved URL
R Wt oA dpairt

from the booRAYSHE &G oA ERIcOL S Bt R Sis R St R A Y iggers the

correspondingrédtalyliasukedempiiceheadlloffiera Tdasemarchaninsteuid Ro@ofeodyisenincked. offess. 5.
Scratch-and-Save [00106]The concept behind the scratch-and-sayve offer is that it mimics the real- world
sorateh-carc CORdbL B L I Mo HOE ISR B > HE DS HRS dE il that can be
saved until thiaciskitishatdhe ackhmidmenthsnrt'stlogatwmérecodiichtonsaite: Sobodimessisdhe offer can
be revealed %scratchin%the virtual scératchcard only when the mobile communications device is within

the immediatd 9IhIR A BHRIRESE ErRe term "immediate vicinity” is meant to include locations that are
both within tHOGHISRI When the user clicks on the teaser ad, he receives an enlarged, overlay

version of the ad that reveals further details. An example of a teaser scratch-and-save ad
for Tim Hortons displayed within an application such as Poynt is given in Fig. 7. In this
example, the screen size is formatted for a BlackBerry Bold style device.

[00109] A further example of a teaser scratch-and-save ad is shown in Fig. 8. The

user can see that the offer is up to 50% off. The user also can see that the brand that is
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location of the business and locations that are within a predefined distance from the business, which is
less than a distance at which the advertisement is meant to encourage the user to go to the business,
such that when the user is within the predefined distance, the user has essentially arrived at the business.
Once at the location, the recipient of the offer can shop, bring his merchandise to the counter, show the
offer to the cashier, "rub" the screen to "scratch” the cover that is hiding the actual offer value and then

redeem the offer by presenting the revealed offer to the cashier. The offer can be specific to all the
locations in aSheWeHsEeOffeal Bénsbluimatola adgiendbaiiols ariee tdbpidedneHs. (REF®RNg the offer

value may bepgtfermessityarienssaRAimenis /CCAlBNG QRNYI RRANBFRIS Vidal-&eralphing function,
including rubbing the screen with a finger or a stylus, moving the cursor with an i%?m device, such as a
trackball or afrdRvekesOoicennply BPRIA¥RThBreTcymi e indeintmabe R thinkl dMiBs RleracediBifer button,
which may trigoghi g .idBaRIMGIapwasHsRcaal diepdrast atrhsrEdRaing seratehakEmbodiments
of the present invention also include functions that reveal the entire offer immediately when triggered,
without such 6 BSiAiEN sequence. [00107]The process starts by a user performing some action within
one of the pufpligh@ applicatigngthaticom@iaisstiniacal alierLngipeasddrmpenenciGiyema match on

the parameters passed to the requestFreshAd call (scratch & save may have a higher cost-per-click
(CPC) than othiePffersvatequiridaIoh dhgivER KRIFEralergRERT te ik Rt ol dying 1 geits presented
with a teaser agwithisk thorihaffeuienarl lrdiésis Thpdasaarad ftaymaimdne standargMMA size for

a display ad, and it conveys to the user the fact that there is an offer available at one or more locations

nearby. Suctfedselosatiensnieifrafideansgiemictilee fonlasvhan hdhg<druieresHhe teaser ad,

he receives apngriargestr@veniadeerRianeafl the agihat sevadts bitbardatalls A exampleioha teaser
scratch-and-save ad for Tim Hortons displayed within an application such as Pognt isﬁ?iven in Fig. 7. In

this example S5 ERaBIrIDE HSTh s datddiBpaak Her BRIy % beviuiacio &l il example of
a teaser scrajelic@iedsaue aer g Shemicinar e i@ Hs8MeatbeRe ABatdhe aftards rrdpooR%roff. The user

also can see that the brand that is shown in the offer is Tim Hortons. In addition there is a top bar that is
meant to displ&eadifisarey SRS EaEH A hfelisT ARKRS-LAIR sneRlBietbwee &tk to-map).
These actionig@psarsudisplayegusasaddpodiet domHBakas s Bk RréosiRideacansgingith yvhich it is
better to know actions that can be taken in advance than to have to click to see the details. [00110]The

"Use Now" bilBr 18 fri@he i aiehtaie thePstiaiiiooti8y RAERI ol i Bt SRURRIIBB HLAE of the VRR

(offer redempfitheadiies)preteiably wilibhrgpupeorrRerhdisieampieyiog thgusses balikaReeds to
perform this ?)%ion in front of a cashier at the offer location. The alert dialogue jt might alsg display a map

to the closesPORRtidAWHENE tHI B ALAN LR dgeEin sty eriis odRnAakUs s BISESISEaVAS the sharing

flow, which enrhles thenuses wathaveanradditionptideaexamelard %ihsbatingdneaatdivaiede redeemed
the offer at a particular Iocati?t? withjn his social gﬁtwork .such as Facebook or Twitter. This may be

granted in reftih 5 4R G5B 6 Ao S I HEM diEmishd Y SaJethseR H8MLRIBFSaved 50% at
Tim Hortons DhcBaihtdat displesiason ahengiuith priwiaedling de theroharchaatiswelbesitacntesa hyperlink
to some other gction that allows another user to receive a similar t Ee oéaoffer. n exemplary flow
sequence is ALCUEREIHEIGW RIS QL SUBOREPAH RO THAC s@?‘% DI, FGB BHEE BrRiSYLRISS the screen.
When the userigosaesuchwithibein@aBRJede idplioficartea dikeoiteThdbauiodeatiaallysbanacdivated and the

user can then decide to yse the offer oy dismiss it via the x in the top right corper. The bar code displayed
o the offer 115 CUTSUEM) IRE M BHN B B BRER A e S TOBLFS PoF KPR i SE QUMY of numbors

and associatealaliscounts. Each offer is associated with one such number that uniquely identifies the

discount. Th de canb d at th hant's Jacation, so that the discount can be applied
aunomaticaly) AL point P SeTal FOBEL SRR T DL SB hed AN O R Rl &

scratch-and-daveghifer tscbiaughhiothaissiigem aviomatibadiméntsamemiiboidimenis,aan daplication, such

as a local offer, vault, is provided for bringing up the saved offer on demand. . The lication may have a
s notifcatt aftiindy B o EBTEy AR S OB R ohe ARR e Bibbos tions
(such as imagescos posties)tiAdteinatvdlynas siscussedlispthe dppilar to the top-level navigation

within the compositions (such as images or figures). Alternatively, as discussed in the app
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vs HTIVILS section, all of this may be implemented as an HTIVIL5 web app. The user can then save the
bookmark and call up the bookmark at the store. It is also possible to have only one URL (for example, a
URL of the local ad engine, such as http://locoad.com) that the user visits by saving his login credentials
through cookies/local storage within the browser on clicking the save button. Then, upon visiting the local
ad engine (ex., http://locoad.com), the user may be automatically logged in and shown his saved offers.
When the offer is retrieved, preferably by one of these techniques, the offer is activated. [00112] The
activated offefSdit¥l3 %%‘r‘?ﬂaﬁ%lﬁﬁéﬁf%ﬁ@hﬁ@dﬁ&’ﬁ%ﬁﬁb%\?&%@tﬁtﬂﬁ?@m&féﬁtésér§F£1’rting point of

a SCVatChjathéﬁ\é%\%CﬁférchMQH@Q%r@a@ﬁﬁﬁﬂﬁ@Féb%‘éi‘ke& fReuser a0 AUHRIYsSIK e butlton and
start moving his fingers to mimic the real-world scratching gesture. On BlackBerry Bold style devices, the

focus is placOFRedR larartmensds &P of tihekeeal #9 seeiersbehirehéavdecariseam fiétof an offer
which is being,vigwed RyLB4SSENRINGiISUSHIR SRUIGRIISSINRINCEIki&/1608 \ioHaEhanFi?Qleis positioned

over the scratch area 902 in preparation for scratching the virtual scratchcard to reveal the offer.

[00113]As mEFIBHEIPreliotiasy, Bactheerattintard s JRoAsIGHIHRE dREsiAtht MR hE was passed
in from the megphastoddiAN AL oRked U tiHRa:ANe bt ARcalbiiamithewd Grreronent to the

backend. The beginning of the scratch process in an exemplary embodiment is shown in Fig. 10. The end

result of perfoVMfAdNhelSeristgitisadareiaibn by o Eightaed tAaRiRes e &edtchcard has
been scratchpghiazpveal thg offevaspshiar &SHl anihe Nasneedasd H‘ﬁaﬂﬁtmﬁﬁg@éﬂﬁ&hcafd and a

point of sale hEhl‘DiOS) system can automatically apply the discount that is associated with the serial number

encoded withPHUEAR BRAAEeRC PrtaEdie RARAES BErdRdbrel s AR (uurrersriaibiad Pos
system has thgvaiityhtousen B RispEedicRbeXRMRIgl ;ddtaradevim PIaYiHReE bithikde [80115]The

screenshots above were shown as a possible implementation by the publisher of the in-app offer vault. An

example of affYrEPFsALyERing B yrof e iy recE i dmis deve e FCUTEIS REATIATFYG. 13.
Group BuyingdfQhdbieiauphoyind maxhe mplemaniediascavecativeasse after offeradvertiser may

specify the required number of buy-ins_(participants) for the offer to be valid. In order for the group buying

to work, the USERNGOURYFEEY 10'6% HBRedShy ¥ tRdSoreriightistnin the wgvakiand XNren the
required numhgitinearicipansdai@asiked0alioptbsmbedgTbottesscai:hrOoregaBiliiehcard to

reveal the offer.

[00113] As mentioned previously, each scratchcard has an associated discount
amount that was passed in from the merchant. This amount is looked up during the internal
API call from the ad component to the backend. The beginning of the scratch process in an
exemplary embodiment is shown in Fig. 10. The end result of performing the scratch-and-
save action is shown in Fig. 11.

[00114] Once the scratchcard has been scratched to reveal the offer, a cashier can
scan the bar-code at the bottom of the scratchcard and a point of sale (POS) system can
automatically apply the discount that is associated with the serial number encoded within
the bar-code. The code can also be displayed as a QR code, if the merchant’s POS system
has the ability to scan QR codes. An example of a QR code is provided in Fig. 12.

[00115] The screenshots above were shown as a possible implementation by the
publisher of the in-app offer vault. An example of an offer displayed in the browser, once

recalled from a saved URL, is shown in Fig. 13.
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[00117]Preferred methods of billing for offers include: [00118]1. Fixed Cost - fixed recurring cost (e.g.
monthly), which provides advertisers the ability to place a certain number of offers per month with a limit
on number of views / actions. [00119]2. Variable Cost / CPM - cost per 1000 impressions. [00120]3.
Variable Cost / CPA - cost per action. Different costs can be associated with different actions. [00121]For
the Variable Cost mode it is possible to have either the price set in advance or to have the market set the
price by providing an auction system. In either case, the real-time reporting of the user actions needs to
be an input into the matching engine so that W&RW&R/\B\N/H&Badvertising supply is available, based on cost

and budgets [[§318P]As natggu e pfferendiegminplifitsihe ArveriR RgspIIRSS Aor Messhants. Fixed

cost billing provides the simplest method of billing. One of the questions that arises from the fixed cost

model is how8Ystsral¥ehe mertisthyy e rRuyHashrdticinn et o tidre theido de Préssased on
performance fQ@ng.RassPdilyiistassantialvieatihadixedicestasRydastiansisebing GRIV/CPC/CPA

rates such that the budget is used optimally but not exceeded. In order for this method to work, real-time
reporting of U¥ERRcthsnadyRBiaDHOMEE Hietpyied IByphritnRABifiRanseiviEeched difetfel§ine can be
sold to the mgsgbaNtsitN QHIRuAGtaies organization (e.g., ReachLocal, Yellow Pages, Super Pages and
such). Since these organizations have an established rate card and relationship with the merchant, the
whole collection process can be simplified by having the sales partner submit an aggregate payment for
the merchants on the monthly basis. This also meE 'tat these organizations will need to be able to
inform us if npOPERIMent aPd figrsdi natibode babi Aegoionbékesraglited.

[00118] 1. Fixed Cost — fixed recurring cost (e.g. monthly), which provides
advertisers the ability to place a certain number of offers per month with a limit on number
of views / actions.

[00119] 2. Variable Cost / CPM — cost per 1000 impressions.

[00120] 3. Variable Cost / CPA — cost per action. Different costs can be associated
with different actions.

[00121] For the Variable Cost mode it is possible to have either the price set in
advance or to have the market set the price by providing an auction system. In either case,
the real-time reporting of the user actions needs to be an input into the matching engine so
that we know what advertising supply is available, based on cost and budgets.

[00122] As noted, the offer engine simplifies the advertising process for merchants.
Fixed cost billing provides the simplest method of billing. One of the questions that arises
from the fixed cost model is how to share revenue with publishers and mediation
networks, where the model is based on performance. One possibility is to essentially treat
the fixed cost as a budget and set the CPM/CPC/CPA rates such that the budget is used
optimally but not exceeded. In order for this method to work, real-time reporting of user
actions should provide a feedback loop into the billing service. The offer engine can be
sold to the merchants through a sales organization (e.g., ReachLocal, Yellow Pages, Super
Pages and such). Since these organizations have an established rate card and relationship

with the merchant, the whole collection process can be simplified by having the sales
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Offer Matching Engine [00123]The matching engine takes an incoming request with various details and
attempts to find the optimal ad. The following is an exemplary list of input parameters: [00124]1. Location
- latitude, longitude, altitude [00125]2. Velocity Vector - speed and direction of travel [00126]3. Query -
any query that the user is performing, if a search application [00127]4. Category - category of ads (e.qg.,
fast food restaurants, movies, sports) [00128]5. User preferences - categories of ads or brands that the
user expressed an interest in [00129]6. Text Context - in cases where the application serves ads within

the context oP3RAE WRTIHHAN tasesR M RSB 1b a3ty niseshaelTopdhermoppy Spgévitls also

means that these organizations will need to be able to inform us if non-payment and

termination of an account are required.

Offer Matching Engine
[00123] The matching engine takes an incoming request with various details and

attempts to find the optimal ad. The following is an exemplary list of input parameters:

[00124] 1. Location — latitude, longitude, altitude

[00125] 2. Velocity Vector — speed and direction of travel

[00126] 3. Query — any query that the user is performing, if a search application
[00127] 4. Category — category of ads (e.g., fast food restaurants, movies, sports)
[00128] 5. User preferences — categories of ads or brands that the user expressed an

interest in
[00129] 6. Text Context — in cases where the application serves ads within the

context of some text, the text of the page

[00130] 7. Device Type — the type of device

[00131] 8. Display Size — the size of the ad display

[00132] 9. Unique User Identifier — an identifier for the user

[00133] 10. Device Identifier — an identifier for the device

[00134] 11. Offer Type — used to request specific type of offer, such as: any,
display, redemption, scratchcard

[00135] 12. Paging — page, request per page

[00136] Based on the input parameters the offer matching engine finds an optimal

ad in terms of a combined score based on:

[00137] 1. Relevance — each offer has associated offerers’ keywords and categories
[00138] 2. Location — taking into account offerers’ geo-fenced areas

[00139] 3. Revenue (CPMs, CPC)

[00140] The offer matching engine may be implemented using a combination of

geo-filtering to get an initial set of applicable offers and a score (a weighted score based on
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[00131]8. Display Size - the size of the ad display [00132]9. Unique User Identifier - an identifier for the
user [00133]10. Device Identifier - an identifier for the device [00134]11. Offer Type - used to request
specific type of offer, such as: any, display, redemption, scratchcard [00135]12. Paging - page, request
per page [00136]Based on the input parameters the offer matching engine finds an optimal ad in terms of
a combined score based on: [00137]1. Relevance - each offer has associated offerers' keywords and
categories [00138]2. Location - takinggﬁinto account offerers’ geo-fenced areas [00139]3. Revenue (CPMs,

CPC) [00140fThEcsianas iaeiongad dsd sherpemaphanienticd qemighs esmblisagdsesfo get the

best match.

Merchant Sign-Up Process
[00141] There are two preferred ways for a merchant to become an advertiser
within the local offer engine system. The merchant can sign up by going to the web site
and filling in the sign-up form, or the merchant can be signed up through an affiliate/sales-
person who fills out the required information on behalf of the merchant. An “assisted”

sales process is illustrated in Fig. 14.

Merchant Self-Register
[00142] The merchant can sign up on the web site by filling in a form, such as the
form shown in Fig. 15. The user id and password are preferably phone number oriented to
streamline the potential use of the IVR process.
[00143] A valid address should be provided in the address field, because this
address will be geo-coded and the associated lat/Ing will be used for forming the offer
visibility radius.
[00144] In another menu, the merchant selects a business category. Selecting a
category determines the types of products for which the merchant can create a structured
offer using the IVR. If the merchant is using the online web site to create offers, he does
not have to follow the structured offer and can enter any text that he wishes for the offer to
work. An exemplary input menu for specifying the business category is shown in Fig. 16.
[00145] In another menu, the merchant can specify the sub-category for the
business. For example, for restaurants, the sub-categories may be as shown in Fig. 17,
namely “Italian,” “Chinese,” or “Indian.”
[00146] Selecting a sub-category sets the types of products for which the merchant
can create offers. Once the sub-category is selected, the merchant can then use the IVR to
place offers for products that are in the mentioned category. Note that the merchant can
create offers for any category/sub-category/product that he wishes when using the online

site, and if there is no such product, he can define the offer through free-form text. That is,
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geo-filtering to get an initial set of applicable offers and a score (a weighted score based on the
relevance factors and the revenue) may be applied over the geo-filtered set to get the best match.
Merchant Sign-Up Process [00141]There are two preferred ways for a merchant to become an advertiser
within the local offer engine system. The merchant can sign up by going to the web site and filling in the
sign-up form, or the merchant can be signed up through an affiliate/salesperson who fills out the required
information on behalf of the merchant. An "assisted" sales process is illustrated in Fig. 14. Merchant

Self-Registern [0 PrHROHBENARIERSiER G5 EiStipRSWBKhS iRy HIMAET Ahadiermetriai £ e form

ShOWH' in Fig cPe'éteTBﬁdgs%eistﬂésww&éﬁeiﬂr%ﬁ{@%%tﬁﬂﬁrﬂklmﬁéWﬂ&ﬁﬁﬁ@dﬁé@ﬁeﬁmﬂne the
potential use of the IVR process. [00143]A valid address should be provided in the address field, because

this address GHIFERYABGHED With trferacishrrarsg b iy e bl psxddor 1dRisdgthel dredusSibility radius.
[00144]In angtherymentnthadRersant Salee!s:m PURNVTS RABEPLYsSIRSINgen offer.

[00147] The same system can be used by the sales force to sign up the merchant
ahead of visiting them. When signing up a merchant prior to visiting the merchant, the
sales force should populate the affiliate field to associate the merchant with his account.
The sales person can leave the phone number for IVR call-in and the user credentials
(phone number and pass code) with the merchant so that the merchant can place new

offers immediately.

Merchant Basic Information Architecture
[00148] Once logged in, a merchant / advertiser / brand manager will have a simple
user interface through which he can manage his ongoing advertising relationship with the
Local Offer Engine system. Use of this functionality is optional and supplemental to the
simple ad set up process that mimics the IVR system.
[00149] With this management console, users can manage their ads and campaigns,
and they can review and track statistics and metrics on individual ads or on entire
campaigns. Users also have the option to provide detailed information about their
businesses that will help in delivering ads to appropriate audience segments by allowing
merchants to provide information (through the use of checkboxes or free-form tags) on
which markets they target and details about the individuals they most want to reach.
[00150] Furthermore, the console allows users to:
[00151] 1. Upload reusable brand elements, such as logos and images, that can then
be used by any or all of their future ads.
[00152] 2. Add and manage business locations (single or franchises).
[00153] 3. Add and manage location groups (collections of locations that are related

regardless of geography) and regions (collections of locations associated by a geographical
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category determines the types of products for which the merchant can create a structured offer using the
IVR. If the merchant is using the online web site to create offers, he does not have to follow the structured
offer and can enter any text that he wishes for the offer to work. An exemplary input menu for specifying
the business category is shown in Fig. 16. [00145] In another menu, the merchant can specify the
sub-category for the business. For example, for restaurants, the sub-categories may be as shown in Fig.
17, namely "Italian," "Chinese," or "Indian." [00146]Selecting a sub-category sets the types of products for
which the metSarft AR CrBd &4EPEs OHtRetHEed (D dAElBIS YhidldesatonharmierbAaistR¥ ithen use the
IVR to place gifstipdRipigeycts that are in the mentioned category. Note that the merchant can create
offers for any category/sub-category/product that he wishes when using the online site, and if there is no
such productl M3 defind thebtrsPrdrsY gremaEsBith HSAPIFHAIAEcetH AhecdhfBanfEssnthere are no

restrictions opdh@/RE Rhelfes thatdhesaar %ﬂ&%ﬁ@ﬁh@fﬁ&lﬁ)ﬁﬂl&%&@qm? berile vElavaver. dasome
embodiments, the merchant uses a subcategory associated with the merchant account in order to provide

a limited set SPPFERILAAON (DR Fegiendldramantichnt sapEpidhfyaternardnasiber Kistethd place an
offer. [001471Respmeasystem can be used by the sales force to sign up the merchant ahead of visiting
them. When signing up a merchant prior to visiting the merchant, the sales force should populate the
affiliate field {94 ciate tHEHREFAHIMIMISSBBLIE IHEURBSHRIRHHCAT R HEEBRYRe number
for IVR call-irrgndghe user credentials (phone number and pass code) with the merchant so that the
merchant can place new offers immediately. Merchant Basic Information Architecture [00148]Once
logged in, a merchant / advertiser / brand m \%aaer WIiJI ha¥)e a simple user interface through which he can
manage his ongoing advertising relationstﬁﬁ? L TORAPOTE? Engine system. Use of this functionality
is optional an@®Li6)lemen®loaeih @ svndigiathsekepioc passcthatsifomiesitheni R velyiste ads [2@149]With
this management con Oleéal?erﬁ can manage hheir(?ds and cam\pgi?ins, lzg.nd f@eié can retviet\g\l/ and track
statistics and”Metfice O iAB ARG SH8R ERYR c%vrhcﬁa%eng%lsee s'HiséPhave't %Co?)rlgh 5 provide
detailed inforooatioits alf . the irbuginebred toatswii Pl deliV@Ring ads to appropriate audience
segments by allowing merchants to provide information (through the use of checkboxes or free-form tags)
on which markets they target and details abggﬁﬂslg}d&i%%%ethey most want to reach.

[00157] A flow, shown in Figs. 20A and 20B, defines the interaction a user can
have with an ad, whether delivered via the SDK or not, and what the outcome said
interaction may be. The process flow exiting Fig. 20A is connected to the process entering

Fig. 20B. (For clarity, the contents of Fig. 20B are reproduced across Figs. 20B1 and

20B2.)

Create New Campaign
[00158] A flow, shown in Fig. 21, defines the process for creating a new ad
campaign.

Create New Ad

[00159] A flow, shown in Figs. 22A and 22B, defines the process for creating a
new ad.
[00160] A process flow for creating a new ad using IVR is shown in Fig. 23.
[00161] Advertisers can send in advertisements through an SMS message by

sending a text to the ad-engines short code (a hypothetical short code is #76968).
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[00150]Furthermore, the console allows users to: [00151]1. Upload reusable brand elements, such as
logos and images, that can then be used by any or all of their future ads. [00152]2. Add and manage
business locations (single or franchises). [00153]3. Add and manage location groups (collections of
locations that are related regardless of geography) and regions (collections of locations associated by a
geographical area). Groups and/or regions can be used to determine which locations are to participate in
a coupon or offer. [00154]4. Add secondary accounts that are able to access and use the management
console, in whole or in part based on user-specifiedﬁfﬂvileges. This could be used for data collection staff

or for a regiomimﬁpager tﬁﬁférﬁﬁfb%?'@lé%&g%ﬁ ﬁﬂ%meﬁ‘li%%c@fdﬁrﬂ%/%tﬁe&_ﬁﬁéﬁﬁﬁéﬁ!@@athe
[00155]Further details of options that the console may provide to users are given in Fig. 18.
present invention are presented below.

[00163] Validating a user (user can sign up on the web site at
http://www.locoad.com).

[00164]

[00165] HTTP GET

http://api.locoad.com/?phone_no=4165433324&code=18
00

JSON Response

{"valid":true, "merchant_id":14}

[00166] For a given merchant id (14 from previous step) find products that the
merchant has specified for his offer.
HTTP GET

http://api.locoad.com/merchant/products/?id=14

JSON Response
{
"products": [
{

"product_id":1,
"category_id":5,
"sub_category_id":1,
"product_description":"Pizza",
"tags":"pizza, italian"

by
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Ad Request From Device [00156]Process flows defining exemplary processes for determining which ads
are served, when and why upon request by a device are provided in Fig. 19. For clarity, the contents of
Fig. 19 are reproduced across Figs. 19A and 19B.) Ad Display on Device [00157]A flow, shown in Figs.
20A and 20B, defines the interaction a user can have with an ad, whether delivered via the SDK or not,
and what the outcome said interaction may be. The process flow exiting Fig. 20A is connected to the
process entering Fig. 20B. (For clarity, the contents of Fig. 20B are reproduced across Figs. 20B1 and
20B2.) Create New Can{paign [00158]A flow, shown in Fig. 21, defines the process for creating a new ad
campaign. Create New Ad [0@133]Aflow sshawn in Figs. 22A and 22B, defines the process for creating a

new ad. _
"category_id":5,

"sub_category_id":1,
"product_description”:"Panzerotto",

"tags":"panzerotto, italian"

"product_id":3,
"category_id":5,
"sub_category_id":1,
"product_description":"Spaghetti",
"tags":"spaghetti, italian"

bo

"product_id":4,
"category_id":5,
"sub_category_id":1,

"product_description”:"Panini",

"tags":"panini, italian"
}
]
}
[00167] To Place an order for a merchant:
HTTP GET

http://api.locoad.com/merchant/offer/add/?category

_id=5&sub_category_id=l&merchant_id=14&source
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[00160]A process flow for creating a new ad using IVR is shown in Fig. 23. [00161]Advertisers can send
in advertisements through an SMS message by sending a text to the ad-engines short code (a
hypothetical short code is #76968). API [00162]Exemplary elements of an API in accordance with
embodiments of the present invention are presented below. [00163]Validating a user (user can sign up on
the web site at http://www.locoad.com). [00164] [00165]HTTP GET http://api.locoad.com/?phone

no=4165433324&code=18 00
_id=2&product_id=l&quantity=2&price=19.99&0ff

er_start=2010-04-25
00:00:00&0ffer_end=2010-05-01

JSON Response

{

"offers": |

{

"offer_id":48,
"merchant_id":14,
"source":"1-800",
"product":"Pizza",
"quantity":2,
"price":19.99,
"discount_percentage":0,
"offer_ start":"\/Date(1272168000000-0400)\/",
"offer_end":"\/Date(1272686400000-0400)\/",

"img_url":"http://www.bestfreeicons.com/smima
ges/ Pizza%20slice%20icon.png",
"redemption_code":"",

"distance":0.0,

"merchant_name":"unopizza",
"merchant_lat":43.8026311,
"merchant_1lng":-79.5044929,

"address":"55 Administration Rd, Vaughan, ON,
Canada",

"city":"Vaughan",

"postal":"L4K",
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JSON Response {"validfltrue, "merchant 1d" :14} [00166]For a given merchant id (14 from previous step)
find products that the merchant has specified for his offer. HTTP GET
http://apr.locoad.com/merchant/products/?rd=14 JSON Response "products": [ "product Id" :1, "category
Id" :5, "sub category Id" :1, "product description™: "Pizza", "tags":"pizza, Italian"

"state":"ON",
"country":"CA",

"phone":4165433324

]
}

[00168] Requesting offers.
HTTP GET

http://api.locoad.com/?lat=43.8&1lng=—
79.8&range=1000&page=1l&rpp=10&keyword=italian
&preferences=pizza,leisure&did={device

id}&appid={publishers App Id}

{ "offers" : [ { "address" : "55 Administration

Rd, Vaughan, ON, Canada",

"city" : "Vaughan",

"clickthrough_url" : "http://locoad.com/offer
/?id=12",

"country" : "CA",

"discount_percentage" : O,

"distance" : 14.7382862381124,

"img_url" : "http://i.ehow.com/images/a04/a0/06

/cook-healthy-spaghetti-meatballs—-dinner-
200X200. jpg",

"merchant_id" : 14,

"merchant_lat" : 43.802631099999999,
"merchant_1lng" : -79.504492900000002,
"merchant_name" : "unopizza",
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"product id":2, "category id":5, "sub category id" :1, "product description":"Panzerotto”, "tags":"panzerotto,
itaTian" "product id":3, "category id":5, "sub category id" :1, "product description": "Spaghetti
"spaghetti, itallan" "product id":4, "category id":5, "sub category id" :1,

, 'tags™

"offer_end" : "/Date(1280635200000-0400)/",
"offer_id" : 64,
"offer_start" : "/Date(1277956800000-0400)/",
"offer_text" : "unopizza 5 Spaghettis for
$4,488.00 wvalid until Aug/1/2010 12:00 AM",
"phone" : 4165433324,
"postal" : "L4K",
"price" : 4488.0,
"product" : "Spaghetti",
"quantity" : 5,
"redemption_code" : "",
"source"™ : "1-800",
"state" : "ON"
bl

[00169] Check if the user is within the offer’s geo-fenced area.

HTTP GET

http://api.locoad.com/offer/within_range/?id=14&la
t=43.8&1ng=-79.8&appid={appid}

JSON Response

{“within_range”:true}

[00170] Check if the user is within the offer’s geo-fenced redemption area
HTTP GET
http://api.locoad.com/offer/within_redemption_rang

e/?id=14&lat=43.8&1ng=-79.8&appid={appid}
JSON Response
{“within_range”:true}

[00171] Throughout the lifetime of the process, various events are registered and

tracked through the analytics API. The following events are tracked in regards to the

“demand” for offers:
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"product description™:"Panini", "tags":"panini, itaTian" [00167]To Place an order for a merchant: HTTP
GET http:44api.locoad.com4merchant4offerdadd4?category id=5&sub category id=I&merchant
id=14&source id=2&product id=l&guantity=2&price=19.99&off er start=2010-04-25 00:00:00&offer
end=2010-05-01 JSON Response { "offers":[ { "offer id":48, "merchant id":14, "source":"1-800", "product"
"Pizza", "quantity"” :2,

[00172] 1. Request API — keyword, categories, user preferences, device id, time of

request, location etc. (i.e., all of the request parameters)

[00173] The following events are tracked in association with the offer:
[00174] 1. Offer returned in API response

[00175] 2. Offer displayed

[00176] 3. Offer displayed within teaser area

[00177] 4. Offer displayed within offer visibility area

[00178] 5. Offer displayed within redemption area

[00179] 6. Offer click-to-web

[00180] 7. Offer click-to-call

[00181] 8. Offer click-to-mail

[00182] 9. Offer click-to-map

[00183] 10. Offer redeemed (for redemption offers)

[00184] 11. Offer scratched (for scratch-and-save)

[00185] The publisher may be analogized to a local grocery store. The grocery store

has a limited supply of shelf space. One of the tasks that grocery store has to solve is to
optimize the product that goes onto that shelf space in order to generate the greatest
revenue. Application publishers on mobile platforms face a similar problem. The mobile
platform is restricted in terms of screen real-estate, and the publisher needs to decide on
the optimal revenue generation strategy. For the purposes of analyzing this problem, we
disregard the paid apps that do not generate revenue through advertising, as they are not
relevant to an advertising engine. Therefore, a free, ad-supported application publisher has
to decide what source of advertisement he will use in what space. Once a publisher
decides, based on his application layout, what space he is willing to commit to
advertisement (analogous to allocating shelf space in the grocery store analogy) he needs
to figure out what ad network (or networks) he will use to feed the advertisements to that
space. Not having an ad in the allocated advertising space is the equivalent of not having
any product on the shelf (and yet the rent is fixed). Therefore, a publisher will strive to

embed advertising engines (or mediations engines) that can monetize the allocated space
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"price" :19.99, "discount percentage" :0, "offer start":"\/Date(1272168000000-0400)\/", "offer
end":"\/Date(1272686400000-0400)\V", "img url":"http://www.bestfreeicons.com/smima ges/

Pizza%20slice%20icon.png”, "redemption code™:"", "distance" :0.0, "merchant name":"unopizza",
"merchant tat" :43.8026311, "merchant 1ng":-79.5044929, "address" :"SS Administration Rd, Vaughan,
ON, Canada", "city":"Vaughan", "postal™:"L4K",

the best through a combination of high CPM, CPA (or whatever monetization method is
chosen by the advertising engine) and fill rates. A network effect is at play here. Publishers
will go where there is advertising supply, and the advertisers will go where there is
advertising demand (i.e., publishers).

[00186] Where does this leave a new born, location-based advertising network?
Creating an ad SDK that takes up screen space, but does not have enough inventory (low
fill-rates), would not be of interest to many advertisers, unless the CPA is unusually high.
An alternative way to state this is to say that the CPC/CPA on LBA ads would have to be
very high to make up for the lower fill rates due to lack of inventory in a nascent ad engine
and inherent lower fill rate due to geo-fencing. A strategy that is often used in this situation
is to source lower cost, perhaps not LBA but generic, ads for “back-fill.” Often application
publishers perform this task on their own or they use an advertising mediation engine to
perform this task on their behalf. So far, most of the location based advertising fulfillment
has been born out of location-aware applications’ demand directly. Almost all of the
bigger location aware apps have their own advertising source. They sell directly to
advertisers that wish to target LBA. Most LBA fulfillment has not had to deal with back-
fill. The large mobile advertising networks (such as adMob, iAd, etc.) have not targeted
this space. Mediation engines have the best opportunity to target the space because they
have access to the back-fill.

[00187] Thus, if the local offer engine is intended to have an SDK (embeddable
component) and therefore occupy screen real-estate at all times, it would either have to
have access to the back-fill source or play nicely with other components that might occupy
the same space and somehow notify the publisher that there is no inventory and that they
should employ some alternative for the back-fill. The offer engine should provide an API
by which the publishers can peek to see if there is applicable inventory and if there is
inventory the advertising component can be activated or the ad can be constructed by the
publisher through the API. This slightly increases the complexity of implementing the ad

engine to the publisher.
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"state": "ON", "country":"CA", "phone" :4165433324 1 1 [00168]Requesting offers. HTTP GET
http://api.1ocoad.com/nat=43.8ilng=- 79.8&range=1000&page=1&rpp=10&keyword=itallan
&preferences=pizza,leisure&did=idevice idi&appid={publishers App Id} "offers" : [*address" : "55

Administration Rd, Vaughan, ON, Canada", "city" : "Vaughan", "clickthrough url" :
"http://1ocoad.com/offer /?id=12",

[00188] In the ideal world, the publisher would embed a component from a local ad
engine SDK and it would have high fill-rates with high CPAs and an exceptional user
experience. However, there are many challenges that are faced by this approach. For
example, consider the following scenario: a user is served a scratch-and-save ad. The user
does not yet know how much he will save and needs to scratch the ad when he is at the
store. He would like to use his phone in the mean-time. This means that he needs to
dismiss the ad. Moreover, he might want to use the application that served the ad.
However, pushing the application into the background is not an option. Therefore, the user
needs to dismiss the ad, as opposed to just hiding it. What happens when user dismisses
the ad? Where does it go? Or, put another way, what happens when the user saves the ad?
Where is this ad persisted? In addition, how does the user get back to the ad once he gets to
the store. In reality, one will have to have an application installed on the user device such
as an offer vault, where the user can go back and activate the offers. This has its own
challenges. The user has to know that he needs to go that application. The publisher will
not be happy with the user leaving his app, etc. Another possibility is to implement the
vault as a component that the publisher can embed within his app as well. However, this
requires excessive complexity for the publisher implementation. It is preferable that the
operating system has an option for saving these types of advertisements in something that
is universally accessible.

[00189] In one embodiment that makes saving the ad possible, the ad is saved as a
bookmark. If the various ad types (redemption type, scratch-and-save, etc.) are then
implemented as HTMLS5 applications, solutions become available, such as where, through
the users action, an ad is saved as a bookmark within the user’s mobile browser, the user is
alerted to this effect on activating the save and, when the user gets to the location for the
scratch-and-save offer the user simply opens the bookmark. The browser opens the
bookmark, the HTMLS5 app resolves the user location (which it can, as geo-location is part
of the HTMLS spec), the appropriate geo-fencing logic is used (which can be done through
geo-location, worker processes and web sockets), the user scratches the virtual scratch-

card (which it can do, because of the canvas and Javascript capabilities in HTMLS5), and all

-39-



"country" : "CA", "discount percentage" : 0, "distance" : 14.7382862381124, "img url" :
"http://i.ehow.com/images/a04/a0/06 /cook-healthy-spaghetti-meatballs-dinner200X200.jpg", "merchant
id" : 14, "merchant 1lat" : 43.802631099999999, "merchant 1ng" : -79.504492900000002, "merchant
name" : "unopizza", "offer end" : "/Date(1280635200000-0400)/", "offend" : 64, "offer start” :
"/Date(1277956800000-0400)/",

the backend calls in terms of analytics are performed without any issues from the
Javascript. An issue with using HTMLS is that it is not available on all platforms.
Therefore, the issue can be resolved by implementing the local offer engine app as
HTMLS with bookmarks on mobile devices that support HTMLS, such as iPhone and
Android, and as part of an ad component, such as the Blackberry ad component, for
platforms that do not support HTMLS.

[00190] In addition to bookmarking, other methods may be used for saving an ad
and accessing it later, such as after arriving at a target location. For example, a user may
click on a button associated with the ad to cause an email message to be sent to the user.
The email can contain a URL, and the user can then follow the URL after arriving at the
business location to access the saved ad. Similar solutions may be implemented in certain
embodiments, including providing a URL via instant messaging systems.

[00191] The app vs component issue can be seen even more in the push advertising
scenario. In such a scenario, the user subscribes to brands and/or categories for which
he/she is interested in receiving ads. In order for push to occur, an application needs to be
running on the device, where the application exchanges information with the LBA service
to inquire if an ad is available that matches the user’s profile. This implies the device at all
times executes software that might not be under the control of the publisher. Alternatively,
the lookup for ads could happen on demand, such as on user check-in or some other
location-associated event within the publisher’s application. This implies that the publisher
would query for ads that match the user profile by passing the user’s location and an
identifier that is associated with the user or with the user’s device. The identifier is also
required in the continuous push scenario, but we assume that by having the app, we can
identify the device by having the app have device identification privileges. However, this
may pose problems, because there is a need to associate the device with a user account.
The publisher might not have the permissions required to obtain such an identifier, and the
publisher would be unhappy about having something performing unchecked location
queries that are draining the batteries. Moreover, even if there is something running all the

time as a component within the publisher’s application and there is a match on user’s
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"offer text" : "unoplzza 5 Spaghettis for $4,488.00 valid until Aug/1/2010 12:00 AM", "phone" :
4165433324, "postal” : "price" : 4488.0, "product” : "Spaghetti”, "quantity” : 5, "redemption code" :
"source" : "1-800", "state" : "ON" ]1 [00169]Check if the user is within the offer's geo-fenced area. HTTP
GET http://aph.locoad.com/offer/within range/?Id=14Kla t=43.8&Ing=-79.8Kappld=iappldl JISON
Response {"within range™:truel [00170]Check if the user is within the offer's geo-fenced redemption area

profile for an ad, how is the user supposed to be notified of such an event, especially if he
is within some other app?

[00192] All of the issues with push are resolved if the push version of the app is an
application on its own. It can run at all times, generate push events, give users the ability to
set their preferences for what type of ads they wish to receive and act upon the
notifications. Thus, push is implemented as an app on its own and does not belong to the
scope of the local offer engine. It can utilize the local offer engine through an API to get
access to the available LBA inventory, but it should be implemented on its own as an
application that does the polling, builds the user demand profile and passes the profile to
the local offer engine in a query.

[00193] As discussed previously, a set of challenges faces any system that interacts
with advertisers that are in the long-tail of the advertiser market. Here we find micro-
businesses. These micro-businesses are often interested in hyper-local advertising, since
they have perishable goods and services and are in real-world servicing a hyper-local
customer base. Unfortunately, the same said businesses often lack the sophistication
required to use self-serve advertising systems, even ones as simple as Google's ad-Sense.
Every business has access to a phone, be it local or mobile. One of the first steps taken
when a business is organized is to get land line telephone service. The local offer engine
system was designed to handle this type of market through the use of the IVR system,
thereby leveraging a communication medium that is very familiar to a micro-business
owner. Within the local offer engine, an account can be pre-created on behalf of a business
by a call center. The business’s location may be geo-coded, and its product listing can be
established based on its line of business. Once signed up, the local business can then place
offers through the simple use of the IVR (or a call into a call-centre or through an IVR
with voice recognition).

[00194] Should local advertisements be pushed or pulled? This is really a wrong
question. Push and pull advertisements are different advertisements and can be considered

as different options or product lines.
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HTTP GET http://aph.locoad.com/offer/wlthin redemption rang
e/?ld=14Klat=43.8&Ing=-79.8Kappld=iappldl ISON Response {"within range":truel [00171]Throughout the
lifetime of the process, various events are registered and tracked through the analytics API. The following
events are tracked in regards to the "demand" for offers: [00172]1. Request API - keyword, categories,
user preferences, device id, time of request, location etc. (i.e., all of the request parameters) [00173]The

following events are tracked in association with the offer: [00174]1. Offer returned in API response
[00195] Local push advertising requires having a profile associated with the device

or account that has some expressed interest in brands or categories of products, which
would then be matched against offers provided by advertisers when the user is within a
geo-fenced area associated with the offer. The user’s location is acquired on a continuous
basis (e.g., using Google Latitude, or Loopt), and alerts are generated when a match on the
offers exists.

[00196] In pull advertising, the user expresses interest in goods or services through
a query or some other action, and at that point in time the query (or context) is passed
together with the user’s location to pull a matched advertisement from the local offer
engine.

[00197] Another option is a mixed model, where the user’s location is not acquired
continuously but instead where a location is acquired through a check-in (or some other
location- associated event) and then this location is passed to the location-based system,
together with user identifier, so that a match can be made against the offers available in the
system.

[00198] Push advertising is best accommodated through having a dedicated
application for generating the alerts, though server side push could be possible, as long as
the user’s location is passed to it. A server based push system could be implemented based
on the user’s approximate location, since it is available to a back-end system through the
cell-tower triangulation, but this location is rarely shared with anyone outside of the carrier
walls due to privacy concerns. Alternatively, there can be mechanism of continuously
providing the user’s location (e.g., using a facility such as Xtify service location
component on Android, provided by Xtify, Inc., New York, NY 10012). Such service
should not activate the GPS since this would drain the battery. Instead, it should use the
approximate, lower-power, user location identification using the Wi-Fi access points and
cell-tower info. Once the location engine receives the user location, it can perform the
matching and activate the platform-specific push notification service. All of the smart
phone platforms now have official push notification systems. For example, for Android-

based devices, see: http://code.google.com/android/c2dm/. These push notification systems
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[00175]2. Offer displayed [00176]3. Offer displayed within teaser area [00177]4. Offer displayed within
offer visibility area [00178]5. Offer displayed within redemption area [00179]6. Offer click-to-web [00180]7.
Offer click-to-call [00181]8. Offer click-to-mail [00182]9. Offer click-to-map [00183]10. Offer redeemed (for
redemption offers) [00184]11. Offer scratched (for scratch-and-save) [00185]The publisher may be
analogized to a local grocery store. The grocery store has a limited supply of shelf space. One of the

tasks that grocery store has to solve is to optimize the product that goes onto that shelf space in order to
generate the HreAst fovisHies RSpBaHBR N SHSER TebBRd fmatfeithd $aBBeSIMARYH8Blem. The

mobile platformds, cespickeshiftitatns ﬁ@%ﬁ@n real-estate, and the publisher needs to decide on the
optimal revenue generation strategy. For the purposes of analyzing this problem, we disregard the paid

apps that do i g8herate FEQBNHE Py RASRASHISNG 19 3kHEREFaYS AP réteAFalst ths RHSRdVERESing engine.

Therefore, a figg, ﬁfé‘%‘ﬂﬂ?%ﬂgﬁ@%{%ﬁi@n pYRlishes hasiedecidewhah sRMeR ofRlyaitigement he will
use in what space. Once a publisher decides, based on his application layout, what space he is willing to

commit to adRertibkiehapsi s whare cxlsheReM assa YRSt drars Sy s RN gnsl 8455 He needs to
figure out whg{, adsseivedaéey, nedwneks) D vilibisadoufeeditimahvsrisamentswel thatspree: Not having

an ad in the allocated advertising space is the equivalent of not having any product on the shelf (and yet

the rent is fix88)OPhekdRSteYBepib HERERSHiIP¥L TR0 % Bt ARRUIAG ErbiRRS (b HietiRtiGhs engines)
that can mongfigaihealteGatad tBAGHA generating alerts on behalf of the user. The publisher or the

push application preferably is able to identify the user in a unique fashion in order to pass
user-specific information and is able to push notifications to the user.

[00200] A push based system, or a system that requires matching on the
advertisements based on some kind of user profile, uses a unique user identifier. The
identifier does not have to identify a user as a specific person. Personal information can be
stripped from the identifier. However, the identifier should identify at least the user’s
device uniquely. Preferably, the unique identifier can identify the specific user of the
device (for the case of multiple users of the phone) and even better if the identifier can
exist separately from the device (such as a user account), so that it can be used
independently of the device. The disadvantage of having the user sign up is in that it
requires the user to take a positive action, namely, signing up. It is possible to use an
existing account system, such as Facebook, Connect or Twitter Oauth, to reduce the
burden of signing up by the user, but if the offer engine requires such a unique identifier,
then any publisher that uses the offer engine would be required to pass such information. It
would, therefore, make more sense to have the offer engine be user agnostic and have the
user management and user profile be handled by the publisher. If the publisher
applications have user preferences, for example if a Facebook account is used and the
publisher has access to user likes, such preferences can be passed through the API to the
offer engine so that more relevant ads are served. The user identifier (or a hash of such an

identifier) should at most be an optional parameter to the offer engine requests.
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the best through a combination of high CPM, CPA (or whatever monetization method is chosen by the
advertising engine) and fill rates. A network effect is at play here. Publishers will go where there is
advertising supply, and the advertisers will go where there is advertising demand (i.e., publishers).
[00186]Where does this leave a new born, location-based advertising network? Creating an ad SDK that
takes up screen space, but does not have enough inventory (low fill-rates), would not be of interest to
many advertisers, unless the CPA is unusually high. An alternative way to state this is to say that the

CPC/CPA onl9®BRHds woulds ke 91 Pgide phaRENFZRS fEcse weYaali vemeatahastberitk of
inventory in gipastRAt AdigAgiNE-2NGIBALEPI MR 1Rte duadoaeuisheing o nithaisgyrthat is often

used in this situation is to source lower cost, perhaps not LBA but generic, ads for "back-fill." Often

application ptMIEAB SR O IRNIOESREAShEIEBHREY okndd)udeadrPaki ergaing MBGMibnfEine to
perform this tagker, heinPehalf neentay, seshefithadacatiepbasemrdyestising feliloresthag been born

out of location-aware applications' demand directly. Almost all of the bigger location aware apps have

their own advBrtidisg detireeiomesndediresiinfo HAalesiSmaion: Drdhiaedrhet B AYNRL IBA fulfilment
has not had te-dgaliwitafegkiilihhe e BoRie FAUeRIRID hARIWarKésteheasadiMeRdAd etc.) have

not targeted this space. Mediation engines have the best opportunity to target the space because they

have access @ 0¥ gxeR-Andfenhissirheaamind hosarbiler dhiinetisshinddde ity RRREHASDHR

(embeddablergpinppy)epbranshihasefaraQeaURY srI6en peloasiatad! Blbiimesaityvasiichedher have to
have access to the back-fill source or play nicely with other components that might occupy the same

space and sdtiskovPh Bty igEchastish Mokt disgrams mnbedmBrrasatadat e BRI BregiHY some
alternative forphaibask:flbriheoffaraanaingshomd Rrevidsan AR IHYewihithotee IuBlishears san peek to

see if there is applicable inventory and if there is inventory the advertising component can be activated or

the ad can b B RSEPEM RS EHAGhRtHRSBYFIONS RPPraFASgHIRRS s BmctinascBhibfexity of
implementingib@adigndinentaiie puliisRered[Q9 Bt dhpidaahwmyldothe, Prblishes Wakldgmbed a

component from a Jocal ad engine SDK and it would have high fill-rates with high CPAs and an

exceptional ULBHES Sriafraal el RoRrARTaHY SiereHan namateiiRle toiperdneliadas il ¥oach. For

example, consigdsihedateywiehBre RanPuit SBENSaS RO, d5eéAedy-nad-5RY 8yasl cdmpudserdoes not yet
know how much he will save and needs to scratch the ad when he is at the store. He would like to use his

phone in the fachmsite S48 Mt MelA¥Laditsshdhiraiion dlriabbodiereAe myHiaR Nt to use the
application thassgeveddhead. fitpyeuakpushtnasherapplication inta Heikrskgiaungrismaian option.

Therefore, the user needs to dismiss the ad, as opposed to just hiding it. What happens when user

dismisses thE AW XirhdPet SETRUS 2 BPUs SHBIRRH GO WREL Aa pdndineh 8irede UsBE XSS the ad?

Where is thiscaehpesisiadddics atiditini howaiesibenvsafigehigckd et addncediavgristie the store. In
reality, one wijll have to have an applic%tion installed on the user device ﬁuch as an offer vault, where the

user can go DARISAY AGHRSENNE NS Higs Y GWATCHAM nRIOPRAHY (e fialvRhoWShat he
needs to go thabagiplicatigartThe publisherusiticnaihe heppawitmthewser deaynghis apeh efc. Another
possibility is to implement the vault as a component that the publisher, can embed within his app as well.
However, thi§%@%§r@c§§§fﬁe céﬁ’fiﬁgyfﬁfﬁogﬂ% ﬁbliti]ﬁtsg’i%ﬁenéfﬁ‘&fﬁ)n?ﬁ% efe}géfgthat the
operating sygtaspriasiableptienfensaliiGhese tipeshafdehrerdisasmerisnibisativetbintgitiatis, universally
accessible. [OOéEi/%lln OEF embodiment that makes saving the ad possible, the ad is saved as a
bookmark. If IREVARATS 86 BEL G SGBRMEB type, scratch-and-save, etc.) are then implemented as
HTMLS applipgoo2g, solutisvisibateris enritablalestitbedstwberk , therabgietbestisiess actiaplaan ad is saved
asa bookmarlé?ﬂitcﬁ}in the user'HsI: mobil brov%ﬁ)er, the usir{if alerted to this effect on cgvatin% the save
and, when th&"U%¥ lﬁgﬁstdtﬂé 386{{ TRPR %é?gf&h‘l R9ate’ %?'n[l]i etf%%ﬁﬁb@l ﬁeéthoél he
bookmark. The, bidwsasgsatbpsns the Dbhskmadicnibedhidishapbeasaticesitheundepdaagtitofiwhich it can, as
geo-location is part of the HTML5 spec), the appropriate geo-fencing logic is used (which can be done
through geo-BUBRE SRRSO I LB <BRBRL, (1L SRR MO Lo card
(which it can glachetauselafdivedag es-andcthudsatiptwapatititie HaeHddWir by dawitlalle fdrenoackend calls
in terms of argalxt' ) ak%lgegorm?&lwétho%ﬁc any i sues frc()ﬂ] the Javatsctgligtt.fAntissue with using HTMLS5 is
that it is not avallabie-oA alf p%let orms. Therefore) the is&ieCarPhe fesoned" Bf/ ]i(r)ﬁlfﬂé) en i%rbs’the local
offer engine app as HTMLS5 with bookmarks on mobile devices that support HTML5, such as iPhone and

Android, and as part of an ad component, such as the Blackberry ad component, for platforms that do not
support HTMLS. 44-



[00190]In addition to bookmarking, other methods may be used for saving an ad and accessing it later,
such as after arriving at a target location. For example, a user may click on a button associated with the
ad to cause an email message to be sent to the user. The email can contain a URL, and the user can
then follow the URL after arriving at the business location to access the saved ad. Similar solutions may
be implemented in certain embodiments, including providing a URL via instant messaging systems.
[00191]The app vs component issue can be seen even more in the push advertising scenario. In such a
scenario, the%ﬁéﬂ%bﬁ?ib@% ¥ raAdRoEHNoPcstel drlegksopivhie ARt RS thtBledieddh Hsceiving ads.
In order for D%Qzéﬁa%%ﬁy aR applicaten ResdetoiRe rwpaing apthaidsyise pMishadhepealigation
exchanges information with the LBA service to inquire if an ad is available that matches the user's profile.
This implies PfedevMOReRAtiMdde e tadedmsare fiat datgHPFbtIBeCORBRSIOR BohrdrdPRe publisher.

Alternatively,ifhgdagkeiRifer afRceedddirpasnan fdemand wsiGR@sARusar ahesiithehsgme other
location-associated event within the publisher's application. This implies that the publisher would query for

ads that mat@PPRiGde P BB AR HeicuEss JeksaRand kRiRteh tresdiRati PALiRBsi8ted with the
user or with thRddsgiedeviagy Haedsiaptifiar is alapsraauingddnaiig CORLRsIAUSRUSASHRRALIen but we
assume that by having the app, we can ide_ntigy the device by having the app have device identification
privileges. HORAWENIRS Mayyssisehpioblimis B%é'&“ug’éct]ﬁ)é‘?g FERBBANS-associate the device with a user
account. The publisher might not have the permissions required to obtain such an identifier, and the
publisher would be unhappy about having something performing unchecked location queries that are
draining the batteries. Moreover, even if there is something funning all the time as a component within the
publisher's application and there is a match on user's profile for an ad, how is the user supposed to be
notified of such an event, especially if he is within some other app? [00192]All of the issues with push are
resolved if the push version of the app is an application on its own. It can tun at all times, generate push
events, give users the ability to set their preferences for what type of ads they wish to receive and act
upon the notifications. Thus, push is implemented as an app on its own and does not belong to the scope
of the local offer engine. It can utilize the local offer engine through an API to get access to the available
LBA inventory, but it should be implemented on its own as an application that does the polling, builds the
user demand profile and passes the profile to the local offer engine in a query. [00193]As discussed
previously, a set of challenges faces any system that interacts with advertisers that are in the long-tail of
the advertiser market. Here we find micro-businesses. These micro-businesses are often interested in
hyper-local advertising, since they have perishable goods and services and are in real-world servicing a
hyper-local customer base. Unfortunately, the same said businesses often lack the sophistication required
to use self-serve advertising systems, even ones as simple as Google's ad-Sense. Every business has
access to a phone, be it local or mobile. One of the first steps taken when a business is organized is to
get land line telephone service. The local offer engine system was designed to handle this type of market
through the use of the IVR system, thereby leveraging a communication medium that is very familiar to a
micro-business owner. Within the local offer engine, an account can be pre-created on behalf of a
business by a call center. The business's location may be geo-coded, and its product listing can be
established based on its line of business. Once signed up, the local business can then place offers
through the simple use of the IVR (or a call into a call-centre or through an IVR with voice recognition).
[00194]Should local advertisements be pushed or pulled? This is really a wrong question. Push and pull
advertisements are different advertisements and can be considered as different options or product lines.
[00195]Local push advertising requires having a profile associated with the device

45-



or account that has some expressed interest in brands or categories of products, which would then be
matched against offers provided by advertisers when the user is within a geo-fenced area associated with
the offer. The user's location is acquired on a continuous basis (e.g., using Google Latitude or Loopt), and
alerts are generated when a match on the offers exists. [00196]In pull advertising, the user expresses
interest in goods or services through a query or some other action, and at that point in time the query (or
context) is passed together with the user's location to pull a matched advertisement from the local offer
engine. [00197]Another option is a mixed model, where the user's location is not acquired continuously
but instead where a location is acquired through &chA&ekSin (or some other location- associated event)
and then this location is passed to the location-based system, together with user identifier, so that a
match can bé¥hade dgaiedtishe offers available in the system. [00198]Push advertising is best
accommodated through having a dedicated application for generating the alerts, though server side push
could be possible, ag lang A% PReAIEIHANIT PRISGHIAL A Serverlased ausbhaystem could be
implemented based on the user's approximate location, since it is available to a back-end system through
the cell-toweMHigltfumeeRile sttt ioNs Hlsyiesrafyr snardba iy aHs R bbesiga sPacchividy walls due
to privacy COﬁ%{ﬂ&s@%{rﬂfgix&%sH&?aﬁ%cP@ﬁkiﬁ%s%%@%ﬂ?%e%%@ﬂ%ﬁﬂﬁﬁiﬂgwiding the user’s location
(e.g., using a facility such as Xtify service location component on Android, provided by Xtify, Inc., New
York, NY 10012). SaBiP@eHaeysHsaiipdtBanmiomatopisasragihbic dedatianin! the vaaRYs. Instead, it
should use the ARRIAXHRGIRIAWEr-power, user location identification using the Wi-Fi access points and
cell-tower info. Once the location engine receives the user location, it candoerform the matching and

activate the platforn¥ecircpriile ORREAHSALSBAACKICA oY e shiaH prdsnshdisimserivbaave official

push notificafigg s¥stRMRJHOLRYAMRIS {R NIk QId AR eM dRVIRESHSe6mmunications device, of
http://code.google.com/android/c2dmi. These push notification systems are meant to reduce the amount

of power usaf&iqairen el keepycEdimediordlive and receive a push notification message.

[00199]From the sysigiR PEESREEHYothigARVATIRIBOHSIXSPRRIAE MRV P-asRRS tiRfmtke offer
engine matching. By having an interface between the two systems, it is possible to handle systems where

publishers pl&cs fBefidbes s PiRe-Ored diviinecdirtctiy RpPasSngAtinterdiiareaitaky, s#5d8%ion and user

profile informaiipnyasnmgll armbudldingmmieriehihisvivpeAfiRRUAES BYishasting adpusRaralication that
passes this type of information to the system and generating alerts on behalf of the user. The publisher or
the push app gg?FSﬂtﬂié?éP&tflxﬁstv%f@wﬁmweﬂ%éWin a unique fashion in order to pass
user-specific information and is able to push notifications to the user. [00200]A push based system, or a
system that requiresAmatthidgeorthiegadvdsiise menisdiaseconsaihe dindnef disgiaprdfilies fises a unique
user identifier. The id r}ltifie doges not have to identif])ﬁa.u prasas cific on. Personal information
can be stripp e HOH A RS QU e RIS SR LT L Hevice
uniquely. Prefieradly¢ttie teiguetde ntifte hesrilidd entifin thhe sip@cifidevser of thaldeviten(fdrethiraase of
multiple users of, the phone) and even better if the .identifier can exist separately from the device (such as
o iser accouR S ST A o EBL A, S e e LA A B g the user
sign up is in thamithehusiesstieaagento take a positive action, namely, signing up. It is possible to use an
existing account system, such as Facebook, Connect or Twitter Oauth, to reduce the burden of signing up
by the user, but if the offer engine requires such a unique identifier, then any publisher that uses the offer
engine would be required to pass such information. It would, therefore, make more sense to have the
offer engine be user agnostic and have the user management and user profile be handled by the
publisher. If the publisher applications have user preferences, for example if a Facebook account is used
and the publisher has access to user likes, such preferences can be passed through the API to the offer
engine so that more relevant ads are served. The user identifier (or a hash of such an identifier) should at
most be an optional parameter to the offer engine requests.
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[00201]A system for generating and delivering geo-fenced advertisements has been described as
including a processor controlled by instructions stored in a memory. The memory may be random access
memory (RAM), read-only memory (ROM), flash memory or any other memory, or combination thereof,
suitable for storing control software or other instructions and data. Some of the functions performed by the
system for generating and delivering geo-fenced advertisements have been described with reference to
flowcharts and/or block diagrams. Those skilled in the art should readily appreciate that functions,
operations, décisiond, BeEhesk aridip b Ble B8 BIBCK, or a combination of blocks, of the flowcharts or

block.diagrams may,h@imple ; 85691115&W&?&Hé%@%i@ﬁiﬁu&ﬂ%q@@?ﬁé@fﬁerﬁ%&%‘i@%ﬁrmwwe or
combinations thereof. Those skilled in the art should also readgz a%?reuate that instructions or programs
fo

defining the faiHeftisabtaYsiag s 9f Jhe ity e Him e pRoEsasH iAnkyanits e, including,
but not limiteghtp, i fsmalian-RESRANSAEY RtQraeiRunofRy fitenagRumesisiend- paadecnly memory
devices within a computer, such as ROM, or devices readable by a computer 110 attachment, such as
CD-ROM or ﬂf\?ﬁﬁlﬂi’é@)i, information alterably stored on writable storage media (e.qg. floppy disks,

removable flash megesnandinpedidrivesknjniormeatomacryaysdtta samputaidhrasghgemnmunication
media, including wired or wireless computer networks. In addition, while the invention may be embodied

in software, tAM9THETAHY FRIEESAHFPIEN A BMEFHOME TRTERIGh BagOBHIERAIRM 0P ANYRAGES be
embodied in RRIKIRY E3MRRIRHENE lewaale RRaiRrhadVIE HRIPRBE RIS RebRsheopbiRatorial logic,
Application Specific Integrated Circuits (ASICs), Field-Programmable Gate Arrays (FPGAS) or other
hardware or Bombination of hardware, software and/or firmware components. [00202]While the
invention is described through the above-described exemplary embodiments, it will be understood by
those of ordidary skil imiba@tt thebraogificationsno, Bndurartatienmpfisthg, illusitatetie nmbsidlments may
be made without deg.artti.n from.the, inverl'ultive conge tsﬁpisg}oseg herein. Fotr example, although some
aspects of sycs(fglr%mflo}c enera FrYécgﬁé géﬁl\}lérﬁlé) r§ S H DR s Lt RV Been -4 lfibed with
reference to adtdwetiantofhiosesskibietidmibtel acoshautdaeadilylappeeciate that functions, operations,
decisions, etc. of all or a portion of each block, or a combination of blocks, of the flowchart may be
combined, separateq i ar tions erfor no S. oyer, whila the
embodiment?are dgscr}%gee&a%ﬁq c%ér%r)l%%%%aﬁllt?vitﬁ%%%oé’s i ustégtivigﬁg%%%hc%%fg c%)frll%e gﬁﬁlﬂeﬁcfin the art will
recognize thaothagyswiipmmdgvine embiduiethesisgral waeidalinsfldhsteseruetihehusinebelonatiendisclosed
aspects, or paglians Ak ihaeaRReCIPut MohTSAMBIRRI N IsGeanovs Aceaingly. the
invention should not be viewed as being limited to the disclosed embodiments. CLAIMS What is claimed
is: 1. A compdiertisgplentented method of displaying a geo-fenced advertisement on a wireless mobile
communications device of a user, the advertisement being associated with a business having an

associated bysiness\ogation atesrmethedicrmprisiag: conprigpeatically receiving information about a
geographic location of the mobile communication device; while the mobile communications device is

within a first predefifdtil@idamabils e BIsitedent datish, i utbhairanscead arrgdisphyiskiite mobile

communicatignsieyicent adémioreraionehshs aguertisamant @id a uwhilgpiheomnekilafdmmunications
device is within a second predefined distance, less than the first predefined distance, of the business

location, autdiERREN§ASsiAG Hispldy 1P HE RoBTENc sHiRltmiCAtidhs desrad, JFi98cohdbersion of the
advertisemeniqg@iffaentdhandhe first version of the advertisement.

in response to receiving the signal, automatically causing revelation, at the mobile

communications device, of an offer associated with the advertisement.
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2. A method according to claim 1, wherein automatically causing display of the first version of the
advertisement comprises automatically causing display of the first version of the advertisement while the
mobile communications device is both within the first predefined distance of the business location and at
least the second predefined distance from the business location. 3. A method according to claim 1,
wherein: automatically causing display of the first version of the advertisement comprises
automatically causing display of the first version of the advertisement only while the mobile
communicatidns deVic8sdtRiROIIE SIS PreBdrnd¥ §istance of the business location; and

automatically CaUSir&ﬂiﬁ@'@ﬂs@faﬂﬂ%ﬁ?ﬁ@@g%ﬁfﬁi{?&s@(ﬁﬂhgf afvesisemeni SReRpEsAUamacally causing
display of the second version of the advertisement only while the mobile communications device is within

the second pféttaned Hhearbacotamanspisiiasdpdstd. 2 yitshetrdeheri€ordhg to claim 1, further

comprising, while th@aﬁ@ﬁ@er&%ﬁﬁwﬂi%ﬂ%s QE&C%&M@Q apredelingd sdemmplios axgu,
automatically causing notification of the user of the mobile communications device. 5. A method

according to SRR RSB PERAIPNMAE 86t BIOR SfRR HRRARHS HEA ecraGhadhd -t second

predefined digtahes efithe Brsiness location, automatically revealing, at the mobile communications
device, an offer associated with the advertisement. 6. A method according to claim 1, further comprising:
while the mol%ile commun'caiions device is within the second redeﬁ' ed distance of the business
location, recelving 2 SR LASHIGHEM 8 8B BIE B AL RBBAE BorHiUH SO R BV e association
with display afffaecsageidsversidimgtlibefaduatysamsptinanc recdiviigspensgnid receiving the signal,
automatically causing revelation, at the mobile communications device, of an offer associated with the

advertisemen)t: 7. '&\%&%89 gggo(%ﬁflril%gtéocﬂm,GW\@{Ql%ﬁﬁigﬁtomatically causing revelation of the

offer comprises revealing the offer only in response to receiving the signal while the
mobile communications device is within the second predefined distance of the business

location.

10. A method according to claim 6, wherein receiving the signal resulting from the
user input on the mobile communication device comprises receiving a signal resulting

from a wiping gesture performed on the mobile communication device.

11. A method according to claim 6, wherein causing revelation of the offer comprises
causing revelation of an offer that is valid only if the user provides an input into the mobile
communication device while the mobile communications device is within the second

predefined distance of the business location.

12. A method according to claim 1, further comprising:

storing information about the advertisement in a memory of the mobile
communications device; and wherein:

automatically causing the display of the second version of the advertisement
comprises automatically causing display of the second version of the advertisement in

response to the user accessing the stored information about the advertisement.
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causing display of the second version of the advertisement comprises causing display, on the mobile
communication device, of a virtual scratchcard; and causing revelation of the offer comprises, in
response to the user input, automatically causing alteration of at least a portion of the displayed virtual
scratchcard, so as to reveal the offer. 8. A method according to claim 6, wherein automatically causing
revelation of the offer comprises revealing the offer only in response to receiving the signal. 9. A method
according to claim 6, wherein automatically causing revelation of the offer comprises revealing the offer
only in respohde to re&esthing weLgHatafiethe fi8lcommunications device is within the second

predefined distanceyfiihe BuSingSHIAGaTIABotAnd RethesacRerinadaclaisn6 owhRrsinFaeeiving the

signal resulting from the user input on the mobile communication device comprises receiving a signal
resulting fronAWWIBHERHERt G I5e SOMRESES ATETEIM Sb AL AR HifomeRi¥eand 1. A method according

to claim 6, wherein gausingdayelaliamef heRfebcamPisehsausiign eye mtioRetARQHS that is valid
only if the user provides an input into the mobile communication device while the mobile communications

device is witHFPRABSS 8RB Predersetngishentiared iHEBNINEs RIS RIS RS IRESSTding to claim

1, further compibsiRbeally SIQIRY dpEDatieR: ABQIHINE-adN SHIBRMBR IR MAsInleamabile
communications device; and wherein; automatically causing the display of the second version of the

advertisemerttSEbREFISEE R Seriteaity causing display of the second version of the advertisement in
response to the user accessing the stored information about the advertisement. 13. A method according
to claim 12, whereinA metht@rirgdhngtorchation abowt teempeviedisement in the memory of the mobile
communications device, c.omplgises creation %f a bookmark in the memory, and . .
receiving, by a computer, during an 1initialization phase, the associated business
location and storing the received associated business location in a database;
after the initialization phase, receiving, via an automated telephone interactive
voice response (IVR) system, information about at least one of a selected product and a
selected service and price information associated with the at least one of the selected
product and the selected service;
automatically generating the advertisement using the stored associated business
location, the received information about the at least one of the selected product and the
selected service and the received associated price information;
storing information about the generated advertisement in the database; and

subsequently using the stored information about the generated advertisement to

cause the display of the first and second versions of the advertisement.
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automatically causing display of the second version of the advertisement in response to the user
accessing the stored information about the advertisement comprises automatically causing display of the
second version of the advertisement in response to the user accessing the bookmark. 14. A method
according to claim 1, further comprising:  receiving, by a computer, during an initialization phase, the
associated business location and storing the received associated business location in a database;

after the initialization phase, receiving, via an automated telephone interactive voice response (IVR)
system, inforAfation %b@ﬂgg{l%dﬁ%ﬁm‘é%&@&%“ﬁr&?ﬁépgn@ﬁdé'@l'éc]f’é&l%r\‘i%ﬁm piReks information

associated wif,the aldeaat ape aldhaysrlecieddyedichand hie elRaiedSerVichiclessadRmAtically
generating the advertisement using the stored associated business location, the received information
about the at IEABIBIREHPRL deyiaed prottict B R erdsragrly tsangicssepttask Yoo dYH& S ciated price

information; hsiaiing NYMALPHARRY Ihaasneaicapdietiseesaiktde database; and subsequently
using the stored information about the generated advertisement to cause the display of the first and

second versions of fERHFEREMERtiSUs! (R IIIC ANy TaraNSiBI) BEHRILAERYEA d5R#ERERium having

computer codg stRiesr e eepifotslishiayigeh aeprdenced advertisement on a wireless mobile
communications device of a user, the advertisement being associated with a business having an

associated businesSISURHBRCIHE COHIBR: Coddidehpriekile comppiGiiresdevisifigtied o

aUtOmatiCﬁ'|Yfﬁ@@€§iﬂ6%lémd{nai§%@b@ﬂttﬁe9§@ﬁﬁ@@1i%d@ﬁ&ﬁi,oﬂuﬁfﬁﬁﬁdﬁlgbit%&@”@ﬁ@pﬁ@aﬁﬁmﬁewcei
computer code configured to, while the mobile. communications device Is within a first predefined distance

of the busineB¥RleARIRMABiEHigEtdRyicn0éa Hrsprssion hirasireisehimaaihtions device, of a first

version of the advertisgpgatcafd conficarspuieiaadercantisuadianuhidaitie rokiteicammupications
device is within a second _predefined distance, less than the first predefined distance, of the business

location, auto\FiEr4edingd disiansy, s mibe il BrmTHRRbHERE T lcbefusitesdAerieRsion of the
advertisemeniy@diffgriem yhansthadpsl versienmbshe adieriisemiont dd@cd systarvir Wispaying a

geo-fenced advertisement on a wireless mobile communications device of a user, the advertisement
being associdiEANWRHISERGEn LRl ihghalid derienil ey fLsEB M ithe system comprising:
16. A system for displaying a geo-fenced advertisement on a wireless mobile
communications device of a user, the advertisement being associated with a business
having an associated business location, the system comprising:
a location module configured to receive information about a geographic location of
the mobile communication device;
an advertisement module configured to:
while the mobile communications device is within a first predefined
distance of the business location, automatically cause display, on the mobile
communications device, of a first version of the advertisement; and
while the mobile communications device is within a second predefined
distance, less than the first predefined distance, of the business location, automatically
cause display, on the mobile communications device, of a second version of the

advertisement, different than the first version of the advertisement.
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a location module configured to receive information about a geographic location of the mobile
communication device; an advertisement module configured to: while the mobile communications
device is within a first predefined distance of the business location, automatically cause display, on the
mobile communications device, of a first version of the advertisement; and while the mobile
communications device is within a second predefined distance, less than the first predefined distance, of
the business location, automatically cause display, on the mobile communications device, of a second

version of the adverfisWiiit diferEiftEnih ahiMrstiyefaiBisoreBRARAg tideRabRicatian Angd¥em according

to claim 16, fusiigsramerigingadaiifcatinn medeliesooiighaddo auimaticall:GaHampatification of the
user of the mobile communications device, while the mobile communications device is within a predefined

redemption afé¥icer 8/hilestheratabils corampnisatianmiesics Hevahinesrirawmpskrrismrtiondigds configured to
automatically reveal, at the mobile communications device, an offer associated with the advertisement,
while the moh#e commeusicatioosrdigyice isimithis hiecaaaane pradainachdisiande iofdhdipusiness

location. 19. A system according to claim 16, wherein the advertisement module is configured to:
i e mon LB EIREHE b EdT R RSEU SFainAnd SR es Rt ees

location, receigecaisignaltresuilingdrombicdisaninmitaiviRedsvidale coithinuhicadiond ewdefinedssociation
with display of.the second version of the advertisement; and in response to receiving the signal,
automatically"C4HE Pé%%?al?fgﬁl}eéf %ﬂ%aﬂ%bile communications device, of an offer associated with the
advertisement. 20. A system according to claim 16, wherein the advertisement module is configured to:
store informatidn abdutytheradeantibegiontlanna Mewlomeiof tireadhabileecemmudidationstfeyiost and:
automatically, cause the display of the second version of the advertisement by automatically causing

display of the second version of the advertisement in response to the user accessing the stored
information about thetahvidrtiseiéntommunications device is within the second predefined distance

of the business location, receive a signal resulting from a user input on the mobile
communication device in association with display of the second version of the
advertisement; and

in response to receiving the signal, automatically cause revelation, at the mobile

communications device, of an offer associated with the advertisement.

20. A system according to claim 16, wherein the advertisement module is configured
to:

store information about the advertisement in a memory of the mobile
communications device; and:

automatically cause the display of the second version of the advertisement by
automatically causing display of the second version of the advertisement in response to the

user accessing the stored information about the advertisement.
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21.A system according to claim 16, further comprising an advertisement add module configured to:
receive, during an initialization phase, the associated business location and store the received associated
business location in a database; and after the initialization phase, receive, via an automated
telephone interactive voice response (IVR) system, information about at least one of a selected product
and a selected service and price information associated with the at least one of the selected product and
the selected service; and wherein the advertisement module is configured to: automatically generate
the advertisefdent uSinystRE SEsIIRS S Glatan udinss somarrbrngHie rsberisemsrs i Becalout the at
least one of the,gelgete@.product and the selected service and the received associated price information;

store information about the generated advertisement in the database; and subsequently use the stored
information about th&<§éYferdta S avdriddiraitnPbaigsdihasersiieg SuairesidoeriPseBdndoiérsions of the

advertisemente received associated business location in a database; and

after the initialization phase, receive, via an automated telephone interactive voice
response (IVR) system, information about at least one of a selected product and a selected
service and price information associated with the at least one of the selected product and
the selected service; and wherein the advertisement module is configured to:

automatically generate the advertisement using the stored associated business
location, the received information about the at least one of the selected product and the
selected service and the received associated price information;

store information about the generated advertisement in the database; and

subsequently use the stored information about the generated advertisement to cause

the display of the first and second versions of the advertisement.
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