US 20060015904A1

a9 United States

a2 Patent Application Publication o) Pub. No.: US 2006/0015904 A1

Marcus (43) Pub. Date: Jan. 19, 2006
(54) METHOD AND APPARATUS FOR Publication Classification
CREATION, DISTRIBUTION, ASSEMBLY
AND VERIFICATION OF MEDIA (51) Int. CL
HO4N  7/10 (2006.01)
HO4N  5/445 (2006.01)
(76) Inventor: Dwight Marcus, Ojai, CA (US) HO4N 7/16 (2006.01)
(52) US.ClL . 725/46; 725/135; 725/35
Correspondence Address: 7 ABSTRACT
FULWIDER PATTON A method and apparatus for creation, distribution, assembly
6060 CENTER DRIVE and verification of media, including one embodiment, media
10TH FLOOR is transmitted to a receiver where the receiver assembles the
LOS ANGELES, CA 90045 (US) media into programming. In another embodiment, media is
transmitted to the receiver from a plurality of sources. In a
further embodiment, a source of media performs a tagging
(21) Appl. No.: 11/156,086 operation to associate sets of tags with elements of the
stream of media. In various embodiments, different combi-
(22) Filed: Jun. 16, 2005 nations of look-and-feel, content and other tags are associ-
ated with the media stream. In an additional embodiment,
Related U.S. Application Data tagging of the media stream is performed at the receiver. A
user at the receiver may also provide data about the user to
(63) Continuation-in-part of application No. 09/953,086, the receiver. In yet another embodiment, the receiver uses
filed on Sep. 11, 2001, now abandoned. the tags to assemble the media into a program. In still further
embodiments of the invention, various Royalty Only Aggre-
(60) Provisional application No. 60/231,259, filed on Sep. gate Revenues or “ROAR” models and apparatus are dis-

8, 2000.

closed.

Start

A

200
Media Tagged
at Plurality of
Media Sources

Y
210
Plurality of
Tagged Media
Streams Sent to
Receiver

Y

0
Receiver
Assembles
Tagged Media
Into
Programming

Y

230
Assembled
Programming
Displayed for
User

TikTok Ex. 1005, Page 1 of 57



Patent Application Publication Jan. 19,2006 Sheet 1 of 7 US 2006/0015904 A1

110 120

100

130

L e — - —

ke a4

Figure 1

TikTok Ex. 1005, Page 2 of 57



Patent Application Publication Jan. 19,2006 Sheet 2 of 7 US 2006/0015904 A1

«»
'

200
Media Tagged
at Plurality of
Media Sources

v

210
Plurality of
Tagged Media
Streams Sent to
Receiver

y

220
Receiver
Assembles
Tagged Media
Into

Programming

v

230
Assembled
Programming
Displayed for
User

Figure 2

TikTok Ex. 1005, Page 3 of 57



Patent Application Publication Jan. 19,2006 Sheet 3 of 7 US 2006/0015904 A1

«»
|

300
Receiver
Receives

Untagged Media
Stream from
Only One Media
Source

Y

310

Receiver Tags
Media Stream

v

320
Receiver
- Assembles
Tagged Media
Into

Programming

Y

330
Assembled -
Programming
Displayed for

User

Figure 3

TikTok Ex. 1005, Page 4 of 57



Patent Application Publication Jan. 19,2006 Sheet 4 of 7 US 2006/0015904 A1

Start

400
User Provides
Data About the
User to Receiver

Y

410
Receiver
Receives One or
More Media
Streams

Y

420
Any Untagged
Media Streams
Are Tagged

Y

430
Receiver Selects Media Elements
From Media Streams for Inclusion
in Programming Based Upon User
Data And Tags Associated With
Media Elements

v

440
Receiver Arranges Selected Data
Elements Into Order Based Upon
User Data, Tags Associated With
Media Elements And Template

3

Receiver Assembles
Arranged Elements Into

Programming

'

460
Programming
Displayed to

User ‘

Figure 4

TikTok Ex. 1005, Page 5 of 57



Patent Application Publication Jan. 19,2006 Sheet 5 of 7 US 2006/0015904 A1

(=)
I

500
User Specifies
Type And Amount
of Advertising He
or She Will Accept

l

510
Media Stream
Containing
Content Desired by
User Received by
Receiver

'

520
Media Stream
Containing
Advertising
Received by
Receiver

Y
530
Receiver Assembles
Programming for
- User Based Upon
Advertising
Information
Provided by User

Figure 5

TikTok Ex. 1005, Page 6 of 57



Patent Application Publication Jan. 19,2006 Sheet 6 of 7 US 2006/0015904 A1

@
'

600
Media Content
Displayed to
User

v

| 610
User's

i Consumption of
i Content Verified
i And Recorded |

|
Y
620
Consumption
; Record |
. Transmitted to
 Interested Entity |

Figure 6

TikTok Ex. 1005, Page 7 of 57



Patent Application Publication Jan. 19,2006 Sheet 7 of 7

Figure 7

700

US 2006/0015904 A1

710

720

730

750

740

760

TikTok Ex. 1005, Page 8 of 57



US 2006/0015904 Al

METHOD AND APPARATUS FOR CREATION,
DISTRIBUTION, ASSEMBLY AND VERIFICATION
OF MEDIA

CROSS-REFERENCE TO RELATED
APPLICATION

[0001] This application is a continuation-in-part applica-
tion of co-pending application U.S. Ser. No. 09/953,086
filed Sep. 11, 2001 which claims the benefit of U.S. provi-
sional patent application Ser. No. 60/231,259 filed Sep. 8,
2000, the disclosures of which are hereby incorporated by
reference.

BACKGROUND OF THE INVENTION

[0002] 1. Field of the Invention

[0003] The present invention relates to the field of media
distribution, and in particular to a method and apparatus for
creation, distribution, assembly and verification of media.

[0004] Portions of the disclosure of this patent document
contain material that is subject to copyright protection. The
copyright owner has no objection to the facsimile reproduc-
tion by anyone of the patent document or the patent disclo-
sure as it appears in the Patent and Trademark Office file or
records, but otherwise reserves all copyright rights whatso-
ever.

[0005] 2. General Background and State of the Art

[0006] In typical media distribution systems (e.g., radio,
cable TV), programming is generated in the hopes of attract-
ing an audience. Frequently, one or more demographic
aspects are associated with a set of programming. For
example, one program may be popular among teenagers
while another program is popular among senior citizens.
Other demographic factors (e.g., race, religion, sex, inter-
ests, location, etc.) may also be associated with a program.
Often, programming is intended to reach a particular demo-
graphic. However, as the demographic becomes more spe-
cific, the total population of the demographic may make
programming for the demographic economically infeasible
in typical media distribution systems. This problem can be
better understood by a review of revenue models in typical
media distribution systems.

[0007] Revenue Models in Typical Media Distribution
Systems

[0008] Typical media distribution systems are generally
categorized by the revenue model a particular system uses.
For example, AM and FM radio stations and many “free” TV
channels operate on an advertising model. In the advertising
model, programming contains advertisements paid for by
sponsors. Advertisers often desire to target certain demo-
graphics, so they typically advertise in programming that is
viewed by the desired demographic.

[0009] Sometimes, the desired demographic is small rela-
tive to the general audience. For example, one advertiser
desires to advertise to individuals who have an interest in
professional wrestling. Such an advertiser would waste
money advertising in general programming because the
advertiser is paying based on the total population viewing
rather than just the desired demographic viewing. Such an
advertiser can more efficiently advertise on professional
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wrestling programming since a higher percentage of those
consuming the programming are in the desired demo-
graphic.

[0010] However, if the desired demographic is too small,
there is not sufficient advertising interest to financially
support programming associated with that demographic. For
example, one advertiser desires to advertise to women aged
12 to 18, who speak French, are interested in a particular
professional wrestler and listen to classical music. The
number fitting that demographic is too small to generate
sufficient advertising interest to support a program associ-
ated with that demographic specifically. Thus, such an
advertiser must advertise inefficiently on one or more pro-
grams to reach the desired demographic.

[0011] Subscription Model

[0012] Another revenue model is the subscription model.
In this model, consumers of programming pay to receive the
programming. Again, programming is typically associated
with a demographic. Thus, when the population of a demo-
graphic is too small, there is insufficient subscription rev-
enue to support programming associated with the demo-
graphic.

[0013] Other models mix advertising and subscription.
These models also encounter difficulties involved with
demographics. Other programming (e.g., infomercials) are
supported by sales of the product or service that is the focus
of the programming. However, such programs also encoun-
ter demographics limitations. For example, there is insuffi-
cient interest to produce a Million Dollar House Shopping
Network on which homes worth one million dollars or more
are sold to generate revenue.

INVENTION SUMMARY

[0014] Embodiments of the present invention are directed
to a method and apparatus for creation, distribution, assem-
bly and verification of media. In one embodiment of the
present invention, media is transmitted to a receiver and the
receiver assembles the media into programming. In one
embodiment, media is transmitted to the receiver from a
plurality of sources. In one embodiment, a source of media
performs a tagging operation to associate sets of tags with
elements of the stream of media. In one embodiment, some
tags indicate content information about the media stream. In
another embodiment, some tags indicate look and feel data
about the media stream. In yet another embodiment, some
tags indicate other information about the media stream. In
various embodiments, different combinations of look and
feel, content and other tags are associated with the media
stream.

[0015] Inone embodiment, tagging of the media stream is
performed at the receiver. In one embodiment, an untagged
media stream is received by the receiver. In various embodi-
ments, the receiver tags the untagged media stream in any of
a variety of ways. In one embodiment, the media stream is
tagged using artificial intelligence (e.g., computer content
analysis) methods. In another embodiment, the media stream
is tagged according to a default tagging scheme. In one
embodiment, one untagged media stream is the only media
source.

[0016] Inone embodiment, a user at the receiver provides
data about the user to the receiver. In one embodiment, some
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of the data is demographic information (e.g., age, sex, race,
location, interests, etc.). In another embodiment, some of the
data indicates a desired level of advertising content. In yet
another embodiment, some of the data indicates a desired
look and feel for the programming. In yet another embodi-
ment, some of the data indicates desired content for the
programming. In one embodiment, the receiver uses the tags
and user information to assemble the media into a program.

[0017] Inone embodiment, a media stream is provided via
AM radio. In another embodiment, a media stream is
provided via FM radio. In yet another embodiment, a media
stream is provided via broadcast TV. In another embodiment
a media stream is provided via digital radio. In one embodi-
ment, a media stream is provided via cable TV. In another
embodiment, a media stream is provided via Video-On-
Demand techniques. In yet another embodiment, a media
stream is provided via the Internet. In one embodiment, the
media stream contains web page data. In still another
embodiment, a media stream is provided via satellite. In one
embodiment, a media stream is provided via a cell phone. In
other embodiments, media streams are provided via other
wireless transmissions. In still another embodiment, a media
stream is produced locally. In one embodiment, a media
stream is produced in a local database.

[0018] In still further embodiments of the invention, vari-
ous Royalty Only Aggregate Revenues or “ROAR” models
and apparatus are disclosed.

[0019] These and other objects and advantages of the
invention will become apparent from the following more
detailed description, when taken in conjunction with the
accompanying drawings of illustrative embodiments.

BRIEF DESCRIPTION OF THE DRAWINGS

[0020] These and other features, aspects and advantages of
the present invention will become better understood with
regard to the following description, appended claims and
accompanying drawings where:

[0021] FIG. 1 is a block diagram of a data distribution
system in accordance with one embodiment of the present
invention.

[0022] FIG. 2 is a flow diagram of the process of assem-
bling media programming in accordance with one embodi-
ment of the present invention.

[0023] FIG. 3 is a flow diagram of the process of assem-
bling media programming from a single untagged source in
accordance with one embodiment of the present invention.

[0024] FIG. 4 is a flow diagram of the process of using
user data and media tags to assemble programming for a user
in accordance with one embodiment of the present inven-
tion.

[0025] FIG. 5 is a flow diagram of the process of media
delivery with separately delivered advertisements in accor-
dance with one embodiment of the present invention.

[0026] FIG. 6 is a flow diagram of the process of content
viewing verification in accordance with one embodiment of
the present invention.

[0027] FIG. 7 is a block diagram of a delivery system in
accordance with one embodiment of the present invention.
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DETAILED DESCRIPTION OF THE
PREFERRED EMBODIMENTS

[0028] The invention is a method and apparatus for cre-
ation, distribution, assembly and verification of media. In
the following description, numerous specific details are set
forth to provide a more thorough description of embodi-
ments of the invention. It is apparent, however, to one skilled
in the art, that the invention may be practiced without these
specific details. In other instances, well known features have
not been described in detail so as not to obscure the
invention.

[0029] Receiver Media Assembly

[0030] Inone embodiment of the present invention, media
is transmitted to a receiver and the receiver assembles the
media into programming. In one embodiment, media is
transmitted to the receiver from a plurality of sources. In a
variety of embodiments, media distribution systems
described in U.S. Pat. No. 6,032,156 filed Apr. 1, 1998,
herein incorporated by reference, are modified to receive
media streams from sources in addition to the preexisting
database of media. Other embodiments of the present inven-
tion are described in U.S. provisional patent application
60/231,259 filed Sep. 8, 2000, herein incorporated by ref-
erence.

[0031] FIG. 1 illustrates a data distribution system in
accordance with one embodiment of the present invention.
A receiver 100 is connected to a first media source 110 and
a second media source 120. The receiver collects media
from the media sources and assembles a program from the
collected media. The program is displayed on a display 130
to a user.

[0032] Tags

[0033] In one embodiment, a source of media performs a
tagging operation to associate sets of tags with elements of
the stream of media. In one embodiment, some tags indicate
content information about the media stream. In another
embodiment, some tags indicate look and feel data about the
media stream. In yet another embodiment, some tags indi-
cate other information about the media stream. In various
embodiments, different combinations of look and feel, con-
tent and other tags are associated with the media stream.

[0034] FIG. 2 illustrates the process of assembling media
programming in accordance with one embodiment of the
present invention. At block 200, media is tagged at a
plurality of media sources. At block 210, a plurality of
tagged media streams are sent to a receiver. At block 220, the
receiver assembles the tagged media into programming. At
block 230, the assembled programming is displayed for the
user.

[0035] Inone embodiment. tagging of the media stream is
performed at the receiver. In one embodiment, an untagged
media stream is received by the receiver. In various embodi-
ments, the receiver tags the untagged media stream in any of
a variety of ways. In one embodiment, the media stream is
tagged using artificial intelligence (e.g., computer content
analysis) methods. In another embodiment, the media stream
is tagged according to a default tagging scheme. In one
embodiment, one untagged media stream is the only media
source. The untagged media stream is tagged by the receiver
and assembled into a program.
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[0036] FIG. 3 illustrates the process of assembling media
programming from a single untagged source in accordance
with one embodiment of the present invention. At block 300,
a receiver receives an untagged media stream from only one
media source. At block 310, the receiver tags the media
stream. At block 320, the receiver assembles the tagged
media into programming. At block 330, the assembled
programming is displayed for the user.

[0037] User Data in Program Assembly

[0038] Inone embodiment, a user at the receiver provides
data about the user to the receiver. In one embodiment, some
of the data is demographic information (e.g., age, sex, race,
location, interests, etc.). In another embodiment, some of the
data indicates a desired level of advertising content. In yet
another embodiment, some of the data indicates a desired
look and feel for the programming. In yet another embodi-
ment, some of the data indicates desired content for the
programming.

[0039] Inone embodiment, the receiver uses the user data
and media tags to select media elements from a media
stream to assemble programming for the user. In another
embodiment, a template is used to assemble the media
elements. FIG. 4 illustrates the process of using user data
and media tags to assemble programming for a user in
accordance with one embodiment of the present invention.
At block 400, a user provides data about the user to the
receiver. At block 410, the receiver receives one or more
media streams. At block 420, any untagged media streams
are tagged.

[0040] At block 430, the receiver selects media elements
from the media streams for inclusion in the programming
based upon the user data and the tags associated with the
media elements. At block 440, the receiver arranges the
selected data elements into an order based upon the user
data, the tags associated with the media elements and a
template. At block 450, the receiver assembles the arranged
elements into programming. At block 460, the programming
is displayed to the user.

[0041] Media Sources

[0042] In various embodiments, media sources are any
data generating or data storing device and the media stream
is delivered via any transmission method. In one embodi-
ment, a media stream is provided via AM radio. In another
embodiment, a media stream is provided via FM radio. In
yet another embodiment, a media stream is provided via
broadcast TV. In another embodiment a media stream is
provided via digital radio. In one embodiment, a media
stream is provided via cable TV. In yet another embodiment,
a media stream is provided via the Internet. In one embodi-
ment, the media stream contains web page data. In still
another embodiment, a media stream is provided via satel-
lite. In one embodiment, a media stream is provided via a
cell phone. In other embodiments, media streams are pro-
vided via other wireless transmissions. In still another
embodiment, a media stream is produced locally. In one
embodiment, a media stream is produced in a local database.

[0043] Passive-Interactive Media Model

[0044] 1Inone embodiment, a consumer precisely crafts the
kinds of media experiences he or she desires with a mini-
mum of clicking, pointing, and speaking. In one embodi-
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ment, the consumer is not presented with tedious lists of
options unless it is decidedly important to do so. Instead, a
detailed understanding of the consumer’s needs and desires,
combined with the programming savvy of the consumer’s
favorite personalities and media-types, is collected and used
to deliver optimized programming style and content to a
passive user of the media delivery system.

[0045] In one embodiment, media content is divorced
from media structure. That is, the information contained in
a well-crafted media program, whether it is simple radio
patter or a complex interactive distance-learning video
application, is of two identifiable types: the actual media
content of the individual “atoms™ of the media programming
and the organization or mode of presentation of the pro-
gramming. The system severs the links between the two
classes of content-information, thus allowing small units of
media to organize themselves under the sophisticated “tem-
plates” of instructional designers, celebrity personalities,
and media producers. By establishing a standardized lan-
guage and protocol, the overarching principles of effective,
entertaining, and instructional programming are made uni-
versally available to disparate collections of media assets.

[0046] The Consumer-Controlled Deployment of Adver-
tising

[0047] In one embodiment, media programming is deliv-
ered without embedded advertising. The user elects whether
to receive: advertising and controls when, how, and what
advertising (if any) is received. The user is credited with
something of value (e.g., cash, points or other rewards) for
receiving the advertising types selected.

[0048] FIG. 5 illustrates the process of media delivery
with separately delivered advertisements in accordance with
one embodiment of the present invention. At block 500, a
user specifics the type and amount of advertising he or she
will accept. At block 510, a media stream containing content
desired by the user is received by the receiver. At block 520,
a media stream containing advertising is received by the
receiver. At block 530, the receiver assembles programming
for the user based upon the advertising information provided
by the user.

[0049] In one embodiment, advertising is delivered
directly to the consumer, or user. This delivery is detached
from the items or media traditionally utilizing, supporting,
or supported by, such commercial messages. Also, media is
delivered devoid of advertising and sponsorships. The con-
sumer is in possession of a receiver capable of integrating
these separate streams of media, or capable of otherwise
associating delivered advertising and sponsorship messages
with products, information, entertainment, or services.

[0050] In one embodiment, the consumer elects to accept
or to reject certain kinds of advertising messages arriving at
his or her receiver. The receiver is capable of storing and
filtering the arriving media and saving only pertinent mes-
sages. An associating system (e.g., a remote database, a
standardized code system or a receiver-resident database) is
capable of associating the received advertising, sponsorship
and similar messages with the appropriate media program-
elements or with the receiver itself. This association is often
performed in a manner that is sensitive to the temporal
organization and repetition of those messages. In various
embodiments, the receiver is capable of caching some or all
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of the received commercial messages and playing, or dis-
playing, them appropriately once or several times as
required. In one embodiment, the receiver is further capable
of combining these messages and media elements into a
secamless stream of viewable, readable or audible media.

[0051] Content Viewing Verification

[0052] In various embodiments, the receiver is capable of
tracking and returning, by any of several means, the result-
ant exposures to advertising and promotion and the asso-
ciation of those messages with other media (both advertising
media and program-content media). The consumption-
records, or data resulting from them, are retrieved in any of
several manners to cause consumption credits and/or debits
to be made available to that consumer. In another embodi-
ment, a consumer may also request re-direction of credits
and/or debits to other entities.

[0053] FIG. 6 illustrates the process of content viewing
verification in accordance with one embodiment of the
present invention. At block 600, media content is displayed
to a user. At block 610, the user’s consumption of the content
is verified (e.g., the user’s presence and an audible volume
level of an audio program are detected) and recorded. At
block 620, tile consumption record is transmitted to an
interested entity.

[0054] User-Verification Systems

[0055] In one embodiment, a media delivery system is
used in distance learning applications to enable the rapid and
inexpensive revision and customizing of programming with-
out the need to recreate entire programs. In another embodi-
ment, a media delivery system is used in advertising to
provide the ability to know with certainty that advertising
messages are not only delivered, but mindfully watched or
heard. In other embodiments, media delivery systems are
used in other niche applications (e.g., disseminated technical
data and mission-critical corporate memos, in which it is
imperative to ensure that delivered media is actually con-
sumed).

[0056] In one embodiment, a media delivery system
allows the broadest possible use of advertising media by
allowing and encouraging the consumer to expose himself to
advertising messages because they offer tangible benefits
and rewards for their consumption. In another embodiment,
the licensing profession benefits from this model because it
encourages consumers to brand themselves and their audio/
visual environments with licensed elements and media. In
one embodiment, the media distribution system creates a
flexible, dynamic framework for the use of and payment for
licensed elements. Thus, licensed images and the like are
deployed casually and paid for in micro-royalties, offset by
advertising-message consumption.

[0057] In one embodiment, by creating an awareness of
the state of the user’s receiver at the time of deployment of
a licensed element, the fees for such use are modified or
waived. In the case of a user requesting a “special” program
featuring the image, music, performances and/or other lic-
ensable items of a star, the fees for the use of a specific
licensed element (e.g., the star’s likeness) offsets the costs of
viewing for such a “special”.
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[0058] Viewer/User Presence Monitoring as an Addition
to Verification Systems

[0059] In various embodiments, the technology is in place
to inexpensively sense the presence of a viewer, and (from
a restricted family or group of individuals) the identity of a
viewer at such things as a computer monitor or receiver of
programming. This capability is used for tailored interaction
with a specific individual without requiring user-initiated
input. In one embodiment, a computer or other receiver of
programming employs such devices as ultrasonic sensors
(an inexpensive array of which can sense not only presence,
but whether a user’s head is actually facing the screen).
capacitance-, magnetic- or inductance-sensors, video-cam-
eras, Doppler-sensing of vital signs and/or RF field-shifts, to
detect tile presence of a viewer in position at the screen.

[0060] Further, the sensing and reporting of viewed-chan-
nel, power-state (on/off/standby), mute-state, screen-on. vol-
ume, headset presence, mouse-motions or keystrokes and
the like, are employed by various embodiments to rather
reliably report user consumption of media programming.
The simple response of a keystroke or mouse-click with, or
without, the correlation of that action to an actual event, such
as the recording of a signifier, or the response to a query or
the response to an irresistible happening on screen. The
foregoing techniques are used in various embodiments in the
streamed programming method and systems discussed
above. Data regarding viewer identity and attentiveness is
captured by the receiver and furnished to a remote location
for purposes such as gauging interest in programming,
advertising revenue, or any other purpose.

[0061] Screen Contents Verified for Presence of Program
Element

[0062] In one embodiment, the last stage in the video-
display pathway to which system-access is available is the
frame-buffer or its equivalent memory-location. The con-
tents of all of or some of the frame buffer memory are
compared to the known characteristics of the image for
which it is desired to obtain a reliable proof-of-consumption
by a remote user. This is a critical need in contemporary
media, especially ad-sponsored or underwritten program-
ming, since systems are in place and blossoming that will
remove such things as advertising messages from a stream
of programming.

[0063] In other embodiments, in the absence of a screen-
buffer, numerous methods are employed to sample the video
image, by means of such things as video-drivers voltage/
time signatures that are fed-back inexpensively to the
receiver or to a remote service or system. The contents of the
frame-buffer of a given device, along with (if desired)
verification that the frame-buffer address is the current
address of the actual display contents of the screen, are
compared in a given moment, to the intended or required
displayed contents of the actual visible screen itself.

[0064] A pixel-by-pixel comparison is made, or, in other
embodiments, use is made of less computing-time intensive
comparisons, such as the use of momentary (such as one-
frame) registration marks, or other codes located in an,
ideally, restricted area of the frame, such as a frame edge, are
captured and compared to the required media that generates
viewer credits or debits. By inserting this data unobtrusively
in the actual displayed contents of the screen, absolute
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assurance of the display of such information is achieved.
This circumvents the use of such pernicious systems as
“ad-removers” which can intercept a delivered or recorded
stream of programming and remove the ad-insertions.

[0065] This system monitors the actual screen-buffer (or
VRAM) contents, on a continuous, if momentary, basis for
the presence of displayed frames or marks or codes. Such
codes might actually contain such information as the content
being viewed/apprehended and even appended with infor-
mation as to the state of the viewing, such as volume/screen-
brightness and user ID. By writing, in an inconspicuous way,
such as in numbered frames, or timed intervals, or even
random intervals (if the window/screen area employed is
generally small enough for practical recognition of the
displayed data on a continuous basis), proprietary informa-
tion, and/or information sequences in the visible portion, or
invisible data-stream of “sensitive” portions of a program-
stream, such as an advertisement for which a broadcaster has
been paid, it becomes difficult to remove such “marked”
media without detection.

[0066] The detected stream is returned to the advertiser
directly and/or to the placement agency, in order to verify
targeted deliveries of that piece of media without any user or
hacker access to the verifying screen-content data or its
related codes. Markers are encoded in various ways to avoid
accessing by hackers.

[0067] In one embodiment, the following steps are
present. In other embodiments, some steps are removed:

[0068] At the point of origin, an image or instruction
set, such as is described below, is embedded in a “clip”
or media element, such as an advertisement. Alter-
nately, some sampling of screen-areas, global or local
or derived pixel values is made and the value stored for
a given “clip” to be transmitted. For instance, average
values of pixels on one half of the screen of a “clip” are
weighted against the other half of the screen of a clip
to be transmitted.

[0069] There is a standard location and/or color-vector
or other such identifying mark, or rules of derivation
for the location or other characteristics for an identi-
fying, say, code. This “code” is any data or signifier or
set of signifiers.

[0070] Upon receiving the above “code”, an algorithm
or operation is performed upon that algorithm to create
a sample of certain characteristics derived from the
screen-buffer. For example, the pattern indicates that
the sum of all red-pixel luminosity values divided by
the number of pixels was the desired variable to return
to the verification system. Alternately, the values of all
pixels in a line across the center of the screen, or the
array of values in a restricted area of the screen-buffer,
was the desired variable information to return to the
verification system.

[0071] Further, only the master programming system
knows the current pattern, because it is dynamically
derived from the initial code, or peculiar to the clip.

[0072] Further, that for a given advertisement, the sys-
tem requests a given piece of, or field of, data from the
screen buffer that is not resident in the user’s system.
For instance, a particular x/y set of-coordinates in a
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given clip will return the values of the screen-buffer,
perhaps in real-time or factored with, or included with,
the system-date/time-clock’s values. This information
is coordinated with the known values of the screen and
time of airing to ensure that the appropriate screen-
buffer contents were present for that particular trans-
mission.

[0073] All of the coded programming information in the
user-machine resident verification program is in a fully-
assembled and/or encrypted form to make it impossible
to know the derived. transmitted, cached. or sampled
pixel values.

[0074] As transmission occurs, or as advertising assets
are played from memory, the samples are derived and
either stored in encoded form, or transmitted by any
means back to a source where the actual pixel-values
sampled are known.

[0075] Only upon an appropriate match between the
two sets of values will result in a valid credit being
retained by the user/viewer.

[0076] In other embodiments, the same procedure is used
for audio signals. In systems allowing “sizing” of the
window in which displayed media is delivered, various
strategies are employed. The memory-locations defining the
window size and dominance in a stack of open windows are
polled for size/priority information. Alternately, the digital
snapshot of the window border, of a generated “standard-
ized” image-border or a portion of it, or other pattern
(including the code or mark described above), is continu-
ously or momentarily monitored to derive the screen size
and position in a stack, and the like, and “scale” the
above-described screen information. When employed with a
known and stable program, accessing the “window-size”
and “priority” variables from within the screen-draw pro-
gram-routines themselves, are taken.

[0077] In this way, both a one-to-one correspondence is
achieved allowing verification to proceed, and the image
size, priority and screen-position are determined to modify
the credit/debit/reward records. A play-window below a
certain size or priority or in certain partially obscured, or
subordinate screen positions, for example, does not result in
the generation of any credit record for the viewer.

[0078] Vehicle-Bound User Verification

[0079] In the confines of a vehicle, different conditions
apply. In the driver’s seat of an automobile, it is often
contraindicated to request a complex action, such as the
recording of a signifier string. If responses are recorded, the
responses are ordinarily spoken responses to cues. In this
embodiment, the state-sensing verifications outlined above
are attractive. There is less likelihood of an absent listener in
such a restricted environment. In one embodiment, the
recording of listening-volume levels (a low threshold would
be set below which no consumption of media would be
credited), the program being received, the state of the
receiver and/or the use of (often pre-existing) seat-pressure
switches, such as are installed for seat-belt alarms to verify
user-presence, are adequate for reliable feedback to pro-
grammers of apprehended programming.

[0080] In an example embodiment, seat pressure switches
report the presence of multiple viewers in a vehicle and thus
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provide some kind of multiplier-factor to the “listening-
credit” or similar viewer/listener-verification system. In
various embodiments, the return path and final-use of these
ad-credits is unimportant to the basic model. In various
embodiments, they are cell-phoned in, collected in local
memory, stored on credit-cards or chips and the like. They
are, in some embodiments, retrieved in real-time to generate
credits or prizes, or even specialized programming such as
pay-per-view. That is, having perceived a selected amount
measured in any suitable manner (e.g., 15 minutes or 30
exposures) of advertising, perhaps of a particular advertiser
or blend of advertisers, a subscription program costing, for
example, five dollars is offered as a free bonus, thus keeping
the fees captured within the broadcaster’s structure.

[0081] Such a bonus program is, in an example embodi-
ment, a tax-planning seminar by a noted authority. What
makes this feasible is the reliable return of actual listener/
viewer/reader/player3 statistics to the programmer or other
entity. Naturally, a privacy code could shield the viewer
from the penetration of his/her identity. In one embodiment,
such a code employs a privacy-level indicator. A code, for
example, beginning with a numeral 1-10 is standardized to
communicate to the system a universally-known level of
privacy and security.

[0082] Inoneembodiment, the apprehended programming
stream 1is, in fact, often unique for each subscriber. First the
optimized signal arrives and secondary and tertiary compo-
nents are cached. The profiling functions outlined below
cause any of these to occur in a given time:

[0083] Alternative broadcast material is substituted for
the already optimized stream from a background stream
or cache.

[0084] Alternative material is selected from dedicated
channel(s) for this purpose. This is, in various embodi-
ments, material specifically broadcast because of active
profiling.

[0085] Aternative media assets are inserted from exist-
ing, or third-party, stored assets, such as clips on DVD.

[0086] Short transitional elements and soundbites are
played from ROM or other semi-permanent storehouse.

[0087] Insome embodiments, the final stream of program-
ming has only general resemblance to a given single stream
of pre-optimized programming. The concatenation and
streaming of these assets is done by a system like the one
described in detail above, but resident in a remote location,
like a traveling auto.

[0088] Whether the filtration of contents is not performed,
performed largely in full, or partially performed the output,
in some embodiments, is not a unitary stream for a singular
viewer but an (optimized) family of streams for a “good-fit”
set of viewers (or single viewer).

[0089]
lows:

In one embodiment, this method functions as fol-

[0090] A multiplexed, compressed and encoded, or other-
wise multiplied stream of programming, or parallel streams
of programming, is provided to potential users. These
streams are optimized for a particular potential demographic
or other user/viewer/listener set. The stream or family of
streams are given an identifying tag, or other real or derived
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marking, to indicate any element described above. In this
example, the tags define content. A fixed tag, carrier-fre-
quency, address, or other identifier might substitute for the
tag, or be a part of the tagging system.

[0091] In another embodiment, a content-provider, broad-
caster, or distributor of media optionally optimizes the
content (including advertising and regional/local insertions)
of the universe of all programming, or the contents of the
individual streams themselves “transmitted” or otherwise
made available to users based upon any algorithmic weight-
ing (or none) of:

[0092]

[0093] based upon any of the profiling principles out-
lined herein weighted with general program guidelines.
Profiles are obtained from third parties, may include
first-person provided profiles, and further allows first-
person profiling (with or w/o added third-party profil-
ing or local/regional or other profile-modifying data) to
be further modified by long term, permanent, or shift-
ing media-programming choices made by, for example,
the distributor of the programming. Thus “station-
identity” (for example, the “look-and-feel” of a stream
of programming) can be actively accommodated as can
concepts like “drive-time” programming segments that
temporarily modify the standard format.

a/ the universe of all users of the system

[0094] b/ the current known users of the system

[0095] the programmer tags described above is, in one
embodiment, dynamically-shifted in real-time accord-
ing to the profiles and/or other received or modeled
data from, or regarding, the current real or projected
universe of users. That is, the general or specific
master-contents of the programming streams them-
selves are, in various embodiments, controlled and
dynamically-shifted according to feedback, indicating
the real or estimated profiles of current users/viewers/
listeners to/of the system. For two-way systems, the
long term profiling and real-time profiling can be easily
caused to modify the master contents of the streams.
For one-way systems, any number of hybrid statistical
models are, in various embodiments, employed to
determine the current viewers. This includes, in some
embodiments, a real-time, or near-real-time category
embodying such factors as:

[0096] current geographical position or objective activ-
ity such as eating or beach-combing

[0097] states (subjective and/or objective) such as driv-
ing, flying, hotel-dwelling, watching TV, listening to
radio, eating, hungry, tired, in distress, in pain, sad or
happy, current mood, and “mood-for” states (“mood-
for” means a temporary state within, or outside of, a
user’s normal profile. An example would be a classical
music lover who is in the mood-for country music, or
a user who has preferences for both classical and
country music, depending on mood) and the like.

[0098]
tem

¢/ immediate or distributed feedback to the sys-

[0099] Each user or group of users can provide feedback
to the system by such means as Internet connections, cell-
phones, and phone lines. The system may obtain feedback
from a portion of current users and project overall user
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feedback by statistical modeling of a small known segment
of audience, or a large posited audience behavior. This
feedback is employed to optimize the contents of the cus-
tom-programming streams and/or their subordinate compo-
nent media elements or clips.

[0100] Viewer Verification as a Business Model

[0101] In various embodiments, where a person or orga-
nization desires to deliver media to a consumer/user, and the
organization or related third-party, such as ad-agency,
wishes to verify, at minimum, the mindful consumption of
that media. The organization embeds signifiers in media and
causes to be recorded by any several means, and/or returned
to that organization or third party, these signifiers or their
derivatives. The organization responds with instructions to
review material, or causes material to be redelivered, or
modifies the cost of, or provision of, goods and services to
the consumer, or provides other incentives (either positive-
creating or negative-avoiding) in response to the signifier-
string, or its resultant equivalent, or actions based upon it.

[0102] The benefits delivered are, in one embodiment, to
lower or raise a health-insurance premium based upon the
(remote and private) viewing of a program. The cost-per-
exposure rates of advertising are modified by advertising
agencies, or advertisers or programmer/broadcasters/nar-
rowcasters in response to such verification data. Groups of
programs in a series, or groups of advertisements and the
like, are monitored for assured exposure/consumption.

[0103] Advertisement Deployment

[0104] In one embodiment, the advertising elements have
the ability to deploy themselves independently of any nor-
mal stream of programming. These independent advertise-
ments have the ability to detect and/or attach themselves to
appropriate areas of a receiver’s visible or audible environ-
ments. In another embodiment, the independent advertise-
ments also have the ability to locate themselves in a stream
of media presented by the consumer’s receiver. In one
embodiment, by doing so, the independent advertisements
are also be given the ability to displace, or “eat”, traditional
advertisements by simply positioning themselves to assume
the “positionings” of these advertisements.

[0105] In one embodiment, the consumer controlled
advertising system allows levels of advertising consumption
and sponsorship to be defined by the consumer. In one
embodiment, the levels are globally defined within a
receiver or by a consumer. In another embodiment, the
levels are defined dynamically (e.g., by times of day, types
of programming and/or types of advertising, and the accept-
able levels of promotion and commercial message delivery
for each of these particular “zones”™).

[0106]
lows:

[0107] LEVEL P-1—will accept no advertising/promo-
tion/licensed media

[0108] LEVEL P-2—will passively accept specifically-
defined ad messages

In one embodiment, the levels are defined as fol-

[0109] LEVEL P-3—will passively accept general areas
of advertising messages

[0110] LEVEL P-4—will passively accept all media
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[0111] LEVEL A-1—will actively return signifiers for
specific types of media

[0112] LEVEL A-2—will actively return specifically-de-
fined ad messages

[0113] LEVEL A-3—will actively return general areas of
advertising messages

[0114] LEVEL A-4—will actively return all media

[0115] LEVEL V-1—will participate no viral or forward-
ing of ad media

[0116] LEVEL V-2—will participate in viral forwarding
of specific messages

[0117] LEVEL V-3—will virally forward general areas of
advertising messages

[0118] LEVEL V-4—will virally forward all requested
media

[0119] In this embodiment, the levels naturally break into
degrees of advertising acceptance and participation. Other
embodiments have different levels. In one embodiment, each
consumer is given the opportunity to thus define his/her
levels of acceptance. In one embodiment, the levels are set
globally (ie., for all media over all times). In another
embodiment, the levels are defined for specific times and
types of media. In one embodiment, the detailed profiles are
collected over time as a user locates areas of benefit or
annoyance as media is consumed in the system. For the
purpose of detailing a profile, a GUI is made accessible to
the consumer. In another embodiment, the profile is built up
naturally, in a piecemeal fashion, through use and modifi-
cation.

[0120] In one embodiment, a user begins with an unlim-
ited barrage of advertising. In another embodiment, an
acceptable initial level is been set. The use then simply
responds “no” to permanently reject advertising of a par-
ticular type at certain temporal or contextual programming
points. This rejection then forms a P-profile. Conversely,
simply responding actively to a signifier string, or forward-
ing advertising messages, would generate appropriate A and
V codes.

[0121] In one embodiment, levels of remuneration are
defined as follows:

[0122] LEVEL R1—unverified delivery of advertising
messages

[0123] LEVEL R2—message delivery verified by system
buffers

[0124] TLEVEL R3—message delivery verified by user
presence sensing

[0125] LEVEL R4—mindful consumption of media, sig-
nifiers triggered

[0126] LEVEL R5—signifiers consumed and returned to
advertiser

[0127] LEVEL R6—signifiers requiring brand-building
routines returned

[0128] LEVEL R7—Ilevel IV+ achieved, viral elements
forwarded by consumer
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[0129] In other embodiments, other compensation levels
are used. Once defined, advertising messages arrive that are
tailored to the profiles created by the consumer, the adver-
tiser, and the delivery system itself. Each exposure to a
commercial message generates credits in the consumer’s
account. In various embodiments, the credits are consumed
in a number of ways. In one embodiment, V and A level
interactions result in significant per-exposure credits to the
user, because such targeted, guaranteed and involving expo-
sures are of significant worth to advertisers.

[0130] Business Model and Technology for Self-Inserting
Adpvertisements and Messages

[0131] In one embodiment, a user agrees to permit, in
exchange for something understood by the user to be a
benefit, the insertion of content into any type of information
viewed by the user. In one embodiment, such content is
advertising. In other embodiments, other content that a
sponsor fells requires an additional incentive for attending
to, such as public service announcements, are also within
such content. In various embodiments, such content appears
anywhere that it can be perceived by the user. For example,
the content might appear in applications used by a computer
user, on cell phone screens, in audio in a computer, or
elsewhere. These ads are made self-deploying within the
user’s receiver/computer.

[0132] The content of the ads is caused to be updated
without any action taken by the consumer and, importantly,
without any affiliation, or contact with, any provider, broad-
caster, or website or the like. These independent advertise-
ments stick themselves to browsers, to applications such as
word-processors, to screen-savers and power-up sequences,
to documents, task-bars, cursors, and/or into a stream of
time-based programming. Within the system of streaming
programming described above, these independent advertise-
ments might self-insert into any programming or receiver
elements such as those named above.

[0133] In one embodiment, manufacturers become
involved in this independent-ad process in order to under-
write the costs of, for example, software or upgrades and
additions to it. In other embodiments, use is made of the
reverse flow of money by the use of licensed logos and
likeness attached as independent advertisements to any
element of the consumer’s. It is unique to offer end-users
direct access to licensed elements, such as the likeness of a
lifestyle element like a favorite pop-star of surfboard-maker.
It is further unique that those sponsorships costing a con-
sumer money or credits is directly offset by ad-viewing and
consumption credits. In some embodiments, the entire trans-
action is conducted in the user’s system by use of secure
record-keeping strategies, and/or in conjunction with, or
solely by, the ad-server or main programming server or its
equivalent.

[0134] Receivers Having No Direct Return Path to the
Media Source

[0135] In one embodiment, a digital provider, or “broad-
caster”, of a stream of information, desires to customize his
offerings beyond the multiple-choice model. The term
“stream” must be understood as referring to any information
delivered to the user. The term “stream” is not limited to
“streaming video” delivered over the Internet, for example.
Instead of simply allowing a subscriber to jump between
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preprogrammed channels (these channels may be all the
property of the “broadcaster”), the broadecaster is desirous of
customizing the listening experience for the user still further.
In various embodiments, customization occurs in one or
more of the following stages:

[0136] Subscribers to the system profile themselves both
upon signing-up and, perhaps, in near-real time through the
use a suitably-equipped cell-phone or other means. Profiling
is providing any information about the subscriber, generally
in response to questions furnished by the broadcaster. By
means of this data, the real-time signal-content is modified
to a best-fit of the subscriber’s desires as a group. This is
called the “signature” of the service. This information struc-
tures the content of the, for example, ten to one hundred
independent “channels” of programming offered to sub-
scribers.

[0137] For example, from several to most of the channels
are employed in the normal way (if that is the plan of the
broadcaster) but one to a few of the channels are reserved for
background loading of variable programming data and
media. This means that the receiver, which is a device for
receiving signals in any format, is made able to receive
background “channels” and to cache all, or selected parts
(which parts are arrived at by means of matching content-
tags and other appropriate descriptors to the decision-matrix
of the receiver with its resident user-profile derived and
broadcaster-instructed program-characteristics).

[0138] A receiver is any device for receiving signals, such
as a television set, radio, cell phone, computer connected to
a network through physical cabling or otherwise. The
receiver includes memory devices, such as DRAM, and
suitable software. At this point, the receiver is receiving, or
has received and cached (probably with only slight delay),
the main programming stream. It has also cached “second-
ary”, “tertiary” and so on, programming elements, clips, or
programming segments. These are all referred to as back-
ground programming. These background programming ele-
ments come from wireless Internet-delivered sources, from
cell-phone delivered segments, from ROM or from similar
long term resident clips.

[0139] The background clips are furnished in program-
ming provided on physical media furnished to the sub-
scriber, such as flash-cards and credit-cards. The background
programming arrives on one or more auxiliary streams
dedicated to this purpose or on sub-encoded portions of
main-programming streams. The background programming
to be inserted are, in some embodiments, saved elements
from primary programming previously received by the
receiver and stored for later reuse. Storing instructions are
provided (e.g., in tags identifying the elements) in some
embodiments. Users have, in less than fully-interactive
embodiments, the voluntary decision or subscription/profil-
ing choice to “tune” to a fundamental primary programming
signal.

[0140] Channels are defined as any way of separating a
particular stream of information. These channels need not be
defined by frequency bands. For example, a satellite trans-
mits a signal in a band of 1x to 10x Megahertz, or encodes
a signal so that it can be de-multiplexed by any suitable
hardware or software to achieve these unique streams of
programming. These streams are identified anywhere in the
system by hardware, firmware or programmable software in
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the transmitter, receiver or both dependent upon the embodi-
ment, to contain media-programming optimized for each of
those streams. In one embodiment, one stream user prefers
sports-heavy programming, while another prefers popular-
music-heavy programming. Regardless of the use, or lack of
use, of this pre-selection process, each stream is further
capable of containing (e.g., with the use of data compres-
sion) further unique streams of programming. Thus, the
sports-heavy user is able to further refine his or her prefer-
ences (using profiling techniques) to, for example, American
team-sports-heavy programming or international extreme-
sports-heavy programming.

[0141] Now by use of the tags or other identifiers antici-
pated the user is able to optimize the viewing/listening/
reading experience further than the broadly-segmented mas-
ter program stream. Data compression of the individual
channels, or, in other embodiments, other packeting, encod-
ing, sub-carrier data-streams, or multiplexing techniques
offers additional programming choices embedded within the
stream of information provided for any individual channel.
Anywhere in excess of a 1:1 correspondence between the
“perceived” signal and the delivered signal may exist in
various embodiments. In one embodiment with a simple 2:1
ratio of delivered programming there always is a cached
series of clips to which a user can be re-directed. In another
embodiment, a ratio of 1:1.5 provides the same benefits
since caching is required to make elegant programming
shifts between clips and streams.

[0142] In various embodiments, extra bandwidth, in the
form of unused channels, multiplexed space or reserved
space (e.g., the vertical blanking interval in video), is set
aside for still more targeted insertions, such as advertising
and sponsorship insertions and voiceovers. In various
embodiments, two exceptions to the caching requirement
exist. One exception is if cross-fades, interruptive inserts
(such as music cues and sound-effects), beat-sensitive cuts
and loops, or other aesthetically-acceptable devices are used
to shift between streams of programming. The other excep-
tion is that in systems with a higher ratio of multiple
programming available, shifts could be accomplished with a
minimum of latency due to “waits” for the end of given
song, news-story, clip or program. Stored or derived loops,
ID’s, inserts, sound-effects, and so forth are inserted to mask
these wait-times without caching.

[0143] In various embodiments, certain elements of each
main program stream are marked for use within alternate
streams. By way of example, a human-interest news item is
appropriate “color” to insert into all or many of the discrete
programming streams. This information is used in real time
or, if it were caused to be detected that the element has gone
without being perceived by the subscriber, it would be
routed into a cache, where it could be called-up and inserted
into another stream of programming. While that clip or
element is playing (i.e., being made perceptible to the user),
the primary programming of the channel that is being
listened to is directed into a cache in one embodiment. In
various embodiments, pre-stored, purchased or other assets,
such as those that might be caused to reside on a GPS-
referenced collection of, say, maps, are made available to the
system. In other embodiments, locally inserted assets, such
as regional advertising insertions, are likewise made avail-
able to the receiver by local broadcast, such as sideband

Jan. 19, 2006

transmission of digitized inserts by conventional analog
broadcasters or cell-phone cell-transmitters.

[0144] In one embodiment, the receiver also possess an
analog or digital receiver of any existing band upon which
local data is transmitted. This component is set to sweep to
lock onto signals bearing the appropriate transmission sig-
nature. In one embodiment, a cell phone receiver gets
completely personalized inserts (even voice-mail and
e-mail). The cell phone, whether a part of the user’s tradi-
tional cell-service or not, is the delivery medium for local
insertions and personalized messages from a separate recep-
tion circuit into a cache. Upon completion of background
downloading, for example, these assets are inserted into the
program stream at points triggered by any of several trig-
gers, such as a “play-local-insert-here” command embedded
in the primary data-stream furnished by a broadcaster.

[0145] Inother embodiments, the same model is applied to
a satellite or ground-based video transmission, where back-
ground data is sent in the Vertical Blanking Interval, in
modulated encoding, in side-bands or on extra/reserved
channels.

[0146] Internet-Based Distributed Model

[0147] Various embodiments make use of the World Wide
Web, or other systems and standards that serve to make a
wide variety of elements available from servers to multiple
client locations across a network, such as the Internet. The
browser, or other component that enables the client to access
the network, or a component functioning with the browser
acts as the assembly component of the system. The term
“browser” includes traditional browsers, such as are pro-
vided on personal computers that access the World Wide
Web, and software and/or hardware for display of informa-
tion for use on cell phones or other appliances.

[0148] In various embodiments, programming is streamed
from a primary source, or sources. In some embodiments,
that streamed programming is customized completely, gen-
erally or in varying temporal segments, to the desires or
requirements of a user/viewer/listener/gamer (as is
described in the non-distributed model of the system). In
various embodiments, additional programming elements are
inserted within or against that primary stream. A browser is
programmed (by a programming guideline or command
from the primary programming source and/or from resident
user-profiles) to gather programming from a variety of
sources on the Internet or other network.

[0149] In one embodiment, push-servers, traditional
media-streaming servers or traditional asset-caching servers
are contacted to retrieve media to be assembled in real-time
or near-real-time or to be cached indefinitely. In various
embodiments, e-mail of media-rich assets is employed, and
the assembly/editing program or hardware is programmed to
route certain e-mails from certain addresses or with certain
identifying codes, cues or characteristics into a cache and
thence into the programming stream. Unlike a system which
serves simply as an aggregator-provider of information
assembled from disparate sources, the system features the
presence (at the point of aggregation server and/or at the
user’s location) of assembly tools to prioritize, discard,
cache, and temporally-order those disparate streams into a
satisfying temporally-based program.

[0150] In various embodiments, programming elements
arrive at the aggregating database/server. The elements are
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made, under license, to conform to the tagging standards of
the system. In one embodiment, the elements are prepared
for streaming at the server-location or feeder-sites by the
application of some, or all, of the proprietary tags. The tags
allow any blend of data-mining by the user for assembly
on-site or for transmission to the user’s site for assembly. In
one embodiment, non-conforming or conforming assets are
also grabbed from various sites and e-mails. Advertising
comes from a blend of supplier advertising packaged with
the media, or from any blend of third-party sites or mail
providers.

[0151] In one embodiment, after profiling himself or her-
self, a viewer/user downloads a browser plug-in enabling
video capabilities in accordance with the system. A primary
server assembles a core program according to the user’s
profile. Delivered programming bears markers indicating
points appropriate for insertion of additional programming
material. The parameters of such inserted content is trans-
mitted in a header arriving with the onset of programming
and/or the parameters are a part of the insertion-point marker
tag or descriptor. The main program is cached for an
adequate time-period to allow the local computer to retrieve
second- and third-tier assets and to perform appropriate
transitions, superimpositions, or simple hard-cuts between
the various sources. Second-tier programming is requested
from various third-party servers, which may or may not
conform to the tagging standards of the system.

[0152] In one embodiment, the provider of second-tier
programming is a third-party provider of advertising, or
several distributed providers of advertising. Such a third-
party provider causes advertising and sponsorships to con-
form to the tagging and other requirements of the system.
Third-tier programming is in the form of personal media
insertions delivered by e-mail. Specialized media programs
such as entertainment-news highlights are delivered at any
time prior to their use. Such media-mails have identifying
titles or other factors allowing them to be actively sought by
the assembly-system of the user-machine, decompressed or
preconditioned if needed, and inserted at appropriate points
in the programming.

[0153] In another embodiment, the broadcaster may or
may not charge the subscriber. For at least some of the
elements in the primary program, the broadcaster will pur-
chase the right to incorporate the elements and broadcast
those elements. Some content, such as advertising, will be
furnished by payment from a sponsoring advertiser to a
broadcaster.

[0154] New Model for Distributed Delivery

[0155] Inanexample embodiment, a digital radio provider
installs a background music system in a hotel or restaurant.
Some or all of the broadcast channels are, in various
embodiments, reserved for the optimization of such a system
to the needs of that group buyer. As subscribers to that
service entered the restaurant or paid for services or goods,
or as patrons of the restaurant signed-up to the service, the
establishment might receive a credit or outright payment for
those users.

[0156] In another embodiment, a visitor checks into a
hotel. Finding a customizable video and/or audio service
there, he is offered free access to the programming, and
perhaps a higher degree of access to the programming in
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exchange for a, say, one-year subscription to the service. In
the case of digital radio, the bonus to the buyer in this case
is the availability of the programming while traveling if he
also purchases a receiver, premiums for which can be
awarded in the form of, say, a discount on the hotel bill. The
hotel benefits by offering improved services to the traveler,
and by long-term increased customer loyalty. Loyalty can
also be improved by integrating an advertising or sponsor-
ship type of plan into the programming that the member
subsequently receives.

[0157] In various embodiments with an active return-path
to the broadcaster/narrowcaster, user programming prefer-
ences and delivered content including sponsorships, spon-
sored programming and advertising are caused to reduce the
cost of goods or services rendered by the broadcaster and/or
its affiliated businesses. In various embodiments with a
passive return path, the viewer-verification system and sig-
nifiers are used to provide these same incentives.

[0158] The following example embodiment is described
as an intermittent return path system. A response-grid or
similar device is provided to a user of the system (e.g., in the
form of keypad, touchpad, or other response-registration
device). These responses are returned to the system by any
suitable form of communication, such as cell phone data-
transmission. Upon completion of the recording of a signi-
fier sequence, without further effort by the user, the signifier
sequence is returned to a system for verification. For
example, in the cell-phone example, the phone number is
auto-dialed and the sequence included in the message, or in
a computer model, an e-mail containing the signifier series
is returned to the provider or other party. The (levels of)
correct responses provide incentive to the user, or corrective
information or other feedback to the user. In one embodi-
ment, the signifier-string returned indicates mindful con-
sumption of a stream of promotion or advertising. One use
for this is to underwrite the subscription costs of the broad-
cast service itself.

[0159] Third Party Groups as Customers

[0160] Invarious embodiments, a refinement of the “third-
party” concept is that, even systems without feedback from
the user, such as one-way radio broadcasting systems,
achieve some level of optimization by signing-up, third
parties. These are, in various embodiments, business estab-
lishments, such as retailers, hotels, restaurants and the like,
institutions such as schools, medical facilities and museums,
or other third parties. These “group” responses provide
significant feedback to the broadcaster to further optimize
the character of the stream of programming or the selection
of a stream of programming. Specific users of such a system
receive a premium from such third parties in exchange for
the presentation of proof-of subscription or other such
information to the third party, and/or premiums are, in
various embodiments, returned to the third party by the
programming provider for the servicing of registered users.

[0161] In one embodiment, a digital radio recipient trav-
eling in an automobile has his listening patterns “logged”
onto a storage medium (e.g., a credit card). This logging is,
in various embodiments, the actual time and/or duration of
listening, the volume settings of the listening, the channel
and sub-channels listened to, or even the specific advertis-
ing/promotional exposures apprehended. Volume settings
are, in various embodiments, specifically recorded during
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message-critical periods and a variety of methods are
employed. For instance a volume setting below some thresh-
old causes the message-critical section (say an advertise-
ment or promotional message) to register as unplayed/
unheard. The listening pattern is used to generate credits on
the purchase of items, or on a credit card associated physi-
cally or abstractly with the transaction. The use of a credit
card, or like object with on-board memory, issued to store
these credits.

[0162] Credit Card Store and Credit/Viewing Records

[0163] One embodiment uses a traditional credit card and
card-reader. Once the reader had captured the primary
(standard) durable account data, a second swipe of the card
with a similarly positioned, volatile and writable mag-stripe
on the opposite half of the card, or on the other side of the
card, allows the entry of information about credit into the
account. A dating, or other ID system in the credit-recording
process allows the stripe to be deactivated, once read,
without the need to modify the reader to enable erasure of
the credit/usage record on the stripe. In store coordination
with such systems as bar code readers provides immediate
credits, incentives, freebies, and modifications to the stored
credits (such as multiples of the stored credit for purchasing
a product such as a co-promoted product to the advertised
one). Many modifications are possible in other embodiments
such as optical data, erasable and writable stripes or regions
that are obvious to a person experienced in the art.

[0164] Bar Codes Retrieve Credits

[0165] For user-printing of credits on an unmodified
printer, existing bar code scanners are, in various embodi-
ments, employed to up-load user records such as those
described above. For this use, the user might print his credits
on a standard piece of paper and take/send this to a merchant
for “spending”. One variant is the provision, by download-
ing, purchase, or free delivery of printable media modifying
the user’s printed output. For example, a printable insert is
included in a magazine bearing bar codes needed to activate
or otherwise modify or interact with the user’s credits. The
user removes the magazine, or other printed (or electronic)
medium’s advertisement. The page is then placed in the
user’s printer for overprinting with additional information.
The resultant unique composite (e.g., bar codes) yield such
results as the multiplication of credits.

[0166] Inone embodiment, a user must visit a website and
perform some task (e.g., joining a service) in order to be
delivered the primary bar code, or data. Alternately, the user
must log into the service-provider’s, advertiser’s or related
website to obtain significant data. This data need not be
printed, but stored in the user’s machine in an application
provided by the service-provider or advertiser or third party.
The application resides wholly or partly in the user’s
machine, or entirely or partly in the provider’s or third
party’s server. The user’s credits are now also uploaded into
that (possibly remote) application. These credits are also
verified for accuracy with the provider(s).

[0167] The application then creates a custom bar code
from the two, or more, data-elements. This bar code and its
associated graphics are printed on paper at the user’s site for
delivery to a store for credit or other consideration. The use
of multiple pieces of bar code-generating data render falsi-
fication impossible in some embodiments, especially
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through the use of “secret” identifiers mixed with the user’s
data to generate bar codes of specific unknown content. The
user’s ID is, in one embodiment, embedded in the codes,
thus, through any of several methods, requiring the verifi-
cation of identity through the use of such traditional means
as Driver’s Licenses at the time of purchase.

[0168] Cell Phone Return Path

[0169] In another embodiment, the user’s cell phone is
used to provide a return path of the memorized viewing/
listening data as well as, if desired, preference data and
user-state data such as provided above. The phone is, in
various embodiments, preset to autodial the log-in number,
or to otherwise locate, for example, an Internet connection,
of the provider or its representative and to automatically
execute the above-described transaction. Also note that the
schemes described above do not take into account the
signifier-based system of verification. All prior implemen-
tations of that system of verification are also used in various
embodiments, with or w/o the refinements listed here.

[0170] In the home, monitoring the state and position of
the user is difficult, and so simply monitoring the state of the
receiver (looking at channels watched, mute-button status,
volume and so on) while tightening the feedback to the
advertiser, don’t provide the same guarantees that the sig-
nifier system does. In airline seats and automobiles, though,
the control is significantly tighter without the use of a
signifier string making these passive verification proposals
more attractive.

[0171] In conjunction with a GPS system, the location of
a subscriber is made known to the system. In wide-band-
width delivery systems, or in systems otherwise capable of
delivering highly-customized programming, this informa-
tion (along with other information such as is, in one embodi-
ment, provided by a small input screen indicating, for
instance, a desire for restaurant information) the correct
informational, promotional or advertising messages can be
inserted into the delivered program stream. But in the case
of a traditional model, say one-way broadcast of no, or
limited, user-customization-ability, the appropriate commer-
cial or informational insertions are, in various embodiments,
made from a local cache. The “positionings” of these local
insertions are made by use of a triggering element in the
programming stream which call them up and insert them
over some default programming of the same length.

[0172] This system is, in various embodiments, used with-
out the broadcast component by, for instance, embedding
targeted advertisements, informational segments, or promo-
tional elements such as sponsorships, onto a memory ele-
ment of, say, a car. Specifically, the memory-element pro-
vided with a GPS system, such as a DVD/ROM, could
contain (pre-sold) advertising that is called up upon the
presence of appropriate conditions such as those described
above. Any stored or returned record of the apprehensions
(with or with out the control factors outlined above such as
a signifier string use) is, in various embodiments, used to
underwrite the cost of the GPS system, its disc, or any
third-party item, energy, or information.

[0173] In various embodiments, the disc or other memory
element, whether or not a GPS system is employed (which
is mentioned because it is suited to the task of regional
insertions) is used to deliver independently, or within such
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a programming stream, customized messages. The receiver
in (e.g., a moving vehicle) is equipped with a cache in which
to store customized insertions such as these. If the insertions
are not a part (completely or partially) of some other
sub-system such as a CD or DVD or memory-card, then any
of several methods supply the cached material, or even
real-time insertions.

[0174] For example, a single channel or a group of chan-
nels of a multi-channel system are, in various embodiments,
dedicated to the purpose of specialized ad-insertions and
sponsorships and the like. Alternatively, a portion of a digital
or analog signal is set aside for such a purpose (multiplexed
for instance). The entry of variables such as geographical
position then selects for the insertion of the new “clip” and,
in other embodiments, also periodically erases irrelevant or
outmoded cached material. A user-profile resident in such a
remote system causes the retention or discard of selected
portions of such a secondary signal.

[0175] The “variable” delivered or stored/cached media
assets carry a designation called, for example, channel/user
appropriateness. This tag or designation would allow sig-
nificant economy in the transmission of multiple programs
by defining which channels or user-states allow the media-
assets transmitted on a given channel or cached to be routed
to more than one designated “channels” or delivered streams
of programming.

[0176] Website Advertising Business Model

[0177] An example embodiment interacts with a website
such as the one described below that houses a universe of
deliverable assets defined as:

[0178] worldwide, national, regional, local and site-
specific conventional spot advertisement;

[0179] sponsorships of programming or individuals or
other products or services or concepts;

[0180] bugs of all categories;
[0181] banners of all categories;
[0182] pinned and mapped image-insertions 4,

[0183] audio and visual insertions and other forms of
stream insertions and superimpositions like keyed-
visual and mixed-audio;

[0184] agents and proxies and animated/emulated char-
acters;
[0185] cybernetic and physical (personal or business)

screen and object sponsorships;

[0186] downloadable and fabricatable and printable/
viewable elements and objects.

[0187] Each of these categories and sub-categories is
stored with identifying tags, or other suitable identifiers as
well as content tags, and, optionally, transition and other
tags. The site delivers, upon request from a sponsored
browser or autonomously to a (sponsored) browser promo-
tional objects/elements/assets/clips such as those described
above.

[0188] In a stream of programming, spaces for each type
of ad-object are defined in advance without actually filling
the defined slot with ad-content. Upon requesting any spon-
sored, or underwritten by external parties, programming or
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assets the appropriate ad-objects are called up and real-time
or background pre-loaded and cached or viewed as needed.
The system inserts them under the same templated and
tagged guidelines as normal programming.

[0189] A browser or a back-up web-address-resident ser-
vice is made capable of performing the insertions, whether
fades/dissolves/keys or pinning. In various embodiments,
varying levels of capability exist in each given browser and
user’s system. These capabilities are defined in the point-
of-consumption system and made known to the asset-sup-
plying systems. In this way computationally-intensive tasks
are selectively off-loaded to Internet-based, or networked,
remote systems for assembly.

[0190] In various embodiments, the final play of assets is
assembled from any combination of user-machine-resident
caching, remote (and even distributed) caching and real-time
or near-real-time calls to locations where assets are stored
awaiting delivery. In various embodiments, much of the
assembly is performed in tiny several-millisecond-long clips
comprised of inter-clip assembly sub-clips and/or partial
image-zones/spectral zones of superimposed or other image
and audio superimposed information. This implies the cre-
ation of zone-tracking and re-assembly to speed up the
insertion of unique imagery/sound over an existing image
and/or sound stream.

[0191] The ad-zone server, in some embodiments in a
separate server from the one(s) actually delivering the core
media assets, supplies much of this assembly capability
remotely and simply sends completed truncated and modi-
fied portions of assets, like “fuzzy-ends” assembled into
transitioned pairs for butt-splice assembly in the user’s
machine. The body of assets (meaning all portions not
modified by assembly procedures—levels of user-machine
capabilities being (dynamically) defined as to current capa-
bility) are sent to the user’s (or linked) machine for full
caching, short-term delay caching or real-time streaming,
while the fuzzy ends, superimposed areas, and any other
portion of an asset in need of assembly or modification
before viewing/listening is sent to a sub-system or any
number of subsystems for assembly before viewing.

[0192] In various embodiments, these assembled portions
are then also sent to the user’s machine in real-time or for
caching. All of the predicted and actual execution and
delivery times for this process can be dynamically defined
and communicated over the network/Internet to minimize
latency.

[0193] During the latency period, however, or as requested
by the ad-management or program-management software,
user-machine resident advertising is called up for viewing/
listening/printing/forwarding or other operation. This resi-
dent advertising is placed in the user’s machine in accor-
dance with sponsorship program deals or any other
ad-driven or public-service announcement or other (usually
cost-underwriting) form of advertising and programming. It
is also desirable to have station-ID’s, bumpers and the like
resident in the user’s machine to deploy profitably during
these latency periods. Another implied feature here is, in one
embodiment, that in the event of a failure to retrieve or
assemble assets in a timely manner, the user’s system be
programmed to default to a deployment of these resident
media assets in order to make an income or impression
opportunity of these annoying glitches.
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[0194] Outsourced services (e.g., “Driveway”-style on-
line storage providers) are, in various embodiments,
employed in the delivery process. They generate a new
category of sub-sponsorship which is, in various embodi-
ments, recognized with (dynamic) bugs and the like during
play of the (primarily-sponsored) programming. A new
category of “program-enhancing or de-glitching or acceler-
ating services” is thus created by this model.

[0195] An assembly engine, or viewing kernel or driver
resident in the user’s machine is, in various embodiments,
validated or capable of unique decoding or otherwise insert-
ing itself reliably in the viewing/listening path of the user’s
machine. That is, along with the volume-sensing, screen-on
status, machine-on status, viewer-presence sensing (includ-
ing viewer-presence sensing by ultrasound/capacitance/seat-
pressure-sensing) and signifier-streams, that the system
senses “presence of unfiltered-viewing”. This status is pre-
sented to the asset-providers by the presence of the suitably-
configured video drivers or other key elements. This
includes a comparison of the data leaving the assembled
program-stream with the data arriving at the point of the
screen-drivers and audio-pre-amps (or other suitably late-
cycle points). Any incongruence causes the interruption of
programming and/or the loss of advertising/sponsorship/
information-provider “credits”.

[0196] In another embodiment, a further form of adver-
tising, or other promotional device, is the special case of
sponsored printable elements. An example is material pro-
vided with a media storage device, such as the sleeve and/or
insert of a DVD or CD or other media storage element.
These are, in various embodiments, sponsored and down-
loaded for printing free of charge, thus making, if appropri-
ate advertising, for example, were purchased or printed, the
purchase of a song or film or collection free or reduced in
cost, or accompanied by some other benefit to the purchaser.

[0197] Standardized (which is, in various embodiments,
high-quality coated-stock and pre-scored) blanks are made
widely available to consumers for this purpose. Recordable
media such as Flash-cards and DVDs are, in various
embodiments, supplied with pre-scored standardized blanks,
or a third-party like an ad-sponsor may provide these blanks
with their products.

[0198] In various embodiments, some value to the user is
returned for the logging-on and downloading of the cover-
art and liner-notes to a given media piece. This could return
royalties to the artists in conjunction with the amount of
sponsorship at the point of download and/or on the printed
piece.

[0199] These strategies also allow standardized and super-
imposed printed sponsorships. For instance, the object in the
hand of a star is, in various embodiments, altered according
to sponsorship and licensing agreements in place with the
star’s management.

[0200] Re-Deployment of Assets

[0201] In various embodiments, a mediating layer is
inserted in the receiver/browser itself. This mediating layer
prevents, under normal settings, the user from accessing
media that is awaiting assembly or currently arriving. An
“always-on”, or 24/7 state, is the default state for the
receiver. In this way, say, things like news items and
stories/reports of interest to the profiled-viewer/listener/

Jan. 19, 2006

reader, and to his history-of-viewing profile, are collected
and cached. While this is, in various embodiments, a time-
based-programming adaptation of an intelligent-agent type
of model for static-media, or for cached dynamic media,
there are fundamental innovations to this model.

[0202] In another embodiment, in addition to the basic
model above, the following elements are included:

[0203]

[0204] priority according to user-profile; this will be
used to set the delivery order of the assembled media;

media would bear tags marking, for example:

[0205] delivery time of item to system or time of
occurrence;

[0206]

[0207] mandatory advertisement or promotion family of
considerations to be associated with clip;

source of clip or item;

[0208] expiration time/date of the clip;

[0209] 1last mandatory date of presentation;

[0210] value received, or debited, for the clip;

[0211] reallocation of linear programming channels to

multi-purpose and cross/functional channels.

[0212] One embodiment marks/tags regions or elements
of program-streams (then called clips or assets) to indicate
their reusability in time or across multiple programming
channels. This is accomplished without affecting the tradi-
tional linear programming stream delivered in legacy sys-
tems to users without interactive receivers. For example, a
broadcaster (meaning any entity, or cooperating group of
entities, disseminating media) has x-number of channels, or
x-amount of bandwidth, within which to provide program-
ming. In the traditional model, this means broadcasting
pre-assembled streams of media, each focused to a target
market and core-interest. This model is very wasteful
because large quantities of air-time, bandwidth and/or data
are wasted through the repeated use of reusable and re-
deployable assets across time and channels and users.

[0213] Inone embodiment, elements such as programmer-
ID’s, the bookends of recurring programming, repeated
announcements and advertisements are, in various embodi-
ments, transmitted once and then, by use of caching and/or
channel-reassignment, reused again and again from memory
until either an expiration date is reached or an overwrite
function simply replaces the elements with new ones, or
directs the receiver/browser to default to the currently-
transmitted programming. For example, a broadcaster with
an installed base of passive receivers desires to make
caching receivers available without disturbing the base of
linear/legacy receivers. Any number of codes are, in various
embodiments, embedded or otherwise associated with the
media-assets in an undetectable or acceptable way.

[0214] For example, codes in the vertical-blanking inter-
val, shifts, such as recognizable patterns of I/R time coher-
ence, in the FM multiplex-signal are, in various embodi-
ments, employed or, in primitive systems like AM-radio,
even audible trigger-tones, or micro-shifts, in discernible
temporal/amplitude/frequency patterns, of the carrier-wave
are, in various embodiments, employed. That is, shifts of
amplitude and/or frequency and/or phase too small to be
meaningfully detected by a legacy receiver, are, in various
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embodiments, made in the carrier-wave, or in one or more
sub-carriers (which themselves are, in various embodiments,
amplitude-shifted singly or in relation to one another).

[0215] Micro-shifts are, in various embodiments, induced
in recognizable patterns to aid in their reliable detection as
trigging information. Such a pattern is, in one embodiment,
reducing the carrier-wave amplitude by 1 dB on every other
cycle of the carrier waveform. Repeated, for example, 5
times and rested five times, such an amplitude variation
(referenced of course to a reference carrier signal level
averaged over the longest-possible transmission series) pro-
vides a reliable trigger to begin a data-transmission using a
similar strategy. In multiplexed signals, for example, the
same strategy is used in stereo-pairs where modulation-
amplitude or time-coherence of monaural signal-compo-
nents, is compared between normalized /R pairs.

[0216] In embodiments with higher frequency sub-carri-
ers, the audio or possibly the visual portion of the inserted
clip could also be transmitted at modest speeds for conver-
sion/assembly in a cache by conversion into a data-stream,
or by frequency-shifting the signal in the analog domain to
a low-enough point to be acceptably modulated upon a
sub-carrier, or across two or more sub-carriers, by the
above-described, or traditional means. In the case of the
(analog)-pitch-shifted signal, the carrier (or sub-carrier) is,
in one embodiment, used as a clocking mechanism, the
multiplier of which is, in one embodiment, set in the header
patterns or initial-information.

[0217] The clock, derived from the sub-carrier frequency,
is then used to automatically set the playback speed of the
signal to the original rate or speed upon retrieval or pro-
cessing from cache-memory or other recording medium.

[0218] Having inserted these codes at the edit-points
between assets desirous of interactive replacement, the
receiver inserts from memory, or from an alternate stream of
programming, the desired replacement element. This allows
far less information to be sent on any given channel of
programming, while creating the impression of a great deal
of customization at the user’s end.

[0219] In another embodiment, the following model is
employed:

[0220] By way of example, only advertisements and spon-
sorships are made mutable in such a legacy system, such as
AM/FM radio, or the emerging satellite-delivered digital
radio for which many standards are already set. The owner
of a passive receiver is unaware of the request-for-insert
points broadcast in the stream to which he is, in one
embodiment, listening. In this case the user hears only those
ads that are normally inserted in the delivered primary
programming stream. This generates one set of (advertising)
revenues based upon estimations of say, quarter-hour, lis-
tener base in the passive receiver market.

[0221] Meanwhile, a user of an enhanced receiver is in
possession of cached, alternatively delivered, ROM-based
(advertising) insertions that might, depending upon a prior-
ity code contained in tags or similar elements, be delivered
in lieu of the linear insertions. A record of this transaction
(that is, precisely what was played to a user) is, in various
embodiments, returned via cell-phone, mobile Internet,
Bluetooth or its equivalent short-range networking proto-
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cols, independent transmission, or storage for later retrieval
in any form, including credit cards, Flash-cards, magnetic or
optical stripes and the like.

[0222] This forms a second advertising stream, based
upon actual known exposures. The various verification strat-
egies outlined elsewhere in this document (such as verifi-
cation of volume settings or signifier-strings (the results of
which also be stored in the card or similar device)) could of
course further increase the accuracy of this data.

[0223] Advertiser-Themed Dramatic and Promotional
Media-Content Creation Model

[0224] In various embodiments, a company or organiza-
tion desires to employ various media to promote their goods,
services, presence in a market, or mere existence. In one
embodiment, all association of company logos and services
to third parties is rendered superfluous by creating dramatic
and/or entertainment programming based directly upon the
company, or its activities.

[0225] In an example embodiment, a retailer of recorded
entertainment (e.g., a CD and video retail chain) is desirous
of increasing their market share and strengthening a positive
profile with consumers. Rather than advertising within, or
sponsoring, or engaging in product-placement within, an
existing program, the company elects to create an entertain-
ment program.

[0226] This new program uses as its premise the activities,
employees and/or products of the company. Simply stated,
the sponsored programming is a wholly or partially fiction-
alized story of the sponsoring advertiser. In one embodi-
ment, the name of the program is the name of the sponsor,
or a phrase containing the sponsor’s name (e.g., “Pure
NTECH”). For instance, for the CD and video-retailer
mentioned above, the show’s premise is, in one embodi-
ment, about the personal lives and struggles of a group of
young management professionals from that video-retailer
interacting with entertainment stars and industry leaders in
order to, for example, encourage the star’s presence at actual
in-store events and promotional concerts. These are actions
that transfer easily into real-world events of additional
promotional value to the retailer.

[0227] Further, in the course of the programming, actor-
employees are, in various embodiments, called upon to
interact with the buying public. The concept is further
enhanced, in various embodiments, by blurring the lines of
distinction between fiction and reality by placing actors in
actual functional positions within the company or its cus-
tomers, such as are represented in the programming, and by
further utilizing actual non-acting employees and customers
in real and/or wholly- or partially-scripted events.

[0228] While elements of this approach bear similarity to
the emerging reality-based entertainment, there is a clear and
defining difference. The elimination (through fusion) of the
entire concept of traditional sponsorship and advertising is
accomplished by the creation of a direct reflection of the
advertising entity in the underlying premise of the media
programming. This is not to be taken to mean that traditional
advertising roles must be eliminated in the execution of this
programming concept. These roles are now secondary roles
suitable for advertising matching the demographics, not
simply of the show, but of the product or service provided
by the premise-sponsor itself.
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[0229] In an example embodiment, an athletic-shoe com-
pany no longer has to sponsor, for example, a sporting event
or sports-personality in an unrelated arena (e.g., a high-
profile ball-team, or a youth-skewed television show with a
sports/lifestyle premise matching the demographics of the
company’s desired customer). The premise now is, for
example, the daily lives of the company’s celebrity sales
force or designers and scientists. The viewers watch the
actors and/or real employees of the company’s sales and/or
engineering team and as they cater to real celebrities in a mix
of real-life and fictionalized events.

[0230] Likewise, the fiction/reality blur continues into the
sales people’s dealing within the company’s activities at
corporate meetings, retail stores and the like, thus crafting
and projecting the precisely-desired corporate image in the
context of an entertaining television program of, otherwise,
traditional characteristics.

[0231] Naturally, such a boundary-blurring promotional
idea invites the staging of episodes, or portions of them, in
actual company and company-related locations such as
corporate offices and retail outlets. The stars and guests of
such programming, if popular, offer numerous forms of
spin-off promotions as these reality-actors appear publicly
and, conversely, as the public appears in the entertainment
and promotional elements of the programming or related it
by traditional advertising/promotional methodologies. In
various embodiments, such programming is part of the
media content delivered to a user of the media assembly
system.

[0232] Additions to the Model

[0233] In a variety of embodiments, a customer purchases
or is presented with a winning opportunity in the form of any
number of, for example, store-based giveaways or hidden
prizes in products/services, yet a winning status results in
appearance on such a reality-based program, or the promo-
tion is a part of the program. The event of winning, thus,
becomes the prize.

[0234] Similarly, the premise of such a show includes
numerous actual company locations in the course of a series.
In this way the reality-based program appears in real-life in
actual, dispersed, trade locations in the course of its creation,
thus affording customer/audience involvement at a new
level. For example, instead of an actor making an in-store
appearance to promote a show or to draw customers to a
retail location of a company, the two events become natu-
rally fused. Actors, employees and/or actor-employees and
customers (and/or actor-customers) appear naturally and
seamlessly at a company location for the creation of a
segment of entertainment programming based upon that
company’s activities as seen in the programming.

[0235] In another embodiment, confidential sections of
programming are only available to customers of (or visitors
to) the premise-company’s real or virtual locations. For
example, intimate or secret background scenes exposing
such details as romantic encounters between employee-
actors and customers, business associates or other employ-
ees are only made available by visiting a store location and
buying/receiving a DVD, or website keyword containing
these ancillary scenes. In another novel twist, an unlocking
element such as this keyword is only provided on some, or
all, physical or virtual sales-receipts originating at company
stores or sites.
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[0236] In other embodiments, co-promotions are accom-
plished within the plot/situational context of a show. For
example, a shoe company and a sport league co-promote by
creating a premise involving both companies/organizations
or their products, locations or personnel and the like. The
promoters, PR-executives (even those retained in reality or
by premise, from a third party) and sales people interact with
the players, coaches and management from major teams.

[0237] In various embodiments, any way of knowing
position (including global positioning systems and cellular
transceiver use) allows any source of local media (including
Internet, cell-phone, and traditional radio/television and
their, say, sub-carrier signals) to insert localized program-
ming (including advertisements) into any primary stream of
programming (including wireless Internet and satellite pro-
gramming). In one embodiment, the concatenation engine is
in the user’s receiver, rather than at the transmission end.

[0238]

[0239] In a variety of embodiments associated with auto-
based systems which are Internet-based, spoken commands
will emerge as the de facto standard. This means signifier
strings are spoken as the method of returning them to the
system.

Internet Auto Receivers

[0240] An advertiser, for example, or provider of edu-
cational programming, for example, may request a
response of any kind to indicate mindful consumption
of a programming segment. That is, the signifier is now
an embedded query or call-to-action of a slightly dif-
ferent form, such as, “Do you agree?” or “Crunchie-
Pops”. The return response, such as a voice-response,
need not be predefined, but is, in various embodiments,
of a general character as well.

[0241] One embodiment requires the consumer of media
to speak or otherwise input the name of a company, product
or service, or benefit resulting from the product or service or
information provided, in order to receive tangible benefits
from advertising, promotion and the like. This is a small, but
highly significant, sub-set of the already described IP. Stud-
ies have proven that eliciting this type of involvement from
a user, especially three or more times, has great benefit in
establishing the message contents as a long-term memory in
the user.

[0242] 1In a variety of embodiments, a new class of adver-
tising and sponsorship is described called independent
advertisements. These are defined by the fact that they are,
delivered, usually directly to the consumer, with the direc-
tive to apply themselves to appropriate surfaces. Surfaces
means any place, predefined or not, virtual or physical where
these independent advertisements can position themselves.
Attributes such as the size and permanence/mutability of
these advertisements can be contained in their internal
properties or scripts. Another aspect of these independent
advertisements is the following: independent advertisements
can be programmed, or otherwise caused, to “eat” or dis-
place or otherwise disrupt or subsume existing commercial
messages and sponsorships. Any means of identifying exist-
ing messages and/or their locations can be employed,
including with limitation the following: the cybernetic
detection, or human-directed detection, of existing mes-
sages, knowledge of, or detection of, the location(s) for/of
existing messages, icons, logos, sponsoring/licensed images,
and the like—or anticipated messages, icons, logos and the
like.
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[0243] Underwriting Real-World Products with Advertis-
ing

[0244] The provision of goods and services is, in various
embodiments, wholly or partly underwritten, or other ben-
efits are derived from, the placement at the consumer’s or his
intermediary’s discretion, of sponsorship and/or advertising
messages, icons, logos and the like upon tangible physical or
virtual goods to be used by the consumer and/or his inter-
mediary. The end-user, not the manufacturer/provider of
service, controls deployment of the messages for his per-
sonal gain, or the gain of others, probably, of interest to him.
The size, duration or durability, positioning, as well as the
mix of messages (supportive or neutral or antagonistic to a
given message) and number of placements, among other
factors, are, in various embodiments, caused to determine
the amount and nature of benefits, tangible or imagined, to
the consumer.

[0245] In an example embodiment, a consumer wishes to
purchase a pair of athletic shoes. At the point of sale he is
offered a selection of messages, icons, logos, sponsoring/
licensing images and the like for placement upon or within
the shoes. The consumer selects a single dominant corporate
logo for placement on the outer sides of the shoes and then
elects to further adopt the corporate color scheme of the
selected corporation as the colors of the shoes and laces
themselves. Further, he selects a small, but repetitive pattern
of a related corporate product as the background for his
selected design. A computer program that controls the place-
ment and execution of the consumer’s choices then makes a
calculation and/or consults a look-up table. The consumer is
informed that his selection will reduce the cost of the shoes
by ten percent. He agrees to execute the deal. The vendor
places the shoes in an appropriate device to transfer the
selected images and text or three-dimensional objects to the
shoes.

[0246] In another example embodiment, the purchaser of
an automobile makes a similar selection and creates a blend
of lifestyle-enhancing choices for his new automobile. By
the selection of, say, a grid of intertwined logos of a
car-wash franchise and a fast-food restaurant he obtains a
5% reduction in price of the automobile, or of an element
such as a paint (or repaint) job. He then elects to place a
popular soft drink manufacturer’s colors and logo patterns as
the underlying template for the fast-food-chain’s logos (that
is, they may in fact compose the fast-food chain’s logo(s)
out of tiny soft-drink imagery and logos, or employ a similar
scheme). The consumer is then informed, that because of a
synergy between these two brands, there will now be an 8%
reduction in price. Programs are, in various embodiments,
created to optimize and suggest these synergies and even
match these suggestions to a profile of the consumer.

[0247] Inyetanother example embodiment, a purchaser of
sportswear elects to have his slacks entirely composed of an
alternating plaid pattern of his favorite tennis racket manu-
facturer’s product and their name and slogan intermixed
with the image of his favorite current and historical player’s
of the game. A computation is performed allowing him to
pay only an additional dollar for the use of the licensed
images of his favorite players, because the fees charged by
the licensing organizations and/or estates of the players are
largely offset by the use of the fee-paying tennis racket
manufacturer’s imagery. Those fees are, in one embodiment,
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amplified in a given instance because the retailer, for
example, is made aware that the purchaser is an instructor at
a local tennis academy.

[0248] The image/shape/texture or text transfer device
includes, without limitation, such devices as a printer, paint
or ink spraying device or image and shape/texture transfer-
device such as embroidery or weaving devices or plastic
molding and fusing devices for the affixing of, for example,
three dimensional logos and designs, optical devices such as
lenticular coverings. A generic device is anticipated as well
in the form of an array of image- and message-bearing
material such as a flexible video screen, and/or an array of
small or nano-scaled lamps or motional elements capable of
displaying the desired messages, patterns, textures, shapes
or colors.

[0249] 1In a variety of embodiments, intentionally antago-
nistic messages are selected by hip or well-off consumers to
willfully “hack” the system. For example, a well-known
cartoon figure whose owners charge a hefty license fee is
patterned with a condom manufacturer’s logo that pays a
hefty usage fee. This results in no cost benefits at all to the
purchaser, or even in an additional fee. Such antagonistic
uses are, in various embodiments, specifically disallowed or
penalties charged by the system or the vendors. While
specific combinations are, in various embodiments, forbid-
den, extravagant fees are charged for these misuses that
result in revenue streams for manufacturers and licensing
entities, while incurring prestige to consumers willing to
flaunt such abuses.

[0250] Re-Purposing  Linear-Program  Transmission
Media
[0251] In various embodiments, linear program providers

provide what appears to be completed programming to their
legacy subscriber-base, or they entirely decommission their
legacy base. In either event, the new (usually cache-enabled)
family of players, by means of intelligent filters and/or
embedded markers or cues in the transmitted signal, reor-
ganize the linear stream of programming by means of either
or both caching of a given stream, or switching between
streams of cached and/or un-cached programming arriving
from other transmitted channels of the same, or different,
providers and/or transmission media. Likewise, all or part of
the signal capacity and channel-spread of a transmitter is, in
various embodiments, allocated to provide background and/
or cached media to be inserted in a primary stream arriving
from the same or other transmission source.

[0252] Thus, the media/data stream of an (existing)
medium is entirely or partially repurposed to become a
source for insertion media, such as advertising media. The
idea of piling-up of media assets that appears to be normal
programming from certain channels into a receiver-resident
caching/switching system is not obvious.

[0253] Passive-Interactive-Compliant Programming
Model
[0254] In one embodiment, the limitations of bandwidth

present certain challenges to the seamless assembly of
unique programming tailored to individual viewers/users/
listeners/readers/gamers. The solution is as follows:

[0255] Allow unlimited access to existing media streams,
regardless of their source. These are incorporated into the
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proposed model inelegantly unless systems are in place in
the user’s receiver to at least recognize the beginnings and
ends of clips within a stream of programming. In this way,
a song is, in one embodiment, effectively separated from the
talk or advertising attached to either end of the song.
Maximally, the actual contents of a clip, such as a song, are,
in various embodiments, identified by such systems as are
described herein. Likewise, if recognizable search-terms and
content- or demographic-information were made available
to such devices as search engines and crawlers and agents,
then the internal system of the receiver intelligently cache
and concatenate these non-conforming assets. Such devices
and/or their software equivalents are proposed to be in place
in fully realized versions of the receiver.

[0256] In this regard, slightly delay current non-conform-
ing programming at a transmission site that aggregates
existing content, tags it with standardized headers and tags
and other suitable markers, and retransmits it over one to
several channels.

[0257] Also create a unique spread of programming on
high-bandwidth systems capable of supporting several chan-
nels simultaneously by organizing some or all of the chan-
nels or bandwidth into conforming media bearing tags as
described herein.

[0258] Make available secondary and tertiary conforming
assets or clips by means of additional bandwidth provided,
for example, by existing or unsaturated new bandwidth and
maintains a file of local and regional secondary providers
and their transmission frequencies, modulation modes, sub-
carrier frequencies, data-formats, URLSs, telephone numbers,
compression-schemes and other data. This data is, in various
embodiments, updated regularly within the receiver itself
from a stored database of transmission partners by region.
This data causes the secondary channel(s) to be identified
and properly configured for caching.

[0259] In a variety of embodiments, a transmission source
presents to the user one or more primary programming
streams. These streams are, in various embodiments, derived
from one or more primary programming channels. In one
example embodiment, there are, 45 primary programming
channels. These channels appear to be self-contained pro-
gramming. That is, without the aid of a passive-interactive
receiver, the programming appears to be satisfyingly tailored
to user desires and demands by simply tuning or surfing to
the various channels. This feature is an added complexity,
not a prerequisite requirement.

[0260] This programming model, referred to as spread-
programming, allows vast access to media assets. While
broad access to existing program streams such as are, in
various embodiments, available on the Internet is available
using such a mediated system is possible, other embodi-
ments anticipate a preconditioned source for passive-inter-
active programming.

[0261] In various embodiments, the spread of program-
ming, or radio-style audio-dominant programming is for a
system with a capacity of, for example, 100 Channels, as
follows: from Channels 1-5 is Serious Music Program-
ming—1-Baroque, 2-Classical, 3-Romantic, 4-Twentieth
Century, 5-Twenty-First Century. There is a similar spread
for World Music, Jazz, Pop Classics, Contemporary Urban,
Contemporary Pop, Great Soloists, Classic Country, Modern
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Country, Classic Rock, Contemporary Rock, College Rock,
College Pop. Then, there is a News Spread: World News,
National News, Business News, Technology News, Issues,
Human Interest, Politics. Then, there is a Sports Spread: 3
Channels of U.S. League Team Sports, Golf, Tennis,
Extreme Sports, Skiing and Snowboarding, World Sports
Scene. Then, there are 5 Channels of dedicated Personality
programming and Commentary—again these divide into
categories along the guidelines of key programmers and/or
along similar lines to those above—Historical Humor, Con-
temporary Humor, Historical Commentary, Contemporary
Social Commentary, Contemporary Business and Political
Commentary. Then, there are Radio Drama, Musicals,
Opera, Hollywood People and Happenings, Film Scene,
Weather and the like spread across another, for example, five
channels.

[0262] 1t is clear that a rather comprehensive universe of
audio-driven programming is achieved in 45 Channels. This
schema leaves us with from 5 to 50 multi-purpose channels
not normally needed in the linear model. In one embodi-
ment, 45 of these channels carry the usual preprogrammed
fare. The list above is illustrative only. The list of program-
ming may be any configuration of channel subjects. Tradi-
tional pre-programmed fare is, in various embodiments,
employed that roughly approximates the kind of selective
differentiation imagined above in an idealized model. This
includes Internet-sourced programming as well.

[0263] This leaves about 10 remaining channels (50-60
Channels if pre-programmed channels are employed in the
basic model). These remaining channels are, in various
embodiments, suitably encoded and/or compressed so that
they are unusable/inaudible/invisible to a non-compliant
receiver. Alternately, they carry sub-carrier or similar sec-
ondary programming only accessible to a compliant
receiver, and have in the perceivable area of the channel,
linear-receiver compatible programming of a lower band-
width (e.g., speech-only programming). These channels
support the talk-radio functions anticipated above, thus
freeing up, for example, 5 to 10 more channels.

[0264] In various embodiments, each of the program
streams described above carry a series of tags. These tags
arrive in brief bursts, or headers. One class of tags is
described as headers. These headers carry long-term defi-
nitions and program-structure as well as master demo-
graphic information. Thus, a header describes, for example,
a 24-hour block of programming in detail, describing the
demographic and other information envisioned herein, for
each element of that 24-hour block. These headers are, in
various embodiments, transmitted as often as every few
milliseconds, or as seldom as once a week. The likely range
is at the beginning of each programming-segment or, if it
were impossible to encode the header information inaudibly/
invisibly to a legacy receiver, once a day in, for example, the
small hours of the night.

[0265] In addition to the headers, or even subsuming the
function of the headers entirely into themselves, tags are, in
various embodiments, associated temporally with (in any
relationship, but most simply just prior to) each unit, or clip
of programming. The tags associated temporally with the
clips are, in various embodiments, reduced to simple marker
devices. That is, in order for the system to work, each
psychographically/demographically meaningful element or
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segment of programming must be delineated from the adja-
cent programming elements (or broadly—clips).

[0266] In one embodiment, this is accomplished using
speech and/or image recognition systems. In other embodi-
ments, each segment is marked with at least a start and stop
marker however and whenever that marker is deployed. All
other system tag information is, in various embodiments,
held in those markers or in headers. These markers or
headers occupy any usable space in the analog and/or digital
bandwidth of the system, as described elsewhere.

[0267] Inoneembodiment, the following data is contained
in the headers:
[0268] 1. durability;
[0269] 2. reusability;
[0270] 3. date/time of use and date/time of expiration;
[0271] 4. credit/debit value for the clip 11,
[0272] 5. the whole family of demographic/psycho-

graphic descriptor tags;
[0273] 6. the family of non-content related tags.

[0274] The appropriate use of the linear channels above
still, with modest caching requirements, yields a staggering
breadth of actual programming under the passive-interactive
model.

[0275] In various embodiments, linear assets appear in an
apparently complete order. If perceived by a non-compliant
receiver, the actual assets delivered in the compliant receiver
are, in various embodiments, dramatically different. In one
embodiment, a channel is dedicated to advertising only.
These ads are cached and deployed to replace the ads in a
fixed programming stream. Likewise any ad-placement from
any time-period in any of the many streams is, in various
embodiments, cached and redeployed into a different stream
or at a different time than the original time of the linearly-
perceived ad.

[0276] The same is possible with programming clips as
well. In, for example, a 24/7 receiver-on model, the linear
stream is functioning as a separate income model entirely.
While it can generate revenue in non-compliant systems, it
is essentially a dynamically-changing source of cached
materials. Playing out from cache memory, all of the tem-
poral and channel-specific relationships of the linearly-
perceived programming are rearranged. A new income
stream is born, and from the original n-channels countless
virtual channels are created which more specifically target
users.

[0277] In an embodiment with no legacy/linear program-
ming needs an even more startling economy enters. A
surprising number of assets are repeated both in time and
across channels. These assets need only be transmitted once.
In the case of things like station IDS, they only need a single
transmission or placement in ROM. This renders the density
of the possible programming significantly higher, because
all redundancy is engineered out of the programming stream
and replaced in the receiver itself from cached elements.

[0278] 1t is also worth noting that spoken-word elements
like DJ patter, news and the like are, in various embodi-
ments, transmitted separately from the bandwidth-intensive
clips or assets. This allows very efficient (loss-y) compres-
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sion to be employed on those voice-only channels, or
advertising-content channels, thus allowing a greater num-
ber of effective channels in a given bandwidth signal. This
also means that tagging, header, local, and profile data for
instance are allocated to these lower-bandwidth-requirement
channels.

[0279] Structure of a Passive-Interactive Receiver

[0280] In various embodiments, the characteristics of the
receiver include some or all of the following attributes:

[0281] can receive more than one channel simulta-
neously;

[0282] can route one or more of the channels received
into memory without playing the contents of those
channels;

[0283] has the ability to monitor and cache program
content and/or associated data even when the receiver
is off and no user is present;

[0284] can register user’s requests for programming
style/type or channel or source by providing a venue
(such as touch-screen or voice-response system) for
accepting user programming requests—which requests
may do either or both in any combination select or
modify templates and/or select programming sources;

[0285] can evaluate headers and/or tags and determine
which clips to cache and which to discard or play at
once;

[0286] can evaluate headers to determine when to play
clips and how often/how many times to play clips;

[0287] can concatenate clips into a seamless stream
using either hard cuts or the NTECH transition system;

[0288] has the ability to recognize programming created
under the NTECH guidelines, and non-compliant pro-
gramming that is merely marked or tagged according to
NTECH guidelines and appropriately assemble an
intermix either set of assets;

[0289] has the ability to download templates that
embody programming rules and styles and to store
those templates until new templates are requested or
issued as overwrites;

[0290] has the ability to store multiple templates such as
the aforementioned, for multiple users or listening
moods or requirements;

[0291] offers the user the ability to select these tem-
plates;

[0292] offers a method to upload and/or download cre-
ated templates;

[0293] offers a method to switch between several tem-
plates;

[0294] offers the user the ability to tune/select from
basic programming streams/services;

[0295] can receive, decode and cache additional pro-
gramming streams from secondary sources such as
cell-phones, wireless Internet protocols, AM/FM/satel-
lite/T'V signals (as described before);
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[0296] can issue signifiers and/or recognize the need for
the issuance and return of signifiers;

[0297] can accept voice commands or prompts and/or
other verification inputs such as from any form of
user-presence sensors or actions 12;

[0298]
fiers;

[0299] can transmit or otherwise provide to outside
sources such as advertisers or vendors a record of a
user’s successful response to signifiers, this is, in
various embodiments, done through any return path
such as cell-phones, floppy discs, flash cards, printers,
and the like;

can qualify and/or store user responses to signi-

[0300] has, in the context of a suitable system, the
ability to return a record of actual media clips or
programming consumed and/or billing and credit infor-
mation to programmers, artists representatives, adver-
tisers and the like by the same several means described
above;

[0301] has the ability to actively, and with temporal
reference, switch between the cached/provided chan-
nels or to actively, and with temporal reference or other
cues, gather material sequentially or in parallel from
several URLs, e-mail address and/or similar sources of
programming;

[0302] Contains, or has the ability to coordinate with,
location-positioning systems such as a global-position-
ing-satellite receivers or portable-phone cell transceiv-
ers and the like and to appropriately cache and/or
selectively receive local programming for insertion or
delivery as programming in the manner detailed earlier.

[0303] Workflow within the Posited Receiver

[0304] In one embodiment, one or more user profiles are
resident within a receiver, usually in the form of RAM-
resident templates. These templates are, in various embodi-
ments, distributed in such a way that the programming
arriving on one or several channels or from one or several
other sources, such as URLs, has been wholly, partially, or
not, preconditioned by that template. That is, all of, part of,
or none, of the template, or of its functions, resides in either
the remote receiver or at the transmitter or transmitting
source.

[0305] At a given time it is assumed that the user tem-
plate(s) resident in the receiver have cached relevant pro-
gramming information received in the prior minutes, hours,
or days. At the moment that the user turns on the receiver,
or otherwise requests programming to be delivered, the
receiver, in some embodiments, turns to cached program-
ming to immediately satisty the user demand. If a currently
transmitted clip is appropriate, then the receiver defaults first
to the currently played clip.

[0306] Inone embodiment, the receiver always defaults to
sponsoring and/or commercial or identifying or other sig-
nificant sequences at the start of a programming session.
These are delivered from RAM or ROM containing pro-
gramming derived from any of several sources. That is,
having paid for a sponsorship, or being the delivering entity,
manufacturer of the receiver or related components or
software, a bookend type sequence is, in various embodi-
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ments, initiated and repeated that brands the programming.
Such uses are, in one embodiment, logged, verified for
mindful consumption, and transmitted as, for example,
credits to appropriate third parties.

[0307] Simultaneously, the receiver, in the background,
queries (or has queried prior to startup) its positioning
system for location information in various embodiments.
This information is used to locate, by means of lookup
tables, channel-scanning, remote database resources, com-
munication with the host system(s), and similar methods to
determine an appropriate source for locally-relevant inser-
tions. Once located, these are inserted into the concatenated
stream at the designated times/points in the programming
delivered to the user.

[0308] Inone embodiment, such a receiver, having access
to a user profile provided by a programmer or a user,
requests programming on a 24/7 basis from appropriate
websites or other sources identified by the system and/or the
user. Thus, if the receiver has adequate storage capacity
and/or appropriately aggressive data-compression strategies
are employed, the demands upon the primary programming
bandwidth are greatly reduced by the preloading and storing
of assets or clips.

[0309] The receiver is capable of identifying appropriate
(default?) transitions for noncompliant media and for read-
ing and storing the available content identifying information
obtained from, for example, a website. This is, in various
embodiments, done with the cooperative processing and/or
tagging efforts of the service provider. Many forms of media
already carry proprietary ID-material in their data-stream
that is, in various embodiments, apprehended and translated
to the system without human intervention.

[0310] Advertisements and Programming Shift Spokes-
people by Demographics

[0311] Spokespeople such as anchor-people on talk, news
and weather shows and celebrity spokespeople featured in
advertisements, are, in various embodiments, altered accord-
ing to psychographic, demographic and other characteristics
of the end-user of the media. In one embodiment, one set of
assets feature product footage, text or verbiage. This set also
includes background settings, visuals, sound-effects and
underscore and the like. A second set of assets includes the
recognizable image, voice, or descriptions of, for example,
a celebrity spokesperson or endorsing group. These assets
are, in various embodiments, wedded in the system—at the
transmitting and/or the receiving end—by any means includ-
ing without limitation editing, intercutting, mixing, keying,
pinning, window-in-window and the like.

[0312] This allows the same advertisement or program
element to be split into sub-groups and customized to
individual consumers of the final media. The benefits to the
program/ad creator are greater targeted appeal, broader
potential demographics (even within the same media-buy),
and lower potential costs for the use of multiple spokes-
people, while maintaining lower cost for the creation of a
series of such elements. The benefit to the actors and
celebrities is that, while individual costs may reflect more
targeted use of their likenesses, the opportunity for the use
of their likenesses is dramatically increased.
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[0313] Shifting MC’s Celebrities and Personalities Host
Virtual Shows

[0314] Inone embodiment, one of many individual celeb-
rities or other persons are substituted into programming. In
one embodiment, the selected individual is the host. This
method includes the assembly of personality-programmed
shows in the privacy of the individual user’s receiver. A
database is maintained of hosting patter, one-liners, inter-
views, commentary and the like. These elements are
grouped by type, potential use, content, demographic speci-
ficity and the like. The elements, or clips, are, in various
embodiments, performed by various talent, and in various
styles. In an example embodiment, a major comedic celeb-
rity records one-hour a month of patter and commentary. A
major news anchorperson or radio shock-jock records a
similar universe of assets. These assets, and their historical
equivalents recorded both by these same individuals and/or
culled from television shows, movies, radio specials and the
like are similarly maintained.

[0315] These historical elements are similarly typed and
tagged. Any programming desired by a user can be hosted by
a contemporary or historical figure. These assets can be
licensed or sold or placed in programming on a shared
ownership or royalty basis. In various embodiments, tem-
plates reside in the receiver and/or the database (where the
effective delivery of such assets is conditioned or templated
by the talent producing them) or in the transmitting device.
Whether the assets were recorded specifically for the pur-
pose of creating a hosting database, or whether they were
repurposed from existing contemporary or historical media,
the result is the same. A user has Lucille Ball as the host of
his morning drive-time show or Robin Williams Good
Morning Vietnam DJ reappear as the host or co-host of a
contemporary audio or visual program unrelated in form or
content to the original envisioned purpose of these perfor-
mances.

[0316] In various embodiments, revenues from the use of
such materials flow back to the copyright owners and/or to
the talent or the talent’s estates. Revenue is paid by the
content creators and/or distributors, or in a new model is, in
various embodiments, wholly or partly underwritten by
volitional payments by the end user/viewer/listeners them-
selves. These usage fees are offset by advertising revenue.

[0317] Ad Revenue Automatically Offsets Pay-Per-View
Program Elements

[0318] In one embodiment, a user designates an Ad-
Frequency constant or variable for himself. This constant/
variable informs the system of the user’s desire to have costs
offset or to gather credits for viewing subsidized material. In
one embodiment, the scale is from zero to ten. At a setting
of 0, the user desires no advertising. At 5, the user desires to
exactly offset his programming costs. At 10, the viewer
desires to maximize his exposure to advertising and promo-
tion in order to build up a credit that can be spent internally
in the system or elsewhere as envisioned above.

[0319] In various embodiments, the user defines this con-
stant dynamically across any programming axis (e.g., time
of day or type of programming). In one embodiment, the
constant is defined in several zones of use. It is further
possible to define the type of advertising that one accepts,
and the frequency of that acceptance. In an example embodi-
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ment, an affluent user allow factor 6 advertising of golf-
related products, or of home security and investment prod-
ucts, but block all other advertising to level 0.

[0320] A Revenue and Business Model Employed in the
System

[0321] In one embodiment, an entity exists to aggregate
media. The aggregator(s) present their end user as a new and
defined marketplace. Thus, a popular show allows its pro-
gram to be delayed, for example, a few minutes in its first
airing in order to allow that show to be broken into com-
ponent pieces and tagged. Macro-tags containing the defin-
ing tagging characteristics of the show are, in various
embodiments, created in advance of the airing, thus allowing
the smaller family of clip-specific tags to be swiftly added to
the show. Existing advertising, sponsorship, and commercial
messages is, in various embodiments, removed at this point.
Regardless of the durability of the existing advertising, new
target-specific advertising are, in various embodiments,
inserted at any point, and from any source, with the delivery
chain of the programming.

[0322] All of the techniques for viewer-verification strat-
egies, as well as traditional ratings style, CPM, and similar
brute-force methods of costing-out a media buy or use are
also employed. The tracking data from the verification
methodologies makes its way back to the transmission end
and/or to the advertisers and sponsors. Based upon this
combination of data, the sponsor/advertiser/ad-agency pays
the required fees. These fees, minus, for example, the
aggregator fees and the royalties distributed, potentially
directly, to talent such as actors and composers and writers,
are then used by the consumer to underwrite programming.
costs and/or potentially re-directed by the consumer to
independent uses by the types of systems described earlier.

[0323] The consumer is put in charge of all stages of the
advertising chain from delivery to payment. The consumer
profits directly and incrementally, if desired, from the adver-
tising revenues. The talent involved in the creation of any
such programming can be paid directly from the fees paid by
the, say, producers of a program or the agencies of the
advertiser. These dramatic shifts set new dynamics and
economies in motion in these industries.

[0324] Templated Program Aesthetics and User Resetting/
Setting of Broadcast Times

[0325] In one embodiment, templates are created of,
essentially, sub-templates. In various embodiments, the sys-
tem allows for the creation of virtual programming. The
user’s profile and listening/viewing patterns is weighted into
such a system, but templates set by experts in programming
and popular producers and artists and even templates
derived from the analysis of existing shows, are, in various
embodiments, employed together with the user’s desires for
specific artists or personalities or content, to create shows
that maintain the well-regulated features such as pacing and
content-flow and personality, but yet fit the psychographic/
demographic profile and/or specific desires of the end user.

[0326] 1t is possible under such a system to create highly
individual templates that are shared, sold, or licensed to
other end-users. In one embodiment, a user creates a tem-
plate using a children’s show host with a hard-core rap
music format and a selection of farm news items. This
template is deployed and endlessly repeated without dupli-
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cating the actual content of the show, and still allowing
further customization or tweaking of the show’s format by
additional user’s of the new format template.

[0327] Unlike systems that allow users to spool their
viewing selections for later viewing, this system allows the
complete restructuring or even initial structuring of program
delivery schedules. Also, entire programs can be created
from aggregates of other program elements to not only shift
the time-of-viewing globally, but atomistically. Thus a
favorite morning weather personality appear next to a favor-
ite late-night talk-show host, while vintage clips of music
performances mined from the legacy database punctuate
these elements. These decisions are created from user pref-
erences and simple or compound program templates.

[0328] A Model for Integrating User Programming into a
Multi-User System

[0329] It is common practice for computer users to main-
tain files of their favorite songs, and soon it will be common
to do the same for videos. In one embodiment, this practice
is supported in a radio/television environment. The receiver
is integrated with the stored assets provided by, or organized
by, the user. This means that a user’s CD/DVD collection is
organized by the user and MC’d by an announcer/host
downloaded in real-time/near-real-time from any transmit-
ted source, including the Internet.

[0330] In various embodiments, the level of organization
is determined by the user and spans the range from no
organization, that is simply random play, to complete song-
selection and ordering. In the middle range are general style
rules that spread the selections according to general guide-
lines provided by the user and/or the system and/or, say, a
DJ’s templates. A GUI or plug-in to another asset-playing
application are, in various embodiments, provided to allow
the interface to the template forms and the user’s playlists.
The enabled receiver is equipped to upload or accept input
of this data. As with the template concerns, this is by any
method, including simple e-mailing to a receiver address.

[0331] In another embodiment, final assembled program-
ming is made available for sharing, as well as any other data
from within the receiver, by allowing the receiver to, for
example, dial-in or otherwise contact a website or send
e-mail to, for example, a user’s home account with any data
in the receiver. The viewing/listening/reading/gaming cred-
its are also sent in this manner to, for example, a home or
office computer or similar Internet-capable device. This
lower manufacturing costs for a fully-capable receiver.

[0332] In another embodiment, each receiver is given a
durable (even manufactured-in) ID-number or similar iden-
tifying sign. The process of uploading the data, however it
is accomplished, is, in various embodiments, done to (a)
central website(s) or e-mail address(es). In this way several
thing are accomplished:

[0333] usage patterns are tracked;

[0334] ownership and perhaps location of the receiver is
tracked;

[0335] all user data is aggregated in one place such as:
templates, play lists, debits & credits, profiles, prefer-
ences, location, and so on;

[0336] a simple location is provided for both checking
on the status of things like credits and debits, and for
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refining programming or programming for special
occasions such as a long trip; programming is modified
for various travel or location related criteria, such as a
long trip, an extended stay in an airport, or a particular
geographic region or feature;

[0337] a central clearing-house for swapping and
licensing templates and playlists and proprietary clips
(assets) is provided. Shared authorship of such tem-
plates is managed at the micro-royalty level. Thus one
or more users who had refined or altered the template
provided by a company or, say, personality or star could
share with the star in the royalties received by others
swapping such templates or programming.

[0338] Users or affiliates of such a program are able to
earn credits for such templates and programming with the
provider, for example, of such a service or site. These credits
are, in various embodiments, rewarded for the mass-distri-
bution of such a template or programming or they are
rewarded for each download and/or use of such a template.
While credits are, in various embodiments, employed for
any number of things mentioned before, they also be
employed to send advertisements or messages or post adver-
tisements or messages at that site, at other sites, or to send
messages, advertising, or programming to the receivers of
the users of the system. Such transmissions are capable of
highly targeted delivery by demographic/psychographic
characteristics, and are verified for consumption as well.

[0339] This is, in various embodiments, employed on the
Internet generally, or other networks, for media-sharing,
renting, delivery and use. Promotion or remuneration is
rewarded for service to the community of users of a system
or site. In various embodiments, that remuneration is in the
form of increased exposure for the user’s product, likeness,
services and the like. The exposure is, in one embodiment,
in the form of advertising messages at the shared-use site (or
elsewhere) or it is, in another embodiment, in the form of the
delivery of the user’s product, likeness, services and the like
(say, media) to the user’s of the system (or elsewhere).

[0340] The effortless tracking of (micro-) royalties in such
a system both eliminates the cost and error-prone-ness of
intermediaries.

[0341] Satellite (or Internet) Transmission with Excess
Bandwidth

[0342] In various embodiments, a satellite or Internet-
based transmission service provide all advertising insertions
directly for an international/national/regional area. The ad-
site model feeds independent advertisements and other
advertising-related media to a central satellite, or server,
where the satellite signal is received on one or more chan-
nels simultaneously and forms a secondary signal allowing
the caching of advertising assets within a receiver.

[0343] In various embodiments, local radio and television
stations, or their advertisers (actual or potential), and even
possibly newspapers, magazines and the like feed their
insertions by Internet, phone, or conventional mail to the
server which broadcasts them nationally/internationally, but
with a localized code. This code then marks these insertions
in such a way that the receiver ignores them or casts them
out of memory until the receiver, or user, indicated the
appropriateness of those messages. This is, in one embodi-
ment, done by data interchange with, say, a global position-
ing device.
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[0344] For some messages, it is desirable to relate the
desirability to the user’s home address; an example is
advertisements for home repairs. For others, such as restau-
rants and hotels, the present location of the receiver is more
appropriate. At this time the local advertising is inserted into
the stream of programming or otherwise displayed or played
for the user. Of course it must be said that the advertising
server or any equivalent aggregation or distributed source of
these ad-offerings could also ignore the differences between
local and national spots and transmit them as a single signal
that is sorted in the receiver as described above.

[0345] In one embodiment, a satellite transmitter divides
the ad messages and profile and template elements by
channels in any number of ways. The markers/tags then
perform the sorting functions. Channels are dedicated in
such a way that dedicated receiver-channels are employed to
spread the burden of the various functions in some pre-
described manner. In one embodiment, it is assumed that
there is some return-path to the controlling locus/database of
the transmitting entity. All other elements described above
also are potentially employed.

[0346] In one embodiment, the media delivery system is
implemented within a single satellite service provider. If a
user were willing to leave his computer/receiver turned on,
all distance learning is, in various embodiments, accom-
plished by the use of multiple broadcast channels and
predefined broadcast times. In the model described above,
the definition of the desired programming is, in various
embodiments, accomplished completely within the user’s
computer or receiver. Alternately, this definition is down-
loaded from a website, or even broadcast as a data-stream
from the satellite.

[0347] A Refinement of the Passive-Interactive Business
Model and Technology

[0348] In various embodiments, passive-interactive pro-
gramming and independently-delivered and deployed adver-
tising are refined to work efficiently and profitably in a
distributed model, and without the need for blanket-adoption
by large venture partners.

[0349] One embodiment requires the atomization of the
full-blown engine and media-reception and tagging model
into isolated forms and types of media, with an emphasis on
the advertising/commercial underwriting of media. The
components arrive in the user’s machinery quietly and over
time, thus enabling further application of the passive-inter-
active system of programming.

[0350] Mediating Layer Expands

[0351] Inone embodiment, the mediating layer interposed
between the user and the arriving media is expanded to
include interaction with non-compliant media. For example,
a user requests data from a URL. A window, or similar
device, appears presenting something like the query: “Do
you want this now?” With this simple query, a mediating
process begins that redefines the Internet experience. A layer
is interposed, or a monitoring program working in the
background is put into place that acts as such a mediating
layer. Such a program, plug-in, or layer, looks for clicks,
shifting URLs being sought, or any other action indicating
the beginning of opening a web-page or similar element.

[0352] Upon the sensing of a request, the system moves to
intercept, or opens a window in parallel that queries the user
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to determine whether the requested media is urgently needed
or not. Such a query includes the ability to select levels of
need or urgency relating to the sought information or media.
In the event of a non-urgent request, the request is cached/
stored and removed from the immediate goto window of,
say, a browser.

[0353] Alternately, an appropriate amount of time is allo-
cated to the retrieval task, during which time previously
cached media is deployed before the data arrives suitably.
Failing a timely arrival, or in the event of a non-urgent
deferred request, the request action itself is cached for later
execution. The background program, or its equivalent, now
looks for idle CPU time, use of other non-Internet programs
and/or other factors to decide whether to initiate the series of
searches stored in the search-cache memory. The searches
are performed in the order of their urgency factored against
the order of their request.

[0354] At any such later time, including late-night hours
for example, the various locations are visited in any way.
One method is to simply locate the link’s URL remotely and
to store the result of such a visit or search in any number of
ways. The levels of exhaustion of the contents of such a visit
are, in various embodiments, set in any number of ways. The
sought content is, in one embodiment, entered in the
retrieval element of the system and keywords and the like
matched upon arrival at the URL, an exhaustive pattern of
clicking-through is employed to attempt to exhaust the
server’s contents, or a modest best-guess method is
employed—any, or all, of these in a weighted algorithm.

[0355] An intermediary database service that caches sub-
pages of queried websites is, in one embodiment, maintained
and consulted to streamline such a process. Regardless of the
methods employed, the results are returned to the user in any
of several ways. Pages are indexed and stored as HTML
documents, TIFFS, QuickTime movies, MP3 files, and the
like. They are returned as pages to a browser and lifted out
for storage, or they are returned as e-mails containing the
text, images and/or multimedia data. The various web-pages
sought are reduced to immediately-accessible cached files
for swift perusal.

[0356] Further, links of interest embedded in those
retrieved and requested links, either remain active, or, if they
are judged by the system’s analysis of the user’s profile and
request to be of a sufficiently high priority, they are followed
and downloaded and cached, thus allowing the user instant
access to their contents.

[0357] Inone embodiment, the desired URLs and research
and advertising links are transmitted to a remote server. The
links are mined for data by that server without employing
any user-computer time. The results are sorted and/or orga-
nized or prioritized and/or filtered. Advertisements is
removed and/or replaced in the mined materials. Indepen-
dent advertisements are inserted or forwarded along with the
resultant media, data, and pages to the user’s receiver. The
revenue portion of the model negotiates a fee from the
advertiser, media programmer, manufacturer and the like for
the forwarding to the user of the advertisements and data/
media.

[0358] The server administrator splits these royalties and
payments with the consumer. Likewise, the administrator
charges the consumer for additional mining services. These
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fees are offset by the application, at the consumer’s request,
of those ad-credits to their account with the service provider.
The user’s e-mail client, upon receiving an e-mail contain-
ing the sought-for information/media is caused to recognize
the administrator-originated e-mail and to open it and dis-
play, play and/or cache it, as the user and the state of the
user’s receiving system require.

[0359] As a user is perusing the results of these searches,
he/she can mark items for keeping and prioritize/organize
them, or mark them for destruction. In this way the user’s
archive of needed data grows.

[0360] Cached Assets Mask Wait-Times

[0361] In various embodiments, the searches above are
mediated. By estimating the timing of delays associated with
linking to URLSs, cached media is reliably deployed to mask,
and make profitable, these wait times. A brief query is sent
to a server to log its bandwidth and/or wait-times associated
with the pipeline and server. Such a query, along with a
history of response times and estimated task-timings, cause
the reasonably accurate estimation of turnaround time to the
user for such a query. In addition to triggering cached assets,
such a test result in the user automatically electing to defer
(by means of the mediator) the collection of Internet-
resident information until a later time.

[0362] Remote Library

[0363] In one embodiment, a library is established for
each user. The library is maintained in the user’s machine or
at a central server. As the searches described above are
requested, they are cached. They are later mined as
described above. The results of the mining sessions are
stored in such a research room/library. Anything put in such
a research room or library can send information to relevant
advertisers/adsite(s) or related and value-added services and
manufacturers. In accordance with the sponsorship profile of
the user, various sponsorships are solicited for pre-arranged
for the media and documents stored in the library.

[0364] Ads and media or documents arriving as a result
can be stored in the library. A fee is, in various embodiments,
charged to advertisers for placing ads in, on, and around,
each requested and stored document or media file. These
fees are shared with the user or some other benefit provided.
For a higher fee charged to the advertiser, ads and media/
docs are sent priority to the user directly. In addition to the
media/document itself, ads attach themselves to shelves,
bins, and other virtual features of the user’s library. The
revenue model floats from a negligible fee for such a
positioning, to a significant fee for an opened and verified,
or responded-to retrieved item.

[0365] The storage of the user’s library of assets may
occur as follows.

[0366] This storage can occur in a remote on-line server.
location or within the user’s receiver (meaning, without
limitation, a laptop computer, PDA, desktop computer, or
other compliant receiver). In one embodiment, the storage is
distributed seamlessly across user receiver/computer resi-
dent library assets and server-resident library assets.

[0367] Mediating Non-Web/Non-Media Items

[0368] In one embodiment, all clicks, voice-commands
and mouse motions are mediated with powerful results. In
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one embodiment, whenever the save commands are
requested, the system offers to optimize the categories for
such save requests. These categories correspond to the user’s
library. By requesting such things as keywords and catego-
ries from the user, or by performing a word-count or
context-recognizing search of the user’s documents or
media, the system makes possible the targeted sponsorship
of that media. This is also true for retrieved documents using
the open command, or simple clicks.

[0369] Any of the ad-attachment models discussed herein
then sponsor the search, and by so doing earn any of the
benefits discussed herein. Each sponsoring ad has the ability
to explode into other search-functions and/or types of related
media.

[0370] Auto-Detection of Windows in Pages Arriving
from Servers

[0371] In various embodiments, banners and display ads
are reliably detected in arriving displayable data and replace
by independent advertisements or other content selected by
the service-provider.

[0372] Mine-Able Ads

[0373] Any internal databases or trees, and their associ-
ated search engines, are, in various embodiments, employed
as part of the internal structure of the envisioned advertise-
ments/promotions. An advertisement modifies itself, or
extends and augments itself, in the user’s receiver. This
modification, for example, employs the profiles, templates,
and user-histories normally employed for the assembly of
the media assets themselves. Advertisements are self-de-
ploying or have several parts. These ads, which are best
implemented as independent advertisements (though need
not be) contain clips within themselves that bear tagging of
attributes and contents like those of the core programming.
Thus a single communication provided by an advertiser split
itself after arrival at the receiver into several elements like
bookends, bugs, banners, voice-overs, as well as, for
example, 5-, 10-, 15-, and 60-second spots of varying types
and character.

[0374] Music tracks, voice-overs and the like modify
themselves to the desires of the user or needs of the current
or upcoming programming. The type, and even key and
tempo of music, are shifted to accommodate style param-
eters. Virus-like alterations of templates are, in various
embodiments, introduced by a smart-ad. These modify and
otherwise disrupt the state or contents of a template or other
organizing principle. In the case of self-extending/augment-
ing ads, the ad contains related assets within itself. Things
like clips of celebrities employing the products or services
featured in the ad, or links to (or actual media of) related
items/products of interest.

[0375] While these items are, in various embodiments,
made explodable (the user may select the items to be
displayed in greater detail) out of the ad or clip, it is enough
to know that effective, savvy advertisements inject appro-
priate programming elements or enhancements to existing
program streams. By using the same tagging system, these
elements do not have to be known in advance of the
reception of such an ad.

[0376] Ads arrive with their alternate contents interlaced
in any number of modes. Clips are, in various embodiments,
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strung-together serially. They also are, in various embodi-
ments, visually-subcarried in a novel scheme. The common
thread of either method is that, upon determination of the
needs of, and state of, the user/receiving environment, only
the appropriate elements are displayed and/or heard. Such an
ad contains, for example, 4 clips. In the case of the serially
presented clips, all but one is discarded because they did not
match the needs/profile of the user. The one remaining clip
is deployed.

[0377] Alternately, all of the ads are reserved for appro-
priate viewing times, or simply to create variety. In another
embodiment, the clips are structured as a package; one clip
is a tiny screen corner motif like a bug, another is a short
interstitial, while another two are actual spots with varia-
tions. Tags may allow re-deployment of assets, so that the
spots are deployed for viewing/listening/reading multiple
times and in various patterns.

[0378] In the visual-subcarrier model, any distribution of
data or imagery that resulted in a display of multiple images
in parallel forms the basis of the concept. In one embodi-
ment, an advertisement, or clip, is divided into four regions.
For example, these regions are typical split-screen quad-
rants. Each quadrant contains unique programming. The
audio track of such a clip is, in various embodiments,
similarly divided or multiplexed and then selected. A tag
identifies the contents of each quadrant, or standardized
criteria are employed to identify, for example, the suitable
demographic for each quadrant. Upon sampling the receiver
environment to determine the suitable imagery/sound to
deploy, a masking and selection device selects only the
appropriate quadrant.

[0379] This quadrant is, in various embodiments, enlarged
and/or relocated to the appropriate part of the viewing
screen. In this way, each recipient gets the same media, but
it self-modifies in the user’s receiver to an appropriate form.

[0380] Any number of methods for encoding or interleav-
ing the coexistent clips are, in various embodiments,
employed. Individual frames from each clip are, in various
embodiments, sequentially interleaved, pixels are, in various
embodiments, interleaved, the data itself is, in various
embodiments, woven together. In systems of sufficient
power the individual pixels are averaged according to, say,
the pixel-group system described above, and subsequently
averaged or blurred into a contiguous image. An image, for
example, arrives in layers, each of which layers are sepa-
rately address and displayed, or keyed, or otherwise inter-
acted. A purely visual spot then appear with several different
text overlays, for example.

[0381] Passive-Interactivity Methods Employed in Non-
Compliant Systems and Receivers

[0382] In various embodiments using advertisements with
multiple parts or multiple related clips, the system is struc-
tured to work entirely outside of the receiver described
above in the following way: The suitable clip, or an indi-
vidual downloadable plug-in or program, arrives carrying its
own lightweight version of the an assembly engine used in
the receiver. A small set of tagged assets arrives inside the
clip. The first element blossoms into a small profile form
allowing the setting of acceptance-of-advertising levels, and
the other basic profiling functions as desired. These are then
memorized and the assembly engine is installed in such a
way that it monitors incoming media and/or e-mail.
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[0383] In the event of incoming conforming advertising
and clip media and e-mail, these are snatched out of the
viewable stream or the incoming mail queue by the plug-
in(s) and cached without the user’s knowledge, or they are
simply played/opened and then cached as is indicated by the
tags. All of the signifier functions, both query and response,
also dwell in the advertisement or clip.

[0384] In the case of mine-able clips or ads, subjects and
content of interest are, in various embodiments, stored in the
initial clip, or background loaded and deployed as is
requested and appropriate by the version of the receiver
engine. That is, small collections of passive-interactive-
capable clips ride inside these mineable advertisements and
emulate in a microcosm the functions of the larger system.

[0385] The entire passive-interactive system is, in various
embodiments, eased in to a traditional web-media system.
Individual building blocks of the actual system arrive in any
form of media and assemble the receiver engine in the
background over time. Various pieces of the engine with
additional functionality are received and installed automati-
cally over a series of media.

[0386] By downloading, or receiving by e-mail, or receiv-
ing the installation kernel alongside or within some view-
able/listenable media, the ability is, in various embodiments,
granted to a user’s system to inform a master system,
perhaps by e-mail (or direct connection to a URL, although
e-mail has interesting benefits) of the need for additional
modules/components and/or of the readiness of the system
to accept passive-interactive compliant media. The browser
then is given the ability to strip e-mails bearing identifying
names or codes from the browser and to cache them in the
background or build them into templates and plug-ins.

[0387] Likewise the ability is, in various embodiments,
granted to cache streamed or downloaded media or data. The
download times of such commandeered media is, in various
embodiments, made transparent to the user by the deploy-
ment of cached assets during the to-be-cached download.

[0388] At intervals, the receiver engine could cause the
sending of an e-mail or the contacting of a server for the
purpose of uploading the user’s credits (and, in the case of
licensed media, user debits) to a central clearing-house.
Alternatively, any of the several methods for outputting
credits discussed above are, in various embodiments,
employed.

[0389] Set-Top Boxes and Wireless-Networks

[0390] In one embodiment, a set-top box serves as a
receiver. Here the convergence of telephone, Internet, and
cable and/or satellite media forms the perfect mixed-media
soil in which to grow such a system. In one embodiment, the
television signal arrives with standardized codes indicating
the presence of interactive components to the programming.
Standardized protocols allow the user-clicking of certain
screen areas to elicit responses from web-based media which
are then delivered to enhance the linear programming expe-
rience.

[0391] Advertising arrives from everywhere and is dis-
played/deployed under multiple models without significant
consumer controls, unless they have installed ad-filters. In
the present model, media arrives across one or more medi-
ums and is generally cached. That is, the primary stream is,
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in various embodiments, of Internet origin or, normally, of
broadcast origin. Advertisements are largely delivered with
the intention of separating them, filtering and conditioning
them, and displaying/deploying them according to largely
consumer-generated patterns. The assets are then played
largely out of cache. The consumption of advertising and
pay-per-view programming and elements is tracked and
returned by Internet or conventional telephone.

[0392] Inawireless embodiment, assets arrive as data over
a low-power transceiver system, or by cellular telephone
data/voice technology. The present system makes use of
satellite media and legacy FM/AM/VHEF/UHF radio and TV
signals. These are cached to create the impression of an
unbroken line of communication with the host server, and
deployed under the templates and play-rules of the embed-
ded system. Advertisements are also handled largely sepa-
rately and cached and re-deployed.

[0393] Frequency/Amplitude and DATA-RATE Micro-
Variations as Sub-Carrier Data

[0394] Advances in the ability to reliably detect nearly
insignificant variations in such things as amplitude, phase
and frequency on a nanosecond-by-nanosecond basis, as
well as the availability of inexpensive processing power and
memory, now make it feasible, in various embodiments, to
employ insignificant variations in amplitude, phase and
frequency as data and signal-carrying entities.

[0395] System that employ calculated micro-variations in
the carrier or sub-carrier frequencies, temporal position or
phase, and/or carver/subcarrier amplitude, or carrier/subcar-
rier modulation depth, when referenced either to a standard
created by the averaging of such levels, phases, or frequen-
cies over a moderate time (or to a known/stored reference-
standard), or by referencing them to one another that is
carrier-to-subcarrier, left-to-right multiplexed signals, sub-
carrier-to-subcarrier, and so on, are, in various embodi-
ments, used to carry both broadcast media and advertise-
ments and other insertions.

[0396] In one embodiment, a carrier frequency is trans-
mitted with frequency-modulated signal superimposed upon
it. The amplitude of such a carrier is fixed and, because of
fluctuating conditions, unknown at the point of reception. By
causing a recognizable pattern of fluctuations in the trans-
mitted amplitude of that FM signal, a receiver equipped to
recognize such patterns decode data or signal from them.
The amplitude fluctuation is, in one embodiment, so small as
to have no perceivable effect upon the strength of the signal
at the point of reception. The types of patterns that are so
employed are numerous and described elsewhere in this
application, but follow the general pattern of a repetitive
header followed by a burst of data. Each header/data burst
is transmitted multiple times and the best-guess average, or
the signal with an intact error-correction scheme (such as
bit-parity), is forwarded to the data-storage or interpretation
device.

[0397] In another embodiment, a symmetrical and syn-
chronous, shift in the parameter(s) of some other signal-
value, such as the amplitude or frequency of a sub-carrier is
employed as an error reduction and/or sensing scheme. That
is, by way of example, the amplitude of a subcarrier signal
increase by one-half dB as the amplitude of the carrier
decreased by one-half dB. The comparison between these
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two values, which could not be randomly injected into the
signal by transmission or reception flaws, yields more reli-
able information transmission than the single variation
alone. It should be evident to those skilled in the art that
there are numerous variations on such a scheme involving
comparisons between, or references to known characteristics
of, multiple sub-carriers and multiplex signals and/or their
modulation components.

[0398] A, P, V LEVELS of Reimbursement Float with
Each Event

[0399] The wvoluntary advertising-participation levels
described above, while they are, in various embodiments,
globally set and even micro-defined, are, in other embodi-
ments, available by a consumer action, such as a right-click
on the mouse or any other voluntary action, for immediate
one-time-only definition by the user. This permits a con-
sumer to define sponsorship and informational levels of
advertising on an immediate (and global) basis. It is further
probable that the consumer likes to define levels and types
of commercial messages received. For instance, while a
scuba diver does not want, at a given time, to see ads for a
particular regulator, he/she is interested in a spec-sheet on a
new regulator from a trusted manufacturer. While these
specifics are defined on an ongoing basis, an intelligent
moderating program that remembers user choices and makes
predictive filtering decisions is, in various embodiments,
employed.

[0400] Independent advertisements resident in the user’s
receiver immediately respond by such actions as the opening
of a fact sheet, news clips, or article by positioning them-
selves around the media like value-added satellites. Also, in
the case of cached linked-URL-contents and the like, the act
of stripping off advertisements and potentially replacing
them with independent advertisements allows the instanta-
neous modification of advertising and value-added ad-spon-
sored information like manufacturer spec-sheets.

[0401] In various embodiments, advertisements with mul-
tiple components have a unique internal vector. An adver-
tisement or clip with multiple components, or similar self-
deploying media device with several components within it
of varying character has additional benefits. Instead of
variant forms of, for example, traditional web or television/
radio advertising, the clip contains a re-sizable ad, a pro-
fessional endorsement, a price/spec sheet, and a detailed
technical/professional review or feature article or video/
audio story. According to the desires of the user and system
states, various components of the clip appear. Tags and
levels are, in various embodiments, available to address the
selection of content. In one embodiment, levels are as
follows:

[0402] LEVEL Cl—show all forms of advertising;

[0403] LEVEL C2—show all forms but traditional ads
(this is, in various embodiments, broken out into C2a, C2b,
etc. defining the size and length of the presented media);

[0404] LEVEL C3—show only professional or unpaid
endorsements;

[0405] LEVEL C5—show only informational clips and
articles on the product or service.

[0406] Each of these contains nuances, and the specific list
can be modified.
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[0407] Alternate Clicks Forward Regarded Items to Asso-
ciates

[0408] In one embodiment, it is commonplace to forward
web-page contents, e-mail, links and the like to associates.
These associates usually fall into two or three key groups. It
is laborious to page through assets and cut and paste them
into an e-mail client and address them each time. The
following function to create groups automatically over-
comes this problem. Some voluntary action by the user of a
device (which need not be a client computer browsing the
Internet) like a right click over a browsed asset, or tiny
translucent screen displays of forward and file buttons
indicate the desire to forward and file items.

[0409] Common e-mail addresses of individuals and
groups to whom things are regularly forwarded open up in
the window opening as a result of the appropriate user
action. The list is automatically generated by observing the
user’s habits, created solely by the user or a combination of
these two types. The correct choice is checked and this mails
the chosen item, or otherwise brings the item to the intended
recipient’s attention. Importantly, this action qualify as a
V-level (viral) action and credits are offered as a reward to
the user.

[0410] RAM/ROM Resident Bugs

[0411] In various embodiments, a screen-area is identified
in which to superimpose bugs or similar, usually-miniature,
screen IDs over received images. These bugs indicate the
present methods-in-operation as well as carry commercial
messages and broadcaster/provider brandings. The screen-
buffer, or other suitable location, is, in various embodiments,
sampled to locate areas of little or no change in image
content. These locations are overwritten and a new, spon-
sored viral-bug is placed in its place. The new bug sur-
rounds, or other wise incorporates some, or all, of the
original bug.

[0412] On Switch/Volume Control Returns a User-Present
Signal to Providers/Advertisers

[0413] Any user/viewer/listener/player verification strate-
gies is, in various embodiments, caused to return a viewer-
present signal to the providing server, broadcaster, or inter-
ested third-party in real-time or near real-time in addition to
simply caching the state of the receiver for later transmission
of credits/debits. The information provided, as well as the
frequency or timeliness of reporting, is, in various embodi-
ments, regulated by a viewer in exchange for varying levels
of real/perceived benefits.

[0414] Fuzzy Concept May Also be Spatial and Temporal
Clip Locations

[0415] In various embodiments, the concept of fuzzy-ends
of clips is extended to include fuzzy-zones within the clips.
This is particularly useful for the insertion of, for example,
chroma- and luma-keyed or pinned imagery over an internal
segment of a clip. Additionally, clips (which are already
tagged) contain, in one embodiment, a tagging subset that
delineates the characteristics of an internal area of such a
clip.

[0416] Scan-Feature Announces Cached Assets

[0417] Especially useful in some embodiments involving
a car is having, for example, celebrity announcers, or simple
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electronic voices or read-outs informing the user of the
media contents that are currently cached in his/her player.
Such scans are, in various embodiments, the subject of
ad-sponsorship. By allowing a brought-to-you-by type of
message, the user, and the service provider, could earn
credits for such a search. Once again, the mediating layer
extends, and such a search is, in various embodiments,
performed beneath an organizing template, making it pleas-
ant and entertaining.

[0418] Priority Interrupts in P/I Programs

[0419] A priority interrupt feature is, in various embodi-
ments, included in a tag. This is part of an existing tag, or an
additional tag. Clips bearing this element in a tag by-pass the
normal caching system. The method includes a single level
or multiple levels of priority. In an example embodiment,
there are three levels. A level 1 interrupt causes program-
ming to be delivered immediately, interrupting program-in-
progress. A level 2 interrupt delivers the clip immediately at
the completion of the clip playing when delivery of the level
2 clip was complete. A level 3 interrupt places the clip at the
head of a queue for the next programming segment, but does
not interrupt a related programming segment. Other levels of
priority are, in various embodiments, designed.

[0420] Broadcasters Transmitting Insert-Cues Share in
Revenues

[0421] In one embodiment, a broadcaster or transmitter of
media is encouraged to become compliant with receivers of
the invention by, at first, inserting minimal compliant cues in
the broadcast stream. These cues contain the stations/serv-
er’s ID and the ID of the programming in which the
individual cue/tag was embedded. The next level of com-
pliance is the insertion of similar cues/tags/headers to indi-
cate the larger segments of programming. These tags may, at
first, indicate the identity of the program itself. By attaching
such markers, cooperating entities participate in the ad-
revenues generated by the method attached to their program-
ming. In another embodiment, non-compliant media does
not.

[0422] Credit Card Technology

[0423] All references to credits, payments and the like
include all present and future forms of payment. Indeed, the
expansion of wireless technology in all its forms is creating
new payment transaction opportunities, including Internet
transactions that do not originate from personal computers,
for merchant acquirers and the processors that serve them. In
one embodiment, digital certificates are used.

[0424] Digital certificates are security software, distrib-
uted by a so-called trusted third party, that are used to
authenticate parties in an Internet transaction and to encrypt
data related to that transaction during the exchange process.
Similarly, wireless application protocol (WAP) certificates
are designed specifically to secure Internet transactions
involving wireless devices.

[0425] In various embodiments, new merchant terminals
support delivery of Netbased advertising and promotional
content that will be viewed by consumers at check-out
counters. The new terminals, loaded with software that acts
like a Web browser, are also used to support business-to-
business e-commerce transactions. Methods of the present
invention are installed in such terminals. The above system
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is used with systems in which advertisements are displayed
on wireless devices in specific locales, with direct links to
the advertisers, such as the automatic dialing of the tele-
phone number of a business in response to clicking on or
otherwise indicating interest in an ad.

[0426] In one embodiment, phones are equipped with
so-called SIM cards, or Subscriber Identity Module chips,
tiny microchips that carry information about the phone’s
user. Right now, people mostly program them full of tele-
phone numbers of friends or business clients. However, in
one embodiment, they are packed with bank account num-
bers, credit card limits, and billing addresses. Information on
such chips is, in various embodiments, used in billing and
crediting in connection with methods of the invention.

[0427] Rewards are, in various embodiments, provided in
the above system by providing files that are suitable for
printing by the user at a local printer, and then are redeemed
for something of value. For example, consumers print labels
with coupons, including bar codes. Standard label sheet
(Avery-style) are, in various embodiments, provided to users
through advertising and promotions in standard print and
mail media (like letters, magazines, newspapers, flyers).
These labels bear promotional advertising and promotion
and coupons. In one embodiment, several of the labels
themselves are coupons ready to be applied to products in a
store prior to purchase. In another embodiment, they bear
lottery-style gaming elements. They employ their peel-off
labels to create a variety of couponing strategies.

[0428] In various embodiments, labels are repositioned
side-by-side, or, in the case of clear or translucent labels, on
top of one another in order to see a winning pattern or image
or number/text emerge. Similarly, such an assemblage forms
a bar code element. These elements also are applied to
gaming/lottery style cards to either replace, form, or aug-
ment their identifying marks, winning numbers, images, or
symbols, or scannable items like OCR elements and bar
codes.

[0429] All references above to the use of bar codes are
understood as including any optical machine-readable ele-
ment, including without limitation standard text that can be
perceived by OCR-equipped reader systems. The foregoing
methods are also, in various embodiments, combined with
proposed chip-based card that gives consumers discounts
and other incentives when shopping on the Internet.

[0430] Sponsored Cursor

[0431] In various embodiments, the ad-sponsored or
licensed media bearing cursor includes any recognizable
element of the computing and/or receiving environment,
including elements or environments that are made perceiv-
able by the addition of defining qualities such as sponsoring
or licensed media. For example, this is menus, task-bars,
borders, pull-downs, cursors and pointers, any user-con-
trolled element.

[0432] In an example embodiment, a kid wants a popular
actor or pop-star’s likeness or brief acting and/or dancing
and/or speaking/singing likeness to be the defining element
of their cursor. This is accomplished by the likeness shrink-
ing and/or becoming translucent to assume a workable form.
A variety of forms and appearances/disappearances of the
sponsorship are, in various embodiments, performed in
response to the shifting uses and contexts of the cursor. For
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example, in exacting positional uses such as with drawing
programs, the decorative elements shrink to simply branded
colors or to nothing, while in browsing or searching modes
full-blown uses even involving pointing and excited context-
sensitive commands are employed.

[0433] Invarious embodiments, dependent upon the levels
of sponsorship selected, the cursor become a strong deci-
sion-making voice for the user. A mediating layer/monitor-
ing-program may cause certain states to allow third-party
control of the cursor. The cursor, or it’s sponsoring/licensed
entity say, “Hey! Check this one out!” and, for example, the
user momentarily loose control of his/her cursor as the
cursor is dragged (even with visible animations of a tiny-
person/endorser/celebrity/host doing the dragging) to a spe-
cific location or task and, for example, even auto-clicked to
open.

[0434] Thus a small or invisible article or ad becomes
more powerful than a large or frequent commercial place-
ment. Secondly, this extends the model of the receiver-
resident host a step further. The host now is allowed to take
control of such things as selected links, viewed or heard
media, URLs visited and/or channels selected. Hosts even
shrink or expand screens, print documents, turn up or down
volumes, they in fact, are given any level of control by a
user. For example, a Howard Stern fan likes to see these
antics enacted, thus taking a favorite host out of the purely
visible/audible realm and allowing them to extend their
(unique) interactions into the user’s conventional territory.

[0435] In various embodiments, a mediating layer, or
equivalent monitoring program allows control over all func-
tions. A menu is supplied to allow user-controlled limitation
of the potential actions of such a template or host. This is
especially useful when used with a system such is described
herein that performs visits to selected links in the back-
ground to avoid the expenditure of user time.

[0436] This also relates to a new celebrity endorsement
model. Say the cursor moves toward, or hovers over, or lies
idle (near), for example, an advertisement, radio or TV
program or feature article of interest. The cursor, in the
visible form of a personality or in the form of a prompting
voice or text overlay (or similar device), suggests a particu-
lar action. These suggestions are, in various embodiments,
based upon a user-profile or user-history. A background
program, such as the ones envisioned herein, informs the
cursor/user of the promising or profitable choices present-
ing, or possible, as well. “Why don’t you check out this
link?” is spoken/typed and a suggested link, for example,
appear nearby. There are numerous enhancements possible
with such a model.

[0437] In various embodiments, the voice of the sponsor-
ing entity interject appropriate comments as the cursor is
employed, like “What now?” or “Why not click here?” In
various embodiments, the celebrity suggests “Did you know
that Coca Cola® will let you use me for free?” By selecting
the appropriate response, the cursor become doubly-branded
in space or time or with shared integrated imagery (the celeb
drinking Coke®). It alternates between, for example, Brit-
ney Spears and Coke®. This alternation is calculated/
weighted to cause the fees paid by Coke® to cover the
licensing fees charged by Britney. The user is in charge of
the results of such a transaction. Selecting a Coke® border
or background screen could allow Britney to stay on the
cursor, or even to dance and sing across the user’s screen.
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[0438] In various embodiments, the user accepts the spon-
sored cursor software, which are embedded in the initial
offering of a likeness or lifestyle element (like a surfboard)
as a cursor. Options such as profiling and acceptance areas
and types are offered along with the promise of remuneration
for advanced or targeted uses of the sponsoring model. Then,
such things as e-mails (with identifying titles or markings
described before) are sent to a user’s mailbox and snatched
away for background deployment. Britney announces her
new CD, her new Mattel® nail-polish set, or simply per-
forms some routines that are periodically updated transpar-
ently in the background.

[0439] In various embodiments, the consumer is unaware
of the method and times by which such updating occurs. An
entity, such as a celeb, desiring to charge a significant fee for
such a service, creates regular updates, thus becoming the
MC or personality of the user’s computing/receiving envi-
ronment. This is related to the disclosure above of a tem-
plated host. That is, the sponsored cursor arrives with a
deployment-template as a separate element from the media
elements themselves. Thus, as more compliant elements
arrive at the receiver and are cached, the personality
becomes the hosting moderator for the delivery of cached
and received elements and programming.

[0440] Like the general model of cached media that self-
deploys during non-productive states, wait states, and simi-
lar appropriate points like during the examination of pull-
down menus, the cursor element comes to life or increases
its hosting activities dynamically with these use-events/
periods. As cached media accrues, such a host even suggests
sorted media programs and documents of interest to the user.
By tracking the items used/clicked-on/pursued and those left
unexamined a refined dynamic profile of the user is, in
various embodiments, built. This profile then is sent to the
originating server for such cached programming to modify
the items sent for future caching, and deletion notices for
items already cached.

[0441] All of the collection and customization of such a
model occurs, in various embodiments, in the confines of a
user’s receiver/computer. That the results of such refine-
ments, in addition to controlling the internal selection and
retention of cached assets, modify the general character of
the items sent is superfluous.

[0442] The Computer or Receiver as a Hosted Device

[0443] In various embodiments, the convergence of media
will place an appliance in the hands of a consumer that will
be able to combine approximately the functions of a com-
puter and a traditional receiver. This involves the integration
of mediating layers into all aspects of a receiving/computing
environment.

[0444] The traditional associations of advertising, spon-
sorship and licensing with broadcast and print media are
challenged by the model of independent advertisement. It is
no longer necessary for the broadcaster to obtain sponsor-
ship. Rather, the user votes with his or her volitional use of
re-purposed advertising and marketing revenues and allow
the independent placement of everything from ads to
endorsements and manufacturer spec and sell-sheets in his
receiving environment. This is severing of the hard links
between media and sponsorship and licensing and products/
media. Likewise, the passive-interactive system severs the
historical link between hosts, stars, celebrities and media
programming.

Jan. 19, 2006

[0445] In various embodiments, the current personal com-
puter with a web browser connected to the Internet is an
example of a receiver capable of gathering media and data
and mail from a nearly unlimited number of sources. Yet,
unwittingly, this shifts too much burden to the user. But the
methods described above solve the problem. The term
authorial imperative is used to describe the useful restric-
tions and organizing patterns imposed upon media elements
in order to render them relevant and enjoyable to the
reader/viewer/listener/user of media. The method above has
severed the content ordering templates from the media and
now the embodiment of, and function of, the host from the
programming.

[0446] In accordance with the description above, the com-
puting environment of the future is a collection of appro-
priately selected cached/stored assets combined with a col-
lection of appropriately selected arriving assets organized,
mediated, and presented by an entity of the user’s choice.
That entity, or collection of entities for different tasks,
moods, or times, resides locally in the receiver (and is
updated regularly in the background) and hosts the receiver.

[0447] In various embodiments, the personality, operating
characteristics, templates, choices and preferences may
arrive as separate elements to create the ideal host, or set of
hosts, for a user’s receiver. It is further posited that users, or
third parties, assemble such hosting entities, or collections of
them and make them available for licensing/use to others.
Thus, the selection of a host/host-family is optimized by the
provider of the host’s likeness, action-sequences, dialog,
templates, and operating characteristics. Each of these ele-
ments is, in various embodiments, provided by a unique
service, and/or by each user. Thus Groucho Marx’s licensed
patter and likeness is, in one embodiment, combined with
the templated characteristics built by a team of producers,
perhaps upon the recognizable characteristics of Groucho
Marx—The Groucho-isms—and finally optimized by a
savvy user for the searching of, say, high-fidelity compo-
nents. In various embodiments, the three or four sources
share in the revenues from all users electing to employ the
Groucho+as their sometime (receiver-resident) host or
agent.

[0448] The use of such a potentially expensive host is, in
various embodiments, offset (in the user’s machine, or by
traditional means) by the (often user-selected) sponsorship
of Groucho+ by, for example, a bottled water company.

[0449] Redefinition of Existing Headers in Third Party
Media

[0450] In various embodiments, a database or other suit-
able cybernetic structure is maintained that converts the
simple identifying information in program-headers or any
data or information or image or sound that is readable/
perceivable in any way, into information of use to advertis-
ers, sponsors, industry, manufacturers and/or information-
providers. That is, the header of an extreme-sports program
or of a popular song or artist is converted by the database/
expert-system into either information about the projected
psychographic profile of the clips user/viewer/listener, or
into an actual commercial insertion optimized by such a
header-conversion-to-profile operation.

[0451] Sponsored Programming Sold at Retail

[0452] Invarious embodiments, at the time of purchase, or
at any later time, packages of hosts, music, videos, legacy
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programming, collected programming, packages of humor,
packages of ads, packages of information of interest to
certain customers, and so on, are offered or provided to
purchasers, downloaders, or users of the receivers or soft-
ware embodying the methods of the invention. These are to
subsidize the purchase or use of such a system. These
packages are made available on any storage medium com-
pliant with the player, including Internet-based downloaded
packages.

[0453] Such packages need not constitute contiguous or
completed linear ad-sponsored-programming to be of value.
A host alone is, in various embodiments, provided. Such a
host is, in one embodiment, brief humorous clips designed
to coexist with other host media or to operate under other
host-templates. Likewise a package of, say, musical oldies or
vintage TV shows, are provided that is, in various embodi-
ments, plugged-in (like, for example, a card) to co-exist or
displace received/cached programming. Problems with the
rampant replication of such materials as CDs and videos are,
in various embodiments, solved by the use of ad-sponsored
models. Unlike linear models which require such a CD to
contain ad-placements, this business/revenue model (which
can exist independently of the model for creation of pro-
gramming and rewards for viewing) cause advertisers to pay
the royalties and fees associated with the creation or sale of
an artist’s/company’s CD and to establish in media-resident
software, the ratio of listening/viewing/reading/gaming to
advertising/commercial message reception.

[0454] While this, in a traditional model, still requires the
presentation of advertisements before, during, or after, the
listening experience, in a moderated or hosted model the
effect is quite different. A user selects the level of sponsor-
ship for a given incident of use of the ad-sponsored media.
The software allows some averaging over time of the
density/length and timing of the playing of the commercial
messages in order to allow the seamless play of, say, a CD
if the next play were more heavily sponsored. Advertisers or
groups of sponsors also elect to sponsor such a CD or media
element at varying levels. A well sponsored CD requires
only, for example, two messages per play, while a cheapo
CD requires twenty messages per play. The advertisers make
this known as a way of building customer good-will.

[0455] Similarly, the purchase price of a product contain-
ing programming of some type, such as a CD or DVD, could
vary with sponsorship levels. The price is, in various
embodiments, fixed by a fixed sponsorship level, or the price
is, in various embodiments, varied at the point-of-purchase/
time-of-purchase (or later), by, for example, being given a
code that allows less or more sponsored play to occur. Such
a code is given on the receipt, for example, at the time that
the preferred/acceptable purchase price of the media was set
by the consumer. A DVD purchased for five dollars requires
the playing of several ads and announcements by several
vendors; this requires a particular code to be issued, or
data-burn to be placed on the DVD (DVD/ROM) unlocking
the contents of the DVD at the appropriate level.

[0456] The same DVD purchased for ten dollars requires
only one ad per play, perhaps when the DVD is first inserted.
Significantly, the number of plays is, in various embodi-
ments, recorded in a given player, and advertising could, if
desired, eventually be terminated. Alternately, a consumer
elects to receive the maximum amount of all or some
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levels/types of advertising thus, potentially, making the
DVD a source of credit-derived revenue. This is true if the
DVD or the resident computer/receiver were compliant with
the methods described above in some way. Then numerous
commercial messages are, in various embodiments, con-
tained on media such as DVDs that unlock according to the
deployment rules outlined above. The deployment of this
unlocked media then gives credits or rewards to the user.
One of these rewards is, in one embodiment, media assets.

[0457] The exposure to, for example, commercial media
or other messages (such as artist-recorded public-service
announcements, or political speeches) unlocks bonus media
assets such as interviews and backstage-footage or bonus
tracks. It should be said that the use of signifier-strings and
other verification strategies outlined heretofore also are
employed to secure the reliable consumption of, or to
modify the remuneration for, such consumption.

[0458] In various embodiments, the above concepts make
their way into consumer’s computers/receivers as add-ons to
their, say, stored MP3 collections. Such a sponsored element
introduces a host or hosting package (a virtual DJ, ability to
sense BPMs and other factors) to either/both organize stored
assets for play with such features as emulation of the host’s
selection criteria for organizing assets the same as, or similar
to, those on the user’s machine, or to actually insert patter
and the like, some of which are derived (that is, unlocked
and played) by sensing the contents of the user’s machine.

[0459] The commercial messages (or other messages that
someone is willing to provide a benefit in exchange for
viewing), together with such things as hosting templates
and/or assets are, in various embodiments, on a DVD or CD
or other medium. These will be provided as stand-alone
hosting media both with existing stored media, and with
downloadable compliant assets from a website. These assets
will underwrite up to 100% of the costs of such media for the
consumer, and/or offer consumer incentives and rewards.

[0460] In various embodiments, techniques for insertion
of advertising are also applied to electronically downloaded
books. For example, a book includes opportunities for
reference to products within the text depending on reader
selection. A reader pays a maximum price to avoid any
branding, and one or more lesser prices for one or more
degrees of branding. For example, in a first degree of
branding, the beverages of characters are branded. In a
second degree of branding, a larger universe of products and
services are branded. In a third degree of branding, one or
more characters is an employee of or otherwise involved
with an advertiser. Suitable psychographic and demographic
criteria are applied to select the suitable products or services
to advertise for particular users.

[0461] Mark-to-Save Function and Durable Commentary
Envisioned

[0462] A consumer is, in various embodiments, given the
ability through any of several means to mark media elements
for saving in their receiver environment. Such marking
requires the replay of commercial assets in order to sponsor
it. Some assets are retained with the retained programming
elements, or they are caused to attract new commercial
messages in the manner already described.

[0463] In various embodiments, all, or most, income from
media is to be split into royalty classes and the problem of
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rampant copying of media is greatly alleviated (in addition
to the great relief possible from the systems described
herein). We convert what is now a blanket fee paid on a
given piece of purchased media into a blanket royalty fee.
Within this fee there are, in various embodiments, without
limitation, various talent/performance royalties, writer/au-
thor/editor royalties, director/producer royalties, manufac-
turer royalties, media company royalties, distributor royal-
ties, and even retailer royalties. This stream of royalties
tracked centrally by a clearinghouse, which is, in various
embodiments, an organization(s) is like Harry Fox, SAG,
ASCAP and the like, or it are, in some embodiments,
contained in whole or in part, by headers and tags described
elsewhere in this paper (for a generally different purpose).

[0464] Payments are thus sent to the controlling bodies
such as those above, or directly to the recipients of those
payments. Additionally, by allowing advertisers and others
to underwrite the costs of certain media, those payments are
made directly to the appropriate organizations and individu-
als by those advertising, commercial, foundations, and other
sponsors. A radio station today, for example, pays only a
royalty to the publisher(s) of a played song. By elevating the
royalty to include the artists, record companies and the like,
which elevation is, in various embodiments, offset in whole
or in part by the ad-sponsors of that station directly, the
entire process is streamlined and made more uniform.

[0465] While the selection of a radio station as an example
is somewhat controversial, the same model is applied to, say,
the purchase of a DVD from a dotcom. Instead of setting a
purchase price (plus potentially a retailer margin), which
price is routed to an originating film company (or distributor,
then originating company) for dispersal to artists and pub-
lishers and the like, the entire pricing procedure is reduce to
a royalty alone.

[0466] By way of example in accordance with the present
invention, the following Royalty Only Aggregate Revenues
or “ROAR” model is described:

[0467] Background

[0468] The concept of “profits” has become the source of
intractable problems for web-based commerce. The creeping
social virus of “data as a birthright” threatens to undermine
the robust economy that has made such spectacular prolif-
eration of goods and services possible. The following
description outlines a radical plan for the redistribution of
value between services and products that forms the basis for
a new 21st Century commerce that is attuned to the require-
ments of e-commerce.

[0469] In essence, all streams of income specific to the
delivery of a product, service, information, entertainment,
coupon, or anything of real or perceived value are reduced
to a royalty-like description. This description is securely
attached to each purchased element or service. Peer-to-peer
style commerce is carried out within the structures of these
headers to underwrite all or part of the costs of the creation
and/or delivery of the desired product or service. Addition-
ally, consumers can be rewarded for consumption of adver-
tising that is specifically tailored to be appropriate to them.
Finally, consumers and other entities can sponsor the cre-
ation or delivery of products and services.
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[0470] Historical View of Entertainment Remuneration

[0471] The ROAR model has specific relevance to the
online sale of entertainment media products. A brief history
is relevant. Music composer’s of the Seventeenth to Nine-
teenth Centuries were promoted and remunerated by their
publishers. In the era before recorded sound and video, the
only income available to a composer was through the use of
printed versions of the composer’s work that were made
available for sale through the efforts of companies capable
of rendering the music in reproducible printed form. It was
customary for a publisher to make available to a ‘published’
composer a percentage of the wholesale costs charged to
music stores, magazine vendors, and sheet-music dealers.
Abuses of this trust were common, even with major com-
posers such as Beethoven. There were no known actual
salable records of the performances themselves of such
compositions.

[0472] With the coming of the 20th Century, technology
posed a threat to the income of publishers by the ephemer-
alization of the concept of “publishing”. It became apparent
that the sale of audio transcriptions of published works, and
soon, the “airing” of such recordings on the then-emerging
radio format, would eclipse the historical sale of sheet music
and scores. The publishers were able to secure a Federally-
mandated publishing royalty that was attached to all audio
recordings and their electronic performances. Performers
themselves, long accustomed to making their livings simply
by means of live performances, welcomed the new medium
of sound-recording as a way to enhance the public’s knowl-
edge of their interpretive and technical skills—thus leading
to larger and more loyal and geographically-diverse audi-
ences.

[0473] As the record business matured, it became evident
that the process of ephemeralization was continuing and that
the recorded performances themselves were of significant
value. Rather than obtain a government mandate for such
royalties, however, the record companies simply agreed to
pay performers a percentage of their net profits from the sale
of such recordings. The abuses of such a system have left a
trail of tears nearly a century long, as some record compa-
nies made a nearly-routine practice of defrauding artists. It
was left to a relatively frail musician’s union, and to the
isolated efforts of producers, arrangers, conductors, and,
most recently, sound-mixers, to create a reasonable restora-
tion of balance in such a flawed system. For the record
company’s part, the enormous load of paperwork required to
track and dispense these fractional earnings soon became
€normous.

[0474] With the introduction of the easy digital transfer of
huge files, ephemeralization has taken its toll once again, but
it seems that no one has learned from the errors and
successes of past systems to make a workable and durable
correction to a historically-flawed system of remuneration
for the creation of value.

[0475] A Brief Background on Advertising and Endorse-
ment

[0476] Advertising has traditionally helped to close the
information gap between the creators of value and the
consumers of value. Endorsement, and its recent close
relative brand-name and celebrity licensing, have tradition-
ally performed a related function—to add credence to the
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claims of advertisers. Thus these business forms are also
related to scarcity and poor product-information flow and
retrieval. The traditional advertising agency was formed
primarily to bridge the twin chasms of seller to media and
seller to consumer. As search engines and customized media
proliferate and gain in power and breadth, these very chasms
are shrinking and disappearing, The creative design, nam-
ing, copyrighting, media production, as well as the strategic
and positioning-logic functions of the agency are increas-
ingly coming to the fore.

[0477] As the placement function of the ad agency has
eroded, there has been an unprecedented growth in the
business of licensing. Consumers, attuned to electronic
media, have become ever more enamored of the purveyors
of that media. Brands have built themselves into household
names within both broad and narrow markets by employing
sophisticated brand positioning techniques. This has created
star status for the brands and products themselves, which has
in turn allowed them to function as endorsees and branding
for other products and services—even those that are remote
from the core brand strength and identity. Nike® cereal, if
it existed for example, might easily be construed to increase
a consumer’s energy for sports performance. This is a
tertiary effect, yet even this power can be creatively har-
nessed within the ROAR specification.

[0478] Consumer Behavior in E-Markets

[0479] In extensive informal canvassing of the youthful
high-volume users of peer-to-peer services such as Napster,
it has become apparent that user fees or charges, such as
those now envisioned, will be well tolerated by these users.
Significantly, honest consumers are known to feel little
remorse when cheating a big company, even when they
would never be inclined to cheat a street-corner merchant.
Simultaneously, there is considerable animosity towards
advertising in the young, but at the same time there is
increased dependence upon, and confidence in, the use of
licensed brand-names and celebrity likenesses and endorse-
ments in the selection of products and services.

[0480] While it approaches the problem from an economic
and business process point-of-view, the ROAR system har-
nesses these attitudes for the benefit of those reliant on
contemporary commerce processes.

[0481] Accordingly, the following methodology is sug-
gested for dealing with the aforedescribed issues.

[0482] ONE: Elimination, in whole or in part, of the
current profit model derived from brick-and-mortar com-
merce. The archaic notion of profits is derived from the
economics of scarcity. That is, in bygone times it was
imperative to bring products within range of local consum-
ers. This involved considerable effort, expense and the
carrying costs of excess inventory. Profit, or an arbitrary
difference between the acquisition cost and the sale cost of
such scarce products, was the natural and viable result. No
wonder that children of the information age find the concept
so alien, especially when it is applied to the ephemeral
products of knowledge work.

[0483] With ROAR, all proceeds from the sale of goods
and services are described and computed as royalties. These
royalties are employed to secure remuneration to the indi-
viduals and entities contributing to the creation of value.
This is a key concept. Any person or entity contributing to
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the creation of value, who has not been remunerated for their
services and products in advance, is a part of the value chain
rewarded by royalty flow. The traditional concept of profits
is thus redefined as a simple royalty flowing to those value
creators.

[0484] The pure idea inherent in this model is the elimi-
nation of the concept of profits, which are recast as an
artifact of scarcity, and which is no longer an issue in the
e-commerce world. This document does NOT address the
real value of profits when scarcity IS an issue, for example
with works of art by deceased artists. It should be clear,
though, that the concepts contained here are useful even
when used, in whole or in part, within the profit model of
commerce.

[0485] Three considerations arise at this point:

[0486] 1. the return of capital invested with benefits for
its conversion to non-liquidity and dormancy during
value creation and sales cycles;

[0487] 2. the variable value of products and services in
various geographic and use-specific marketplaces; and

[0488] 3. the positive- and negative-tiered variable
return on the investment of time, skills, services, prod-
ucts, materials, money, facility, and effort.

[0489] For a royalty-based remunerative model like
ROAR to work, each of these considerations needs to be
anticipated and implemented for it to be viable. The needs of
each of these three special case considerations can be met by
allowing the royalty system to be dynamically variable. This
means that formulas that implement the contractual obliga-
tions between the parties in each transaction relative to the
product or service being ‘bought’ or employed can be placed
within the royalty-defining structures of that transaction.
Further they must be sensitive to feedback from the mar-
ketplace in the form of sales figures, geographic and mar-
ketplace location, vendor and consumer information and the
like. These goals are easily met by ROAR.

[0490] TWO: Consumers indicate the kind and quantity of
advertising and sponsorship that they will allow to occur in
their computing or purchasing environment. Depending on
these choices, as well as upon the level of interaction of the
consumer with the advertising messages and data, the con-
sumer collects credits that are spend-able like cash. At the
same time the creators of value are encouraged to cross-
promote one another’s products and services through a
ROAR Endorsement Exchange, and thus trade the value of
consumer loyalty and exposure for reduced cost to the
consumer for those products or services. This system, when
implemented, dramatically reduces entropy in the advertis-
ing chain by deploying a seller’s resources directly at the
appropriate consumer’s point, and time, of purchase. This
reduction of entropy is converted directly into a reduced cost
of delivery for the goods or services thus endorsed.

[0491] THREE: In the consumer’s quest for free media
and data, the full value of the product or service offered is
withheld. Online music and film and software offer no
packaging and few value-added elements of value outside of
the browsing/shopping experience. The perceived and real
value of an entertainment or intellectual property product is
far greater in scope, and more important to consumers, than
the end product itself. This is true in all fields of human
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endeavor from mountain climbing to software design. The
human beings who add value to ventures are of interest to
consumers. ROAR takes packaging and value-added media
seriously by providing an open, standardized platform for
the creation and dissemination of promotional and packag-
ing materials.

[0492] FOUR: Individual consumers and commercial enti-
ties are allowed to enter the branding and sponsorship
marketplace for local, regional, and under-sponsored
national and international artists, products and services.
Under the ROAR model, any element of a product or service
can be supported, for instance, by means of underwriting, by
a company or other entity. For example, the mixer of a
popular record (a person, persons, or company) might be
endorsed by the manufacturer or seller of professional audio
gear. The ROAR system provides a structure within which
that manufacturer, for example, might underwrite the deliv-
ery costs (whether for purchase of the item or service or for
mere viewing or discovery/examination of such item or
service, say of such costs as click-through or delivery fees)
of media mixed by, or otherwise endorsed by, that mixer.
Such underwriting might be typically for the portion of
royalty due to the mixer for his/her participation in the
creation of the media being purchased or even for abstract
association with the item, which association would typically
be expressed through the use of endorsement metadata. Such
tagging, or metadata, would usually be by means of mutual
agreement between the sponsoring entity or the sponsored
person or entity and the sponsored item’s owners or sellers.
An appropriate infrastructure is put in place for the expres-
sion of such associations. This structure is discussed else-
where in my related patent applications, but might typically
consist of a site open to potential and current sponsors for
the expression of their desires to the owners and sellers of
items being offered for sale or searching for sponsorship.
These “requests” might be funneled to the appropriate
parties to allow them to simply accept, reject, or negotiate
such underwriting by third parties.

[0493] In exchange for this total or partial underwriting
promotional value would accrue to the sponsoring entity.
This might be done in several ways and the tracking meth-
odologies employed will be obvious to those skilled in the
art. Examining the particular example above, the following
permutations are suggested:

[0494] (a) Blanket endorsement whereby the sponsoring
entity is desirous of expressing their association with the
product or service sold across a broad demographic range.
For example, it is believed by the sponsor that a high
percentage of the purchasers of the item are, themselves,
potential users of the sponsors product or service. In this
case, the sponsor arranges prominent placement of sponsor-
ship through the use, without limitation, of any device such
as logo placement, optional or mandatory video clip display,
links to advertising or promo sites, sponsorship branding
such as “brought to you by Sony™ or promotional items like
coupons.

[0495] (b) Selective endorsement whereby the sponsor is
desirous of placement only for professional purposes only
(another example would be for limited exposure, which
might be geographical, psychographical (for example, only
to known users of nail polish), or demographical.

[0496] (c) User initiated endorsement whereby a viewer or
purchaser of a product or serviced might elect to accept or
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reject a sponsor’s help in the execution of a transaction. For
example, Greenpeace offers to pay ten cents of the purchase
price for a toxin-free battery if the purchaser agrees to
certain things. These things might include the watching of a
video on the dangers of the manufacturing methods
employed by other battery makers, the agreement to accept
their newsletter, or a donation of some amount (presumably
probably more than ten cents!) to Greenpeace or another
entity.

[0497] While the flavors of sponsorship above give a
glimpse into the concept of ROAR-based sponsorship, the
actual methods are many. What is important is that the
ROAR system provides a comprehensive framework for the
expression of, and execution of, such underwriting and
associative procedures.

[0498] Elements of the ROAR Model
[0499] Overview of the ROAR Header

[0500] Attached to each item or service for sale is a ROAR
header. When a file is viewed the first thing to be appre-
hended is the header. If encryption has been employed, the
header can be within, or outside of, the encrypted file. The
header is a place for the potential or actual consumer of a
product to be engaged fully in the experience of that product.
It essentially performs the function of packaging, promotion,
and transaction workspace for the product under consider-
ation.

[0501] The header appears to be packaging/promotional/
descriptive element. There is an electronic label, perhaps a
graphic akin to a box cover, and often the logo and name of
one or more sponsors. In special cases the package may have
active elements on its presenting “surface”.

[0502] Clicking on the package opens it and begins the
background loading and/or cache recall of a variety of
graphical or rich-media elements corresponding to the dis-
played categories. Within the header there are one or more
promotional messages. Usually there is a trailer or Elec-
tronic Press Kit type of promotional element. There may be
endorsements and technical specifications. There are
detailed descriptions of the creators and creating entities of
the product. There are packaging elements available for
display and printing. There are opportunities to get and give
sponsorship and endorsement to the product or service being
sold, as well as to the promoting. If a consumer is to receive
full underwriting of the costs of a product, there are likely
to be mandatory experiences that have to be engaged in
order to receive compensation for such a promotion such as
the viewing/reading of commercial messages.

[0503] Overview of the Branding Marketplace

[0504] An exciting adjunct to ROAR is an e-bay-like
marketplace for the swapping of branding. Unlike e-bay,
though, there are no visits to the site required of the users of
the system. Let’s call such a service BRANDSWAP. Such a
service allows the profiles of both products and consumers
to be profiled. The profiling engages a peer-to-peer exchange
of brand-value and consumer marketplace that automatically
optimizes the cross-promotional opportunities available on a
worldwide basis to each product and service sold on the
web. Profits are created through the accumulation of credits
on each transaction made through the brand exchange.
Credits might be accumulated by levying a small fee,
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perhaps on the order of 3%, or such a service might be
load-free and simply run as a part of the ROAR infrastruc-
ture. This type of structure is just one of the possible
implementations of the sponsorship methods outlined above.
Open-structure advertising and sponsorship methods of this
type are also feasible.

[0505] An Example of the System in Use

[0506] The following descriptions are non-exclusive and
intended to clarify the above concepts by specific illustration
and are not exclusive. The execution of sponsorship and
ad-underwritten products and services can also be accom-
plished entirely without the knowledge of the end-consumer.
In practice, some combination of the volitional techniques
outlined below and the purely automated methods might be
implemented.

[0507] Product Categories and their Display—ILevel One

[0508] When a consumer is presented with a list of desired
items, such as certain songs on a service such as a search
engine results list, a broadcast database service like
stimTV™ or peer-to-peer system, a visual indicator such as
an alphanumeric character or color code might indicate the
status of a desired item.

[0509] For example, a small LED-like indicator might
appear next to each selection with the following type of
characteristics:

[0510] RED might mean an unsponsored item. Full price
will be paid for this item. To avoid cash costs, a user can
elect to employ credits earned from the consumption of
advertising, or from other promotions, to defray all, or some,
of the purchase price.

[0511] YELLOW might mean that an item is partly under-
written. That is, a one dollar item might cost the consumer
only fifty cents in cash or credits, with the other fifty cents
paid by a sponsoring entity.

[0512] GREEN might mean that an item, or selection, is
fully sponsored, and is available free of charge.

[0513] BLUE might mean that an item is a promotional
unit, and will be free of charge, but may require participation
or cooperation by the consumer in order to receive the free
item or service.

[0514] The Main ROAR Header—ILevel Two

[0515] Let us say the consumer elects to click on a green
item. This action loads the display of the external container
of the item bearing the names and/or logos or promotional
imagery of the sponsoring entity. It also begins the back-
ground loading of the full ROAR header. Perhaps three
choices appear below the item: DOWNLOAD, ROYAL-
TIES, PACKAGING.

[0516] The Main ROAR Header—Packaging

[0517] Imagine that the consumer elects to continue and
clicks on the PACKAGING button of the sponsored con-
tainer of the desired item. The container now opens to reveal
a layer of the header contents. Bios, instructions, lyrics,
fact-sheets, photos, video clips and the like are now pre-
sented as options while the assets themselves typically load
in the background. The consumer is given the option to print
any of these value-added items. Fortunately, an open-stan-
dard format will likely be agreed upon by the industry, and
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so printable elements are available free, or cheaply, that
conform to these standards. In fact, the consumer may have
received a free standardized blank lyric-book form bound in
to a magazine that morning. By placing the form in the
printer, a standard lyric book is created.

[0518] Because the desired item is a Green item, that is, a
fully underwritten one, if the consumer now clicks DOWN-
LOAD the following choice appears: MEDIA ONLY and
FULL PACKAGE. Clicking on FULL PACKAGE begins
the background downloading of the file, while displaying the
following message, INSERT ROAR COVER FORM. The
user inserts the Cover Form and clicks on GO and the
printing of the standardized packaging begins. Upon
completion, the screen asks: INSERT ROAR BOOKLET
FORM. The user inserts the Booklet Form and clicks GO,
and the accompanying booklet is printed. The process might
continue to allow the printing of an oversize poster. The
system will then request INSERT 4 ROAR POSTER
FORMS. This will result in the printing of a standardized
four-by-four array that assembles easily into an oversize
poster of the athlete, artist, product, logo, product in use, and
SO on.

[0519] The Main ROAR Header—Royalties

[0520] Now suppose the user had clicked on ROYAL-
TIES. The faces, logos, or relevant images of the creators of
the item appear. Next to each one is a breakdown of the tasks
performed in the creation of the item and the relative
royalties each creator will receive from the anticipated
download of the item. Scrolling down, the faces of several
other lesser participants appear with similar data available.
E-mail or contact information is available for each creator
by clicking on a CONTACT button next to each image.
Background information is available by clicking BIO, or in
the case of business entitics, WHO?

[0521] The Main ROAR Header—Sponsorship

[0522] The user has now clicked on SPONSORSHIP. The
page opens revealing images or logos and names of the top
six sponsors of the perused item. Each image affords links
to websites and further information and/or promotions for
the sponsors of the item. There are three types of sponsor-
ships;

[0523] 1. Blanket commercial sponsorships that display
sponsorship information, such as logos and branding,
regardless of the viewer/buyer interested in the sponsored
product or service.

[0524] 2. Focused commercial sponsorships that modify
and scale their display and ancillary promotional elements
according to the viewer/buyer currently perusing the spon-
sored item or service.

[0525] 3. Non-commercial sponsorships that are placed
for the sole purpose of disseminating the sponsored item or
service. These sponsors underwrite the product without
receiving any commercial return. Even so, the sponsor can
direct viewers/users of the item to websites, charities, items
of personal interest (such as similar products or works),
political events and campaigns, items of interest, and the
like.

[0526] Beyond the traditional role of sponsorship is the
more modern role of branding and endorsement. Licensing
such as this is supported in depth by ROAR. There are four
types of branding:
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[0527] 1. Blanket Income branding provides a source of
reliable income to the branding entity for all users/viewers
of the sponsored item or service. That is, in the example of
Nike® cereal above, a portion of the royalty earned for the
sale of the cereal is diverted to Nike® for the use of their
positioning brand. The amount of royalty is dynamic and
depends upon the circumstances of the consumption of the
product or service as well as other factors. This echoes
closely the traditional licensing model, however, in the
actual marketplace for branding, little actual cash value
needs to exchange between entities.

[0528] 2. Focused Income branding is the same as above,
but is dynamically altered to fit consumer characteristics, as
in item 2 above.

[0529] 3. Blanket Swap branding provides the new
economy solution for sophisticated promotional strategies.
The ROAR-compliant clearinghouse matches the potential
synergies offered by both sponsoring brand or entity and
product/service (and its associated consumer base).

[0530] 4. Focused Swap Branding.

[0531] Within each of the categories of advertising and
branding, provision is made in the ROAR specification for
sub-advertising and sub-branding. The marketplace can be
thought of as a large swap-meet where brand value and name
value is exchanged for demographic and psychographic
delivery—that is, for eyes, ears and consumer and business
“mindspace”.

[0532] One of the most compelling aspects of the ROAR
vision of sponsorship is that multiple sponsors might coexist
in a single item or service offered for sale or perusal. That
is, rather than, or in addition to, a traditional blanket
sponsorship (“This product or service brought to you by
Ford”) a media entity, for instance, employing the ROAR
system might allow the individuals of the value chain to help
bring sponsorship value to the experience. For example, the
cinematographer of a film shown on stimTV™ is sponsored
by Panavision. A viewer of a title shot by that cinematog-
rapher is viewed by someone who examines information
about the cinematographer of that title and sees that that
person is sponsored by Panavison through the simple display
of the Panavision logo next to his/her bio or photo. Further,
if that viewer then clicks on the Panavision logo further
“click-through” value accrues to (in this case) either the
broadcaster/narrowcaster/unicaster and/or the viewer. That
broadcaster/narrowcaster might get an additional payment
for example from Panavision, and/or the viewer might be
offered, or simply receive, a small underwriting from
Panavision on the price of purchasing that title (by, for
example, downloading) from it’s owner or distributor. Alter-
natively, perhaps Panavision provides a free “making-of”
video to the consumer who clicked through to the bio of the
cinematographer, simply because that person is far more
likely to be interested in the products of Panavision. This
example is a specific description of many possible permu-
tations, and while it is specific to the media industry it can
be equally applied to any type of product or service offering.

[0533] Direct Advertising and Consumer Reimbursement

[0534] The ROAR proposal understands the problems and
opportunities lurking in a wired world fraught with intelli-
gent agents, easy channel-surfing, and filtration systems set
to remove unwanted programming and advertisements. In
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this brave new world, the advertising itself, and not the
delivery media or distributor and programmer originating
the advertisement, becomes the only path of focus to a viable
ad-driven future, which is the most likely future of a free
media-rich Internet. By embedding the consumption of
advertising and/or the mere expression of affinity of prod-
ucts/services offered for sale, or of persons or entities
associated with the value-chain of the creation of such
products or services, or finally the end-consumer’s or view-
er’s (of such sponsored items) expression of association with
such sponsoring entities, the flow of commercial or infor-
mational messages is made integral to the transactional
process. Yes, the delivery of commercial messages can be
time-shifted away from the time of transaction or viewing.
Yes, the form of such sponsoring or advertising affiliation
with a product or service might be abstracted—for example,
Nike® might cause the form of it’s sponsorship of an item
to be in the form of directing a viewer to simply watch (by
any means, including direct link, email or snail mail link or
provision of the media through any other form) a video of a
particular sports star (presumably associated in the public’s
mind with Nike®) in action, although that video might
contain no overt reference to Nike®.

[0535] Licensing, Sponsorship and Sub-Sponsorship

[0536] One of the most commercially-useful elements of
the ROAR system is the rethinking of the structure of the
marketplace for advertising and sponsorship. This model is
entirely compatible with the ROAR proposal. In brief, the
sponsorship structures of ROAR allow for many simulta-
neous elements (of, typically, the value-chain) to be spon-
sored separately and essentially simultaneously. What is
added below is the powerful notion that not only do media
describe themselves in enough detail to allow fractional
sponsorships, but sponsors can also describe their needs in
enough detail that an automated marketplace is created—
one which allows unprecedented penetration into niche
markets without exhaustive research and deal-making with
the items that best penetrate the desired niche.

[0537] By rethinking the uses of advertising sponsorship,
the ROAR system harnesses ad-derived credits and other
valued things such as incentives of various types to, say,
sponsor purchase and downloads. To those skilled in the art
and utilizing the teachings of the present invention the
system is easy to build, make secure, and use. The following
will outline the basic form of ROAR sponsorship and
trading.

[0538] A marketplace is established through the use of
existing licensing and advertising agencies, combined with
direct commerce through a web-based brand clearinghouse
or other methodology including, for example, a database
resident at the broadcaster/unicaster’s location. Each pur-
veyor of goods and services defines the following data:

[0539] 1. By means of a profiling tool, vendors or “cre-
ators of value”, profile their advertising and promotional
needs by geographic and psychographic regions. The bud-
getary limitations of such need is described by, say, calendar
dates and by physical and virtual markets.

[0540] 2. Each purveyed product, service, and brand is
assessed for need, current market acceptance, projected and
desired market penetration, and subjective market-power
and share. This assessment is performed for each actual and
potential marketplace.
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[0541] Rather than bring particular products and services
offered for sale or for distribution to consumers/viewers to
the attention of advertisers and entities looking to sponsor
items that are conducive to the propagation of their brand or
message, the ROAR system abstracts products by defining
their important marketplace characteristics in terms that are
often, or generally, divorced from the specifics of the brand.
Concurrently, those entities looking to penetrate specific
marketplace demographics, geographics, or psychographics
describe the abstracted kinds of products or services, or the
specific geo/demo/psychographic markets themselves, that
they are interested in accessing.

[0542] Under ROAR, each “clip” or item in the unicaster’s
database, for example, holds a market profile of itself. Each
sponsoring/advertising entity holds one or more market
profiles that it is desirous of reaching. The logic of the
database simply looks for affinities between delivered
items—presumably media items—and potential sponsors. If
a match is found, then the sponsor/advertiser simply
becomes associated with that “clip”. When an actual viewer,
who is demo/psycho/geographically (any or all of these as
described by the sponsor’s profile) is delivered the “clip” or
product/service, then a transaction occurs, or is made avail-
able to occur. The temporal order of the above system above
is only one of several workable types; that is, the appropriate
viewer might be sponsored directly, or located in advance of
the “clip”, or the clip might simply indicate, perhaps through
the return of a signifier, that it is being accessed or viewed,
or “mindfully consumed”. The mere fact of consumption of
a particular clip might sometimes, of necessity, guarantee
the presence of a certain type of viewer.

[0543] 1t should also be repeated that advertisers and
sponsors such as those envisioned above might be in mul-
tiple, often nearly simultaneous, layers, that is, they might be
“umbrella” sponsors of an item (and such umbrella sponsors
might shift with the particulars of the viewer of that item) or
they might be sponsors of the individual elements of a
header or its equivalent. The sponsors or underwriters of the
particulars of an item, for example, the sponsors desirous of
associating commercially with the designer of an aircraft
like Burt Rutan (or with his many niche-market “fans”), as
contrasted with those desirous of associating with a particu-
lar aircraft manufacturer or operator might exist simulta-
neously with sponsors desirous of associating with the
manufacturer of a special all-weather aircraft paint. Each of
these “sponsors” might add to the consumer’s experience,
both by providing an often-relevant layer of value-added
data to the experience of interacting with an item or “clip”
and alos by potentially offering tangible benefits, which
might include lowering the cost of delivery of certain media
or items, or other perceived value.

[0544] Open-Standard Packaging
[0545] A Sample Use

[0546] Let us say a unique signifier is assigned to each
product, service, and the like. Such a signifier might be
similar to a UPC-code or SKU. This signifier would be
caused to always accompany the delivery of a given valued-
entity'. The signifier might be caused to additionally con-
tain, or be referenced to, say, an industry-specific royalty-
collection and distribution service. Such a service would
probably be provided on a fee-free, or low-load basis—like
for example, the Harry Fox Agency, which charges a flat 3%
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administration fee. Significantly, even this intermediary step
could be eliminated through the placement of the entire
royalty distribution data in for example the header of the
valued-entity. This would allow the direct distribution of
royalties to the creators-of-value themselves. The royalty-
collection service, in the above example, would distribute
royalties directly to the creators-of-value.

! The term signifier as used here may be somewhat distinct
from the idea of signifiers discussed in the patent A System
for the Automated Generation of Media, U.S. Pat. No.
6,032,156. While it can be employed in the same manner,
that is, as a unique identifier capable of verifying the
consumption of media. It is simultaneously a mere class of
reference to which other information is linked, which infor-
mation may include metadata related to the product or
service delivered or otherwise accessed. Significantly, addi-
tional signifiers might be placed at any level within the
header or its equivalent. Each creator of value or other entity
within the header or equivalent might bear a unique signifier,
which might properly be known as a sub-signifier because it
would generally fall under the taxonomy described by the
primary product/service header. In general, such a sub-
signifier would be returned whenever a particular element of
the header (say, the bio of the director of a film) was
accessed or viewed. Multiple families or variants of these
signifiers might be returned (to the appropriate location for
the tallying or generation of credit or incentives and the like,
such location being at the client or server level or, in fact,
anywhere locally or remotely) in response to varying levels
of interaction with the header content. A mere viewing of the
director’s bio, for instance, might return one variant, while
the opening and mindful consumption of the bio (as defined
in the referenced patent) might return one or more variants;
for example, one signifier per page read. These might be
purely passive markers registering such things as clicks and
page-turns, or they might be active signifiers such as those
scattered around a text or video as described in the patent.
What is most significant is that multiple sponsors and
advertisers (as well as other useful events and information)
could be tracked and triggered from within a single product
or service item.

[0547] A descriptor, such as a header, might contain the
following data:

[0548] Part One:

[0549] DATA CHANNEL/CARRIER(S) SIGNIFIERS
AND ROYALTIES

[0550] RETAILER CODE AND ROYALTY

[0551] WHOLESALER CODE AND ROYALTY

[0552] REP-CODES AND ROYALTIES

[0553] REFERRING ENTITY CODES AND ROYAL-
TIES

[0554] Part Two:

[0555] COLLECTION ENTITY AND ROYALTY

[0556]
[0557]
[0558]
[0559]

PRODUCT CODE OF VALUED-ENTITY
NAME OF ENTITY

ELEMENT-TITLE

RESERVED FIELDS
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[0560] Part Three:

[0561] ROYALTY PARTICIPANT FIELDS:

[0562] NAME OF PARTICIPANT

[0563] ROLE OF PARTICIPANT

[0564] PROFESSIONAL AFFILIATION OF PARTICI-
PANT

[0565] ROYALTY EXPRESSED PERCENTAGE

[0566] The above fields would be repeated any number of

times and, perhaps, followed by an END OF ROYALTY
RECORD STRING AND PARITY CHECK.

[0567] Part Four:

[0568] NON-ROYALTY CREDIT LIST

[0569] Part Five:

[0570] DESIGNATED ASSIGNEES OF ROYALTIES:
[0571] ENTITY/PARTICIPANT  SIGNIFIER  AND

RECIPIENT SIGNIFIER
[0572] Part Six:

[0573] SPONSORSHIP AND AD-UNDERWRITING
FIELDS

[0574] MASTER SPONSORSHIP
[0575] SUB-SPONSORSHIPS BY CATEGORY

[0576] The above data might be, to restate, made a part of
a header (or similar data-structure attached to a transactional
record and/or product) or it might be kept at the “server” as
described above. In this case it might be triggered by the
reception of, say, a UPC-code, a user-number, a carrier ID
and the like.

[0577] While the header structure shown above is only one
of myriad possibilities, it does allow the following to occur:

[0578] Aroyalty might be provided to the data carriers and
any retailers, wholesalers, channels, reps and the like. Roy-
alties might be described as Gross, Distributed Gross, Retail/
wholesale/additive Margin, Adjusted Gross, Net, sub-roy-
alty on any other element’s royalty, and the like. It is
suggested that these headers be made open to public inspec-
tion, with proprietary elements electively made open to
secure inspection and audit.

[0579] The theory is that any participant in the creation of
value should be able to view the distribution of profit among
the participants swiftly and casually. Secure relationships
such as sub-contractor percentages, and, perhaps, profit-
margins might be made subject to password-protected view-
ing.

[0580] By way of example, consider the representative
case of a recorded musical performance. Publishing and
writer’s royalties remain intact. The producer’s royalties are
now distributed directly from the purchaser or his/her finan-
cial intermediary. Engineers, arrangers and conductors
might be directly represented, or might be defined as sub-
royalties within another class of royalty. A record company
might divide royalties into promotional, recording, admin-
istrative, packaging, and distribution royalties, or simply roll
them into one master royalty. The retailer, say an Amazon-
.com would be entitled to a retail royalty. The provider of
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bandwidth might receive yet another. By use of an interme-
diary service, even dynamically-shifting royalties could be
tracked and dispersed. Header contents could be viewed in
their updated form by visiting such a “clearinghouse”, or
static royalty definitions could be viewed directly from the
product tags or headers themselves. Importantly, each por-
tion of such a header can be uniquely underwritten by an
advertiser or sponsor and such underwriting can be auto-
matic or made at the election of the consumer/viewer as
described above.

[0581] Advertising and Promotional/Licensing Compen-
sation Offsets

[0582] The above concept might also be extended to track
both the underwriting of valued-entities provision, and the
distribution of licensing fees. Advertisers might indicate
their willingness, or contractual commitment, to underwrite
the delivery and/or creation of all or part of the valued-item”.
This would cause a shift in the pay-through process, thus
requiring less from the user/consumer of the valued item.
The licenser of, for example, a likeness or brand-name,
might also be attached as a participant in the creation of
value.

2 Significantly, this underwriting might be made variable
with the “consumption-indicators”. Consumption indicators
include the demographics, psychographics, user-histories,
level of verification, and similar elements discussed in the
above paper. Significantly, this data could also be made a
part of the “header” data. We could create reserved fields for
the user/consumer data as well, or this information might be
collected and processed separately and, say, reconciled at the
central royalty-distribution server level.

[0583] Voluntary Participation and Re-Direction of Roy-
alties

[0584] The system, at any level, could easily accommo-
date some elusive goals. Creators-of-value wishing to redi-
rect all, or part, of their royalty-stream to such entities as
non-profit organizations and Foundations could do so pub-
licly. If equipped with tag/header reading, viewing (or
display/listening) and writing software, which would be
made universally available, even the consumer of valued
entities could cause the selective (and vendor-approved)
modification and/or re-direction of royalties. If such header
records were made publicly-viewable then user skepticism
and doubt regarding the disposition of such royalties would
be easily dispelled. Additionally, consumer perception of the
monolithic, faceless character of the entities receiving such
royalties would be positively affected.

[0585] An additional novel twist is that provision might be
made for the user/consumer of valued-items to electively
pay, augment, diminish, or waive certain elements of, or all
of, a royalty due on a valued-entity. Such information could
be captured and routed separately, or it might be included in
a header as well through the use of an additional “user” field.

[0586] Security and Signifiers

[0587] A system may be utilized which employs ‘signifi-
ers’ to prove the “mindful consumption of media” as set
forth in previous patents and applications by this inventor.
Advertisers might object that, although they are willing to
sponsor the items received, they need assurance that their
sponsoring messages have been mindfully viewed. These
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signifier-based systems are a natural adjunct to the ROAR
process that can effectively close the loop on the consump-
tion of sponsoring messages delivered within the ROAR
framework. Under this system, tokens are returned to spon-
sors or their affiliated parties that indicate mindful consump-
tion of their messages or sponsoring processes. The return of
such tokens might be required for the activation of the
underwriting processes described herein, or their presence
might amplify (as their absence might diminish) the scope,
size, quality, or type of such underwriting.

[0588]

[0589] By way of example only: Headers such as those
described could be made retroactively available at e-com-
merce sites where they would be associated with their
respective products/services, or could be attached in
advance to each valued entity. A user visiting a vending site
could cause the header to be displayed concurrently with the
overall royalty (or “price”) suggested for the valued item.
Any modifications allowed by the creators-of-value, and
desired by the user, might be made to the header at this time.
Adpvertising-funded ‘credits’ might additionally be attached
and forwarded at this juncture—as could payment and debit
codes such as credit/debit card numbers.

Implementation

CONCLUSIONS AND SUMMARY

[0590] The system outlined here represents a radical
departure from legacy commerce, pricing, and remuneration
models—both business models and revenue models. It fur-
ther refines, or ephemeralizes, the concepts of advertising,
marketing, and licensing. And, seen in a purely on-line
environment, it suggests a clear solution the rampant prob-
lems of piracy of software and media on the web by
imposing a clear revenue model in the form of a uniformly-
designed royalty upon all on-line transactions. At the same
time ROAR personalizes theft and piracy, greatly increasing
the psychological barriers to casual deception. Moreover, it
modernizes the notion of remuneration through the partial or
complete elimination of the notion of scarcity-driven
“markup”- or profit added to an item without added value to
the delivery or creation chain.

[0591] Although royalties might be collectively processed
by a central entity as in the example used above was “Harry
Fox” the possible use of such an entity does not rule out the
use of no central entity or any combination of entities for the
dissemination of royalties or ‘profits’. That is, royalties can
be paid to individual members of the ‘value creation’ team
directly, or through rights organizations like ASCAP,
through one or more companies (including through a central
company such as a movie studio, manufacturer or the like
whether or not they recognize the elimination of traditional
“profits”). Thus we can press the sophisticated header con-
cepts here into service without restructuring an industry into
the recognition of the elimination of profits to do it.

[0592] The nature of ROAR includes the more nuanced
concept of the mere “conversion of the notion of profits” into
the notion of “royalties paid for value added”. Importantly,
this added value (in a corporate view) extends to the idea
that a corporation adds value simply through the aggregation
of needed capital, both human and financial—even, in fact,
informational capital and other abstract resources that are
traditionally understood as worthy of profit-taking are recast
as additions to the value chain that can be expressed as
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royalties. This concept is abstract, but significant. That said,
it’s only an abstraction and the continued use of profits as a
concept within the ROAR methodology is possible and
would not undermine the other elements of the system.

[0593] In addition, ROAR may be implemented by means
of two methods, which are not mutually exclusive. First, we
might sell the kinds of fractional sponsorships envisioned
here and described most completely in the “Main ROAR
Header-Sponsorship™ section above.

[0594] The second method is the use of the detailed
graphical and textual headers described above. A broad-
caster/unicaster might want to add, at least, the most promi-
nent members of the value-creation team to the visible
headers described. That is, in addition to the searchable
metadata—to use media as an example again—these might
include the names of such people and organizations as
directors, writers, special effects houses or artists, editors,
and composers, The unicaster/distributor might include pho-
tos of these people and entities along with visible or easily
obtainable bios and/or discographies and credits (or links to
same—which links may, in some models, like those built
upon our prior patents, be presented in the form of video
clips either separately from the primary stream of program-
ming or integrated into the stream of programming). Such
personalizing background info on the members of the value-
creation team might even include favorite trivia, blogs, and
personal touches of various kinds; these items might be an
actual part of the header, or more likely be obtained through
links embedded in the header.

[0595] Whether consensus is achieved by industry-wide
policing, or government mandate—or neither or both—the
result is clear. Such a royalty-only system eliminates the
vagaries of an archaic, often artificially-centralized ‘profit-
centric’ model. When combined with the concept of volun-
tary scaling and selective payments (made as granular as
desirable through the assignment of such underwriting pay-
ments to each and any element of the delivery or value
chain), and especially with the concept of the publicly-
viewable direction and re-direction of royalties (including,
visibly, to, for example, non-profit and socially-conscious
recipients and other casually-related third and fourth par-
ties), the model forms a viable and easily implemented path
to a sustainable future for commerce in an online world
where the notion of scarcity is less relevant than before.

[0596] Stored Credit I/O and Related-Concept Clarifica-
tions

[0597] In various embodiments, the methods disclosed
include storing credits for consumed/received advertising
and subsequently outputting those credits for the purpose of
receiving real or imagined benefits. The methods are applied
to any type of device, including for example computers,
receivers, cell-phone, PDA, internet-appliances and the like
for the collection, tracking, storage and outputting of such
credits/debits. Existing input/output devices, such as print-
ers, voice-systems, card-readers/writers and the like are, in
various embodiments, used for the dissemination of such
credits in tangible or intangible forms.

[0598] A step in the redemption of credits is, in various
embodiments, in the printing of material using bar codes,
“digital watermarks”, and any other forms of directly-
computer-readable systems printable on a printer—includ-
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ing on an “unmodified” general purpose printer appliance,
especially with the use of specially-prepared papers and/or
forms. This outputting also include such systems as OCR-
able characters, especially when coded in a secure way
allowing electronic/optical signatures, and/or other proof of
source data and methods, to be recorded, transmitted and/or
read by such use of unmodified I/O devices. The method also
includes the creation of physical and cybernetic coupons
recording a pattern of media-use, including, without limita-
tion, advertising and/or commercial message consumption,
use of licensed media items, use/consumption of promo-
tional and/or gaming media, or consumption of educational
materials.

[0599] The rewarding of benefits for the above activities,
and/or the application of credits/debits for the consumption
of media for directly influencing/offsetting the cost of goods,
information or services, whether related or unrelated to the
consumed media, may involve printing. Systems are dis-
closed verifying such consumption for the purposes of
modifying the above-named costs and specifically for the
use of systems allowing varying degrees of remuneration or
billing/debiting to occur, such activity to be based upon, or
scaled, according to the level of assurance of said consump-
tion.

[0600] Database of Extensively Downloaded Websites

[0601] Invarious embodiments, as URLs, websites, adver-
tisements, links and news are presented to a surfer he/she is
given the option of following a link immediately, following
it in the background with varying priorities, and/or delaying
it until some convenient future time. Further, the user
indicates the level of penetration into the contents of a site,
for example, from homepage only to exhaust site-resources.
Default selection is provided, based preferably on informa-
tion collected regarding the user’s prior use of such systems.
Additionally, a keyword or phrase or similar element is, in
various embodiments, given to further refine a penetration-
search of the site. The resident software registers all requests
for such data.

[0602] In various embodiments, the software sits in the
background looking for free moments to transmit these
requests to a central server. The central server, referred to as
the request server swiftly registers the entire family of
requests/queries by the reception of a direct request server
query, or by e-mail or other data-transfer technique such as,
for instance, a Java applet with embedded query data. This
query is then matched together with the querying user’s
profile, and/or as simple e-mail address or URL or similar
ID. In various embodiments, the request server then also
mines the user’s search records and associated response and
demographic data to look for the best-fit preference model
for that user. The user is now done with the request server
connection, and is free to continue foreground tasks or other
queries.

[0603] Meanwhile, the request server searches its internal
database, or associated networked databases looking for the
requested information. Failing this, the request server engine
begins to download pages, media, links and the like from the
requested site. These are, in various embodiments, stored in
any way, and transmitted back to the user in any way. E-mail
is one way. Graphics and media assets are, in some embodi-
ments, compressed and packed into an e-mail sent back to
the user, or a notification is sent with an embedded request
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server-related URL. Upon, for example, opening the e-mail,
the user has each relevant page of the site, or links or URLs
for each such page.

[0604] Invarious embodiments, all graphics and a/v media
are present in the e-mail or made swiftly available by links,
or launchable media elements such as QuickTime files.
Additionally, in the revenue model, advertisements such as
independent advertisements surround, stream with, or
embed in the results of the search. These ads create revenue
for the visited site, the request server, and/or the user. In
various embodiments, such aggressive ad-formats as inde-
pendent advertisements are deployed within the user’s
machine thus leading to further searches from their own
multiple advertisements deployment. Such aggressive ads
also are programmed to replace the existing ad-offerings and
sponsorships of the visited sites as perceived by the user.

[0605] Invarious embodiments, there is little to no waiting
while surfing, and as a result a user is empowered to make
freer and more complete searches. Also a new source of
sponsoring revenue is made available to the user and the
provider of the service and software disclosed. A new
marketplace is made available to the advertiser. This is
especially significant since the placement of web-page and
spec-sheet contents directly in the user’s receiver/computer
allows unique opportunities for aggressive advertising and
the targeting of highly motivated prospects. Additionally, the
possible remuneration for the forwarding of such media to
other prospects is made available to the user and advertiser.

[0606] In wvarious embodiments, a user forwarding
requested information to another user is rewarded, in what-
ever form—especially, or more so, if that user also takes
action upon the data sent. In various embodiments, such
forwarding is, in various embodiments, done through the
request server for additional benefits to the forwarding user.

[0607] In various embodiments, the request server main-
tains a database of the most requested site-contents based
upon historical, present, and/or projected demands for the
site’s contents. The request server also informs or auto-
updates users when changes occur in the contents of interest
to that user in the queried site. Advertising underwrites such
update data and/or notices as well.

[0608] One of the key elements to improving the quality of
the web experience is the removal of delays, and the
concomitant frequent non-retrievable site (404) errors while
surfing.

[0609]

[0610] In various embodiments, a program resident in the
user’s receiver is used to intercept e-mails arriving from
specified locations and place them, without user interven-
tion, or even user knowledge, into functional structures
within the user’s receiver. These structures are, in various
embodiments, employed to perform any number of func-
tions with the e-mail, including the creation of sub-classes of
e-mail itself. Program language and/or routines arrive and
are deployed or cached, media assets are deployed or
cached, and so on.

[0611] E-Mail Client Participates in Web Browsing

[0612] In various embodiments, each command issued
from a browser is mediated and appropriate intermediary
choices and/or commands are interposed. These choices

Interception of E-Mail
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allow the mail client to participate in the browsing process,
both with outgoing and incoming mail.

[0613] User-Directed Remote Penetration and Retrieval of
Sites

[0614] Invarious embodiments, upon the request by a user
for deferred reception of a site’s contents, the user refines the
request through the use of keywords or categories-of-inter-
est, as well as by intelligent search devices.

[0615] In various embodiments, the user has defined a set
of keywords or similar directives to exhaust a target site of
content. This contextual search is then potentially abetted by
a definition of the level of penetration into the site desired by
the user. In time, urgency is another vector, the results of
such a penetration search are reported. All links are pre-
sented to allow the user to further specify refinements to the
search that will cause further penetration into portions of the
searched site. These will then be delivered. The process then
repeats.

[0616] In various embodiments, the receiver has the abil-
ity to swiftly discard and retain the results of a user’s search
of a site. With each successive visit to a site, the process of
discarding and retaining continue. Each subsequent search
allows the user the opportunity to consolidate the incremen-
tal search results in a single, easily managed, file.

[0617] Level-of-Need-Sensitive and Context-Sensitive
Mediating Device

[0618] In various embodiments, the effective search must
accommodate varying levels of urgency and various search-
contexts in the course of a natural web-search. For every
searched item, a query device appears that takes, for
example, the best-guess context of the clicked device from
it’s contained images and text as well as from it’s keywords
and/or its position in the stream of the search process, and
allows the user to assign an urgency value, perhaps from a
continuum, or by search-context to each singular or collec-
tive search.

[0619] Receiver-Resident Software Looks for Free CPU
Time

[0620] In various embodiments, by monitoring key-
strokes, mouse actions, modem-activity, printer-queue sta-
tus, and the like, an accurate estimate is made of the
appropriate time to launch and connect the background
application that transmits the deferred queries to the Site-
Bank searching site, or its equivalent. Such a monitoring of
modem activity and a comparison with, for example, his-
torically-typical user-usage patterns and/or recognizable
patterns of best-fit times for the transmission of the query
data is useful. Query data is transmitted by any means to the
querying site these include e-mail, cookies, URL strings and
the like.

[0621] Sign-Off Icon Used to Time-Share

[0622] In various embodiments, a sign-off emblem or
program element is invoked or placed upon the user’s
desktop. Upon termination of work, the user simply indi-
cates sign-off status, or additionally qualifies such status:
Take 5, Take 10, Take 60, Goodbye for X hours. In another
embodiment, a user indicates: Use downtime for my tasks,
or Use downtime for other’s tasks. In various embodiments,
deferred information requests, at the lowest, or lower, level
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of priorities are begun only at this time. The user’s receiver/
machine is linked to a voluntary networked distributed
processing problem at this time—such as the processing of
other user’s information requests under the central server’s
control.

[0623] Query Information Selectively Converted to
E-Mail

[0624] In various embodiments, a program element inter-
posed between the transmission of query data, such as
URLs, and the modem/transmission element itself, is
capable of converting such a query into e-mail or into novel
compound URL-strings.

[0625] Compound URL Strings/Addresses Transmit Que-
ries and User Information

[0626] In various embodiments, any of several means are
employed to subvert the simple issuance of a desired web
location into a controllable query. In this scheme, the desired
URL is converted into a tag beneath a slash in the URL of
the querying server. That is, the URL abc.com becomes,
conceptually for example, www.sitebank.com/$abc$com.
Thus, in addition to traditional user information transmis-
sion such as the implantation of cookies, such information as
the desired category of search is, in one embodiment,
embedded in such a string or address, thus: w/w.sitebank-
.com/abc.com/business/marketing/urgent/specialoffer/
email-address.

[0627] In various embodiments, at the server side, such a
compound URL is decoded into its component parts: search
the location abe.com for special offers references and return
the results into userffxxxxxx (or e-mail address only)
account under the heading business, subhead marketing. In
various embodiments, this information is sent with urgent
status. The use of any distinct recognizable strings of
characters in such a phantom URL, as are, in various
embodiments, required to enhance such a scheme are
reserved as well.

[0628] In various embodiments, a shell or container or
similar device may have a program, especially one intended
to launch/run in the background, that acts as an intelligent
mediator with a multi-tasking system in the following man-
ner. A user, or system-initiated command, orders the launch
of, or actions by, a background application or program
element. The multi-tasking requests—flags and the like—of
an operating system act to incite, not the intended program,
but the multi-tasking shell.

[0629] The shell, in turn, utilizes as many complex sets of
variables as are required to determine the proper time to
actually deploy the desired program. Furthermore, in the
case of a program needing to be launched, the launch not
only is initiated in an appropriate time or time-slot, but the
incremental launching of a program also is managed by such
a shell or program. That is, rather than bogging down system
resources by incrementally launching a program on an
available time-slice basis, the shell allows the launching of
an application on a variant-urgency basis, with interrupts of
any possible length of time.

[0630] In various embodiments, a program begins to
launch and then, upon the detection of user activity or
system demands, go into a period of abatement where the
state of the launch is recorded and the launch is held in an
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incomplete state indefinitely, until the parameters, for
example, discussed above were detected or met. Upon
arrival, or user specification, of the proper time to complete
the launch and/or activities of the background application,
the process picks-up where it left off.

[0631] In various embodiments, a URL is decoded into its
component parts: search the location abc.com for special
offers references and return the results into user#xxxxxx (or
e-mail address only) account under the heading business,
subhead marketing. Send this information with urgent status.
The use of any distinct recognizable strings of characters in
such a phantom URL, as are, in various embodiments,
required to enhance such a scheme, are reserved as well.

[0632] In various embodiments, a user, or system-initiated
command, orders the launch-of, or actions by, a background
application or program element. The multi-tasking
requests—flags and the like—of an operating system act to
incite, not the intended program, but the multitasking shell.
The shell, in turn, utilizes as many complex sets of variables
as are required to determine the proper time to actually
deploy the desired program. Furthermore, in the case of a
program needing to be launched, the launch not only is
initiated in an appropriate time or time-slot, but the incre-
mental launching of a program also is managed by such a
shell or program. That is, rather than bogging down system
resources by incrementally launching a program on an
available time-slice basis, the shell allows the launching of
an application on a variant-urgency basis, with interrupts of
any possible length of time.

[0633] A program begins to launch and then, upon the
detection of user activity or system demands, goes into a
period of abatement where the state of the launch is recorded
and the launch is held in an incomplete state indefinitely,
until the parameters, for example, discussed above are
detected or met. Upon arrival, or user specification, of the
proper time to complete the launch and/or activities of the
background application, the process picks-up where it left
off.

[0634] FIG. 7 illustrates a delivery system in accordance
with one embodiment of the present invention. A multipur-
pose antenna 700, or array of them, and/or Internet or
telephone or other land-line sources, feed received signals to
a receiver-group 710 capable of configuring themselves to
receive any variety of signals, modulation schemes, frequen-
cies, and data- or signal-formats intended for use by the
receiver. These receivers are preconfigured by a cached, or
default, instruction set, and during the receive-cycle, by
active configuration instructions arriving with the signals
decoded. A tag and header decoder 720 recognizes media
assets and routes them into a cache memory 730 which is
grouped into various families by speed and durability of
media-clips.

[0635] The decoder also splits the tags and/or headers into
the various general families of such tags:

[0636] receive-configuration data will be employed to
dynamically alter the channels and signals received for
caching;

[0637] template data will store templates and template
fragments to be used as master-programming rule-sets
governing the assembly of media assets;
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[0638] user-profile and use data will be employed to
update the demography/psychography of the user.

[0639] Each of these data types is cached and then routed,
as instructed by the interaction of those data-types, to a
template-assembly module 740, where the algorithmic inter-
action of these data-types assembles final template
employed to assemble and select media-assets or clips.
Simultaneously, the template-assembly module instructs the
asset-cache, which is receiving a constant stream of media,
to save or destroy the cached and being-cached assets
according to the factors of the various user-data described
above. The edit assembler 750 then issues a request for
media assets to the cache and the cache returns a stream of
media program data to the edit assembler.

[0640] Acting in the way described above in connection
with assembly of media programming, the assembler con-
catenates the appropriate assets and delivers them to the
final-stage display-drivers and audio caches, D to A con-
verters, and amplifiers 760.

[0641] Invarious embodiments, a switching system allows
the user access to the appropriately conditioned media
streams arriving into the configurable receivers. By condi-
tioned access is meant the moderated and/or hosted presen-
tation of those streams.

[0642] In various embodiments, all programs viewed,
including advertising, along with user-presence data and
user parameters are passed to the verification and crediting
subassembly.

[0643] In various embodiments, user parameter records
composited from historical and current patterns and factors,
viewed-program data derived from monitoring video-RAM
and the like, and verification data resulting from user inter-
action with media clips, arrive from the main receiver
assemblies. Internally to the verification system, the settings
of the receiver’s user controls, such as volume settings, and
the outputs of any user-presence sensors, such as keystrokes,
mouse movements, and seat-switches, are routed to a
viewer-presence and media-consumption matrix. Here, the
several factors described above are weighted and cross-
referenced and sent to a credit/debit computation and storage
device. Here the factors are scored and stored, and upon
request by the user or the system, the viewing records and
their resultant credits/debits are both routed to a central
server by any suitable means, such as a cell-phone, or output
directly at the point of reception by any of the proposed
methods described above.

[0644] In various embodiments, the receiver concept is
also applied to generation of media from a remote location.
For example, all or some of the role of an engine at a client
computer is, in various embodiments, provided at a suitably
configured server. Programming is, in various embodiments,
delivered by cellular or landline telephone, with a remote
assembly of programming. For landline telephone, for
example, in exchange for reduced fee services, assembly is
at the local service provider’s switch, or at a long-distance
service provider’s facility. Programming is assembled for
users who identify themselves upon placing a call to a
business or other entity, or caller id is employed.

3«

[0645] References to “viewers”, “listeners”, “users” and
the like refer to anyone who receives programming of any
type. This includes visual programming, which includes
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motion video, still images and text, games, mixed media,
including audiovisual programming, audio programming by
any delivery system (broadcast radio, digital cable audio,
web radio, cellular telephone, landline telephone, or other
media), or other sensory perception, such as the production
of odors using suitable hardware in conjunction with a
personal computer.

[0646] In wvarious embodiments, the system is also
employed in an interactive system that leads the viewer to
select a desired sequence. The system, for example, provides
more interesting visual data in areas of the screen that lead
to the selection of material that the viewer should see, or
provides smooth transitions from audiovisual assets incor-
porated in the program as a result of viewer input to
audiovisual assets incorporated in the program to achieve a
predetermined purpose (e.g., to convey certain information
to the viewer).

[0647] Multiple Re-Use

[0648] Inone embodiment, recorded media is available for
re-use in a variety of programming. In an example embodi-
ment, a movie is recorded and tagged. When a user’s profile
indicates the movie should not be rated higher than “PG”,
the receiver assembles (e.g., by removing, replacing or
editing offending scenes using tagged replacements or edits)
the movie such that the finished program is rated “PG”.
When a user’s profile indicates the movie should be rated at
least “R”, the receiver assembles (e.g., by adding in more
adult scenes, language, etc.) the movie such that the finished
program is rated “R”. Thus, production companies which
normally are not financially able to produce and market
multiple versions of the same media are now enabled to do
S0.

[0649] In another embodiment, one movie is used as a
tagged source for insertion into programs other than the
movie. For example, some of the movie media is inserted
into a news program dealing with the movie. In another
example, the movie is inserted in part of another movie (e.g.,
as a clip a character is viewing on TV or in a theater). In yet
another embodiment, audio clips from the movie are placed
in other program (e.g., bumpers or song transitions) to
improve the entertainment quality of the flow of the pro-
gram.

[0650] Editing Structure for Self-Assembly of Non-
Branching Video

[0651] In various embodiments, a hierarchical structure,
whether resolved by logical if-then statements leading to a
single branched conclusion, or assembled by, for example,
intelligent expert systems employing other logical systems,
is used.

[0652] In various embodiment, there is a conceptual divi-
sion between media content and structure. Media content is
represented by metadata descriptors or tags. “Content” is
understood by any combination of human or cybernetic
processes of analysis of the visual, audio, and contextual
content of a media clip. In one embodiment, content is
represented by tags.

[0653] “Structure” is represented by templates. In various
embodiments, templates are generally created as part of a
workflow process. The process is slightly different for
legacy media that is in need of atomization and re-purpos-
ing.
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[0654] TLook-and-Feel Templates

[0655] In various embodiments, at the highest level, a
producer sets the “look-and-feel” of a “channel”. A channel
is understood to mean anything to which a user can “tune”,
or select, that delivers media programming. The “look-and-
feel” is, in various embodiments, the most important foun-
dational element of the media structure. Each viewer/user,
and at each unique time and in each unique situation, can
experience a different look and feel.

[0656] In one embodiment, the look-and-feel parameter is
reduced to a template or series of templates that control:

[0657] types of graphics employed as interstitials,
bumpers, logos, segment titles and the like;

[0658] style of music and sound effects and mixing
employed;

[0659] general characteristics of the presented stream of
media, including

[0660] general speed/pace of editing;

[0661] graphic appearance, including “bugs™ windows,
and overlays;

[0662]

[0663] style of transitions (hard-cut, fade-to-black/
white, slow dissolves, etc.);

musical and sonic identity;

[0664] overall frequency of advertisements, logos, sta-
tion ID’s, PSA’s, interstitials, bumpers, announce-
ments, diversions, and main or subsidiary program-
ming elements;

[0665] temporal shifts of the above parameters, globally
according to date/season/special events as well as by
time of day and day of week.

3 Bugs are small logos or other identifying marks generally
overlayed on the lower corner of a video to mark its source
or sponsor. Of note is that elsewhere in the PPA documen-
tation “bugs™ are caused to be generated “on-the-fly” rather
than in the normal post-production cycle. This could be a
part of the look-and-feel settings by causing the identity of
a “channel” or of its sponsor to shift dynamically with
contextual factors. This may be a novel thought.

[0666] The templates are, in various embodiments, called
up or swapped according to time-of-day, week, year, and
other desired parameters, such as contextual needs. These
contextual needs can be dynamically sensed to shift tem-
plates. Look-and-feel templates are typically out of the reach
of users/viewers. That is, while user interaction can modify
other elements of the delivered signal at the template layer,
the look-and-feel settings are not generally accessible to user
modification. However, in one embodiment, users have full
access to modify the look-and-feel settings.

[0667] This does not imply that the identity and efforts of
a user are not reflected in this template. In one embodiment,
input from a viewer/user is caused to modify the character-
istics of the look-and-feel template or to cause the selection
of a new or different template, but the user cannot directly
cause this to occur.
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[0668] Program Mix Templates

[0669] In various embodiments, the program mix param-
eter is related to the look-and-feel of a VOD “channel”. It is
the meta-layer above the actual modules of programming—
that is, the programs or “shows”. In various embodiments, a
producer and/or instructional/program designer also defines
the mix of programming to which a given “channel” of VOD
will default. The “channel” defaults to a given “program
mix” defined by the channel designers or, upon the receipt
of a query from a user, modifies the program mix template
according to the request parameter or swaps it out for a new
template, such as a user-generated set of preferences.

[0670] Program Templates

[0671] In various embodiments, the producer or designer
or instructional designer of a program is the person who
would typically define the program template(s). This tem-
plate defines the flow of modules within a given program
block. In various embodiments, there are more than one such
template. For example, a short-form program design is
governed by a different design than a long-form presentation
of the identical content requires.

[0672] In various embodiments, the first element of the
Program Template is its designator. For example: WORK-
PLACE SAFETY, HIGH-PRESSURE GAS. This identifies
the function of the template and causes it to adhere to the
underlying media content in the event of a request by the
“program mix” template for this type of programming, or by
a user of the system. The template thus labeled contains a
specific series of modules as metadata which corresponds to
actual media elements stored in a database and tagged to
identify them.

[0673] In an example embodiment, a program is about
“workplace safety”. The program template suggests some-
thing like the following modular sequence: logo, opening,
host intro, dramatic sequence, question-answer series, short
logo, host commentary, comic commentary, talk-show, host
wrap-up, short logo, closing sequence. Notice that specific
content description is not required at this level. Rather, the
template contains an abstraction of the general function of
each segment.

[0674] In various embodiments, below these segments,
specific topics are also defined for each segment as well. The
actual media corresponding to these elements exists in the
database in non-temporal disarray.

[0675] In various embodiments, there exist other layers of
templates below these. Generally, the clip metadata is
directly below the templates. These, in turn, cause the actual
assembly of the clips.

[0676] Template Manager

[0677] In various embodiments, the template manager
receives parameters from the various sources which influ-
ence the selection of, and modification of, templates. It calls
up the appropriate template from a database of templates. If
required, it performs the appropriate modifications to, and
substitutions of, the templates. The template parameters are
then passed to the program element, the program assembly
engine, which assembles the clip metadata into a data-only
representation of the final program. After the testing for
appropriateness described elsewhere, and the resultant sub-
stitutions, the edit-decision list resulting from the superim-
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position of template requirements with actual database clip
contents is passed to the video-assembly engine for delivery
to the user.

[0678] Workflow and Templates

[0679] In various embodiments, a workflow tool is dedi-
cated to the creation of look-and-feel and program-mix
templates. The appropriate locus for these tools is unique to
the production process. In various embodiments, both sets of
templates are defined in a spreadsheet-like application. The
look-and-feel parameters outputted by the workflow element
are often exported to the video-editing device, such as an
Avid “Media Composer” or Apple’s “Final Cut Pro”. Here,
in the event that a unitary look-and-feel is desired for the
clips under consideration in the editor, they become the
default parameters assigned to individual clips. Alternately,
they are passed directly to the VOD server where they are
maintained in a look-and-feel database for instantanecous
deployment at the time of viewing/listening. In various
embodiments, the program-mix parameters are not required
in the editing environment, but are passed directly to the
VOD head-end server.

[0680] In various embodiments, in the head-end server,
the pair of templates dominate the delivery of default video
streams. Default, in this usage, means without active “roll-
over” or other immediate, current, input from the viewer/
user. In various embodiments, default delivery values weight
the unmodified look-and-feel and program mix templates
with viewer profiling parameters derived from historical
viewing data and preferences, and other pre-profiling of the
user.

[0681] In various embodiments, the workflow component
is implemented at the level of the clips. In the scripting phase
each clip is defined by a unique identifier (like, for example,
123456), type (meaning, for example, “dramatic enact-
ment”), function (e.g., “teachable moment generator™), con-
tent (e.g., “diabetic coma, female, teen”), subject (e.g.,
“ketosis, over-eating”), demographic (e.g., teen, female,
non-smoker, type I), psychographic (e.g., “low esteem,
follower”), and subgroup (e.g., #2 of 10 clips, module B).

[0682] In various embodiments, other factors are recorded
here as well, like underscore musical style, mood, quality,
relative-importance weighting, sequence (the presentation
order of a clip series), repeatability, and so on. This list is not
exhaustive, and there are other tag types.

[0683] In various embodiments, these values are captured
in a pre-formatted descriptive heading in the same word
processor/scripting application used to write the description
and/or text of the scene/clip described. The actual scene is
then written out. The output of the headers is passed in a
standard format, like OMF (Open Media Framework), to the
video-editing system in such a way that the simple inputting
of the identifier for the audio/video media clip to be edited,
causes the data-bearing tags to form and assign to the media
clip. Upon export of the clip to the database, these param-
eters (together with the unique “fuzzy-end” parameters
assigned by the editor to each clip so marked) are passed
along to form the metadata for that clip.

[0684] Variant-Length-VOD Delivery of Programming

[0685] In various embodiments involving VOD, the
viewer is a passive consumer of media. In various embodi-
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ments, legacy media assets are tagged in order to re-purpose
them by presenting them through the agency of our video
engine as demographically/psychographically/contextually-
relevant programming. In various embodiments, the system
is used to re-purpose, for example, a collection of newsroom
assets from several years of broadcast.

[0686] Various embodiments contain a series of templates
relevant to the intended uses of the legacy programming.
The assets are reviewed, tagged, placed (along with their
metadata and templates) in a database and served to media
recipients by on-line, cable, or other means.

[0687] In various embodiments, the delivery system pro-
vides a means for the profiling of users/viewers/listeners,
provides a means for the acceptance of input from users
regarding program selection by specific topics, moods, uses
(say, party videos) and the like, customizes the delivered
video/audio to users according to the mix of static constants,
programmer-variables, and user input and usage history and
maintains a suitably confidential record of the usage history
and viewer profile data.

[0688] In various embodiments, the delivery system pro-
vides a video stream that will time-compress the video
experience through the use of any number of methods, chief
of which is the assignment of tags that define, without
limitation, the most interesting, salient, attractive, shocking,
and/or compelling clips to be shown to a viewer—or, for
example, remove every other frame of video (or any other
time-compression method). Alternately “tile” multiple video
streams as boxes, regions, or layers of a user’s video screen
to achieve a simultaneity onscreen of multiple assets of
temporal regions of assets.

[0689] In various embodiments, the delivery system spon-
taneously substitutes from within the database, or process
(by, for example, time-compression), the audio component
of condensed video clips, accepts user-input in the form of
clicks, roll-overs, voice-commands, gestures, and the like
indicating interest, or lack thereof, in the delivered media
stream or its elements and utilizes the video database and
engine to modify the stream of delivered programming to
suit or respond to those inputs.

[0690] In other embodiments, without input from a user,
the default stream issues within the look-and-feel parameters
defined for that user by the “broadcaster/programmer”.
Upon input, such as clicking, the broadcast stream modifies
thus: one form of input brings up the menu and pauses, or
remembers, the point of “click” or input, another simply
causes the clicked item to telescope. The telescoping (in
time, or potentially in space by, say, tiling) of the selected
clip can continue through several layers of detail according
to user input. Upon the reception of two (or any designated
number) of clicks/inputs, the full video program presents
itself and plays.

[0691] In yet another embodiment, upon the issuance of
the desired number of inputs (gestures, clicks, button-
pushes) to indicate real, significant interest in a module of
video (which has been shown in one or more short encap-
sulated forms) the user is transferred to another channel for
viewing of the full-length piece.

[0692] In various embodiments, advertising income is a
modified infomercial model. That is, a short “teaser” ad (say
a 5-30 second ad) would, upon a single “click” open to a,
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say, 30-60 second ad. A second “click”/gesture, or a default
issuing because no “click-out” was registered during the
expanded advertisement, cause the ad to become a full-
length infomercial experience. Advertisers and content-pro-
viders are charged a referral fee that takes one or more of
many forms (e.g., flat fee, commission on sales, per-minute
or per-exposure fee, and so on).

[0693] 1t will be apparent from the foregoing that, while
particular forms of the invention have been illustrated and
described, various alternatives, modifications and variations
can be made without departing from the spirit and scope of
the invention. Accordingly, the invention is intended to
embrace all such alternatives, modifications and variations
and it is not intended that the invention be limited, except as
by the following claims.

1. A method of media distribution comprising:
obtaining a first media stream from a first media source;
tagging said first media source with a set of tags;

obtaining a second media stream from a second media
source;

obtaining a template wherein said template guides assem-
bly of a program; and

assembling said program using said template and said set
of tags.
2. The method of claim 1 wherein said step of tagging
occurs at said media source.
3. The method of claim 1 wherein said step of tagging
occurs at a location other than said media source.
4. A method of media distribution comprising:

obtaining a first media stream from a media source;

tagging said first media stream with a set of tags at a
location other than said media source;

obtaining a template wherein said template guides assem-
bly of a program; and

assembling said program using said template and said set
of tags.
5. The method of claim 1 or 4 further comprising:

obtaining a user profile.
6. The method of claim 5 further comprising:

assembling said program using said user profile.
7. The method of claim 6 wherein said step of assembling
said program using said user profile comprises:

selecting an advertisement wherein said advertisement is
associated with a value in said user profile; and

inserting said advertisement into said program.
8. The method of claim 5 further comprising:

verifying review of said program by a user.
9. The method of claim 8 further comprising:

rewarding said user.
10. A media distribution system comprising:

a receiver configured to obtain a first media stream from
a first media source and a second media stream from a
second media source;

a tagging device configured to tag said first media source
with a set of tags;
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a template obtaining system configured to obtain a tem-
plate wherein said template guides assembly of a
program; and

an assembler configured to assemble said program using

said template and said set of tags.

11. The media distribution system of claim 10 wherein
said tagging device is located at said media source.

12. The media distribution system of claim 10 wherein
said tagging device is located at a location other than said
media source.

13. A media distribution system comprising:

a receiver configured to obtain a first media stream from
a media source;

a tagging device configured to tag said first media stream
with a set of tags at a location other than said media
source;

a template obtaining system configured to obtain a tem-
plate wherein said template guides assembly of a
program; and

an assembler configured to assemble said program using
said template and said set of tags.
14. The media distribution system of claim 10 or 13
further comprising:

a profile obtaining system configured to obtain a user

profile.

15. The media distribution system of claim 14 wherein
said assembler is further configured to assemble said pro-
gram using said user profile.

16. The media distribution system of claim 15 wherein
said assembler comprises:

a selection unit configured to select an advertisement
wherein said advertisement is associated with a value in
said user profile; and

an insertion unit configured to insert said advertisement
into said program.
17. The media distribution system of claim 14 further
comprising:

a verification device configured to verify review of said
program by a user.
18. The media distribution system of claim 17 further
comprising:

a reward system configured to reward said user.
19. A computer program product comprising:

a computer usable medium having computer readable
program code embodied therein configured to distrib-
ute media, said computer program product comprising:

computer readable code configured to cause a computer to
obtain a first media stream from a first media source;

computer readable code configured to cause a computer to
obtain a second media stream from a second media
source;

computer readable code configured to cause a computer to
tag said first media source with a set of tags;

computer readable code configured to cause a computer to
obtain a template wherein said template guides assem-
bly of a program; and
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computer readable code configured to cause a computer to
assemble said program using said template and said set
of tags.

20. The computer program product of claim 19 wherein
said computer readable code configured to cause a computer
to tag is located at said media source.

21. The computer program product of claim 19 wherein
said computer readable code configured to cause a computer
to tag is located at a location other than said media source.

22. A computer program product comprising:

a computer usable medium having computer readable
program code embodied therein configured to distrib-
ute media, said computer program product comprising:

computer readable code configured to cause a computer to
obtain a first media stream from a media source;

computer readable code configured to cause a computer to
tag said first media stream with a set of tags at a
location other than said media source;

computer readable code configured to cause a computer to
obtain a template wherein said template guides assem-
bly of a program; and

computer readable code configured to cause a computer to
assemble said program using said template and said set
of tags.
23. The computer program product of claim 19 or 22
further comprising:

computer readable code configured to cause a computer to

obtain a user profile.

24. The computer program product of claim 23 wherein
said computer readable code configured to cause a computer
to assemble is further configured to assemble said program
using said user profile.

25. The computer program product of claim 24 wherein
said computer readable code configured to cause a computer
to assemble comprises:

computer readable code configured to cause a computer to
select an advertisement wherein said advertisement is
associated with a value in said user profile; and

computer readable code configured to cause a computer to
insert said advertisement into said program.
26. The computer program product of claim 23 further
comprising:

computer readable code configured to cause a computer to
verify review of said program by a user.
27. The computer program product of claim 26 further
comprising:

computer readable code configured to cause a computer to

reward said user.

28. The method of claim 1 or 4 wherein a first tag
indicates content information.

29. The method of claim 1 or 4 wherein a first tag
indicates look and feel data.

30. The method of claim 5 wherein said user profile
contains demographic information.

31. The method of claim 5 wherein said user profile
contains a data item wherein said data item indicates a
desired level of advertising.

32. The method of claim 5 wherein said user profile
contains a desired look and feel indicator.
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33. The method of claim 5 wherein said user profile
contains a desired content indicator.

34. The method of claim 1 or 4 wherein said first media
stream is obtained via AM radio.

35. The method of claim 1 or 4 wherein said first media
stream is obtained via FM radio.

36. The method of claim 1 or 4 wherein said first media
stream is obtained via broadcast TV.

37. The method of claim 1 or 4 wherein said first media
stream is obtained via digital radio.

38. The method of claim 1 or 4 wherein said first media
stream is obtained via cable TV.

39. The method of claim 1 or 4 wherein said first media
stream is obtained via the Internet.

40. The method of claim 1 or 4 wherein said first media
stream contains web page data.

41. The method of claim 1 or 4 wherein said first media
stream is obtained via satellite.

42. The method of claim 1 or 4 wherein said first media
stream is obtained via a cellular phone.

43. The method of claim 1 or 4 wherein said first media
source is a local source.

44. The method of claim 1 or 4 wherein said first media
stream contains no advertising data.

45. The method of claim 1 or 4 wherein said first media
stream contains only advertising data.

46. The method of claim 1 or 4 further comprising:

filtering a first data item.
47. The method of claim 1 or 4 further comprising:

storing said first data item.

48. The method of claim 1 or 4 wherein said first media
stream contains distance learning data.

49. The method of claim 1 or 4 wherein said first media
stream contains licensed elements.

50. The method of claim 8 wherein said step of verifying
comprises:

detecting said user’s presence.

51. The method of claim 48 wherein said user is in a
vehicle.

52. The method of claim 8 wherein said step of verifying
comprises:

retrieving a frame buffer; and

comparing said frame buffer to said program.
53. The method of claim 8 wherein said step of verifying
comprises:

detecting a volume level wherein said program is played
at said volume level.
54. The method of claim 8 wherein said step of verifying
comprises:

protecting said user’s privacy.

55. The method of claim 1 or 4 wherein said first media
stream contains a region-specific data item.

56. The method of claim 1 or 4 further comprising:

determining a geographic location.

57. The method of claim 1 or 4 wherein said first media
stream contains a signifier.

58. The method of claim 55 further comprising:

verifying a user mindfully consumed said program using
said signifier.
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59. The method of claim 1 or 4 further comprising:
detecting a first data item in said first media stream; and

forwarding said first data item from a first user to a second
user.
60. The method of claim 1 or 4 wherein said first media
stream contains a public service announcement.
61. The method of claim 1 or 4 wherein said first media
stream contains an advertising data element.
62. The method of claim 61 further comprising:

inserting said advertising data element into a display item.
63. The method of claim 62 wherein said step of inserting
comprises:

replacing an icon with said advertising data element.
64. The method of claim 62 wherein said step of verifying
comprises:

replacing a cursor with said advertising data.
65. The method of claim 62 wherein said step of verifying
comprises:

replacing a screen saver with said advertising data.

66. The method of claim 1 or 4 wherein said first media
stream contains data from a category of information.

67. The method of claim 66 wherein said category is
sports.

68. The method of claim 66 wherein said category is
popular music.

69. The method of claim 1 or 4 wherein said step of
assembling comprises:

selecting a set of commentary from a desired announcer
using said set of tags; and

inserting said set of commentary into said program.

70. The method of claim 1 or 4 wherein said first media
stream is obtained via e-mail.

71. The method of claim 1 or 4 wherein said first media
stream contains a printable data item.

72. The method of claim 71 wherein said printable data
item is printed on a CD cover.

73. The method of claim 71 wherein said printable data
item is printed on a DVD cover.

74. The method of claim 1 or 4 wherein said step of
obtaining said first media stream comprises:

receiving said first media stream continuously.

75. The method of claim 1 or 4 wherein said first media
stream is delivered via a frequency sub-carrier.

76. The method of claim 1 or 4 wherein said program is
based on an advertised item.

77. The method of claim 1 or 4 wherein said program is
placed on a product.

78. The method of claim 77 wherein said product is a shoe
and wherein said program contains advertising information.

79. The method of claim 1 or 4 wherein said first media
stream is compressed.

80. The method of claim 1 or 4 wherein said set of tags
contains host-preference data.

81. The method of claim 1 or 4 wherein said first media
stream is viewable by a system that does not assemble said
program.
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82. The method of claim 1 or 4 further comprising:

selecting a first data element wherein said first data
element is included in said program; and

assembling additional data into said program wherein said
additional data is associated with said first data ele-
ment.

83. The media distribution system of claim 10 or 13
wherein a first tag indicates content information.

84. The media distribution system of claim 10 or 13
wherein a first tag indicates look and feel data.

85. The media distribution system of claim 14 wherein
said user profile contains demographic information.

86. The media distribution system of claim 14 wherein
said user profile contains a data item wherein said data item
indicates a desired level of advertising.

87. The media distribution system of claim 14 wherein
said user profile contains a desired look and feel indicator.

88. The media distribution system of claim 14 wherein
said user profile contains a desired content indicator.

89. The media distribution system of claim 10 or 13
wherein said first media stream is obtained via AM radio.

90. The media distribution system of claim 10 or 13
wherein said first media stream is obtained via FM radio.

91. The media distribution system of claim 10 or 13
wherein said first media stream is obtained via broadcast TV.

92. The media distribution system of claim 10 or 13
wherein said first media stream is obtained via digital radio.

93. The media distribution system of claim 10 or 13
wherein said first media stream is obtained via cable TV.

94. The media distribution system of claim 10 or 13
wherein said first media stream is obtained via the Internet.

95. The media distribution system of claim 10 or 13
wherein said first media stream contains web page data.

96. The media distribution system of claim 10 or 13
wherein said first media stream is obtained via satellite.

97. The media distribution system of claim 10 or 13
wherein said first media stream is obtained via a cellular
phone.

98. The media distribution system of claim 10 or 13
wherein said first media source is a local source.

99. The media distribution system of claim 10 or 13
wherein said first media stream contains no advertising data.

100. The media distribution system of claim 10 or 13
wherein said first media stream contains only advertising
data.

101. The media distribution system of claim 10 or 13
further comprising:

a filter configured to filter a first data item.
102. The media distribution system of claim 10 or 13
further comprising:

a storage unit configured to store said first data item.

103. The media distribution system of claim 10 or 13
wherein said first media stream contains distance learning
data.

104. The media distribution system of claim 10 or 13
wherein said first media stream contains licensed elements.

105. The media distribution system of claim 17 wherein
said a verification device comprises:

a detection unit configured to detect said user’s presence.
106. The media distribution system of claim 103 wherein
said user is in a vehicle.
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107. The media distribution system of claim 17 wherein
said a verification device comprises:

a retrieval unit configured to retrieve a frame buffer; and

a comparison unit configured to compare said frame
buffer to said program.
108. The media distribution system of claim 17 wherein
said a verification device comprises:

a detection unit configured to detect a volume level

wherein said program is played at said volume level.

109. The media distribution system of claim 17 wherein
said a verification device comprises:

a protection unit configured to protect said user’s privacy.

110. The media distribution system of claim 10 or 13
wherein said first media stream contains a region-specific
data item.

111. The media distribution system of claim 10 or 13
further comprising:

a determiner configured to determine a geographic loca-
tion.
112. The media distribution system of claim 10 or 13
wherein said first media stream contains a signifier.
113. The media distribution system of claim 112 further
comprising:

a verification unit configured to verify a user mindfully
consumed said program using said signifier.
114. The media distribution system of claim 10 or 13
further comprising:

a detection unit configured to detect a first data item in
said first media stream; and

a forwarding unit configured to forward said first data

item from a first user to a second user.

115. The media distribution system of claim 10 or 13
wherein said first media stream contains a public service
announcement.

116. The media distribution system of claim 10 or 13
wherein said first media stream contains an advertising data
element.

117. The media distribution system of claim 116 further
comprising:

an insertion unit configured to insert said advertising data
element into a display item.

118. The media distribution system of claim 117 wherein
said step of inserting comprises:

a replacement unit configured to replace an icon with said
advertising data element.
119. The media distribution system of claim 117 wherein
said step of verifying comprises:

a replacement unit configured to replace a cursor with said
advertising data.
120. The media distribution system of claim 117 wherein
said step of verifying comprises:

a replacement unit configured to replace a screen saver

with said advertising data.

121. The media distribution system of claim 10 or 13
wherein said first media stream contains data from a cat-
egory of information.

122. The media distribution system of claim 121 wherein
said category is sports.
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123. The media distribution system of claim 121 wherein
said category is popular music.

124. The media distribution system of claim 10 or 13
wherein said assembler comprises:

a selection unit configured to select a set of commentary
from a desired announcer using said set of tags; and

an insertion unit configured to insert said set of commen-
tary into said program.

125. The media distribution system of claim 10 or 13
wherein said first media stream is obtained via e-mail.

126. The media distribution system of claim 10 or 13
wherein said first media stream contains a printable data
item.

127. The media distribution system of claim 126 wherein
said printable data item is printed on a CD cover.

128. The media distribution system of claim 126 wherein
said printable data item is printed on a DVD cover.

129. The media distribution system of claim 10 or 13
wherein said receiver comprises:

a second receiver configured to receive said first media

stream continuously.

130. The media distribution system of claim 10 or 13
wherein said first media stream is delivered via a frequency
sub-carrier.

131. The media distribution system of claim 10 or 13
wherein said program is based on an advertised item.

132. The media distribution system of claim 10 or 13
wherein said program is placed on a product.

133. The media distribution system of claim 132 wherein
said product is a shoe and wherein said program contains
advertising information.

134. The media distribution system of claim 10 or 13
wherein said first media stream is compressed.

135. The media distribution system of claim 10 or 13
wherein said set of tags contains host-preference data.

136. The media distribution system of claim 10 or 13
wherein said first media stream is viewable by a system that
does not assemble said program.

137. The media distribution system of claim 10 or 13
further comprising:

a selection unit configured to select a first data element
wherein said first data element is included in said
program; and

asecond assembler configured to assemble additional data
into said program wherein said additional data is asso-
ciated with said first data element.

138. The computer program product of claim 19 or 22
wherein a first tag indicates content information.

139. The computer program product of claim 19 or 22
wherein a first tag indicates look and feel data.

140. The computer program product of claim 23 wherein
said user profile contains demographic information.

141. The computer program product of claim 23 wherein
said user profile contains a data item wherein said data item
indicates a desired level of advertising.

142. The computer program product of claim 23 wherein
said user profile contains a desired look and feel indicator.

143. The computer program product of claim 23 wherein
said user profile contains a desired content indicator.

144. The computer program product of claim 19 or 22
wherein said first media stream is obtained via AM radio.
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145. The computer program product of claim 19 or 22
wherein said first media stream is obtained via FM radio.

146. The computer program product of claim 19 or 22
wherein said first media stream is obtained via broadcast TV.

147. The computer program product of claim 19 or 22
wherein said first media stream is obtained via digital radio.

148. The computer program product of claim 19 or 22
wherein said first media stream is obtained via cable TV.

149. The computer program product of claim 19 or 22
wherein said first media stream is obtained via the Internet.

150. The computer program product of claim 19 or 22
wherein said first media stream contains web page data.

151. The computer program product of claim 19 or 22
wherein said first media stream is obtained via satellite.

152. The computer program product of claim 19 or 22
wherein said first media stream is obtained via a cellular
phone.

153. The computer program product of claim 19 or 22
wherein said first media source is a local source.

154. The computer program product of claim 19 or 22
wherein said first media stream contains no advertising data.

155. The computer program product of claim 19 or 22
wherein said first media stream contains only advertising
data.

156. The computer program product of claim 19 or 22
further comprising:

computer readable code configured to cause a computer to
filter a first data item.
157. The computer program product of claim 19 or 22
further comprising:

computer readable code configured to cause a computer to

store said first data item.

158. The computer program product of claim 19 or 22
wherein said first media stream contains distance learning
data.

159. The computer program product of claim 19 or 22
wherein said first media stream contains licensed elements.

160. The computer program product of claim 26 wherein
said computer readable code configured to cause a computer
to verify comprises:

computer readable code configured to cause a computer to
detect said user’s presence.
161. The computer program product of claim 160 wherein
said user is in a vehicle.
162. The computer program product of claim 26 wherein
said computer readable code configured to cause a computer
to verify comprises:

computer readable code configured to cause a computer to
retrieve a frame buffer; and

computer readable code configured to cause a computer to
compare said frame buffer to said program.
163. The computer program product of claim 26 wherein
said computer readable code configured to cause a computer
to verify comprises:

computer readable code configured to cause a computer to
detect a volume level wherein said program is played at
said volume level.
164. The computer program product of claim 26 wherein
said computer readable code configured to cause a computer
to verify comprises:
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computer readable code configured to cause a computer to

protect said user’s privacy.

165. The computer program product of claim 19 or 22
wherein said first media stream contains a region-specific
data item.

166. The computer program product of claim 19 or 22
further comprising:

computer readable code configured to cause a computer to
determine a geographic location.
167. The computer program product of claim 19 or 22
wherein said first media stream contains a signifier.
168. The computer program product of claim 167 further
comprising:

computer readable code configured to cause a computer to
verify a user mindfully consumed said program using
said signifier.
169. The computer program product of claim 19 or 22
further comprising:

computer readable code configured to cause a computer to
detect a first data item in said first media stream; and

computer readable code configured to cause a computer to
forward said first data item from a first user to a second
user.

170. The computer program product of claim 19 or 22
wherein said first media stream contains a public service
announcement.

171. The computer program product of claim 19 or 22
wherein said first media stream contains an advertising data
element.

172. The computer program product of claim 172 further
comprising:

computer readable code configured to cause a computer to

insert said advertising data element into a display item.

173. The computer program product of claim 172 wherein

said computer readable code configured to cause a computer
to insert comprises:

computer readable code configured to cause a computer to
replace an icon with said advertising data element.
174. The computer program product of claim 172 wherein
said computer readable code configured to cause a computer
to verify comprises:

computer readable code configured to cause a computer to
replace a cursor with said advertising data.
175. The computer program product of claim 172 wherein
said computer readable code configured to cause a computer
to verify comprises:

computer readable code configured to cause a computer to
replace a screen saver with said advertising data.

176. The computer program product of claim 19 or 22
wherein said first media stream contains data from a cat-
egory of information.

177. The computer program product of claim 176 wherein
said category is sports.

178. The computer program product of claim 176 wherein
said category is popular music.

179. The computer program product of claim 19 or 22
wherein said computer readable code configured to cause a
computer to assemble comprises:
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computer readable code configured to cause a computer to
select a set of commentary from a desired announcer
using said set of tags; and

computer readable code configured to cause a computer to
insert said set of commentary into said program.

180. The computer program product of claim 19 or 22
wherein said first media stream is obtained via e-mail.

181. The computer program product of claim 19 or 22
wherein said first media stream contains a printable data
item.

182. The computer program product of claim 181 wherein
said printable data item is printed on a CD cover.

183. The computer program product of claim 181 wherein
said printable data item is printed on a DVD cover.

184. The computer program product of claim 19 or 22
wherein said computer readable code configured to cause a
computer to obtain said first media stream comprises:

computer readable code configured to cause a computer to

receive said first media stream continuously.

185. The computer program product of claim 19 or 22
wherein said first media stream is delivered via a frequency
sub-carrier.

186. The computer program product of claim 19 or 22
wherein said program is based on an advertised item.

187. The computer program product of claim 19 or 22
wherein said program is placed on a product.

188. The computer program product of claim 187 wherein
said product is a shoe and wherein said program contains
advertising information.

189. The computer program product of claim 19 or 22
wherein said first media stream is compressed.

190. The computer program product of claim 19 or 22
wherein said set of tags contains host-preference data.

191. The computer program product of claim 19 or 22
wherein said first media stream is viewable by a system that
does not assemble said program.

192. The computer program product of claim 19 or 22
further comprising:

computer readable code configured to cause a computer to
select a first data element wherein said first data ele-
ment is included in said program; and

computer readable code configured to cause a computer to
assemble additional data into said program wherein
said additional data is associated with said first data
element.
193. A system embodying any of the previously claimed
features of the preceding claims, and further comprising:

means for providing Royalty Only Aggregate Revenues
(ROAR).
194. A method embodying any of the previously claimed
features of the preceding claims, and further comprising:

a methodology for providing Royalty Only Aggregate
Revenues (ROAR).
195. A method as recited in any of claims 1-9 and 28-82,
and further including:

providing Royalty Only Aggregate Revenues (ROAR).
196. Apparatus as recited in any of claims 10-28, and
further comprising:

means for providing Royalty Only Aggregate Revenues
(ROAR).
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197. In a system for creation, distribution, assembly and
verification of media, the improvements, comprising:

first means for computing the proceeds from the sale of
goods and services; and

second means responsive to said first means for securing
remuneration to those contributing to the creation of
value,

whereby the value chain is rewarded by royalty flow.

198. A system as set forth in claim 197, wherein said
second means includes means for providing Royalty Only
Aggregate Revenues (ROAR).

199. A system as set forth in claim 198, and further
including:

a ROAR header.

200. A system as set forth in claim 199, wherein said
header includes data relating to Downloads, Royalties and
Packaging.

201. A system as set forth in claim 199, wherein said
header includes data relating to Sponsorship.

202. A system as recited in claim 198, which includes a
descriptor for DATA CHANNEL/CARRIER(S) SIGNIFI-
ERS AND ROYALTIES.

203. A system as recited in claim 198, which includes a
descriptor for RETAILER CODE AND ROYALTY.

204. A system as recited in claim 198, which includes a
description for WHOLESALER CODE AND ROYALTY.

205. A system as recited in claim 198, which includes a
descriptor for REP-CODES AND ROYALTIES.

206. A system as recited in claim 198, which includes a
descriptor for REFERRING ENTITY CODES AND ROY-
ALTIES.

207. A system as recited in claim 198, which includes a
descriptor for COLLECTION ENTITY AND ROYALTY.

208. A system as recited in claim 198, which includes a
descriptor for PRODUCT CODE OF VALUED-ENTITY.
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209. A system as recited in claim 198, which includes a
descriptor for NAME OF ENTITY.

210. A system as recited in claim 198, which includes a
descriptor for ELEMENT-TITLE.

211. A system as recited in claim 198, which includes a
descriptor for RESERVED FIELDS.

212. A system as recited in claim 198, which includes a
descriptor for ROYALTY PARTICIPANT FIELDS.

213. A system as recited in claim 198, which includes a
descriptor for NAME OF PARTICIPANT.

214. A system as recited in claim 198, which includes a
descriptor for ROLE OF PARTICIPANT.

215. A system as recited in claim 198, which includes a
descriptor for PROFESSIONAL AFFILIATION OF PAR-
TICIPANT.

216. A system as recited in claim 198, which includes a
descriptor for ROYALTY EXPRESSED PERCENTAGE.

217. A system as recited in claim 198, which includes a
descriptor for NON-ROYALTY CREDIT LIST.

218. A system as recited in claim 198, which includes a
descriptor for DESIGNATED ASSIGNEES OF ROYAL-
TIES.

219. A system as recited in claim 198, which includes a
descriptor for ENTITY/PARTICIPANT SIGNIFIER.

220. A system as recited in claim 198, which includes a
descriptor for RECIPIENT SIGNIFIER.

221. A system as recited in claim 198, which includes a
descriptor for SPONSORSHIP AND AD-UNDERWRIT-
ING FIELDS.

222. A system as recited in claim 198, which includes a
descriptor for MASTER SPONSORSHIP.

223. A system as recited in claim 198, which includes a
descriptor for SUB-SPONSORSHIPS BY CATEGORY.

224. Each and every novel feature and/or combination of
features herein disclosed.

#* #* #* #* #*
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