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INTEGRATED SYSTEM ARCHITECTURE AND METHODS FOR MANAGING
PROGRAMMATIC DIRECT DIGITAL ADVERTISING CAMPAIGNS

CROSS-REFERENCE TO RELATED APPLICATIONS

[0001] The present patent application claims the priority benefit of U.S. provisional
application number 63/006,572 filed April 7, 2020, and titled “INTEGRATED SYSTEM
ARCHITECTURE, TECHNIQUES, AND METHODS FOR FACILITATING AND MANAGING
PROGRAMMATIC DIRECT ADVERTISING CAMPAIGNS,” the disclosure of which is

incorporated herein by reference.

BACKGROUND OF THE INVENTION

Field of the Invention
[0002] The present invention relates to the field of digital advertising. More specifically,
the present invention relates to implementing and managing programmatic direct digital

advertising campaigns.

Description of the Related Art

[0003] Publishers or operators of a content platform may offer and sell inventory within
their respective media channels for the display of advertisements rendered to the publisher’s
users for the purpose of generating revenue. Such media channels include but are not limited to
digital, display, mobile, video, Connected TV (CTV), Over-the top (OTT), linear, and print.
Inventory may be inclusive of the impressions that publishers have made available for
advertisers to purchase through their respective media channels. Impressions may be associated
with advertisement units, which are the digital or physical spaces on the media channel
reserved for displaying advertisements. Publishers or their representatives may be referred to
as sellers herein, and the advertisers, agencies, and DSP’s (defined below) who purchase the
inventory may also be referred to as buyers.

[0004] Direct or traditional transactions refer to traditional reservation process in which
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buyers and sellers of advertising enter into a direct negotiation, whereby the buyers purchase
an agreed-upon volume of impressions or ad views on an online setting (e.g., a webpage) for an
agreed-upon price directly from the seller; and the seller may then manually set up the delivery
of these impressions. Premium inventory is generally associated with the traditional reservation
process, because such advertising units can be viewed easily by the user of the media channel.
Alternatively, premium inventory may be understood as referring to spaces that experience
heavy user traffic. While premium inventory may be limited, premium inventory may provide
higher exposure to users and thus may be more valuable than other inventory (e.g. remnant
inventory). As a result, premium inventory has generally been sold earlier and at higher prices
to buyers through direct sales in comparison to remnant inventory.

[0005] Programmatic transactions have generally been used to place remnant

inventory —which is associated with less visible, lower traffic advertisements units that are less
valuable to advertisers— in auction-style processes. In programmatic transactions, technology is
used to automate the selling and delivery process of advertising campaigns such that the buyer
may never communicate directly with the seller. As premium inventory is often sold through
direct sales, however, users of such programmatic channels may generally be presented with
little other than remnant inventory through these programmatic channels. Because the amount
of remnant inventory that is available is typically much greater than that of premium inventory,
a major portion of the remnant inventory often remains unsold.

[0006] Alternatively, some publishers utilize intermediary parties that assist in selling of
the remnant inventory, which may be costly, inefficient, error-prone, and time consuming.
These parties may charge for their proprietary services or technologies (“tech tax”) and collect
as much as 40-80% of sales, thereby increasing the cost of purchasing inventory. Generally,
numerous intermediary parties are utilized in a real-time bidding process, who each have a role
to play in the programmatic supply chain from buyer to seller. Such involvement may lead to
inefficiencies such as duplication of efforts, lost information, potential for errors (e.g., during
insertion order setups), incomplete or otherwise faulty handovers, lack of transparency in sales,
long wait times, and fragmented decision making. Such factors may further be associated with

increase in the risk of fraud, as well as present obstacles in detecting and rectifying the same.
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Long wait times may further increase the risk that a buyer’s plans or seller’s inventory
availability changes between the initiation of a deal and its completion, which leads to further
rework.

[0007] Currently, third party audience data related to impressions on ad inventory are
utilized across ad networks and leveraged to target and plan ad campaigns. However,
regulations governing privacy, antitrust, and information security associated with different
countries and regions may limit or ban various uses of third party audience data for targeting.
In some countries or regions, therefore, the use of behavioral targeting using third party
audience data (e.g., individual browsing profile data) may be restricted, thereby limiting the
capability and efficacy of ad targeting by prior systems.

[0008] Therefore, there is a need for improved systems and methods for implementing
and managing centralized programmatic digital advertising that minimizes the operational
waste, increases transparency, streamlines transactions for both buyers and sellers in
programmatic transactions, and improve targeting while complying with applicable

regulations.
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SUMMARY OF THE CLAIMED INVENTION

[0009] A first claimed embodiment of the present invention concerns a method for
integrated management of digital advertising campaigns. The method includes providing a user
device with access to a centralized transaction platform server based on authentication
information provided by the user device, which is verified by one or more integrated third party
systems utilized by the one or more users. The method also includes receiving data regarding
inventory from the one or more integrated third party systems, wherein the data is received via
an application programming interface (API). The method also includes aggregating a collection
of available inventory based on the data regarding the inventory from the one or more
integrated third party system. The method also includes filtering the aggregated collection of
available inventory based on one or more categories of the inventory. The method also includes
generating, on a graphical user interface, a custom display based on a received criteria that
matches the one or more categories of the inventory.

[0010] A second claimed embodiment of the present invention concerns a system for
integrated management of advertising campaigns are provided. The system includes a memory
that stores instructions and a processor coupled to the memory. Execution of instructions stored
in the memory by the processor performs system operations. The system operations include
providing a user device with access to a centralized transaction platform server based on
authentication information provided by the user device, which is verified by one or more
integrated third party systems utilized by the one or more users. The system operations also
include receiving data regarding inventory from the one or more integrated third party systems,
wherein the data is received via an application programming interface (API). The system
operations also include aggregating a collection of available inventory based on the data
regarding the inventory from the one or more integrated third party system. The system
operations also include filtering the aggregated collection of available inventory based on one or
more categories of the inventory. The system operations also include generating, on a graphical
user interface, a custom display based on a received criteria that matches the one or more

categories of the inventory.



WO 2021/207410 PCT/US2021/026254

[0011] A third claimed embodiment of the present invention concerns a non-transitory
computer-readable storage medium, having embodied thereon a program executable by a
processor to perform a method for integrated management of advertising campaigns. The
executable method includes providing a user device with access to a centralized transaction
platform server based on authentication information provided by the user device, which is
verified by one or more integrated third party systems utilized by the one or more users. The
executable method also includes receiving data regarding inventory from the one or more
integrated third party systems, wherein the data is received via an application programming
interface (API). The executable method also includes aggregating a collection of available
inventory based on the data regarding the inventory from the one or more integrated third
party system. The executable method also includes filtering the aggregated collection of
available inventory based on one or more categories of the inventory. The executable method
also includes generating, on a graphical user interface, a custom display based on a received

criteria that matches the one or more categories of the inventory.
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BRIEF DESCRIPTION OF THE DRAWINGS

[0012] FIG. 1 illustrates an exemplary prior art programmatic transaction process.
[0013] FIG. 2 illustrates an exemplary network architecture in which an integrated
programmatic digital placement system may be implemented.

[0014] FIG. 3 is a block diagram illustrating an exemplary application for implementing
methods of integrated programmatic placement of digital advertising.

[0015] FIG. 4 is a diagram illustrating an exemplary workflow for integrated
programmatic digital placement.

[0016] FIG. 5 is a block diagram illustrating an exemplary placement interaction in an
online publisher marketplace.

[0017] FIG. 6A is a flowchart illustrating an exemplary method for placement
interaction with an online publisher marketplace via self-service portal.

[0018] FIG. 6B is a flowchart illustrating an exemplary method for placement interaction
with an online publisher marketplace via a demand-side service.

[0019] FIG. 6C is a flowchart illustrating an exemplary method for placement
interaction with an online publisher marketplace via a media planning tool.

[0020] FIG. 6D is a flowchart illustrating an exemplary method for placement
interaction with an online publisher marketplace via an application programming interface
(API).

[0021] FIG. 7 is a flowchart illustrating an exemplary method for implementing
programmatic placement proposals.

[0022] FIG. 8 is a diagram of data flow between different devices in an integrated
programmatic digital placement system.

[0023] FIG. 9A is a diagram of an exemplary graphical user interface (GUI) display
associated with a digital placement proposal.

[0024] FIG. 9B is a diagram of an exemplary graphical user interface (GUI) display

associated with a digital placement campaign.
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[0025] FIG. 9C is a diagram of an exemplary graphical user interface (GUI) display

associated with digital campaign inventory.
[0026] FIGs. 10A-E are screenshots illustrating alternative graphic user interface (GUI)

displays associated with use of an integrated programmatic digital placement system.
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DETAILED DESCRIPTION

[0027] An integrated system and methods for facilitating and managing programmatic
direct advertising campaigns is disclosed. The systems disclosed herein improves upon current
systems by centralizing the critical components needed to manage and execute campaigns in
digital advertising. The system utilizes a web-based application that assists buyers and sellers of
digital advertising in the exchange of information to reserve placement of advertising space in
online and other digital settings, such as on a webpage. The web-based application allows direct
communication between the buyers and sellers to list and purchase premium inventory via
programmatic technology and facilitates sale of remnant inventory by improving visibility of
the remnant inventory. Thus, the present system provides a direct link between inventory
creation and demand, which bypasses intermediary agencies and current ad networks. Further,
the inventory from various sellers are aggregated and packaged based on different types of
inventory to be purchased by buyers through the web-based application. Lastly, the web-based
application allows sellers and buyers to manage orders, inventory, and fulfillments. Sellers may
create and send proposals, which lists the inventory for sale for a specific deal terms, send the
proposals to buyers, and allow buyers to review and accept the proposals.

[0028] FIG. 1 illustrates an exemplary prior art programmatic transaction process.
Programmatic direct may also be referred to as “automated guaranteed” or “programmatic
guaranteed” within the advertising industry. In programmatic direct sales, the buyer and seller
agree on a certain volume of impression much like direct sales, but leverage programmatic
technology to replace certain aspects of a direct sales advertising campaign. Programmatic
direct allows buyers to have access to premium, guaranteed inventory, which guarantees
certain number of impressions or views. From a seller’s perspective, premium inventory is often
sold at an optimal price with a transparent buyer. Programmatic direct methods utilize
technology to transmit proposals to other party of transaction for review.

[0029] In the programmatic direct process illustrated in FIG. 1, a buyer 210 may be an

advertiser, brand, or an agency. The buyer 101 may utilize a demand-side platform (DSP),
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which provides direct access for real-time bidding to multiple sources of inventory of the seller.
A DSP may be operated by agencies or advertisers.

[0030] The buyer 101 of FIG. 1 sends the ad request to one or more advertising servers
(ad server) 102 with the intent of purchasing premium inventory. Ad servers 102 represent one
or more advertising servers that provide a myriad of features to provide ad-management
solutions that help the sellers sell, schedule, deliver, or measure their digital ad inventory, and
optimize their revenue. A seller may be a publisher or an agency. Ad ops 103, personnel who
manage the advertising operations of the seller, view the ad request in the ad server 102 to run a
predefined process where the request is evaluated before being passed to sales representatives
106 of the seller. The sales representative 106 may also be a sales planner of the seller. The
predefined process may include the ad ops 103 communicating the offer to the sales
representatives 106, the sales representatives 106 negotiating the fees for the request, or sending
the negotiated fee to the ad ops 103 who insert the counteroffer back into the ad server 102 for
the confirmation of the buyer. This process can repeat several times before a deal is reached.
Thus, although programmatic direct methods provide benefits over the traditional transactions
by utilizing technology, prior programmatic direct systems exhaust excess resources in
communication and personnel.

[0031] Moreover, the current programmatic systems do not search various ad servers of
different sellers, provide targeting of inventory to send proposals that fit the need of each
parties, facilitate management of multiple proposals or campaigns, or provide ways to integrate
with the current workflows of the user.

[0032] FIG. 2 illustrates an exemplary network architecture in which an integrated
programmatic digital placement system may be implemented. The integrated system
overcomes the deficiencies and limitation of prior programmatic direct systems and methods, at
least in part by, providing buyers and sellers (otherwise referred to as “users”) a greater level of
efficiency to manage and execute their programmatic direct campaigns. The integrated system
provides users with a single access point to (i) manage and execute programmatic guaranteed
transactions, (ii) utilize a centralized order management system, (iii) leverage seamless

integration with a user’s third party providers, which can be viewed and managed from the
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invention’s web application (such as billing, reporting functionalities, and data reconciliation
from third party providers), and (iv) use an intuitive user interface for managing and executing
programmatic direct campaigns. Thus, integrated programmatic direct methods utilize
technology to deliver greater advertising campaign effectiveness through advanced targeting
via audience lists, enable users to target and optimize across campaigns, provide better
frequency management across spending types, and provide better tracking of campaigns across
a wide range of metrics. The sellers or buyers can use such programmatic technologies to
optimize for multiple campaigns, and manage frequency across programmatic and guaranteed
reservation inventory. Integrated programmatic direct methods also improve workflow
efficiency, reduce human error and save time and money through centralized trading. Further,
adopting an integrated programmatic system significantly reduces overhead for finance teams
by consolidating billing. Instead of handling multiple invoices for each direct contract and
performing month-end reconciliations, users are able to obtain payment through one invoice.
Moreover, the integrated programmatic direct methods allow integration with current custom
workflows of a user by specifying custom business rules.

[0033] A seller 201 may be a publisher, an agency, or personnel of the publisher or the
agency, that has ad inventory available on an ad server 102. The seller 201 may use a user device
202, such as a personal computer or similar device connected to the internet and used to access a
web URL to log into a web user interface of a software-as-a-service (SaaS) application 203 for
managing advertising campaigns. The buyer 210 may similarly use a user device 206 to access
the application. The seller 201 or the buyer 210 may provide authentication and authorization
information, such as email and password, to access the application 203. Once seller 201 or buyer
210 has logged into the application 203, seller 201 or buyer 210 may be directed to a home page
of the application 203 for viewing and accessing various tools for managing advertising
campaigns and accessing the publisher marketplace.

[0034] The application 203 allows seller 201 to display the available inventory of the
seller 201 for sale to buyer 210 along with all required information on the publisher marketplace
order management system (OMS) 230. Buyer 210 may be able to view inventory of participating

sellers directly within the web application 203 before providing an offer in the publisher
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marketplace 220. The publisher marketplace 220 optimizes the decision making of the buyer
210, and optimizes inventory allocation and revenue for seller 201. Buyer 210 may review and
purchase advertising inventory of seller 201 directly on the publisher marketplace through the
web application 203, and seller 201 may be able to send proposals to buyers directly for
purchase. Both parties can agree on the deal terms within the application 203 before fulfilling
the transaction. A buyer may view campaign metrics in reports 228 within the publisher
marketplace 220. The seller may use predefined approval workflows 231 within the OMS to
automate order creation of buyer proposals into the OMS database (DB) 235. The seller may
utilize inventory management within the OMS portal 232 as orders created in the OMS portal
232 are synced backed to ad server 102 of the seller 201 in real-time. This means that the seller
may view real-time available inventory on the publisher marketplace OMS 230 without
accessing ad server 102. The seller may also use direct connection to publisher API 233 to insert
orders directly into the OMS DB 235. The seller may view reports 234 related to on-going closed
or canceled orders within the OMS 230. The advantage of receiving reports 234 in a centralized
OMS 230 allows the seller to view various information regarding remaining inventory and
broker deals related to the remaining inventory in one interface.

[0035] Seller 201 may create a product in the publisher marketplace to list available
inventory. Products may contain attributes of available inventory including type of product to
indicate whether the product is a standard product or a packaged product, cost basis, cost per
unit, and the ad server 102 where the inventory is available for allocation. Seller 201 may add
targeting attributes to a product within the web application 203 including demographic,
geography, day of the week and time available, environment type such as browser or video
player, and custom keys such as device availability. Seller 201 may manage the price of a
product within the publisher marketplace by configuring business rules. The business rule may
increase the price of the product as more targeting attributes are added to the product. The
business rules may also require further approval if the value of the product increases above the
floor value. Thus, the business rules allow for dynamic pricing based on the targeting attributes
in conjunction with approval rules. Additional costs may be applied as custom rules to

individual products for inventory, such as a product that may include a data fee per unit, or ad

11
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serving fees as a percentage of the total inventory cost purchased. The application 203 may
suggest a recommended price based on targeting attributes associated with a product. Seller 201
may apply tiered rates to products that provide volume discounts at different thresholds of
inventory quantity exchanged. Seller 201 may package inventory with appropriate targeting
attributes as a single product, such as ad inventory available for video and browser display that
target the same demographic or geography. Packaged products enable seller 201 to maximize
inventory visibility and revenue, and provide buyer 210 with additional campaign fulfillment
options within a sole product listing.

[0036] The application 203 aggregates available inventory 229 from various ad servers
connected to the publisher marketplace 220 via inventory application programming interface
(API) 225 and displays aggregate available inventory uniformly in the web application Ul to
buyer 210. The buyer 210 may access the publisher marketplace 220 via self-service portal 221 or
via publisher marketplace portal 222. A unified product schema enforces normalization of
inventory data on the publisher marketplace as available inventory are matched to targeting
attributes defined by the publisher marketplace when a product is listed. Normalization of
product attributes allow inventory from various integrated ad servers to display in a centralized
catalog. Buyer 210 may search aggregated available inventory by defining one or more filters
relating to inherent attributes of inventory including but not limited to inventory type, ad server
102 where the inventory is available, cost basis, cost per unit, geography, and demographic.
[0037] The application 203 may allow seller 201 to manage orders via publisher
marketplace order management system (OMS) 230. The OMS 230 may display inventory from
various ad servers as catalog of products. The OMS 230 provides the seller 201 with a process to
create proposals through an intuitive user interface that captures the appropriate fields, sends a
proposal directly to buyer 210, and allows the buyer 210 to review and accept the proposal from
the seller 201 directly from the application 203. The OMS 230 allows the users to easily view the
deal terms, such as inventory quantity and type, billing schedule, and payment. Seller 201 may
use the order management system to check the status of a proposal pending buyer 210 review,
request verification and acceptance of the proposal, and reserve inventory on ad server 102 that

buyer 210 has agreed upon before a campaign is ready to occupy the allocated inventory. The
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OMS 230 allows proposals that are accepted to become orders in the order management system
of the application 203. Seller 201 may initiate an agreed upon order within the application 203
for fulfillment to ad server 102, pause fulfillment on a live order campaign or resume fulfillment
on a paused order campaign, or renegotiate a previous order for additional fulfillment. Orders
in the OMS 230 allow buyer 210 and seller 201 to track a range of live metrics, such as click
through rates or conversions. The application 203 may be connected to ad server 102 of seller
201 via API to fulfill sales orders directly from the web application 203 by sending a request
from the application 203 to ad server 102 to allocate the inventory that buyer 210 purchased to
be displayed on various client devices. This capability further demonstrates a greater level of
efficiency for seller 201 and buyer 210 to manage and execute their programmatic direct
campaigns than prior programmatic direct systems and methods by providing seller 201 and
buyer 210 the ability to access one single access point for this purpose. Because the application
203 is connected directly to ad server 102, the integrated programmatic direct method encourage
transparency in fulfilment of deal terms obtained from ad server 102, reducing fraudulent
transactions.

[0038] The application 203 allows the user to configure business rules, including but not
limited to, approval workflows 231 for the purpose of setting parameters in advertising
campaigns to maintain integrity of pricing and/or purchasing inventory. Associated approval
rules can be set to designated approvers.

[0039] A billing manager tool 227 of the publisher marketplace 220 allows seller 201 or
buyer 210 to streamline the invoice responsibility in the application 203. Seller 201 or buyer 210
can determine billable units and billable revenue at the line item level for each client, generate
custom billing reports in conjunction with the integrated invoice system, and generate invoices
directly into the application 203 and communicate to clients or other counterparties. Seller 201
or buyer 210 may issue invoices, pay or receive payment on open invoices, and reconcile month
end statements within the application 203 without the use of an additional third party system.
Alternatively, the seller and the buyers may utilize a third party system for payment, such as an
external payment service 207.

[0040] An interaction engine of the application 203 facilitates communication between

13
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seller 201 and buyer 210 as well as provides communication channels within sub-sections or
departments of their own organization. Thus, the application 203 promotes cross functional
interaction and collaboration within the organization and reduces the likelihood of organization
silos, which was a major cause in operational waste in prior systems. The interactive engine of
the application 203 may reduce the distribution of tasks between different functions of the
organization of seller 201 or buyer 210 as different members of the seller 201 or buyer 210 can
communicate and collaborate with each other within the web application 203, which increases
efficiency. For example, buyer 210 and seller 201 may communicate regarding the deal terms,
such as impressions, price, demographics, or campaign schedule, which may be further viewed
in the order management system.

[0041] Seller 201 may utilize applicable data that has been transferred to and from third
party applications 204 of sellers 201 and data from third party applications 205 of buyer 210 via
bi-directional application programming interface (API) of the application 203. Similarly, buyer
210 may utilize applicable data that has been transferred to and from third party applications
205 of buyer 210 and data transferred from third party applications 204 of seller 201 via bi-
directional API of the application 203.

[0042] The web application 203 uses API’s to provide the interoperability between third
party systems on the internet. The web application 203 leverages different types of APIs such as
REST and SOAP, for seller 201 or buyer 210 to manage their orders programmatically. Each
third party system has a dual sync into the web application 203 under such API so that critical
information is ingested into the web application 203 for seller 201 and buyer 210 to leverage and
user inputs within the web application 203 sync back to the applicable third party system. For
clarification, the APIs allow for a dual sync in data between third party systems and the web
application 203. As such seller 201 and buyer 210 can utilize and manage critical third party
systems without having to access each third party system separately.

[0043] The application 203 may integrate with numerous third party systems, such as
third party applications 204 and 205, using an email address of the seller 201 or buyer 210,
which allows the web application 203 to automatically map such accounts associated with the

seller 201 or buyer 210 across the external systems to which seller 201 or buyer 210 is subscribed
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to. Inputs provided by seller 201 or buyer 210 may be stored in a main application database. The
web application 203 may use the information provided by seller 201 or buyer 210 to
communicate with the external integration to fulfill the action of the seller 201 or buyer 210. The
application 203 integrates with applicable third party applications 204 and 205 to bi-
directionally sync data to allow a user to evaluate inventory yield and attractiveness of such
inventory directly from the application 203.

[0044] Seller 201 and buyer 210 may enter information in designated fields by either
typing the information or choosing dropdown options that are available when the user is
synced to their integrated third party system. Data is entered into the web application 203 and
pushed into the integrated external third party systems depending on the required campaign
activity.

[0045] Third party applications 204 on the seller 201 side and buyer 210 side may
include customer relationship management (CRM) system 251, ad server 102, data management
platform (DMP) 253, enterprise resource planning (ERP) 252, any third party reporting services,
or any custom built, internal applications utilized by seller or buyer. The custom built
application for buyer 210 may utilize a publisher white-labeled API 223 to connect to the
publisher marketplace 220 to query order APIs 224, inventory APIs 225 and account APIs 226 to
create an order.

[0046] The CRM 251 system may allow the buyer 210 or seller 201 to manage
relationship with customer of the buyer 210 or seller 201 or counterparties while providing
various functions such as advertising campaigns, enquiries, sales, technical support, billing and
other functionalities unique to the user’s business. The CRM 251 may track and analyze
customer specific information to enable the business entity to retain the customers by providing
improved services, identifying sales opportunities, executing appropriate advertising
campaigns, maintaining proper relationships, etc.

[0047] Seller 201 may integrate the web application 203 with a CRM 251 via an API The
web application 203 may leverage the API for reading and writing data to applicable standard
fields of the CRM 251. The integration may also be configured within the web application UI to
utilize customized data fields of the CRM 251. The web application 203 may be configured to

15
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automatically sync data in real-time related to buyer 210 and active or complete campaigns in
the CRM via triggers for certain fields that meet a condition on a buyer 210 order.

[0048] For example, seller 201 may create a proposal for a programmatic direct sale with
buyer 210 as a proposal in the CRM 251 in addition to being able to create a proposal in order
management of the web application 203. The proposal may contain standard fields, including
but not limited to, deal stage and probability, as well as additional custom selected fields
enabled as rules by seller 201 in the web application 203 configuration. Data such as deal stage
and probability may determine when a negotiation for a proposal between seller 201 and buyer
210 has reached a milestone to be converted into an exchange of data that will utilize ad server
102 inventory. Upon the deal stage or probability meeting a selected condition, such as “closed
won”, the relevant proposal details from the CRM 251 may be automatically synced to the web
application 203 as a campaign for buyer 210 or seller 201 to access and manage. The proposal
details automatically synced to the web application 203 may include but are not limited to ad
inventory type, quantity, cost per unit, start date, and end date.

[0049] Further, once a transaction representing a campaign has been automatically
synced to the web application 203, planners, campaign managers, and traffickers for seller 201
may manage the fulfillment of a campaign to the ad server 102 within the web application Ul
As a campaign elapses, the relevant details regarding fulfillment, delivery and billing are
recorded in the web application 203 and relayed to the CRM via the API. The delivery and
billing data synced between the web application 203 and seller 201 CRM may include but are
not limited to impressions to date, clicks to date, clickthrough rate (CTR), effective cost per mile
(eCPM), and invoicing adjustments.

[0050] Further still, data related to products or inventory utilized, such as targeting
data, contracted units, first-party and third party usage can be synced from the ad server 102 via
the web application 203 API to the campaign record in the CRM for the duration of the
campaign.

[0051] Additional data may be automatically aggregated and synced to the CRM 251 via
the API to measure real-time efficacy of a campaign. An on-schedule indicator (OSI) may

represent the delivery rate of a campaign as a ratio of serviced impressions and clicks to total
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contracted impressions and clicks in an active order. Based on the OSI ratio, revenue at risk
(ROR) can be determined to measure potential risk in non-fulfillment of a campaign. ROR may
then be synced to the campaign transaction details within the CRM throughout the duration of
a campaign. Upon the expiration of a scheduled campaign, revenue at loss may be determined
and synced to the CRM from the web application 203 if the OSI and subsequent revenue at risk
was not fulfilled. Seller 201 may utilize this data in the CRM to provide active support to buyer
210 and make any adjustments to effectively utilize a campaign and the related ad inventory,
further increasing the likelihood of successful campaigns for both buyer 210 and seller 201. OSI
and ROR obtained from the CRM may further be used to predict future performance and
profitability.

[0052] The integration with an ad server 102 may permit seller 201 to sell the ad
inventory directly to buyer 210, by confirming the number of advertisement impressions or
clicks that are available to sell. Vice versa, ad server 102 allows buyer 210 to insert offers of
advertisement impressions that they would like to buy.

[0053] The integration with a DMP may allow buyer 210 or seller 201 to create target
audiences based on a combination of in-depth first-party and third party audience data,
accurately target campaigns to these audiences across third party ad networks and exchanges,
and measure with accuracy which campaigns performed the best across segments and channels
to refine media buys and ad creative over time. As such, the integration with the DMP allows
the collection of first-party data for targeting of ad campaigns, which improves upon the
current systems that rely solely on third party audience data.

[0054] Seller 201 or buyer 210 may integrate an ERP system to the web application 203
using an APIL. ERP may manage invoicing, accounting, and billing needs of buyer 210 or seller
102. Integration with an ERP provides a continuously updated view of core business processes
using common databases maintained by a database management system. Integration with an
ERP system may track business resources — cash, raw materials, production capacity — and the
status of business commitments: orders, purchase orders, and payroll. The applications that
make up the system share data across various departments such as manufacturing, purchasing,

sales, or accounting department, that provide the data. ERP facilitates information flow between
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all business functions and manages connections to outside stakeholders.

[0055] A sales order for buyer 210 may be created by web application 203 automatically
via an API in an ERP 252 of seller 201 when a proposal is accepted and agreed upon. A sales
order generated by the exchange of data between the buyer 210 and seller 201 on the publisher
marketplace may be invoiced in the ERP based on the created sales order and paid by buyer
210. Multiple transactions between a buyer 210 and seller 201 on the publisher marketplace may
be aggregated and issued as a single invoice from the seller 201 to the buyer 210, increasing
efficiency in applying payment and performing billing reconciliation. Data included in an
invoice may contain campaign information such as campaign ID, start date, end date, and seller
representative information required for payroll and sales commission. An invoice may also
include line items representing ad inventory contracted units, cost basis, cost per unit for each
campaign agreed to by seller 201 and buyer 210. Additionally, any custom fields required to
complete the sales order may be configured within the web application 203 and matched to
fields on the sales order created in the ERP to automate the generation of the invoice.

[0056] Third party reporting services, such as YieldX of AppNexus may provide reports
on metrics and effectiveness of campaign. Seller 201 or buyer 210 may view advanced reporting
to evaluate performance and anticipate how much buyers might pay for future impressions.
Seller 201 may view accurate inventory availability for all audiences to discover upsell
opportunities, and monitor campaigns in real time to identify under-delivery issues and
optimize campaigns that have the most revenue at risk.

[0057] Third party applications 205 on the buyer side may include similar third party
applications 204 of seller 201, such as CRM 241, ERP 242, and DMP 243. Third party
applications 205 of the buyer may further include demand side platform (DSP) 245. DSP 245
may provide buyer 210 with direct access for multiple sources of inventory. Third party
applications 205 of the buyer may further include agency trading desk (ATD) 246, third party
reporting systems 244, and media planning tool 247. For example, buyer may utilize ATD 246
that leverages a DSP 245 to create orders via the order APIs 224 in the publisher marketplace
220.
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[0058] FIG. 3 is a block diagram illustrating an exemplary application for implementing
methods of integrated programmatic placement of digital advertising. The web application 203
communicates with a central relational database 302 via a web application 203 node 301. Data
can be requested or sent to the relational database 302 by on demand requests or scheduled
tasks performed by workers 304. A job scheduling system 303 for automated tasks utilizes
workers 304 to perform automated recurring tasks where data is requested from or sent to the
central relational database 302. Additionally, workers 304 interact with the database when a
request is initiated on demand or from a cached request in the web data cache 315 from the web
application 203 user interface. In various embodiments, the workers 304, relational database
302, automated task scheduler 303, and web application 203 itself, may reside within a platform
as a service (PaaS) or similar functionalities that serve as a hosting provider 305. Different
platform hosting arrangements and functionalities known in the art may be available for use in
other implementations.

[0059] Automated and on-demand workers 304 may send development updates to a
web app development platform 306 into the web applications user interface 307. The user
interface 307 of the web application 203 is accessed while connected to a web security layer 308.
A Content Delivery Network (CDN) 309 is integrated with the application 203 and is utilized to
establish and maintain connection via proxy servers within the web browser 307 that a user is
accessing the web application 203 from. A web cache service 310 may be utilized with the web
application 203 to provide additional data temporary storage.

[0060] The hosting platform 305 provides access to monitoring tools 313 to measure
performance of the server and application. These tools include but are not limited to exception
monitoring and reporting 311, as well as a log management service provider 312.

[0061] The hosting PaaS 305 may use language autoscaling 314 to accommodate any
programming language library to dynamically display the application. The application may
also utilize workers 304 to run live reports and queries 316 into the central relational database
302 to provide additional reporting and analytics.

[0062] FIG. 4 is a diagram illustrating an exemplary workflow for integrated

programmatic digital placement. In step 1, seller 201 may utilize an ad server 102, which is a
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third party system utilized by the seller 201, to list an available inventory. In step 2, ad server
102 may communicate with the application 203 via an API regarding the available inventory.
For example, the ad server 102 and the application 203 may exchange data regarding the
quantity of available inventory, price of the inventory, serviceable geography, additional
demographics, and type of inventory such as display, mobile, video, programmatic guaranteed
or preferred deals. In step 3, the publisher marketplace is updated with the available inventory
automatically in real-time or near real-time in response to push or pull request from the
application 203 via the API. The application 203 may further send the data received from the ad
server 102 to a web browser of another client, such as buyer 210, utilizing the application 203.
For example, in step 4, the application 203 transmits the data regarding the available inventory
to a web browser of user device 206 of buyer 210 utilizing the application 203. Buyer may view
the available inventory as well as the associated data regarding the inventory on the application
203. The application 203 may also communicate with a third party system of a buyer 210 to send
the data regarding the available inventory via an API, as shown in step 5. The received data
regarding the available inventory by the third party system of the buyer 210 may be used to
execute an appropriate campaign by the buyer 210, as shown in step 6. For example, the third
party system of the buyer 210, such as CRM, may receive the data regarding the available
inventory and buyer 210 may utilize the received data to create a proposal on the application
203.

[0063] FIG. 5 is a block diagram illustrating an exemplary placement interaction in an
online publisher marketplace. Specifically, the buyer 210 may interact with the publisher
marketplace via various tools, such as the self-service portal 221 of the web application 203 or
with third party services 205 of the buyer 210. For example, the buyer may utilize third party
services, such as DSP 245, ATD 246, media planning tool 247, or a custom-built software
connected via white-labeled API to seller 223, further illustrated in FIGs. 5A-5D. Various tools
that connect the buyer 210 to the publisher marketplace 220 allow orders to be created in the
publisher marketplace order management system 230. The order management system 230 of the
publisher marketplace may further connect with third party systems 204 of the seller 201, such
as CRM 251, ERP 252, reporting and business intelligence (BI) 501, and ad server 102 via API.
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[0064] FIG. 6A is a flowchart illustrating an exemplary method for placement
interaction with an online publisher marketplace via self-service portal. In this example, the
buyer interacts with publisher marketplace via the self-service portal of the web application to
create an order. In step 601, buyer signs up in self-service portal. Buyer creates an order in the
self-service portal in step 602 and selects from available products on the publisher marketplace
in step 603 by searching for criteria, such as flight (start and end date of campaign), number of
impressions, or the seller. In step 604, the buyer may filter the available products by entering
budget and targeting information. Buyer may select budget for a specific number of
impressions. Buyer may further select targeting information including first party or third party
audience information according to demographics (age, gender, language, etc.), user device type,
audience behavior, audience interest, or lifestyle. For example, buyer may select filters for
targeting to include “first party audience,” “fashion” or to exclude “sports” to target inventory
associated with first party audience data that reflects audience interested in fashion.
Demographics information associated with audience data may be allowed to further define a
specific age group, gender, or those who are fluent in a specific language. In step 605, buyer
may further upload creatives and configure attributes such as render size for the advertisements
that may be included in an order. In step 606, buyer may submit an order to seller via an API to
the order management system within publisher marketplace.

[0065] In step 607, the order the buyer submitted is received by the seller in the
publisher marketplace order management system. In step 608, seller may review and validate
an order submitted by buyer against predefined business rules and requiring approval from
one or more representatives of seller. In step 609, the seller may approve or reject an order. In
step 613, seller may reject an order from buyer for one or more reasons related to budget,
available inventory, selected targeting criteria, etc. and notify the buyer the order has been
rejected. Buyer may adjust and resubmit an order that has been rejected by seller. If the seller
approved the order submitted by the buyer in step 609, order is submitted to ad servers
immediately and immediately push the order inventory to ad server. Step 611, invoice and
payments are generated in the order management system within the publisher marketplace of

seller to send to buyer. Seller may further collect payment on an invoice in the order
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management system from buyer. In step 612, buyer may view reporting on the delivery of an
order as captured from the inventory utilized on related ad server. Buyer may further view
delivery data of an order in relation to budget planned for the order.

[0066] FIG. 6B is a flowchart illustrating an exemplary method for placement interaction
with an online publisher marketplace via a demand-side platform service. In this example, the
buyer interacts with publisher marketplace via the ATD, which may buy and resell media using
DSP to assist buyers obtain specific audience. In step 621, the buyer logs into DSP. In step 622,
buyer creates proposal and select targeting information similarly as described in step 604 of
FIG. 6A. In step 623, buyer may optionally select products or packages to include within a
proposal. In step 624, buyer may finalize a proposal by submitting the proposal as an order via
an API to the publisher marketplace wherein the order is created in the seller order
management system.

[0067] In step 607, the order the buyer submitted is received by the seller in the
publisher marketplace order management system. In step 608, seller may review and validate
an order submitted by buyer against predefined business rules and requiring approval from
one or more representatives of seller. In step 609, the seller may approve or reject an order.
Seller may approve an order submitted by buyer and notify buyer of approval. Seller may reject
an order from buyer for one or more reasons related to budget, available inventory, selected
targeting criteria, etc. In step 636, buyer is notified that the order has been rejected and buyer
may adjust and resubmit an order that has been rejected by seller. If the order is approved, the
proposed ad campaign is sent to the buyer in step 631. The buyer may review the approved
campaign and accept or reject finalized proposal of the seller in step 632. Seller may resubmit
rejected proposals to buyer for additional review. In step 633, the order is submitted to ad
server when seller and buyer agree to a final proposal. In step 634, invoice and payment are
generated in order management system. In step 635, delivery reporting is captured from ad
server and presented against budget. Buyer may view reporting on the delivery of an order as
captured from the inventory utilized on related ad server. Buyer may further view delivery data

of an order in relation to budget planned for the order.
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[0068] FIG. 6C is a flowchart illustrating an exemplary method for placement
interaction with an online publisher marketplace via a media planning tool. In step 641, buyer
logs into media planning tool. In step 642, buyer may create a proposal and select targeting
information similarly as described in step 604 of FIG. 6A. In step 643, buyer may optionally
select products or packages to include within a proposal. In step 644, buyer may finalize a
proposal by submitting the proposal as an order via an API to the publisher marketplace
wherein the order is created in the seller order management system.

[0069] In step 607, the order the buyer submitted is received by the seller in the
publisher marketplace order management system. In step 608, seller may review and validate
an order submitted by buyer against predefined business rules and requiring approval from
one or more representatives of seller. In step 609, the seller may approve or reject an order.
Seller may approve an order submitted by buyer and notify buyer of approval. Seller may reject
an order from buyer for one or more reasons related to budget, available inventory, selected
targeting criteria, etc. In step 636, buyer is notified that the order has been rejected and buyer
may adjust and resubmit an order that has been rejected by seller. If the order is approved, the
proposed ad campaign is sent to the buyer in step 631. The buyer may review the approved
campaign and accept or reject finalized proposal of the seller in step 632. Seller may resubmit
rejected proposals to buyer for additional review. In step 633, the order is submitted to ad
server when seller and buyer agree to a final proposal. In step 634, invoice and payment are
generated in order management system. In step 635, delivery reporting is captured from ad
server and presented against budget. Buyer may view reporting on the delivery of an order as
captured from the inventory utilized on related ad server. Buyer may further view delivery data
of an order in relation to budget planned for the order.

[0070] FIG. 6D is a flowchart illustrating an exemplary method for placement
interaction with an online publisher marketplace via an application programming interface
(API). In this example, the buyer interacts with publisher marketplace via a white-labeled API.
A white-labeled API allows a custom-built software by buyer to connect with the seller via the
publisher marketplace. A white-labeled API may be used when there is an existing relationship

between buyer and seller utilizing the custom-built software of the buyer. In step 651, buyer
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builds API integration into seller’s white-label API. In step 652, buyer may create proposal and
select targeting information similarly as described in step 604 of FIG. 6A. In step 653, buyer may
optionally select products or packages to include within a proposal. In step 654, buyer may
finalize a proposal by submitting the proposal as an order via an API to the publisher
marketplace wherein the order is created in the seller order management system.

[0071] In step 607, the order the buyer submitted is received by the seller in the
publisher marketplace order management system. In step 608, seller may review and validate
an order submitted by buyer against predefined business rules and requiring approval from
one or more representatives of seller. In step 609, the seller may approve or reject an order.
Seller may approve an order submitted by buyer and notify buyer of approval. Seller may reject
an order from buyer for one or more reasons related to budget, available inventory, selected
targeting criteria, etc. In step 636, buyer is notified that the order has been rejected and buyer
may adjust and resubmit an order that has been rejected by seller. If the order is approved, the
proposed ad campaign is sent to the buyer in step 631. The buyer may review the approved
campaign and accept or reject finalized proposal of the seller in step 632. Seller may resubmit
rejected proposals to buyer for additional review. In step 633, the order is submitted to ad
server when seller and buyer agree to a final proposal. In step 634, invoice and payment are
generated in order management system. In step 635, delivery reporting is captured from ad
server and presented against budget. Buyer may view reporting on the delivery of an order as
captured from the inventory utilized on related ad server. Buyer may further view delivery data
of an order in relation to budget planned for the order.

[0072] FIG. 7 is a flowchart illustrating an exemplary method for implementing
programmatic placement proposals. Specifically, FIG. 7 illustrates an exemplary programmatic
proposal process initiated by buyer. In step 701, buyer may start an order. In step 702, buyer
may retrieve available inventory across from sellers. In step 703, buyer may create order with
inventory items as previously described in FIGs. 6A-6D. For example, buyer may submit the
proposed order to seller directly via the publisher marketplace. Alternatively, buyer may
submit the proposed order from one or more third party systems via an API to the publisher

marketplace as described in FIGs 6A-6D. In step 704, a submitted order may be created in the
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order management system for seller to review. In step 705, seller may approve a proposed order
within the order management system of the publisher marketplace. In step 706, the order
management system pushes approved orders to seller ad server to reserve inventory related to
the inventory items selected by buyer. In step 707, reserved inventory is utilized to fulfill and
complete an ad campaign as defined by inventory items selected by buyer and agreed to by
seller. In step 708, buyer can retrieve performance statistics of the fulfilled order to evaluate
order success and efficacy. In step 709, seller may send an invoice for the inventory utilized to
buyer via the order management system to bill and collect payment related to the fulfilled
order.

[0073] FIG. 8 is a diagram of data flow between different devices in an integrated
programmatic digital placement system. Specifically, FIG. 8 illustrates an exemplary
programmatic proposal process initiated by seller. In step 801, a sales representative of seller
201 may manually create an account and add contact information for a new customer buyer 210
into CRM of seller 201. In step 802, the creation of an account in CRM of seller 201 triggers an
automatic data sync via an API to web application 203, where an account is created for buyer
210 on publisher marketplace dashboard of seller 201. In step 803, a sales representative of seller
201 may further begin a new negotiation and proposal process with buyer 210 by creating a
proposal in the CRM of seller 201. A sale representative of seller 201 proposal created in a CRM
may immediately trigger an automatic data sync via an API to web application 203, where a
parallel proposal is created for buyer 210 on seller 201 publisher marketplace dashboard in step
804. In step 805, a seller 201 sales representative may then edit or add information to the
proposal within the publisher marketplace, and continue negotiation and communication with
buyer 210, where all changes to the proposal in the publisher marketplace are linked to the
previously created proposal in CRM of seller 201 in step 803 and are periodically automatically
updated via an API from web application 203. In step 806, sales representative of seller 201 may
run a forecast based on a myriad of factors related to the requested ad inventory and the buyer
210 target audience within the publisher marketplace to facilitate negotiation. Sales
representatives of seller 201 may edit line items representing potential allocation of inventory

on the proposal within the publisher marketplace of web application 203 as negotiation with
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buyer 210 proceeds, triggering a parallel product be created on the proposal within an
integrated CRM of seller 201 in step 807.

[0074] In step 808, seller 201 may then send the proposal to buyer 210 via the publisher
marketplace for review. In step 809, seller sending the proposal to buyer triggers an API request
to ad server 102 to reserve ad inventory related to the proposal in anticipation of buyer 210
agreement to the deal terms. In step 810, after buyer 210 has accepted preliminary deal terms,
seller 201 may send a request for acceptance to the buyer to the final deal terms via the
publisher marketplace to finalize the deal terms. In step 811, reserved inventory is locked into
the ad server 102, pending acceptance of the buyer. A proposal may be rejected by buyer 210,
allowing seller 201 to adjust the proposal within publisher marketplace in order to resend the
proposal after further changes in step 806. Alternatively, buyer 210 may agree to a formal
proposal of seller 201, automatically locking in the previously reserved inventory available on
ad server 102 via API request for use by buyer 210. In step 812, inventory locked on the ad
server 102 simultaneously creates or updates a campaign in the ad server 102. In step 813, the
campaign updates to ad server 102 trigger an API request to the publisher marketplace
assigning campaign line items representing ad inventory, and updating the proposal within the
publisher marketplace. In step 814, the updated campaign and product line items within the
publisher marketplace trigger and API request to create or update the campaign and inventory
line items within CRM of seller 201. In step 815, the seller 201 may reopen the opportunity and
make edits an agreed upon proposal. In step 816, the seller 201 may resubmit the reopened
proposal with changes which may include negotiable and non-negotiable fields, triggering
another request for acceptance to the buyer via the publisher marketplace. Non-negotiable
fields automatically update the accepted campaign and products within the publisher
marketplace. Negotiable fields require additional buyer acceptance for approval.

[0075] FIG. 9A is a diagram of an exemplary graphical user interface (GUI) display
associated with a digital placement proposal. The GUI displays a proposal within the publisher
marketplace of web application 203. A proposal created by seller 201 may initiate negotiation

for available ad inventory with buyer 210 and may contain details in the GUI including but not
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limited to buyer organization name, proposal title, closing date, stage, probability, amount,
quantity, sales representative, sales planner, and trafficker.

[0076] FIG. 9B is a diagram of an exemplary graphical user interface (GUI) display
associated with a digital placement campaign. The GUI displays a campaign within a proposal
within the publisher marketplace of web application 203. A campaign GUI may contain details
relating to the associated proposal issued to buyer 210 including but not limited to campaign
ID, sales representative, trafficker, sales planner, status, start and end date, ad server ID, total
value booked and total value planned. A campaign GUI may also provide a URL link to the
associated proposal web page, and a URL link to an integrated CRM web page where the
campaign can be viewed.

[0077] FIG. 9C is a diagram of an exemplary graphical user interface (GUI) display
associated with digital campaign inventory. The GUI displays line item details representing
allocated ad inventory of a campaign within the publisher marketplace of web application 203.
A GUI for ad inventory that is allocated as part of a campaign within a proposal between seller
201 and buyer 210 on the publisher marketplace may contain details related to the campaign the
ad inventory is allocated for, and information describing the ad inventory used such as
impressions to date, clicks to date, eCPM to date, CTR to date, targeting ID, geo targeting
information, platform, and forecast information. The GUI displaying line item details of a
campaign may contain a URL link to the associated campaign in the publisher marketplace, as
well as a URL link to the associated campaign in a CRM of seller 201.

[0078] FIGs. 10A-E are screenshots illustrating alternative graphic user interface (GUI)
displays associated with use of an integrated programmatic digital placement system. In the
screenshot of FIG. 104, the graphic user interface presents a variety of different options for
programmatically managing digital placements. Such options may be categorized in association
with campaigns, accounts, opportunities, programmatic placement, rate cards, invoices, reports,
product catalogs, calendars, forecasts, change history, and admin tools.

[0079] In the screenshot of FIG. 10B, the graphic user interface provides tracked data
regarding programmatic opportunities and campaigns. Search options are also available that

allow a user to search for and filter through programmatic placement deals (e.g., by seller) for
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specific types of opportunity and campaign objects. The screenshot of FIG. 10C illustrates an
exemplary graphic user interface that may be used by a user to create placement opportunities.
The parameters entered by the user may thereafter be used to initiate placement workflows and
related functions.

[0080] The screenshot of FIG. 10D illustrates an exemplary graphic user interface in
which a user can create a programmatic opportunity shell. For example, the user may fill in or
otherwise populate the opportunity line items regarding such parameters as time frame, cost
basis, units, cost, and total booked.

[0081] FIG. 10E is a screenshot of an exemplary graphic user interface that may be
presented to a user interested in targeting to specific audiences. As illustrated, the different
audiences may be categorized (e.g., by interest) into different segments that may or may not
overlap. As illustrated in the example of FIG. 10E, the audiences may be categorized into
overlapping interest groups. Other types of segmentation based on different factors may be
possible based on information available (e.g., from first-party lists). In addition to providing for
positive selection of segments of interest, the graphic user interface of FIG 10E further allows for
exclusion of certain segments as well. Thus, the graphic user interface of FIG. 10E allows the
user to tailor their digital placement instructions to highly-targeted audiences.

[0082] The foregoing detailed description of the technology herein has been presented
for purposes of illustration and description. It is not intended to be exhaustive or to limit the
technology to the precise form disclosed. Many modifications and variations are possible in
light of the above teaching. The described embodiments were chosen in order to best explain
the principles of the technology and its practical application to thereby enable others skilled in
the art to best utilize the technology in various embodiments and with various modifications as
are suited to the particular use contemplated. It is intended that the scope of the technology be
defined by the claim.
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CLAIMS

1. A method for integrated management of digital advertising campaigns, the method
comprising;:

providing a plurality of user devices each associated with a buyer or seller with access to
a centralized transaction platform server based on authentication information provided by the
buyer or the seller, wherein the authentication information is verified by one or more integrated
third party systems accessible by the buyer or the seller, wherein seller accounts of a plurality of
seller third party servers and buyer accounts of a plurality of buyer third party servers are
automatically mapped;

receiving, by the centralized transaction platform server, data regarding inventory of a
plurality of sellers from the plurality of seller third party servers of the one or more integrated
third party systems, wherein the data is received via an application programming interface
(API) in which the API syncs data between the integrated third party system and the centralized
transaction platform server in accordance with the mapped accounts;

aggregating a collection of available inventory of the seller systems based on the data
regarding the inventory of the seller systems from the one or more integrated third party
system, wherein the aggregated inventory includes the mapped seller accounts of the plurality
of seller third party servers;

providing a graphic user interface that presents a real-time list of available digital
campaign inventory from the plurality of seller third party servers by communicating with the
buyer third party servers via the API, the available digital campaign inventory associated with
the plurality of seller systems and an available server of the plurality of seller third party
servers where respective campaigns are allocated to a first user device of the plurality of user
devices via the centralized transaction platform server, and wherein the graphical user interface
includes one or more filters selectable for filtering the aggregated collection of available
inventory of the seller systems based on one or more categories of the inventory specific to the

buyer system associated with the first user device;
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modifying the graphical user interface for the first user device of the buyer, to present a
custom display of the filtered list of real-time inventory based on the one or more selected
tilters;

receiving a first proposal of a selection from the filtered list of real-time inventory from
the first user device via the graphical user interface, the first proposal associated with a first
uniform resource locator (URL) link to a first proposal web page;

receiving a second proposal of a selected digital inventory from the one or more
integrated third party systems via the real-time list based on inputs from a second user device,
wherein the second proposal is associated with a second URL link to a second proposal web
page and received via the API;

creating a third proposal based on the real-time list of real-time digital inventory via a
third-party application programming interface (API) integrated to a white-label API customized
for a respective integrated third party system associated with the third-party API, wherein the
third proposal is associated with a third URL link to a third proposal web page;

providing the first proposal, the second proposal, and the third proposal, via the
centralized transaction platform server to respective ad server operators without accessing
respective third party servers; and

automating approval of the first proposal, the second proposal, and the third proposal
based on approved workflows, wherein respective digital inventory associated with each
proposal is published to a corresponding web page using a corresponding URL link, wherein
the approval is synced with the plurality of third party servers and the centralized transaction

platform server.

2. The method of claim 1, further comprising transmitting the collection of available inventory
of the sellers to a second integrated third party, wherein the collection of available inventory of

the sellers is transmitted via the API.
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3. The method of claim 2, wherein the second integrated third party is a different integrated
third party than the integrated third party systems from which the data regarding inventory of

the sellers was received.

4. The method of claim 2, wherein the collection of available inventory of the sellers is
transmitted to a different user device than the user device from which the data regarding

inventory was received.

5. The method of claim 2, wherein the collection of available inventory of the sellers is

transmitted to the second integrated third party in real-time.

6. The method of claim 1, wherein filtering the aggregated collection of available inventory of

the sellers based on an attribute inherent to an inventory.

7. The method of claim 6, wherein the attribute inherent to the inventory includes first-party

targeting information associated with the inventory.

8. The method of claim 1, further comprising packaging different portions of the aggregated
collection of available inventory of the sellers into a package, wherein the data regarding
inventory of the sellers in the package includes data from different integrated third party

systems.

9. The method of claim 1, further comprising storing the data regarding inventory of the sellers

from the one or more integrated third party systems in a central database.

10. The method of claim 1, wherein the data regarding inventory of the sellers includes an

expected number of digital views.
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11. A system for integrated management of advertising campaigns, the system comprising:
a memory that stores instructions; and
a processor coupled to the memory, wherein execution of the stored instructions by the
processor causes the processor to:

provide a plurality of user devices each associated with a buyer or seller with
access to a centralized transaction platform server based on authentication information
provided by the buyer or the seller, wherein the authentication information is verified
by one or more integrated third party systems accessible by the buyer or the seller,
wherein seller accounts of a plurality of seller third party servers and buyer accounts of
a plurality of buyer third party servers are automatically mapped;

receive data from a plurality of third party servers regarding inventory of a
plurality of sellers from the one or more integrated third party systems, wherein the data
is received via an application programming interface (API) in which the API syncs data
between the integrated third party system and the centralized transaction platform
server in accordance with the mapped accounts;

aggregate a collection of available inventory of the sellers based on the data
regarding the inventory of the sellers from the one or more integrated third party
system, wherein the aggregated inventory includes the mapped seller accounts of the
plurality of seller third party servers;

provide a graphic user interface that presents a real-time list of available digital
campaign inventory from the plurality of third party servers, the available digital
campaign inventory associated with the plurality of sellers and an available server of the
plurality of third party servers where respective campaigns are allocated to a first user
device of the plurality of user devices via the centralized transaction platform server,
and wherein the graphical user interface includes one or more filters selectable for
tiltering the aggregated collection of available inventory of the sellers systems based on
one or more categories of the inventory specific to the buyer system associated with the

first user device;
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modify the graphical user interface for the first user device of the buyer, to
present a custom display of the filtered list of real-time inventory based on the one or
more selected filters;

receive a first proposal of a selection from the filtered list of real-time inventory
from the first user device via the graphical user interface, the first proposal associated
with a first uniform resource locator (URL) link to a first proposal web page;

receive a second proposal of a selected digital inventory from the one or more
integrated third party systems via the real-time list based on inputs from a second user
device, wherein the second proposal is associated with a second URL link to a second
proposal web page and received via the API;

create a third proposal based on the real-time list of real-time digital inventory
via a third-party application programming interface (API) integrated to a white-label
API customized for a respective integrated third party system associated with the third-
party API, wherein the third proposal is associated with a third URL link to a third
proposal web page;

provide the first proposal, the second proposal, and the third proposal, via the
centralized transaction platform server to respective ad server operators without
accessing respective third party servers; and

automate approval of the first proposal, the second proposal, and the third
proposal based on approved workflows, wherein respective digital inventory associated
with each proposal is published to a corresponding web page using a corresponding

URL link, wherein the approval is synced with the plurality of third party servers.
12. The system of claim 11, wherein the processor executes further instructions to transmit the

collection of available inventory of the sellers to a second integrated third party, wherein the

collection of available inventory of the sellers is transmitted via the APL
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13. The system of claim 12, wherein the second integrated third party is a different integrated
third party than the integrated third party systems from which the data regarding inventory of

the sellers was received.

14. The system of claim 12, wherein the collection of available inventory of the sellers is
transmitted to a different user device than the user device from which data regarding inventory

of the sellers was received.

15. The system of claim 12, wherein the collection of available inventory of the sellers is

transmitted to the second integrated third party in real-time.

16. The system of claim 11, wherein filtering the aggregated collection of available inventory of

the sellers includes filtering based on attribute inherent to an inventory.

17. The system of claim 16, wherein the attribute inherent to the inventory includes first-party

targeting information associated with the inventory.

18. The system of claim 11, further comprising packaging different portions of the aggregated
collection of available inventory of the sellers into a package, wherein the data regarding
inventory of the sellers in the package includes data from different integrated third party

systems.

19. The system of claim 11, further comprising storing the data regarding inventory of the

sellers from the one or more integrated third party systems in a central database.
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20. A non-transitory computer readable storage medium having embodied thereon a program,
wherein the program is executable by a processor to perform a method for integrated
management of advertising campaigns, the method comprising:

providing a plurality of user devices each associated with a buyer or seller with access to
a centralized transaction platform server based on authentication information provided by the
buyer or the seller, wherein the authentication information is verified by one or more integrated
third party systems accessible by the buyer or the seller, wherein seller accounts of a plurality of
seller third party servers and buyer accounts of a plurality of buyer third party servers are
automatically mapped;

receiving, by the centralized transaction platform server, data regarding inventory of a
plurality of sellers from the plurality of seller third party servers of the one or more integrated
third party systems, wherein the data is received via an application programming interface
(API) in which the API syncs data between the integrated third party system and the centralized
transaction platform server in accordance with the mapped accounts;

aggregating a collection of available inventory of the seller systems based on the data
regarding the inventory of the seller systems from the one or more integrated third party
system, wherein the aggregated inventory includes the mapped seller accounts of the plurality
of seller third party servers;

providing a graphic user interface that presents a real-time list of available digital
campaign inventory from the plurality of seller third party servers by communicating with the
buyer third party servers via the AP the available digital campaign inventory associated with
the plurality of seller systems and an available server of the plurality of seller third party
servers where respective campaigns are allocated to a first user device of the plurality of user
devices via the centralized transaction platform server, and wherein the graphical user interface
includes one or more filters selectable for filtering the aggregated collection of available
inventory of the seller systems based on one or more categories of the inventory specific to the

buyer system associated with the first user device;
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modifying the graphical user interface for the first user device of the buyer, to present a
custom display of the filtered list of real-time inventory based on the one or more selected
tilters;

receiving a first proposal of a selection from the filtered list of real-time inventory from
the first user device via the graphical user interface, the first proposal associated with a first
uniform resource locator (URL) link to a first proposal web page;

receiving a second proposal of a selected digital inventory from the one or more
integrated third party systems via the real-time list based on inputs from a second user device,
wherein the second proposal is associated with a second URL link to a second proposal web
page and received via the API;

creating a third proposal based on the real-time list of real-time digital inventory via a
third-party application programming interface (API) integrated to a white-label API customized
for a respective integrated third party system associated with the third-party API, wherein the
third proposal is associated with a third URL link to a third proposal web page;

providing the first proposal, the second proposal, and the third proposal, via the
centralized transaction platform server to respective ad server operators without accessing
respective third party servers; and

automating approval of the first proposal, the second proposal, and the third proposal
based on approved workflows, wherein respective digital inventory associated with each
proposal is published to a corresponding web page using a corresponding URL link, wherein
the approval is synced with the plurality of third party servers and the centralized transaction

platform server.

21. The method of claim 1, further comprising mapping the seller accounts of the plurality of
seller third party servers and the buyer accounts of the plurality of buyer third party servers by
integrating the third party systems using email addresses associated with the seller accounts

and the buyer accounts.
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22. The method of claim 21, wherein integrating the third party systems include bidirectional
syncing of information regarding inventory yield and targeting, and wherein the bidirectionally

synced information is accessible to the user device.
23. The method of claim 1, further comprising a self-service portal in communication with the
centralized transaction platform server, wherein the self-service portal provides a graphical user

interface that receives criteria associated with an inventory from the buyer.

24. The method of claim 23, wherein the self-service portal further filters the available digital

campaign associated with the plurality of sellers based on the criteria.

37



