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FI ELD OF THE | NVENTI ON The present invention rel ates
to providing targeted advertising to consuners. In
w@anriicarhar, the invention relates to providi NBCT/NZ2007/000070
targeted advertising based 6l 7 nformation extracted
frominmages of consunmers. BACKGROUND TO THE | NVENTI ON
FIEAY &R THENQNYENGYONy wher e.  Conpani es are spendi ng nore
on vertising far products than ever before, .on an
over T ooy S GRS ookt e et rgpusumers. Tn
part@duar D@60 Hhveaiti 6P 1Blafd VBT bioVidih SAY¥MYd HIerisRigPBRARIN d1P information
(both consciously and subconsci ously) nore adept at
extragiad frgooiages off aphsmersyy adverti sing. For advertisers
this means that it is increasingly difficult to nake
adverti senents stand out and be noticed. Furthernore,
BACKGROUND TOTHRINVENTEOMNd be noticed, an adverti ser
nmust adverti se usi n% mul ti ple nedia and_adverti se L
f r ed\IREISINE &5 eYRYIVIeIS. h&PniRgnigs odde (panding merpepn j afvagising for
e [ vV, -Ar Q,
prod o e 0 ARk el Ehie SORBUE B S
becommgunaiel &lvesisingt sivendnd aevbedemimeqbatit tdnseibligty med sabconsciously)
on .i nvest nents. The,ingfct.of advertising can be
morg SR AL RIS, P Ut AR [88QERFAVESHg: adver tising is target ed
L0 tH3E 2BHEHiGRE Bnik SGhY Y it §s inﬁ%‘éﬁﬁ%l?rsdi uft HOPRLI Sdvertisements
are generally conceived with a targ audi ence I n
standioutiand be ndiiseddVanthermoregtocmachef Messtandishye ambnaticed, an advertiser

arget audi ence, . W t hout .having to for expgsure to .
g A P s 00 A, B oF B B Vbgatood qualiy
advediBin enf@ e d At TeaB cRRVE adRSkets ﬁb‘,‘"@lﬁrwiﬂfcoﬁﬁﬂl&rto be, demanding of

systenms that provide targeted advertising to an
adverisgrate . to VRFRAUES mﬁ@s@@b%elrawﬁ andhdveyide st nguastifiphle return on
invdsBh&hd1et, using content analysis to target

Individuals. Qther targeted advertising systens exi st

whi dhe dunpadt f advtetsifi@ean bit @hsidérable ihakssed $f tha advertising is targeted
udi ences and. far bi |l e tel ephones. Some prior . .
tot %Wﬁmﬁepfﬁmlas 1&-%@@?@&%&@@}@9&%@ At gIcHYIYvsoageived with a target

0 S .

T B S SR o R e S bGP ot having
to panior ewposere to thiestsyfshewolio pgwell ythérndemsideiabl cost can be saved.

i ndiyi dual s ,usi ng_i e.recognjtion software and/qr ..

tr ar D T 18R Aeb PR e RGO tnsaeS g ¥ adverdsing to an
audi®hey. elahyofthded RRASR ANEtHRR tHELREMS, A%iBg U8REhilRalysis to target
. ..Select appropriate advertising for display in the _ _
indiyidgglai t Pther teugeterl rsivoitigingl systemsopder whishtyse dnfeadad Y interactive
telediliof aﬁdi%ﬁe%@aﬁ@?&r%}o%ﬁl% t&%ﬂi In%se.s the building and

mal nt enance of a I arge database

Some prior systems provide targeted advertising using visual recognition techniques.

i
{(%:Sléseumers are

One such system is disclosed in US2005/0149398. This system is for use in a retail
environment. The system uniquely identifies individuals using image recognition software
and/or transaction details. The individual’s details are stored in a database and these details
are used to select appropriate advertising for display in the vicinity of the individual. In order
to be effective this system therefore requires the building and maintenance of a large database
of individual images and associated individual details.

US 2005/0018216 uses visual recognition software to analyse customers’ personal
photographs in a printing kiosk. Information extracted from the photographs is used to select

appropriate advertisements for display.
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of individual imges and associ ated i ndivi dua

details. US 2005/0018216 uses visual recognition
w@ofvmer7e7 t o anal yse custorre[%:' per sonal phot cRECENEAZ07/H00070

a printing kiosk. Informatidh extracted fromthe

phot ographs is used to sel ect appropriate ) )

adViés i858 78 Atdisclases alispyiraforusneghs comtentdifefosmadomdisplayed to

system for tuni-ng t.he conte of i nfo ' .
on oEAE T el sRONFD ol oSk Pabef AP Sttt
audichiddi ExBlactét ShfRkmhtifnomeRideD stafdvienlt infdiatation @nefieléence attentiveness,
Extracted information includes statistical infornmatjon
the age, peafide areecraiiles And gendes profile el thy audiense; qud, the gie of change of the
audiddk file, and gender profile of the audience and the
rate of change of the audi ence. However, none of the
priBowsyst aome 6Othet prigetwtnad fer targetadgadvesisidy eret able to extract
extract information from video.,i mages of cu togersnij n .
af 1 ormation to

inforpgipn (irerR, VIdSE rim3gcs RAtCUSIRISFAR iTE-HTBS. i TS df
indi\):fdr’]l%i &ﬁ'ﬁfrﬁ?@ H28t doltarolt 4096 @B NS IHdidaRg tO an

Ividual. The term "conprising” as used in this

S p . f . tc. ol " . | | o M [ ¢ o . t 3
SRR R TP L AL Bl
of”. t hwhen nigtepi@ting heach estarernentnn i thisngpecificationrthst abdledes the term

“comr BB ARG BE Tk et A CHORPIe et Y Jhe TRiay also be present.
Relate8 Y| ﬁﬁ?ﬁs RRiptife R I“BERhREt £ td Be G pRAMEN TRIAGTe manner.
As use& erein Phe tern1"and/or" means “and" or "or",
or R?ft!&d }H’élseiry%%%&}ﬁra%hfbr” ﬁl@%ns “faffcll’J WH ofipdlgun means
ar to

t he "pl'ural” and/ or "si ngu rnms of thé noun. It is

i nt ended .t hat .feference to a ran fi.n .

o <57 SEL R of 5 FREMEA gty 2R byPHIRGLT singutar forms of he
nounl, Ncorporates reference to all rational nunbers within

that range (for exanmple, 1, 1.1, 2, 3, 3.9, 4, 5, 6,

6. 5t is/inteBdePhandfckihce 306 raos @f AiibérdA88l09¢d RetéinqRitlexample, 1 to

nunbers within that range (for exanple, 2 to 8, 1.51t0
10) #schingergostes refsrency o altationsitiumbers wihisdhataangst (for gxample, 1, 1.1,

| i [ pat e a [ [ : o C .

2, 3,2&8 4b g’laéd v?/o gllsff Saﬁél}c{] ;@eanﬁ%}sgga%grir%% roggé?tg%né%ﬁtggbeqp Qin that range
(for &:0bRN€NA 8, 1.5 tb Bisundpeiciofd Dat i on, where reference has

been made to external sources of information,

i ncThidéniBe RAcRBEres BE Il falppidatiens paRftstindgfubesiveNdited above and

this is generally for the Purpose of providing a
belowoitany.tard lagrell meorpsiatng byneteraweur es of the present

i nvention. Unless stated otherw se, reference to such

solir gbis efecifirbtiomatihere irefersoce thas bleeeponside uted extemadngources of

o B s RS Y SSRGS ey fr

purpose of providing a context for discussing the features of the present invention. Unless

stated otherwise, reference to such sources of information is not to be construed, in any
jurisdiction, as an admission that such sources of information are prior art or form part of the

common general knowledge in the art.

It is an objective of the present invention to overcome the abovementioned

deficiency or at least to provide the public with a useful choice.
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common general know edge in the art. It is an

obj ective of the present invention to overcone the
wabwvarment i oned deficiency or at |east to provPOBENZE®7/000070

public with a useful choice."SUMARY OF THE | NVENTI ON

According to one aspect of the present invention, a
SUMQ%?THEOIN‘&ENQ’I@N%H ising nmedia to consuners

conpy | . _jmage captur.e nmeans; an.imge prqgcessi . .

R A N e N
medifB@ orBUMERTHPgis@xecut i ng one or nore pattern

recaognition algorithnms on an i nage received fromthe

i magEaga pANIE NPRBAYS to extract information fromthe

compi e or{iEsf BRERHRLGy U8 Al EnldTRP G nu n ws. the image

procesdling iedemiting @ns Wiglord paesh estobhieioRXidodiei@fon an image received from
i.nformati on; an advertising nedi a database; an )

the injags ¢aPLTR gNeaRs B eXtRASt ormation fog the imsee Rlatinggigeconsumers in the

imaBE CRASDHPA Y Iistﬁﬁ‘Ar&iB@esaQs.\é@Ji&tw L@ JEHRiEAL ARRGRer bdled on the
use the advertising selection unit selecting

extradee irtfonatignmedi a from t he adverti si ng medi a dat abase

based gn t.he list of attributes; and an adverti sing
dqu9@ﬁ¥m%ﬁW%nF%HH%%#@ﬁﬁto_the advertising sel ection
uni tanf gdves@ling &eletbrA MBI dnBkde 15 ding ﬁﬁiﬁ g%l%tgﬁsgﬂlgt ngi(te and the

advertising selection unit. Preferably, v _he T"'mage '
advprtiging qeedigdpiabashain wedhe adrsuising sdéntioh maijeselectine sdientiping media

|t ] List of attribytes.for each jndividual
front e @RI Tl el b B F8r e Pithge
pr ocasdiaysidpidelivery utid @phdeetell it6 te daledibingisBleb®sn dBf for delivering
only somge of the individual consumers. Preferably, the

adverdsig needin tlestadeyiibe pdertinpgscleciaminia. Preferably, the
Canmgh&elaBly2 V\fﬂﬁg itﬁeailma%% i @Hes hte kﬂgﬁg)%e CRRLMLSE, IR e processing

may al so I'nc e further caneras and sSensors.
unitRoefpelesblligt of dteibuteader qaclo ol dusd comiuinee dmihe iimage. QR r@ftively, the
. _nore mcroprocessors. Preferably, the_advertising o
imagg | RERerHRE (i @B s gsﬁ“&ﬁ Ol ttribites ok comiprsoEies 8 the individual
conduigers.mage processing unit and the advertising

selection unit may be integrated in a single hardware

deviPeefegblymilie ivengdiceptuichueay insledestancanogra.niyeferdtdy, dhacemera is a

o555 PR b DRaf 495 B! PR BYBEY ks 5 senors
Prefeeitpi, kiedintige pheetsiRo@niPiRgRRed il Mithdre mBicRpRtelRrs. Preferably, the
advertising selection unit comprises one or more microprocessors. The image processing unit
and the advertising selection unit may be integrated in a single hardware device or may be
distributed over two or more hardware devices. Preferably, the advertising delivery unit is a
display screen.

Preferably, the list of attributes compiled by the image processing unit relates to
clothing worn by the consumer. In addition, the list of attributes may include whether the
consumer is alone or in a group, whether the consumers in the image include a child, or an
estimation of the consumer’s age, race, gender, and attire type (i.e. formal or casual)

Preferably, the image capture means and the advertising delivery unit are located

proximate to one another. Preferably, the image capture means and the advertising delivery

unit are installed in a public place.
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clothing worn by the consuner. In addition, the |ist

of attributes may include whether the consuner is
W@bk@na1417 in a group, whether 4the consuners i nPCTINZ2007/000070

i mge include a child, or an estimation of the
consuner's age, race, gender, and attire type (i.e.

f or ntefesablys dbe dyemtisiag edeliiery, unihés ndispay apreen.eAlterasatsvely, or in

o A b B et ok PPl inst® RS e = loud speater,

me&RAb ikt AR aMor atdnd ReleldyGréhsticial g&dsvery unit are
installed in a public place.- - Preferably, the

adv drefesabhy the lafvestising selection wnitiisspndigueedrigeslect advertising media
bas@!l {n? fRakst XieAt%fibu’Pers ahdl nﬁgsdsft&r% 'thln?rﬁe ggye?ﬁ%ﬁééq‘?&tion unit. Preferably,
elTvery unit conprises another form of display, a
thel systehms figthkee includeascdndrob it canteesdt toothe RIABRIsing selection unit that
del j ver pronotional goods. Preferably, the advertising

P

allayys| the fylesdo bapmended Ry Wstr ed to sel ect adverti sing

medigeRATEH R0 ihilRe hbSdssil it lhbaidChe A FrUh&E PhBhSdcogniti

W t hi ﬁ t hg}gadvér%%%sllB ng Sgle%ect i ongﬂéhsi t .e%%?efrer ablp;%, t hecogm Hon
algenythine mt fsefr tithe intervelsu Beerably otht rivlage pidcessimgnedt ddest it execute the
one{ gre Elgc%\éer Ialzllj? §’1§{ie‘:t &?@ﬁﬂs} &Itgg?%ﬂv%{‘t#glvgs ;.lstagglné UAe‘Ia‘I%ered by the
advRARERSRIIPEyWRltt eXxecutes the one or nore pattern

reco‘ggiti.on algorithns at set tine intervals. o

Pr efaeisliyg te lesicapdjespacbobdled imyention. aowthadoforaxeviding targeted

. [ re ttern recognition algorithns when

advtggf\slen%tr{lgg?%%lﬁ%gs %Ogl?pﬁlgsgsd@?ftgéﬁgfg by the adverti sing

del icaptuying @h imadcsf@nd iof thotedcons@@&oNd aspect of the

i nvention, a nethod for providing targeted advertisin%

to CHFRSUIREr Qn% BFPPISeBatieHE reqogpiions algerithmsy pingheimage To extract
S g u . d i n . .
iR Mond g D, (e me e iR 8 P LoiBifg o list of
attribnfes apmciatd Witloan indevidushgesumbabdasedjon theeatrsetedirgommation;

the i e, and. conpi |.i a list of attribute .

o5 GEIRE A B R T O  APre CE A TN REE T et on the fist of
attraidsagised i nformation; sel ecting advertising nedia

froma store of advertising nmedia files based on the )

| i stdediversitg advistitsing, madid toléhe samsimers ssdleetetlibyi thg adweettising selection
unif © the consuners selected by the advertising selection

Unit. Preferably, the nethod steps are perforned in -

r ealPréderablys dthasndtloddstepy/ e pedfciRbedn achiainid sb g tb aleliber targeted

consuner. soon after the jnage has been captured.

advertising to the consumer soon after the image has been captured.

Preferably, the method further includes the step of assigning a certainty ranking to
each attribute in the list of attributes. Preferably, the step of selecting advertising media based
on the list of attributes further includes disregarding all attributes with a certainty ranking
below a user set threshold.

Preferably, the step of selecting advertising media includes applying a set of rules to
the list of attributes and the media files to determine which advertising media to deliver.
Preferably, the method further includes the step of editing the rules. Preferably, the method
further includes the step of assigning weighting values to each advertising media file.

Preferably, the step of editing the rules comprises prioritising a type of symbol or

characteristic as the basis for selection of an advertising media file.
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Preferably, the nethod further includes the step of
assigning a certainty ranking to each attribute in the
wo e@v/1of71attri butes. Preferably, the step of SECENZ200g000070
advertising nedia based on the list of attributes
further includes disregarding all attributes with a -
cer Ag¢anding rtanki thigdbastpest ef deepresent inyeatiens| @l system for providing
d Prefera Ig t he steg of. sel ecting advertising nedia
advertizipg mediald, ponsmErs COMBYISEt | yles to the Iist of
at t fhetegsuNbednbe media files to determ ne which
advertising nedia to deliver. Preferably, the nethod .
f ur ethiERagderEPERIEIBE (R coneqgstesttodhe (PAZP FaPEITE JPGags, In use, the image
Pr ef erahl.v, e r o t: :
prock G R Ae TRGrS Pb Oh Rr 5 i OF, Y iRgGheceived from
the itridge caftuefBeabhy extidve irfowymtion freah therighapgheelatingst® non-physiological
conprises prioritising a type of synbol or
attripiey efdheponsumersan thed@ageisi s for sei ection of an
advgﬁ&h@h&g¥$@ghgd&£&geﬁccording to a third aspect of
the present invention, a systemfor providing )
adv e tadsemigingestlatibn wonsomectsdctnrd Swege ipregpesing unit and the

capture neans; an inmage 0cessi n nit _caonnected to. . .
odvaE RS g AR 8 MR, SRTOER ot af OB GlecdbRgine media
fronPHE GHIdrREnPRARIRIdaIBER R & the ELERW thimafbg@hidt hs

on an i nage received fromthe inmage capture neans. t

1Y . to o
ext npmedvertifing deliveonurfi emnetted torthg adyestising sejeqtion unit for delivering

non- physi ol ogi cal .attri but .the.consuners in the
adv‘?fﬁ%g?*yeiﬁ S %gtggﬁ'%l?enaéw?fglglln g%(ejlg%%%nas ét an advertising

sel gat RRntidH hag aRO®6s&d bréadin® domsigeinphe pass ielegnentsi dnd features

and the advertising nedi.a database, .in u

e, 1 )
refepseny tor ariiadiegjods i 1be spasHicatipn 051G é%li%ao%dvi‘?’{diu%ﬁ%e g sadlgptively. and
any bf %ﬂ&rﬁﬁa@tﬂ)\ﬁs oF !ﬁ;@ ey 6_@9&3 of %@g?ﬁs‘? cRARGH RPedith®s. Where specific

extracted 1 ntorngtion; an

an advertising delivery .
integth hreqadmtiendEhkrtin vittieh ke dnows equvalente ¢ therartuinivthidhothis invention

R T TN T

fortig@i d broadly to consist in the parts, elenents and
eatures referred to or indicated in the specification
of the application, individually or collectively, and

srAH pEs R IAROR B IRENNGG /' Checttic i ntogers
ar e Fxeibled 0E th@einh invBhtidh WAV gow Do \des@ibed ialdetatl svithnreference to

the art to which this invention relates, such known
thewgnmamsém@raamw@émwto be incorporated herein as if

iDE’ii #&31' IoYa SREmRAL tbher ARSWREIEMEH ANdbrdbie with the present

invention;

Figure 2 is a flow diagram illustrating a method for providing targeted advertising in
accordance with the present invention;

Figure 3 shows a schematic diagram of an advertising selection unit in accordance
with the present invention; and

Figure 4 shows detail of an administration unit in the advertising selection unit in

accordance with the present invention.
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Exanpl es of the present invention will now be

described in detail with reference to the acconpanying
wele@rings? in which: Figure 1 is a schematic dPENZ07/000070

showi ng a systemin accordarfte with the present

invention; Figure 2 is a flowdiagramillustrating a
DE'|mrmdmmm(:mm_ thOGN;]ng targeted advertising in

accordance with the present invention;, Figure 3 OWS. .:

o sbienes et cigpestinBh s g oy tgondr devish B ghoiss of a
televiBorR OF QHAANESHIW tdledhNEIpRIIE S Mholvitke PichRss amiisk fxgUbtnedted to a-
e éﬂ%vvs get aﬁ}ﬁ)o%gll ane adm'pni strat ioon ugi t in the X e
digitallocandra sndig comipetet powessi. t In wseathematiarrcecans thg quyisonment and the

present invention.- D - TAI LED | PTI . DS
procBiser EMAHSS JHER: STUThaY e CEREe) KRN o el iR fymbols or
charh1@fistic@NSWALS t1Rke ard fIBYitEE Qtredd vAllhdEsplay aplappropeinieemessage or

capabl e of showing pictures and/or text connected to a .
advediisgiteat  specieallyarallozed daper dargping: dhe gndividyal conngdigd with the

caneya scans,the envi.conment and the processor
reco&’i’f‘ﬁ?‘{/‘?’é‘iao?%c&%rs& 5 eﬁ?‘@ "by the canmera, |ooking for

pr eqgs eyRicneds Sithddds for vehanaptisdid gldces.sudtheas tsheppeng centres,

are found the screen will displ an appropriate
suparmgdiatye 2BPoTe Vel siabmsand syheet s %%lcwe’gd?lsg“r‘é% t §oysy an area of

conk JRESHIR L SR ARt ib o smadn o b

subdiantiallg Ridden frofl view pliecdisplayrcieenss shalppinrtbe eiehityes the area that the
supermarkets, _airports, train stations and streets.

camyrgecollefteaages fidky  up to cover an area of consuner

t fa&ﬁécﬁ%% gy (Re (r8shflihegtish alowsd dRetBASPic Uistay specific
to consumers or may be substantially hidden from view,

advatigentingploaspesific sensuimers (ha Zroupsof CORBIMAD); pRsed opfasiygptions made
area that the caner ol l ects i . .

avofly St nsbbe BT, PO Sk eSS OBk T o

conSiRRGé bh& dadved ahé esmphised By siesisfene Thasymbols of atharacteristics can
groups of consuners), based on assu

inclydroasy reoHsy %?@bia@M&rWowg gg}l% style SPTGinfag Sim, whether
char ac i1SE] ' j .

e SURGRELE U LRSI AT R EEATH o0 conmc

witlohahate festdnssmenis dangyingder esiyg ninebebjecis (serbassitalises or bags),

oSty LG e TS o PP R gmer i
middRN ol BE e1d¥RS). OThR@BBYE iR ofP ElfeSadidiBsticO NS jiFE by ivsay of example, the
invention can also be used to recognise other features from which assumptions about
consumers and their purchasing preferences can be made. Even the speed that they approach
the camera can be taken into account.
Figure 1 shows the system schematically. The system comprises an image capture
device 10, an image processing unit (IPU) 11, a select and display unit (SDU) 12 and a
display device 13. Also shown is a central control unit 14.
The image capture device 10 is typically a camera. It may be a still camera or video
camera, and may be a monochrome camera, a full colour camera or a camera that is sensitive
to non-visible portions of the electromagnetic spectrum. The images captured may be a

continuous video image feed, a set of grab frames or a still image. Multiple or stereo vision

cameras may be used to provide means for generating three-dimensional images. Each single
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wi th), whether the consuner is carrying or using other
objects (such as strollers or bags), whether the
weeonguner7is mal e or femal e, .and t he approxi neP€r/agzao0ohHo0070
the consuner (children, niddle age or elderly). The
above list of characteristics is just by way of
camesg ar| haye differenivbieciives o diftersl fop raserdirg imagss pedilgrang wavelengths
ot-her, feat ur from whi ch assunptions about consuners
eg'lhﬁm9ﬁ5i aﬁlﬁihasing pref erences can be made. Even the

speRslithhiak dapryedabpieathageh@praerdediced0 fe digiksud. The aneans for
_account. Figure 1 shows the system schematicall

. LG . I . The
digitising thenimagasmasehe pt Pﬁﬁ?@éﬁ@é‘bﬁn"@e&@wcééol%,m%gﬁ’ Ragef IPU 11.

e B B b SOt o

cefihe EHU alorabmptisemm ickdprocEher oregptucipt of miclemocmsds, which run
. Is typically.a canera. It ma e a still cane
image; paedSog BBl a5 DO Beinegs PR etigy 0. The IPU
may $RkOHE ﬂ%@llﬁ“e%f 4n Qﬁdiﬂ%rgaﬁ@sroﬂalt SRlpute @€Shd EMBeddRd computer or fully

non-vi si portio of the el'ectromagnetic spectrum
custdih endderggesssegp Hardvdirerdnapes mayc b passed romvihd émagareapéure device to

d, a set,of grab fr s or a.still jmage. Miltiple
the 18" e S50 wcd e O i e, TR0 60 s show
in Figffe 198RLPAA Widd b wvaeledd soansdipaal | mages. Each
Singl ecanera may have different objectives or filte

lters
f oFigneecd ilbustrgtes pagaamale ofithe sieps perfpimeddngibrdPH. gln step 200, the
. 1nfrar travi . ' e . .
T SE s 5 8 TR, SAPAL S B i
useddiogidphiditen Gorishi@etsThg e itage feonpahé batkgrdvndi ndgenils ayft arr elgorithm

. device 10 or may be part of IPU 11. The djigitised,_ . .
suitqblgadsthiy gutpRem oph di tvadia Br Stasdrh g'mﬁeli’a»rgé’\s 9@deniRigital Image
Proc%%%‘ﬁlrgt’ Pgddi-g&f WERL ITEO SRR AodtithiORbAS GReQlse tRY sftem knows

plurality o et WA C

Croprocessors, h run i mage
whaptieckskigrgnallgols tikersvitoui megesnsuerei wredt. fSubtractina of the known

backlgrr;)augg &?%Eﬁtgé ggg‘cg{;ﬁew glﬁnaég ?g? %}gga%x%%rasgtﬁﬁtte %Veeggr{té?egfthe frame.
Aftef QRtERSD, Qhe §etﬂafayed01ﬂ§a§g@ PedPREE tRF SR $EVARE fuRthel@besssing steps. In
| mages may be passed fromthe inage capture device to

stept 228, IpReJpRpicessingy issperfarpled o itleed irppgeni Thel Brgspreenspiag tipgiydes noise

| ndeed, any. of e. {1 S ' | gu .
S5 oA o B8 SR AT IR o] STt g
Proogfésci)rfgx,aﬁﬂﬂi@mof\ﬁds[d@] SAefisp PR Edyerdateckiyn iperfdPhled) wsingg @ Sobel edge

00, the inmage data is received fromthe i mage captuje, ..
deteefiay éléprli}%m-slt%%pGQll@!eZaa@uBt ryeedson Ligitd r inaga Ié’c%%’é‘gr’ Addison
S AR i " :
W1 SRR/ CERSUE ) 0 il LTRRRULAOR S eyt s n nter
to repogrieshe sanbdie ofi thenddothimgRhe @dgzddtectioatethRiquedodssd to detect all the

"Di gital ] mage Processing”, Addison Wesley. The
edgeé%ﬂ?#@&@? PBAYZSET t hm wor ks because the system knows

Following edge detection, in step 240, a varying size search window scans the
processed image and a pattern recognition algorithm is used to detect the presence of symbols
corresponding to those stored in database 21. Database 21 contains a reference set of images
including brand symbols as well as other features such as outline shapes for pushchairs. A
pattern recognition algorithm is used that compares the search window with the reference set
of symbols’ images. The detected symbols and their position within the image are recorded.
The algorithm may include motion detector software that is capable of detecting differences

between successive grab frames indicating movement. It will also be understood that the
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what the background | ooks |ike w thout any consuners
init. Subtraction of the known background fromthe

W@ aprat4ad | mage i sol ates the gonsuners that haR€I/NZ2007/000070
entered the frame. After subtraction, the separated

. _image proceeds through several further processi ng

nvetiopgnay maka wge AAGjingsr patisriocesmiitign ishpelogios swdh arSuppert Vector

i e e i e
sheN‘l}ﬁdsﬁnal"dHngiuteilé vdhﬂBQﬁoﬁﬂ&Cﬁgﬁia@cﬂﬁacﬁ%ﬁ@ﬂﬁé"?e%bﬁ%ﬂl ,Ane or more
e %&1 d So e?

. .Step 230 det ection is perforned, using a '
Vls@&g%mﬂ’@lse@%l clothig irehdgteqted. Thenusel oz SXMb Rill \Wlsodallow certainty

- DNLdi | ing:, .Addis | ev]... t hi
sy 4k ARG 055808 EREST S5 B 4bd S Ty,
J., Apparetvetiento sugmrt Vett@r @athiied: LAC @ I@mdBasNMBA e methods,
n. the cl ot.hilpg, t he edge detection technique is use
Can?%‘%%ﬁé’é‘fer PIFEfe edges inside the binary imge.
Folth %\Miﬁ_@n,etﬁg ?Pg%?iﬂ?@ﬁhe' Bl ?lgatl%sd' Qom?na}{?{ny e f)%rfﬁart of each

search w ndow scan e processe mage and a pa
individoagddtedtahbyltiyosystdmm Inssteys €40t thedei@et aveRQing 6&2 PoRtions of the

B S BT Mo 280 0 5L v

systefiGd BGUsH thelo R oS IBRAIBINASVONEDY cARuREREN tﬁe%ﬁialéé.es such
as outline shagg? for pushchalits. A pattern

r e&@gh pinilarly sodparad ¢nstersmas eldo b amnalyzerbor ésxttreeRsgancr clusters

' i t. f nce set of .symhols' jnages.. The .
o PR ke Pl ShSTRA 5 Y 1 SHPRRR ol PRSP Senity and
distinpeish the agxded of Tkia fehgelbikidpn may i ncl ude notion
detector software that is capable of detecting ) _
di ¥ BPET dreenpEtedal step 250 eddpiling gachinfithe musbals détected fgthe image,
W : u t ood t the - 0.:
et SOMSTE Mol W B1381 S RAERAAOHd by B By oo o
clothing,lasatpuied sn steph2 7sasSuglbay inyVetheoinfdvaekibn estrdc®dMrom the image.

. Trai ned VM r ire |l ess conputing power and permt
Thlstrﬁ%mgl%q‘e[gtftg/gﬁ@?ﬁeshel f personal conputers while
pr exhidgRs Bf SiRthecHratton Wat ﬁllg?’ b 'ez?tre{c?e(ahi%rg glt?eelg?agg %gmates of

nore visible s%nbols on the clothing are

the fype apd stgignef ehpihingathengel datpgoryeot einstyensathe pgaddraof@nsumers, the

' h 1. h h.r I sed nbol . . See )
T T R .
skatéboatll ppdbdard 6F bRy cloRGh it Specddd cOhNBlerd 1BGHthRRAYEHextracting this

. . learning nethods, Canbridge University Préss. In _
informpdiop; @R knqyen IIPLﬁheeélég%an durthey e teghnigues, tiheludé semplate matching

OB OB RS SRt Lo
poihée Gh¥J AR tekeiveubtrepat dtbn MikgeEPUakiean@hres itarddétbgnine which
adve?t%élm.lgn%n{)ro%%a(s)tlfl rThlesre{)oeliJ %ﬁv?gesl an liss'l:t oefp sy%rzb%ls -ell-rli](i ?:he?rlaclztgr\{\s@cics that are
associated with each person in the captured image. A certainty rating is assigned to each
symbol or characteristic based on the outcome of the pattern matching algorithms used. The
certainty ratings, together with a set of user defined rules determine which consumer in the
captured image is targeted and which advertising media files are displayed.
The determination of which media to broadcast is performed quickly so that the image
or other advertising is broadcast to the consumers whose image has been analysed before they

have had time to move away. In other terminology, all of the processing performed by the

IPU and the SDU is performed in real-time.
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systemto guess the colour of the clothing worn by
consuners in the imge. Each simlarly col oured

we@bkmgtier’inay al so be anal yzed for texture. RegPOINZ2007/000070
clusters of pixels with siml7ar colour classifications
may_be determ ned and conpared to identify and
di sThndlsk? eqneprises ey pdmipistrakipm compemepk 31 Hhat gnaiftains and applies a

r ] t.step 250, detailing each of th
st BERAEL i 3 BBRESHEY kot ERoR R0 aHB1A! Lk BaCT 8 s Wb of
medin diles 36CThiseld illidthted TREFIEROB ! ThE SdidSéHEEsnd glg%iéyscomponent
as

of the colour of clothing, as reported in step
seaigiey Dgguigh

g
gsedPhamatelr tor the craentbxdetestedsyrbadsrandheelects a media file
frothMB0@abill S report is sent to the SDU. Exanpl es of
further Information that may be extracted fromthe
| neydeane thet basiat eSdadsioh makingeinattd SOV ahefrufdsodrbigeferated and

t he e category .of consymers, the gender of _
mal&%%@%%ﬁssyst?ﬁ‘ea%@éﬁ%}fm Sapppdorn wadlating ard maistignsnce tasks using
the BEAMMERIALER RSMPBHhHE, T hossi

e i BBhcht Tﬂge%d%{lﬁﬁﬁﬁe%mr@n?ﬁiﬁ&%@ if pogsible to add rules

skat eboard, surfboar bi Cy speed
or peshiEiaredelste axisting mknssitfalpwe siter ysteimnaylntihisaraton food efei roetdia groups,

. i,h the art .and further techni ques, .inc|ude .
R T R A T

Figardv4ynthe dadmaivihetior? Rahpehcht Y nfinthit® hn IMGinRRAiIR database 35, a
receives_a report fromthe IPU 11 and uses It to

databasectfmeria filgscand aankebases Megia Bleb mdvchcars tseleihe to phgrin response to
the SRV | o} nd characteristics that
© are : sso%:siaaé% g%h%g{ﬁgéggrhlké%eﬁéaﬁoPW't he captured i mage.
A cdht aroveysor afiinistiationsemaneat hes Lasd iMARG thaf allows the user to

characterjstic _based on the_outconme of the pattern
set ?Paar“@ﬁﬁﬁdufﬁﬁ Joishidictate (e meinefilea milkba plpyedit Fergecample, a rule could

statd AgRtNBled Gl ForS8lupfotUnglia dgkLN ' sggtem'n ;
_ which cc?r]sur#er?(i) nglioﬁ}g %a%tg%?g@lfe%)nagg)éﬂﬂyggt%r o gvéle%\ﬁ%e following
cucyghstanreadusr ti sing nedia files are displayed. The
det er.;m natji qn of ich media to broadcast is perforned
?quiaj{l%s%b‘gﬁsa&t‘fcﬁ i mage or other advertising is
Or aadrasimbd oh AIRARM IRLANOse | mge has been
anal ysed before they have had tinme to nove away. In
ot héYike pmmbalohadyye shirt wofn bhemateds dsteiteg per f or med by

the | PU adgd the SDU is perforned in real-tine. The SDU
%22 1i%estegn admi ni stration conponent 3 1 that

Jeh phaing: AndicoRpl ies a set of rules in a rul ebase 32,
a nmedl a search and di spl ay conponent 33 and a dat abase
of apedilaisfdeteesed34. This is illustrated in Figure 3.
The nmedi a search and di spl ay conponent searches the

% up epsBeandgychildindaierted the currently detected synbol s

n . i ile fromthe database. Rules are

‘fhnggggg%gP&dggggﬁg% meking in the SDU. The rules are
«Jenaoadte Priaf dymbol is detected

* a Toyota Prius symbol on a green car is detected
Each rule can be edited and the number of media files associated with each rule can
be changed. Furthermore, the user can add weightings to each media file that increase or
decrease the chance that that particular file will be chosen for display. The SDU also allows a
significant amount of flexibility where multiple targets with a variety of associated symbols or
characteristics are detected simultaneously. In such situations symbols or characteristics from
one target must be selected in order to determine from which media group a media file is

selected to play.
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35

mai nt ai ned by a system adm ni strator, who can perform
updati ng and mai ntenance tasks using the

W@eeni41T at i on conponent . Thi adm ni strati on PONNARI®ND00070
makes it possible to add rufl g'or nodi fy or delete

existing rules. It allows the systemadninistrator to o
def Thfefifvb ten igie chrose addchipe f Bymbel, orseharastristic is wstake priority
' r ' k.order,. JAs can, .be .
o344 BReRL P SOUR L AF oG Bl At mcogmised and
detertidnbpithes imentiouri such tasathbendehatibhingeovdb indudiad akBSEcsbur, male/

dia fil d | eb . Media fil whi ch are
femgly, g piapd B0t 9 tierFlpEugonra Dy dhe Resrs Knsoxaymiothe hseamay choose
i L.a.: O r .
brafld e YO Bty o il AREh, Wl AERRACY gver other symbols
andghhwagteristios. (Rhéy meansshat the band wedi dn rth cﬁﬁlsmlhélﬁhcldﬂl@rltgﬂi@omes the
. ' il Ml b I d .F a e, arule
prin5 oot aheralpridicagp 3R RS CpiCay it cOReminlpmade.
fiI'Bs) spoubdihbe Moayetle WAEN1d REo oslgl bAWEAD two (gffergnt methods of

circunstances arise: a N ke synb I's detecte

chopging whichthstndowowld e seleethd Himilsipltdtrantat: deedbkandsyedymised in the

a0 8 AL Tl By PELEEhETI DS h ceera
witloithe @éd¢glest ceftaipgr.ent and a child is detected a Toyota

synpol is detected a Toyota Prius synbol is detected
a %&F%Oflﬁrmﬂb%%ﬁ%ﬂ the #3es toymepwallygive kighestnsiprisitoRagain symbols
b ' t 0 ia files . .
or hlb ARl i MG o WRRHRERIC R B b Rpiagen have been
detected and eecogninedydet ineérgiohiwilselbet thagintot dr ahdrhdieridtiaatith the highest
. i.ncyease or (iie rease the chance that that particul ar
priofifyf (@S gtimanyal 36]?% #SFdr di splay. The SDU also allows a
Si gk bb@AREthedD Bl AL rfefisPinbbll & MBRLR ML HiRtRe highest certaint
targets with a varei et ?‘dgf ggs)lglocll atc\gg syrrr]’gfg%g}lor © ghest certainty
or pelREYA@s 6¢ti byt the 9ser) badesee selededi thed #lh feoatbérysymbolssit@haracteristics

| i synmbol s or characteristics fromone. target. .
esscRlek P R AR B Rl 87 Rt Eionieo B iheh choosing which
medigefiieao gragup a nedia file is selected to play._ The

first step is to choose which type of synbol or
ch&on examplet it apsirgaget @refoPpving taygets with the associated symbols or

characteristics may be detected in the same image:

Target 1 Target 2 Target 3
Nike (80% certainty) Adidas (85% certainty) Puma (90% certainty)
Red T-shirt Blue T-shirt White T-shirt
Male Male Female
Alone With child With male

In this example the user has made brand the primary symbol or characteristic (as
opposed to shirt colour, male/female, or who the consumer is with), and of the brands, Nike
has been set with the highest priority. However, in this example, Puma has been detected and
recognised with the highest certainty.

If the user instructed the system to use the priority method of choosing between
multiple brands in the same image, then the consumer with the Nike symbol would be
targeted with an advertisement. The Nike symbol and all the other symbols or characteristics

associated with the target (Red t-shirt, male, alone) would be used to choose a media file to

play.
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over the others. This could be any nunber of synbols
and characteristics recogni sed and detected by the

WO pwent47on, such as those desgjibed above, i ncP@TNAZN07/000070
t-shirt colour mal e/ femal e, or brand shown on the

cl o hi ng rn b the user. For exanp t he user
chodeweyst d aheagsef iestiugisd the s¥ierdp Ué? ﬂé‘h a?ré?éwrm%thp% of choosing

betW@érPﬁ‘lul’M ébltaﬁ‘(lfsemﬁﬁﬁgﬁfl@ﬂﬁ eO[H th@tcﬁﬁg éfr(gﬁ{ Fhe@ha styﬁnbol would

haracteristics I's means tt rand worn on
be ctmgetndrewiﬂs al edveritgnivzat ontlse tPtumapsjrnfwlyamy mblotheopther symbols or

r teristic whi ch t of adv rti
Wife orhueahoing et (RS S Tordule. S oS SERIA be used to
chggggy\ﬁ@@latm@t(plmg}t erent net hods of choosing which brand
woul d be selected if nmultiple brands are detected and

r ecHgmmﬁmt dfrthe BBUskhis 4 medje fileTwbichiis dmpm@m@mﬂmhbmzesdevice 13
.t he synbol. o cter stic ch _has heen detecte
usi{g i PP S &P rlFRE W e el A RFILF bt image, a
molRREteld Sund®dr MREWAlEl Y gi ve higher priority to certain
synbol s or characteristics. Using this nethod, where

nul Mop &anyensomediarfile rargewre Wrsbp @ssqeinfed paidna paxtiseles gymbol or

chaganger sﬁ@‘a&?'ﬁg& dB& ;% ﬁl\é?ﬁtfiﬂg r&aﬁ" ch%?éneaqt %&b&g%gg?mse particular

aracteri s priori
medlial”gtu@i[isy Hnythéﬂl’t&)rel,%rs)ated:ﬂfovb Of.hh umtdaﬁdaﬂd veigitingh €o eachanedia file
aracterlstlc ' ghest, certainty

h .
Whl&L opR %W%Qﬁhea angg thab p@ﬁl@u@g@fw %‘8%‘?9 Q&fe@ed,
thep ghlent e a0 WHRP kR E{es&ltﬂ Qﬁ%ﬁl%ﬁ'rﬁ%){ be used in a number of

assocrrated with that particular target w cont i nue
settingsbOne onahi skttimgl iswinen skdppom) mgllwnisgpermediet of ilretatlstore. A system

exa Ielnanl the .fol | ow .ar get
sccfidi 1B RSB BTRUOL P B idp et T Steb g g sireets and
stadl @€ Cels §b11I 23 otHe® pHBINED1hd BB 96th eiE%h?@ltts dndl@r16ay dtatiesget 3
N ke (80% certal nty) Adidas (85%certainty) Puma (90%

cer fdyestiseys Ree FvetietytofBivaxs M- whichttowse tthe Fysi¢inr Opfimseinclude a

mm&(ﬁé Stafi& grtfo‘érg%ﬁ %Y gx%lahét ezylye&gd r%l %;Leg ttgltﬁe eﬁmlﬁ targeted

user as nm e primry

corstiraen @t e te$etvll§¢or( asmopfided the pﬁd’dubt c@tﬂﬂ Chd:rplayed). The screen could
mal e/femal e, %/vho t he consumsr is with), and of t

shop ol R ieeal nAGIoEwE e ISHRET (G thy gHElst PRdigh .(l?agse(f on which
advERWENELt wd (Jﬂf/lvl 'b?hlﬁ) Eﬁﬁﬂ? ltéﬁ apspf ' tH@ P8 fESGEHRT i@ dng targeted).

recogni se Certa nty.
Alternatively, the screen could spe01ﬁcally direct the message at the consumer based on what
the consumer is wearing.
For example, the advertisement might be tailored to the person wearing the “white

Adidas cap” or the “blue Nike shirt”. A person wearing a Golfpunk t-shirt could be told that
“the Formosa golf course is having a half price day next Wednesday”. Someone with a
Billabong t-shirt could be told that “New season’s styles have just arrived” at the nearby surf
shop. Alternatively, the advertiser may choose to display the current swell forecast with the
message “Why aren’t you surfing? Billabong”. A static advertisement of specials on baby
products could be shown when someone detected with a baby buggy is targeted.

In addition, advertisements can be specifically tailored to men, women, couples,
parents with children and groups of males and females.

The invention could also be used in outdoor locations to target drivers of cars. For

example, a unit can be set up so as to focus on cars at a set of traffic lights, with the screen
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If the user instructed the systemto use the priority
nmet hod of choosing between nultiple brands in the sane
w0 pge147then t he consuner Witﬂ the Ni ke synbol pemNEZzhOD@00070
targeted with an adverti sene £ The Nike synbol and
all the other synbols or characteristics associ ated
facig tthoserrars: al e camperacbaptugdsi the imagdseof the ears)atvibaiset dfdights and the

ia fil | ay.. if th
prodS8 SuEROR el Sy Bl oo cotnr
of chbeslsag theileen vﬁﬁétpiombgi@fsamései iAcluie same i nage

then the consuner with the Puma synbol would be )
t ar gef edaigeting arfpewifie drivere (the: scregth eowd rdispdapirb glersanalised message

all the qgf. I r. characteristics associ at ed

Gith (e ?%def"y?‘%% the vy S0D o U3 T HORPU) the red Ford
woul d beMosdd! tYoiclhoR$ige goiraeddoa bichie—tget Phnadhts thABe Gold Coast for
output of the SDU 12 is a nedia file which 1s

di spl ayé$<?r9 1 the display device 13 using an f

appropri : [ o | dica~f] |l e,can be 0 .
oo o HEEIE ety Be 8Y Shiver (o IR Urrd ol RGHR B o laggeted with
file. Mprentfoaumsedpeoduet whild V8 difvesy €diidd GafolB&hey could “Take the

associ ated_ wi.th a particular s n‘qpl or characteristic

and in m%?ﬁ‘%]é(st(’%“{?@@ieio‘f?qliégé%ﬁ? ¥e chosen at random
fromgh i.C: i E r .

L oo SR PR BE SONE, AR TR o ol v,
medi a f iok eltevhattelycluild brandlasaliyt With ehaffeting foatur@nt Ford drivers).

ti,cul fil i1] b hosen to djsplay. A systemin
porcul e wll g shossn to displan A DL DT o
nuniBe RS 1e@dr BRILiAAISs). PREseUh Be _%Fc{n&lb&‘ Q%eﬁﬁ‘sA Hgtggatsgﬁm to refer to

mal |, a supermarket or a retail stor
the eagcloivei bigname.t Fer gnasgda thd preesssoromoutd yeaigsiae e plstes “EMMAS1”,

“« Qor LONS .such as streets and. stadi u as

EGAE LOREMS SR RSBy Res¥ebl B mbliind it e
r aiThegyeseiitdhvedfidn iPEbngatibRerith Havabe: ofdubif¥ ntfdeWa¥&venue from
in which to use the system Options include a sinple

advertisgrs eansbp/Reneraiehemhe sigtla fasrmsa displag hasist arch moreagopedéx model can

t i cul ons ( t.el evi.si.on . ..
be 0 EARAEG, RhBLASh P SORME ey HRCOR] g
Theg aldodpayhieas dneorddr welvave apartibul dregyentiolady ehdrhaem@ict pribeitized. For
e sane g{r oduct (based on which advertisenent woul d

exaftﬂglew% SROTIS PR WWL@S%WE B12Y (P3Y ARECTBEI (e eidgr topjBpigass thmshance that
wheh&veP @l Nikel & 48{d86 kradShiR' B alctebRlaYit bteE(?mésC fh%%ﬁen{r}o%g Iggaé cgletermines

specifically direct the nessage at the consu
whighmegiafile issclooind ey cas alse any agrentiom texammpdse thet lilelihood that their
med?ﬁﬂéi?gsté{lgfsgﬁ%{edn}‘r%t thke)egrtolallf) Io rnelgdita oﬁltesh %s&%{a%e nw\&%%{kggor Adidas
trademarks. In this way advertisers are made to compete with each other, in order to maximise
revenue. Other business models include exclusivity in respect of detection of a particular
symbol or characteristic.

The present invention offers advertisers the chance to target individual consumers
based on real-time extraction of information from images. The targeting is individual rather
than based on statistical analysis of large groups of people or the passage of people over time.
It is highly responsive to changes in the consumers present. Information relating to
consumers can be stored and relayed back to advertisers so that they can analyse who their

advertising has reached, how many people have viewed it and for how long the advertising
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Adi das cap" or the "blue N ke shirt". A person wearing
a ol fpunk t-shirt could be told that "the Fornbsa
w@odof/1ieour se is having a half_price day next PCT/NZ2007/000070
Wednesday"”. Soneone with a Bﬂfrabong t-shirt could be
told that "New season's styles have just arrived" at
wast figplageal: Bhis aléws adyertistirs &y meftrievibly | adventising vatatdgg etp get the best

choose. to di splay the current swell forecast with
Wm?ﬁ%rﬂggg Ve RS ar en' t you surfing? Billabong". A

st theQn@éi'M@ﬁ tis® @1aE fanp bR P 8sthAk i MisRahichRi ‘é@iéﬂﬁ&tﬁlg the amount of
coul d be shown when soneone detected wWth a baby

time dhatap geped) is | showadpu i teleyisiagy dnting anmeprrts eyt b@r prOVId%ng instant

perS%B?l#e f%?c(i})raélﬁtogﬂlnell gr d tgd%r]mw ége g%e&%ogﬁ;g c e%o Zors Shave entry

numbeyedidican be petksenallySderiicd $@Eh a@mawtmgy | ocations to
tar et drivers of_ cars. For exanp a unit can be se
gbs tesbe Bndeptenst Hat therssopg O%ﬂ@éﬂV@fﬂoﬂ Aanel dmited fa ﬁle described
emB’(‘ﬂdferﬁclaI%trg gned:t‘ﬁ&?fd}é Zfﬁ('t: g?%lga&;asc' ?ﬁ%%é? aqu' ﬁoﬁﬂﬁ?ﬁ&s qgﬂﬁ l?:er fidde to these
emiprdonesseithandeysatsg frhm themaes of ﬁﬁanvdmmg af @t outain thik apeedification.
an del ol.s and car, col our ertlsers t hen
navks B0 aﬁlﬂﬁﬁe@n e BporgHg ¢ iaatihisie meny shapges gpogstruction

and%ﬂ&él& Hif?erﬁllrg'el’rﬁfod{rﬁé?ﬁs SR HPhcatBHS o @b Weﬁﬂo@wﬂl suggest themselves
per sonal i sed nessage designed to grab driver:s

witheut depaiting e dle sepe ofthe yiyention ashtbﬁn@bllnﬁhe dpivbdetbdaims. The
| ht
ciscl s &l e EirHDpo e eintey BERY Rl LIS PO ipiRro boin any

sendedihivi@g s of Toyota Prius' could be targeted with green
focused products while V8 drivers could be told they
could "Take the whole famly to Pukekoe for only
$50"); or targeting specific brands (Ford could run a
canpai gn targeting Hol den drivers, or alternatively
build brand Ioyalty with an offering to current Ford
drivers). Al so, personalised nunber plates can be
recogni zed (due to their non-standard use of nunber
and letter conbinations). These can be scanned agai nst
dat abases of nanmes to refer to the car driver by nane.
For exanple, t he processor woul d recogni ze the pl ates

"EMMASI ", "4EMVA" or "EMMAS', and di splay nessages

|ncorporat|ng the name Enma. The present invention is
conpati ble with a nunber of business nodels. Revenue
from advertisers can be generated on a sinple fee per
di spl ay basis, or a nore conplex nodel can be used. In
one schene, advertisers pay fees in order to have
their media files prioritized. They also pay fees in
order to have particular synbols or characteristics
prioritized. For
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exanpl e, a sportswear manufacturer may pay a prem um
in order to increase the chance that whenever a N ke
woerooadigdas trademark is det eclt(le_d it becones theCHYEHOI/000070
that determines which nmedia tile is selected. They can
al so pay a premiumto increase the |likelihood that
CLAIMSr nedia files are selected fromthe group of nedia
files associated with Ni ke or Adidas trademarks. In
this way advertisers are nmade to conpete with each
1. ot hefystemfoPpaRididadvenisifigitediSivesnsumés benplisg:ness
nodel s include exclusivity in respect of detection of
a PBjeeicenivEs Me3N¥hol or characteristic. The present
i nyent i f Y ' : :
| i gl PRl B SR Jo MRk O reBh 3k nogy the image
procedafrpr urt execufingond omgese paiteen tapgetiomglgositlinmdow i diahge received
rather than based on stat.istical analysis of If”lr .
fromyPe paes faPpue BN GhackBREmgPTLRORdNS enes selalpg fpuconsumers in
the ihfagé,%nﬁ'o%ﬁiﬁniﬂgeasﬁé_? R$ MALLEs £RGHEES with dnhBAICRINELERRESmer based on
preésent. Information relating to consunmers can be
the extractedlirdomhatiohayed back to advertisers so that they
can_anal yse who. thejr advertising has reached, how
rraﬁ?/"“‘%"é3 ”%g??ﬁ@l@d\%ab%d it and for how long the
adygr idveiiRgaselditonl auRdeonhBétsd abl €ias ighee bidcesdite tudit and the
refine their advertising strategy to get the best . i
advepiasing Blediar datahase, dh upe thesadversising Hetection, Bt selpctiigsulvadising media
ny ; ot | - hng the
fron{ B fer b FREETRED e WRGRop PG SaePkA IR ] o
dukh Rgveatisipedelkbveey enit connegetedvtb dhergdventisimnselection unit for delivering
per.sonal j sed feedback or,6 adverti sing during sports
adveatjng @e@ﬁé@@‘“@é%ﬁ@ﬁ adypdisigseleeit Yilhunber s and can be
personally identified (such as marathons). It is to be
understood that the scope of the invention is not
2. |i A $ystdnt for phevidies edveidngembdid itoresrtssmarsdis chémed sydaim 1 wherein,

that. numerqus variations and nodifi.cations may be, nmade .
whef 5 IS8 B T L, PR e B i P gE PP N Bailes a lst
of a@fibutéol BABRAdIORIuASToRRIMAUA tHelmapé.s speci fication. To

those skilled in the art to which the invention

rel ates, many changes in construction and wi dely

di f,f erjng.enbadi.nen i o) : . :
o, AR GRS A0 ARG RRsCh s i g 1 or i
2 wheRM, tthe i8eePredesdifie unitveothpiles liss défattridtes rfot loaly some of the
. .appended clains. The disclosures and the descriptions
indipjdpdlicangieerhurel y illustrative and are not intended to

be in any sense limting. CLAIM5S 1. A system for

providing advertising nmedia to consuners conpri sing:

4. | negeygaptfor @rowding ;adsertisinggeedin de esssumpruns tlaimed in any one of

.connected to the inmage capture ns, in use, the
clalrinﬁéé% wherein, tfle 1mage cgpture 1geans 1ncﬁrl‘13 €s a camera.

5. A system for providing advertising media to consumers as claimed in claim 4 wherein,

the camera is a digital camera.

6. A system for providing advertising media to consumers as claimed in claim 4 or claim

5 wherein, the image capture means includes further cameras and sensors.
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processi ng unit executing one or nore pattern
recognition algorithnms on an i nage received fromthe
WO pge14apt ure means to extraﬁ% i nformati on frpeT/NBZN07/000070
i mage relating to consuners”in"the image, and
conpiling a list of attributes associated with an
7. i nddviydigal faopreviding abvsgisingnmetie tex¢onsirherd as claimed in any one of

infornatjon. an.advertisin di a dat abase; an .
claigi lort Whetging e JBpE OGP MR, FBPEFS OB Priofargiszoprocessors.
processing unit and the advertising nedi a database, in
use the advertising selection unit selecting _
8. advRryyplemn iprnmaviding glvertisinganrediet tostongumerdiag dritwtaseany one of
. [ - ni butes; and.an advertisin
el PO, e iy @b PR BB g0RPy I8 o SE B kS ggprocessors.
unit for delivering advertising nmedia selected by the
advertising selection unit. 2. A systemfor praviding
9. adverVsEmniprRrayidingordvsHsensdiasio cqoarwaers ias aiglefin any one of
TaitfRe] &b g the i | % i h ion uni
i oy VAT B8 RO b Qe SR B e AR sepeigp unt are
integtated inutsigglé bardeachleviedi vi dual consumer in the inage.
3. A systemfor providing advertising nedia to
consuners as clained in_clain1; or c!ain12 mhere!n,
10.t he Al §RES, BEOFRSRIMY adisisO FRH1aCR dnShiReRlasdlditleAUhSRy one of
for ongg sone of the individual consunmers. 4. A system
claimgr 1 ge o¥ ivdierain,aldie cintaigs i processitg anttoarslotheumdyedisag selection unit are
. iped i.n any on f clainmse 1 to 3 wherein, the inmage
dlStglg%te(gEgerr%' r9§¥'f%%&ﬁf§g§rea(%¥’§ﬁ%r a. 5. A systemfor
provi di ng advertising nedia to consuners as clainmed in
claim4 wherein, the canera is_a digital canera. 6. A
11. sy A eystemy fos rmsQvidinggadyavising medig taendnenness @oredaimed snzany one of
. i i 1] ai . by 4 : i i ge
el I g b T Ehcbi Sk N Sl dGebin g < <
A system for providing advertising nedia to consuners
as clained_.in any.one of clainsg, 1 to 6 wherein, the,
12, nﬁ%éyﬁt%‘cggsl?rﬂé‘%ﬂ’rﬁ pdveHisg Bediagieconsumgiseas claimed in anyone of
claifs Q" BPIOFBSER! fhe 18t of MBWHIR Bl b Yﬂéiﬁﬁh% REihSl
medi a to consuners as clainedﬁgneang one F?%YaFﬁgfgﬁgﬁﬂmesu)
clothing waxh &y dheconstreeradver t i si ng sel ection unit conpri ses
one or nore m croprocessors. 9. A system for providing
advertising nedia to consumers as clained in any one
13. of Klsgétem fort@oBidiMpeiRicRtisideghMetiAB@EcsOHERSANatd in anyone of
.and the advertising selection unit are integrated in a _
claiggs ddod Zrixhergiar thedish ptattributes ipcludestas deasiopnepefovietherghe consumer is

aloxgg&eﬁlté st9, Wedid: bR GIRGHIE"R &S 1GAR MERLD AR a child, an

estimation of the consumer’s age, race, gender, and attire type (i.e. formal or casual).

14, A system for providing advertising media to consumers as claimed in anyone of
claims 1 to 13 wherein, the image capture means and the advertising delivery unit are located

proximate to one another.

15. A system for providing advertising media to consumers as claimed in anyone of
claims 1 to 14 wherein, the image capture means and the advertising delivery unit are

installed in a public place.
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clainms 1 to 8 wherein, the inmage processing unit and
the advertising selection unit are distributed over
wao wv701470Dr e har dwar e devi ces. 11. A system f oPCT/NZ2007/000070
provi di ng adverti sing medi a-¢8-consuners as clained in
any one of clainms 1 to 10 wherein, the advertising
16.del Avsystenufiort piosidingl adyektising oredento ténsurhessysd elnithed in anyone of

claigl{.?gl\éhgi g;grhgxi%\éﬁ&lt%el ~ v? isﬁdciﬁﬁg%rgiq%%qgﬁgg rsisag esa(gi? (l)nae,I gf? g lcl)und speaker,
me@s(th bR BR MR aBAtINS] iV B rbNBGHAPERRRSSI NG _uNi t
relates to clothing worn by the consuner. 13. A system
for providing advertising nedia to consuners as
cl aj in;anyone.of claims 1 to 12 wherein, the ||st
1761 “AeBPieB 8PN ol BT b 0 SR OiRE o bAfed T amyone of
claieBnstonE wheeia| 98 @dRrtidife Sel€btion Rnit WednfielirddRe sf6ct 2 diEEiSing media
in the image includes at |east one a child, an i
based on thetlisbef atribukes apd Adenfiered wil§in the advertigesspiection mait.
attire type (i.e. formal or casual). 14. A systemfor
provi di ng advertising nedia to consuners as clained in
18.anyAnsystefn €drapmowiding advesisvpe reidiy, to bensumegeas afaité® in anyone of

nmeans the advertising delivery unit are | ocated ..
Clala}sg’x On@F‘_ghftero & SHiigh fher ngludss 8yertarhumgreoppesigddiorte advertising
se1e%q8§ﬁﬁﬁﬁiaﬂgudwsdﬂh@rmests%etaﬁgﬁa&i a fideftl Med i n anyone of

claims 1 to 14 whereln, | mage capture neans and
the advertising delivery unit are installed in a

ublic place.- -..16. system f.or providing . .
19,00 A P8ty it s snee oo L P rs slposts ipfanyone of
claigdsail "® 18 tWhekBinViRE Qinfge AR eAMYERhitSHRIuEE thy &n¥ HNiddore pattern

includes at |east one of, a |oud speaker, nmeans to
recegpitiongalgerithms 6t sehimqdntewyalsel i ver pronoti onal goods.
17. A systemfor providing advertising nedia to
consuners as claimed in anyone of clains 1 to 16
20.wheA ejystent e pdvididd advegistgd artlaon ustistmess gOOkhiged @ anyone of
to select adyertising nedia based on the |ist, of
claigyse I ?%leﬁ whereiy the [reage Jrefesang iR idacs pRY SXEGHE? thesgnggor more paitern
ro R ST e By et 00 Y L PN 6y it
17 wherein, the systemfurther includes a control unit
conpect.e o the.advertising.selection unit that
21,51 1 R of piod i el g R RS ordRme coy nging fhg geps of:
f orcapfuivic @h Melagdlyinkios hidge S03dhRedsO CONsuners as
claimed rn anyone of clains 1 to 18 wherein, the image

pr CEeSHingg onmiar BET Peident feeognaorpralgasitemp aant dlren image to extract
infdrinGQsH! iﬁtoin? rt]heaLn%%ei }eﬁlgfﬁg at, g’o%gur}l(ierrsmmi tﬂte en@é%cle,sand compiling a list of
attributes associated with an individual consumer based on the extracted information;
selecting advertising media from a store of advertising media files based on the list of
attributes; and
delivering advertising media to the consumers selected by the advertising selection

unit.

22. A method for providing targeted advertising to consumers as claimed in claim 21
wherein, the method steps are performed in real-time so as to deliver targeted advertising to

the consumer soon after the image has been captured.
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20. A systemfor providing advertising nedia to
consuners as clained in anyone of clains 1 to 18
waob@reiq117 t he i nage processLTg_unit does not EeREDNEZZ07/000070
the one or nore pattern recognition algorithnms when
advertising is being delivered b¥ t he advertising. .
23. defimesthed fosinroviding targeigsd pHBRILSIBE 19 FORAUEICHY2S ﬁ?lg@géa claim 21 or
2 st o 1 rdest ingt fri in the list
clainf 2SR ¥R (S0 PSS ghRR coRaliy LSy (GREUiribute fn th
of at@ibAte®r NOre pattern recognition algorithns on the
image to extract information fromthe inmage relating
to consuners in the inmage, and conpiling a |list of

24, QLRI QHB@%%@?%HE% l?ggg‘(&dt veftising b \WoHlsidher§ @9 14MBEd in any one of

based on t information; selecting ) )
clainad¥etotd3swhyeime theateprafselactiteodaenisingduetia based gnitkailigt of attributes

fil based on.the list of .attrih . ' '
furhgepreRereTgeRREaT o pHes iR rip EbERSER Baf ! YL treshold.
advertising selection unit. 22. A nethod for providing

targeted advertising to consuners as clained in claim
25. 2 A mbtboéifer, prodislingtergste dsadypisHIZeloFONFERFFE @S ichpimed in any one of
.real -ti,me ,so.as,tq, deld ver.. vartisi :
AL PR S AN b SR st o
rulesftoTBeNed of Qittribtiey iadldl e nrdpefiled taderhingi which advertising media to
_consuners as claimed in claim2 1 or claim22 further
delivencl udes the step of assigning a certainty ranking to
each attribute in the list of attributes. 24. A nethod
for providing targeted advertising to consuners as )
26. cl & methodnfoamyovadiag dhrgetediadserfisingtto @Bswhers e relaimigd in claim 25

step. of selecti .advertising nmedia based on the |ist
furthey mgtudgn Fé@PPE?¢HE$ﬁ?ﬁEkﬂdes di sregardi ng al

attributes with a certainty ranking bel ow a user set
threshold. 25. A nethod for providing targeted .
27. advemetheidrfgr poviting targated advegtisiaisdcansumesy asrfdaiged in any one of

.cl ai .2 [ . ' . .
i TR 28 b PRI B LG P BB o tvering
medid@lel i st of attributes and the nedia files to

determ ne which advertising nedia to deliver. 26. A
met hod for providing targeted advertising to consumners

as ,Cl ARk} Bk A6 Bolisi@etne G4iBRATh £
28. ediAt %n%lg[; tgf((e)£ ?mq)é(ghgz%get%dj?rae{é os(]tl111 ??r prsovieo?i ng plar get ea(ljly one o
claiiag2ené 26 iwtgrdin thesisp e editiag thel ralesedmiprisesnyriagitisingfa type of symbol

laims 2 1 to 26 further including the step of
or chasagignings v e el Frsdsstiingdtu F8: ng

29. A system for providing advertising media to consumers comprises:

image capture means;

an image processing unit connected to the image capture means, in use, the image
processing executing one or more pattern recognition algorithms on an image received from
the image capture means to extract information from the image relating to non-physiological
attributes of the consumers in the image;

an advertising media database;

an advertising selection unit connected to the image processing unit and the
advertising media database, in use, the advertising selection unit selecting advertising media

from the advertising media database based on the extracted information; and



media file. 28. A nethod for providing targeted

advertising to consuners as clainmed in any one of
w@b@mss727 1 to 26 wherein, th? step of editi ngP€T™Z2007/000070

rul es conprises prioritising %'type of synbol or

characteristic as the basis for selection of an

advar adveitisgngndadivaryf adiecondSeted\tsthstadnmetising pelevtiati mat for delivering

advertisj.n dja to consumer .0Nprij ses: inmage
advggﬁf%ﬁ]ée‘i’r% gq%g&edaw é’ﬁﬁé@%?%%@%%ﬂg%% t connected to
the i mage capture neans, in use, the inmage processing
executing one or nore pattern recognition algorithns
30.on Arsystamgior peesshsing) advegisinghmedigegecopsipners @s meteirs before described
.extyact information.fromthe image relating to
W“ﬁgﬁ%ﬁﬁ???é?%%?gg?ag%?% BUtES: of the consumers in the
i mge; an advertising nedi a database; an advertising

selection unit connected to the image processing unit

31. andAtaehed e providing iwegst advatisibade coppmese as hpgsin before described
: LS ' ' el ecting advertising nedi a
Wﬁ?ﬁ%ﬁ%@ﬁéba J%?#ﬁ@%ﬁg&%ga#gggatabasegbased on thg
extracted information; andan advertising delivery unit
connected to the advertising selection unit for
delivering advertising nedia selected by the
advertising selection unit. 30. A systemfor
processi ng advertising nmedia to consuners as herein
before described with reference to the acconmpanyi ng
drawi ngs. 31. A nethod for providing target
advertising to consuners as herein before described
with reference to the acconpanyi ng draw ngs.



