1/4

100
5//

Advertisers | — 102

I

104
Profiling, pricing and paring |
unit
H
Influencers |—106

FIG. 1



2/4

20 208
Client Ops el 210 212
support [T Influencer Monitor || Rating |
; » Freference Results
I F:
Goal | —202
Preference
102
Advertisers ]
¥ ! .
- 104
Profiling, pricing and «
X pairing unit
106 $ 22
Influencers Change
and
l resubmit
o 214 248 220 l 224
Autor?‘latiﬂ = Pair = Execute . Pa}‘
paring work
Answers Mot allowed 22
Correct | O to join
campaign

FIG. 2




3/4

300

301 |

302

303 —]

305 —|

Y
N

Database

Influencer data
~ entries

Advertisement
campaign data
entries

N~

Memory

W

Processor

/304

Transmitting
and
receiving
unit

FIG. 3

| 306



400

4/4

Obtain available influencer account data comprising information on
influencer posts including images/videos and associated text captions.

V

Parse the images/videos using a visual recognition service to obtain visual
recognition tags and the text captions using a natural language
understanding service to obtain concept tags.
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Remove stop words from the caption text and match the text captions to

positive search criteria keywords to generate a relevancy score for each
influencer post with at least one match.

V

404

Match the visual recognition tags to the positive search criteria keywords
and generate a relevancy score for each influencer post that matches the
criteria but had not already received a relevancy score of >0 in the previous
step.

Vv

Match the concept tags to the positive search criteria keywords and
generate a relevancy score for each influencer post that matches the
criteria but had not already received a relevancy score of >0 in the previous
step.

Vv
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Obtain a shortlist of influencers with at least one unique post identification
number with a relevancy score of >0, where each influencer is associated
with a total relevancy score.
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