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How to Deal With Barter Opportunities
(https://www.clickz.com)

My current boss and mentor, Dave Smith, always says that in a barter deal, there are always really two deals: the value of what you are
giving, and the value of what you are getting. This may seem like a no-brainer postulate, but most people out there don’t think this way.
Barter gets treated like an after-thought. Attention is paid to it at the front end, but no one is watching over it on the back end.

So, how does one go about negotiating, executing, and stewarding a barter arrangement?

1. First things first. Determine the value of what it is that you want to trade. If it is impressions for impressions (basically reciprocal
banner exchanges, or the like), rate card values are usually applied on both sides of the exchange. If my client’s ROS has a rate-
card value of $20, and the site I'm trading with has inventory with a $15 rate card value, my client should get 1,333 impressions
from the site for every 1,000 of theirs.

This is the most common form of barter. Rate card value for rate card value. Site publishers, though they prefer cash, of course,
like this system of barter because the determined value of the exchange is realized as actual revenue on the bottom line. And
why wouldn’t you want maximum value dropping on top of that bottom line?

| prefer, however, to take another tack. | like to evaluate the real value of the bartered inventory based on what | could buy it for
on the open market. This helps to give me a real idea as to its actual value and helps in determining the success or failure of the
effort based on real worth. Remember that though no money is changing hands, you still want to make sure that you are making
a fair trade. If we're trading cars, we need to take into account the Blue Book value as well as the marketplace for a particular
automobile.

2. Second, approach the sites you are bartering with as though you have a cash deal. No one is doing you a favor by agreeing to a
barter arrangement. If the site could sell the inventory for cash, you guys wouldn’t be having any conversations at all. As the
value is realized on the bottom line as though it were cash, it should be treated as such.

w

. Get solid confirmation on placement. Unless the exchange is for ROS, don't let all your inventory run that way. Once again, treat
this like a regular buy.
4. Watch over the “buy” once it has been executed. As | mentioned before, these tend to be forgotten about and, once running, they
languish in a random limbo. Often times, a barter deal runs like a remnant inventory buy, with ads running in haphazard fashion,
depending on where there is "availability.” Certainly some of this cannot be helped, as the status of inventory can change all of
the time. One can't expect a barter agreement to take precedence on inventory over a cash deal that may have come in
subsequent to the barter agreement.
However, keeping a watchful eye and keeping in contact with the vendor does help to limit this from happening too often. This is
particularly important if the value of the inventory for which the client’s inventory was exchanged, was dependant on a particular
placement. That's to say, if | estimated the value of the exchange using some of my bartered rotation using keyword
impressions, | would not be happy with an equal amount of ROS impressions. I'll either still need those keyword impressions, or
a greater number of ROS impressions to ensure what is called “in-kind” value.

There is a whole lot more to barter agreements, particularly as they tend to be for much larger values than traditional vanilla media
buys. Instead of $20K per month on a site, you're looking at $1 million value over 3 months or something to that effect.

But just knowing it's an option should open a whole new world of media opportunities for you and your clients.

More about: Media (https://www.clickz.com/category/media/) | Media
(https://www.clickz.com/category/strategy/media-strategy/) | Media Planning
(https://www.clickz.com/category/media/media-planning/)
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The Politics of
search Engines

Manipulated by the wealthy and the technologically adept, search
engines may he presenting an increasingly distorted and limited

view of the Web.

earch engines provide essential access to the

Weh, both to those with something to say and

offer and to those who wish to hear and find.

Yet many leading search engines give promi-

nence to popular, wealthy, and powerful sites
at the expensc of others. Some researchers! have esti-
mated that, taken individually, none of the Web search
engines studied indexes more than 16 percent of the
total indexable Web, Combined, the results from all
search engines they studied increased Web coverage
to only about 42 percent, .

Thesc results confirm the popular belief that the
Web, at 800 million pages and growing, is almast
inconceivably large, and that search engines only par-
tially mecet the desperate need for an effective means
of finding things. What search engines do find they
retrieve through technical mechanisms such as crawl-
ing, indexing, and ranking algorithms, and through
human-mediated trading of ranking prominence for a
fee,

But what about thuse portions of the Web that
remain hidden from view? In this article, we lock at
how scarch engine developers, designers, and produc-
crs grapple with the technical limies that restrict what
their engines can fined. We also examine influences that
may determine systematic inclusion and exclusion of
certain sites, and the wide-ranging factors thar dictate
systematic promingnce for some sites while relegating
others to systematic invisibility.

Make no mistake: These ate political issucs.? What
thase who seek information on the Web can find will
determine what the Web consists of—for them. We
fear that technolagical limitations and commercial
interests may conspire Lo disenfranchise those outside
the mainstreamn and those who lack the resources or
knowledge to promote their Web presence. Deprived
of its diversity and impoverished by a lack of choice,
a diminished Web would affect us ali, individuals and
institutions alike.

TECHNICAL OVERVIEW

A Web page provider who seeks scarch-engine
recognition must focus on two key tasks: being
indexed and, when its page qualifics as a valid candi-
date for a given search, heing ranked in the top 10 to
20 results displayed.

Building an index

Being indexed is the essential fiest step in achieving
search engine recognition, Although there are other
means of reaching Web pages such as link-following
and knowing or guessing universal resource localors
{URLs], search engiues are by far the most prominent
means, cspecially for conducting initial exploration of
a particular interest.

Search cngines create a map of the Web by indexing
Web pages according to keywords. From the cnormous
datahases thesc indexes generate, search engines link
page content through keywords to URLs. When a user
who sceks information submits a keyword or phrase
that best delincates the data sought, the search engine’s
database ideally returns a list of refevant URLs.

How then does a search engine create its database,
and what does it storc in it? That depends on the scarch
engine’s type. Search engines such as AltaVista, Lycos,
and Hotbot use spiders, also referred to as robots ur
safthots, to harvest URLs automarically. Tn directory-
based search cngines, such as Yahoo and AliWeb,
Webmasters and other Web page creators manually
submit the vast majority of indexed pages to the search
engine’s editors. Their efforts are usually augmented,
however, by some forim of automatic harvesting.

The human touch. A directory-basced search engine
receives URLs from Web page creators for possible
inclusion inits database, Sumeonc who wants a page
recoghized by Yahoo, for cxample, must submit the
page’s URL and background information to a human
editor, who reviews it and decides whether to sched-
ule the page for indexing. The indexing software

Gomputer 0018-9162/00/510.00 © 2000 IEEE
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retrieves the page scheduled lor indexing, then parses
and indexes it according to the keywords found in
the papge’s content. Tor directory-based search
engines, human gatekeepers hold the keys o inclu-
sion in their indexed databases. Given the consider-
able backlog causcd by the continual appearance of
new sites, this process can take six months from sub-
mission to inclusion.

Various criteria determine which pages pet indexed.
With Yahoo, for example, representarives say they nse
criteria of relevancy.? The exact narure of these crite-
ria, however, is not widely known, publicly dissemi-
nated, or consistently applied by Yahoo’ various
editors. Thus, a site may be rejected without its own-
ers being notified or given any guidance on how to
overturn that decision.

Two factors seem to increase a site’s chances of
being listed with Yahoo:

o the number of links to and from a given site, also
referred to as inlinks and outlinks; and

e how full a particular category in the directory
happens to be.

Where editors foel they need mare references within a
category, they lower the entry barriers. Defending their
approach, Yahoo representatives maincain that they list
what users want, arguing that if users were not finding
relevant information they would cease using Yahoo.

Along comes a spider. Being indexed by a search
engine that automatically harvests URLs involves
being visited by its spider. The spider usually starts
its crawl from a historical list of URLs. Such lists
favor documents that contain many links, such as
scrver lists, What’s New pages, and other popular
Web sites. Spiders crawl the Web by automatically
traversing its hypertext structure, They first retrieve
a document, then recursively retrieve afl documents
referenced in it.

Whar routes these spiders follow, which sites they
visit, how often, and other operational details tend to
be steadfastly guarded trade secrers. At best, their
guiding algorithms can be inferred from the spiders’
behaviors. Junghoo Cho and colleagues have explored
the nature of spider algorithms in detail  Their work,
highlighted in the “Page Tmportance Metrics™ side-
bar, describes the metrics that spiders commonly use
ta determine a Web page’s importance.

Unless a query term or string steers the crawling spi-
der, metrics must decide a page’s importance. The
Backlink mettic uses a page’s backlink or inlink count
as an importance heuristic. The value of the backlink
count equals the number of links to a specific page
that appear across the entire Web. The metric derives
[rom the assumption that the more pages that link to
a given page, the greater that page’s iriportance,
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Figure 1. The Yahoo search page, with selectable search aptions (hilp://search. yahoo.
com/bin/search/aplions/). A direciory-based search ergina, Yahoo draws from a dala-
hase of Wek pages indexed by its human editors.
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Figure 2. The AffaVista search page (hifp.//www.altavista.com). Spitfers—robats thal
camhb the Weh anif recerd the URLs of the sitas they traverse—generate Alfalista’s
tatabase of Web pages.

In the cases of Lixcite, Hothor, and Lycos, some cvi-
dence suggests that this metric plays a major role in
determining indexing appeal. Exclusion, using this
metric, is less likely for a search cngine like
AltaVista—mwhich goes for massive coverage—than
for its smaller and more seleclive competitors,

Imagine how such a metric may play out in the
realm of academic research. Such research has long
been underpinned by the canonical works that authors
cite. We know also, however, that not all topics nec-
essarily have canons, Further, whereas a small num-
ber of citations may make a particular work a canon
i sume fields, others require a vast number of cita-
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tions to attain such status, Thus, the Backlink heuris-
tic tends Lo gather links to large topics and fields, such
as sharcware computer games, in which even a ter-
tiary site would have vastly more links than, say, those
found at a localized community services Web sire.
Through sheer volume of backlinks, large ficlds deter-
mine the measure, or threshold, of importance in ways
that tend to push out cqually important small fields.

The PageRank metric exacerbates this problem,
Instead of treating all links equally, this heuristic gives
prominence to backlinks from pages that themselves
have high backlink counts. In theory, this approach
mirrors the academic practice of giving greater weight
to citations from works that are considered authori-
ties. In practice, the Backlink and PagcRanl metrics
blinelly assume that backlinks reliably indicate a Web
page’s importance or relevance. When page creators
link to pages they deem valuable, this assumption may
hold. However, many organizations actively cultivate
backlinks by offering incentives such as product dis-
counts, free software urilities, and access to exclusive
information. Such incentives slant Web visibility
toward those with the deepest pockers.

The Location Metric uses URL location informa-
tion to determinc a crawl’s next steps: its domain typc
{«com, .org, .net, .edu) and whether certain keywords
such as “home” appear in the URL, Presumably, pro-
grammers make such decisions when they set the
craw! heuristics for a particular spider, Thus, we can
conclude that spiders will target pages that

o have many backlinks, especially backlinks from
other pages with high backlink counts, and

® occupy locations seen as useful or important to
the crawling spider.

Another hcuristic that seems o guide spiders is
breadth or depth of representation. If a spider’s algo-
rithm favors breadth, it will visit more sites but index
only a fraction of each. For example, spiders index only
about 10 ta 15 pereent of large sites such as America
Online or Geocities, which themselves host many smaller
sites, Therefore, if your site is hosted by AOL, for exam-
ple, there is a good chance it will be averlocked.

Other reasons for exclusion include presenting infor-
mation on your site in non-HTML format, and the robot
exclusion standard, which inserts a tag in the HTML file
that specifies which robots may index a page and which
ones shoutd stay out. Most spideshased search engines
do, however, allow autonemous submissions by Web
mastets or designers. Some software packages facilitate
simultaneous submissions to search engines and auto-
matically generate the required cleetronic formats.

Ranking concerns

Indexing presents but one hurdle Web page crcators
must clear when striving [or search engine recognition.
Onee they succeed at being indexed, their concern
shifts to ranking. Most search engines generally dis-
play up to 10 of the most relevant hirs on che first page
of a scarch’s results, Knowing that few users have the
time to page through more than ane or two screens,
Web designers jealously covet those 10 or 20 top slots.

Turthet, anecdotal evidence suggests that seckers
are likely to loolk down a list, then cease looking when
they find a good match for their search. A study of
travel agents who use computerized airline reserva-
tions systems showed an overwhelming likelihood
that they would select a flight from the hrst screen of
search results. Such findings suggest similar hehavior
among Web uscrs at large.

Page importance Metrics

Junghoa Che and colleagues' have exam-
ined commonly used importance-weighting
metrics in detail. According to them, Web-
ctawling spiders use the following algo-
rithms to assess a page’s importance., Given
a Web page P, they define the importance of
the page, [P}, in one of four ways:

Semilarity to a Driving Query. This mer-
ric uses a query term ot string (Q), such as
“holiday cottages,” as the basic crawling
heuristic. The spider need not decide the
importance of a given page because the
query string itself divects the spider’s scarch.

acklink Count. The value of 1[P) is the
number of links to P that appear over the

Gomputer

entire Web. We use IB(P) to refer to this
importance metric, Intuitively, a page P
that many pages link to is more important
than one that is seldom referenced.

PageRank, The IB{F} metric treats all
links equally: A link from Yahoo's home
page counts the same as a link from some
individuat’s personal home page. Given the
Yahoo home page’s much higher [B count,
it makes sense to value that link more
highly. Thus the PageRank backlink met-
rig, [R{P), recursively defines the impor-
tatice of a page to be the weighted sum of
the backlinks to it.

Location Metric. The IL(D) metric
asserts that the importance of page Pisa

function of its location, not its contents. If
URL # leads to P, then IL(P) is a function
of u. For example, URLs that end with
.com may be deemed more useful than
URLs with other endings. Likewise, 1 URL
containing the string “home” may be more
interesting than other URLs. Another loca-
tion metric sometimes used considers
URLs with fewer slashes more useful than
those with more slashes.

Referance
1. J. Cho, H. Garcia-Molina, and L. Page,
“Efficicnr Crawling through URL Ordering,”
Proc. 7th lnt'l World Wide Web Conf., W3C
World Wide Web Consortium, herpe/www?,
scu.edu.aw/programme/fullpapers/1919/
com1919.htm.
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Relevancy ranking is enormously difficult. Besides
the engineering challenges, experts must struggle with
using a computer algorithm ro appraximate the com-
plex human value of something being relevant to a
person’s interest, Most search-engine ranking algo-
rithms use both the position and frequency of key-
words for their heuristics: The more instances of a
keyword, and the earlier in the document those
instances oceur, the higher the document’s ranking.
Other ranking schemes, like the heuristic used by
Lycos, are based on in-link popularity. The search
engine caleulates the popularity score for a particular
site by totaling the sites that contain links to that site.
Iigh link popularity leads to an improved ranking,
As with crawl metrics, big sites determine the stan-
dard or threshold of relevance at the expense of
equally relevant small sites.

The battle for ranking has generated a new disci-
pline on how to design Web pages for greater search
engine recognition, called “scarch cngine design.” It
teaches design principles for optimizing a Web page’s
ranking, and combines these teachings with softwate
to assess the page’s ranking potential, Practices that
make reasonable use of these prima facie heuristics
help designers oprimize their Web pages’ expected
ranking when they are legitimarely relevant to the per-
son doing the search.

Unfortunatcly, the unscrupulous can usc this knowl-
edge to manipulate the ranking heuristics. Relevancy
{or keyword) spamming lets Web page designers trick
the algorithm into giving their pages a higher rank-
ing. For example, ranking spammers often stuff key-
words into invisible text and tiny text. Hidden from
most Web users but visible to spiders, such text brims
with repeated instances of keywords, thereby elevat-
ing a site’s ranking relative to more scrupulous sites
that restrict such keywords to legitimate usage.

This ranking watfare has created an impossible sit-
uation. Scarch engine operatars are loath to release
details of their ranking algorithms, fearing that spam-
mers will use this knowledge ro trick them. Yet ethi-
cal Web page designers legitimately need to know how
to indicate relevancy to the ranking algorithm so that
their pages will be listed in respanse to genuinely rel-
cvant scarches. In addressing this problem, a team of
Australian vesearchers has devised an ingenious
method for revetse engineering the relevance ranking
algorithms of various commercial search engines,

Beyond the challenge of second-guessing ranking
a]gorilhms, there may yet he auolhcr, rore certain,
method of getting results. Some Web site producers
try to find ways to buy a higher ranking—despite the
indignane protests of several major search engine rep-
resentatives thar they do not scll search positions.
Recently, however, in a much-publicized move,
AltaVista and Doubleclick invited advertisers to bid
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for position in their top slots, Yahoo sells proruinence
indirectly, allowing Webh owners to pay for express
indexing, which moves their pages ahead in the six-
month queuve. Another method for buying prominence
lets Web owners buy keywords that, when searched
for, display both the scarch results and the owners’
banner ads. Amazon Books, for example, has a com-
prehensive arrangement of this type with Yahoo, as
does Barnes & Noble with Lycos,

Biased search results

Having established that search engines mediate
much of what information seekers on the Weh expe-
rience, we can predict the following:

¢ Seeleers will most likely find large, popular sites
whose designets have cnough technical savvy to
succeed in the ranking pume.

January 2000

Figure 3. Typical
firsi-page seargh
resulls for fa) Yahoo
anil {b) AltaVista.
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The Imporiance of Domain Names

An effective system for finding and retrieving individuals’ and institu-
tions’ Web sites, based on content and relevancy, may prove a construc-
tive responsc to the debate curvently raging over the importance of
domain names, The desirability of the more intuitive and easily recog-
nizable domain names increases in inverse proportion to the efficacy of
available search mechanisms. A highly effective indexing and rerrieval
mechanism can thus avoid domain name assignments that favor some
while penalizing others,

Some have argued that che increasiugly popular portal sites provide
another alternative for finding Web pages. Perhaps so, We think it highly
unlikely, however, that a link established through a portal site wounld fail
to meet the indexing criteria for search engines.
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® Sites whose proprietors can pay for various
means of improving their positioning will attract
cven more attention,

Computer

¢ On the other hand, seekers will hiave trouble (iud-
ing the less popular and smaller sites, cspecially if
less knowledgeable professionals support those
sites. When a search does yield these sires, they will
tend to be listed far down in the resules rankings.

The accuracy of these predictions will vary generally
according to the seeker’s comperence, and specifically
according to the keywords or phrases used to initiate
a search. The scarch engine used will also shape the
secker’s experience, Some users may consistently
choose one search engine over others, while some wilk
simply use the default engine provided by their insti-
tution or Internet scrvice provider. Because they base
their results on cxisting search engines and normally
accomplish their task by recognizing only higher-order
search keys than Rrst-order engines, Metacrawler, Ask
Jeeves, and Debriefing will likely support ous predic-
tions. Not only are most users unaware of search
engines’ particular biases, they seem to bo unaware
that they arc unaware of then.

SHOULD MARKET DYNAMIGS SHAPE THE WEB?

Some may argue that we should let the evolving
marketplace in scarch engines be goyerncd by free-
market dynamics. As Yahoo's representatives have
argued, uscrs” reactions must remaiu the benchmark
of quality: Dissatisfied seekers will defect from an
inadequate scarch engine to competitors that index
and prioritize better. Although we hesitate to ignore
the wishes of users so cleanly reflected in their market
choices, two main concerns prompt us to question the
social implications of an Internet dominated by mas-
ket dynamics.

First, the marketplace we see evolving from the cur-
rent situation would fall too short of the ideal com-
petitive free market. Defenders of the market
mechanism frequently claim that participants are free
to cxpress their preferences through the choices they
make among alternatives. Tn the case of search
engines, howevet, most Web nsers lack critical infor-
mation about alternatives. Relatively few users under-
stand how scarch engines work and by what means
they yicld their results, Thus it is misleading to sug-
gest that these users can meaningfully express prefer-
ences or excraise free choice.

Second, we believe that Web search mechanisms are
too important to be shaped by the marketplace alone,
The current, commercial medel for search engines
rewards with the greatest popularity those that cater
best to majority interests. Market diversity would
undoubtedly force a degree of comprehensiveness and
objectivity in listings. But where is the market incen-
tive to list sites of interest to smalk groups, such as eso-
teric  collectors, specialist researchers, or the
ceonomically disadvantaged?
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Commercial hias

Popularity with scekers is not, however, the anly
{oree that shapes scarch engine listings. Entitics that
wish to he found also cxerr a force—one subject ro
enormous inequality. Some enter the market already
wiclding vastly greater economic prowess and power
than others. The rich and powerful clearly can influ-
cnce search engine tendencies; their dollars can, and in
some ways already do, play a decisive role in what sites
a given search rettieves, The cost o a search engine of
losing a small number of customers may be out
weighed by the henefits of pandering to majoriry inrer-
ests and to entitics who pay for some form of enhanced
visibility, We can expect, therefore, that those who wish
to be found will cause at least seme drift, which, in
turn, would further narrow the ficld of whar is avail-
able to seeke:s of information, association, support,
and services. Engines that use link popularity for pri-
ority listing will be even more prone 1o reifying a mode
of conservatism on the Web.

It may be useful to think of the Web not as a single
marleet, but as a market of markets. When we seck, we
are not interested in information per se, but rather in
data related to our specific interests and needs, Seckers
might be in the market for information about, for
example, packaged tour holidays or compurer hard
ware suppliers. For these markets, where we expect the
demand for information o be grear, we wonld expect
the competition for recognition to be great as well,
Companies would pay high prices for the keyword ban-
ners that will ensure them the top spot, and a scarch
will generate many hits for the seekers. [n contrast, there
are other, significantly smaller markets for information
about a rare medical condition, or about services of a
local government authority or communicy.

Pareta's law

In this marxet of markets, there is likely to be little
incentive to ensure the inclusion of these small mar-
kets, and only a small cost in loss of participation for
their exclusion. Although we do not have empirical
evidence, we would expect Pareto’s law” to apply: A
high pereentage of search requests, say 80 percent for
arguruent’s sale, are directed to a small percentage,
say 20} percent, of the big markers, which would be
abundantly represented in search results. Only a small
percentage of the search requests, say 20 percent, might
be addressed to the large percentage, say 80 percent, of
the smaller markets, which would be underrepre-
sented. This scenario explains the limited incentive for
inclusion and relatively low cost of exclusion.

A market enthusiast does not find this result prob-
lematic because it describes exactly what the market
is supposcd to do. The range and natre of choices are
supposed to ebh and flow in response to the ekl and
flow of market participants’ wants and needs.

Nevertheless, we resist this conglusion not The Weh has earned

becausc we are suspicious of the marketplace .

in general, but because mainsaining the Wel’s its greatest

variety of aptions is of special importance, approbationas a
We think that the value of comprehensive, pﬂlltlcal guﬂd hy

thorough, and wide-ranging Web access lies functioning as a

within the category of goods that the political
theorist, Elizabeth Anderson, argues should not
be left entirely if at all to the marketplace.® A
tiberal dewnocratic society such as ours, firmly
committed to various principles having to do
with freeclom, welfare, and autonomy, chooses
to sustain various goods even if they are not sus-
tainable via a market mechanisni. Reasonable
centenders incluce such things as public parks,
artistic and historic reasures, schools, repro-
ductive capacities, addictive drugs, and persons them-
sclves, Such pgoods should be distributed not in
accordance wirh market norms hut “in accordance
with public principles.™ We sce an equivalent need in
the casc of scarch cngines.

Qur argument against leaving search engines fully
to the mercy of the marketplace is not, however, a
purely formal one. ‘The trajectory of scarch engine
development is not wrong or politically dangerons in
itseifs racher it undermines a particular, normative
vision of the Web in society. Those who do not share
this visian arc unlikely to be convinced thar scarch
engings are differentin kind from, say, salad dressings
and autotmobiles, The casc that scarch engines are a
special, political good presumes that the Web, too, is
a special good.

THE WEB AS A PUBLIC GDOD

Search engines, furncrioning in the manner we’ve
ontlined, raise political concerns, They do so not sim-
ply because of how they function, but because how
they function seems at odds with the compelling ide-
ology of the Web as a particular kind of public good:
arich array of commercial, political, and artistic activ-
ity thar fosters associations and communications of
all kinds, and provides a virtually endless supply of
information.

QOver the past decade, fivst the Internct and now the
Web have come to be perceived as a great public good.
For cxample, when only a fraction of the US population
passessed Internet access, US Vice President Al Gore
promoted the vision of a Global Internet Infrastructure
that promised great economic gains, plobal coopera-
tion, the spread of political freedoms, and other bene-
fits. This concept—part reality, part wishful thinking—
has gripped scholars, engineers, scientsts, entrepre-
neurs, politictans, and many others. Each scetor has
highlighted a particolar dimension of the Web’s
promisc, some focusing on information, some on com-
munication, some on commerce, and so on,

January 2000

medium for intensive

communication

among and hetween

individuals and
groups.
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The Ideal Web would
possibilities for

facilitate access to

ohscure information institution, or cven nation wholly owns its hard-
sources, and give

voice to many of the
typically unheard.

A public space

Most versions of the Web’s promise assume
that it contributes to the public good by serv-
ing as a special kind of public space, One char-
acteristic that pushes something into the public
realm is a lack of private ownership. The Web
docs seem to be public in this sense: No person,

ware and software infrastructure, Nor, given its
global distribution, docs it come under the ter-
ritorial jurisdiction of any existing sovercign
state.’

The Web also fulfills some funct:ons of other
traditional public spaces such as muscums,
parks, beaches, and schools. It serves as a
medium for arlistic expression, a space fur recreation,
a place for storing and exhibiting itemns of historical
and cultural importance, and a resource for educa-
tion.

Yet the Web has carned its greatest approbation as
a public spacc and a political good by functioning as
a medium for intensive communication among and
between individuals and groups in nearly any permu-
tation imaginable. It is the Hyde Park Carner of the
clectronic age, the public squarc where a community
may gather as a whole, or associate in smalker groups.
They may talk and listen, they may plan and organize.

Such spaces, where content is regulated by only a
few fundamental rules, embody the ideals of a likeral
democratic socicty. The Welb’s usc as public space and
forum for political deliberation has fucled ongoing
discussions of teledemocracy. Although scholars have
reached no universal agreement ahout what influence
the Web may have on politics, several contriburors ro
the debate have cited cases in which the Web appears
to have had a decisive impact on a specific political
situation.

Douglas Kellner!? cites the Web's role in aiding the
Zapatistas struggle against the Mexican government,
the Tianamen Square democracy movement, envi-
ronmental activists who exposed McDonald’s through
the McLibel campaign, and the Clean Clothes
Campaign support for Filipino garment workers’
attempts to expose exploitive working conditions.

An information conduit

Above all, the Web qualities as a public good because
it conveys infortmation. Tn this so-called Information
Age, sonte consider being among the information-rich
so important that, like philosopher Jeroen van den
Huven, they argue it makes sense to construe access to
information as a Rawlsian “primary good,” thus com-
pelling any just sociely Lo guarantee a basic ov reason-
able degree of Web access to all its citizens.*

Growing use of the Web as a repasitory for informa-
tion such as government documents, consurner goods,

scientific and artistic works, and local public announce-
ments lends increasing weight to this prescription.
Accordingly, the Web is not a vehicle for further expand-
ing the gap between haves and have-nots, but one for
narrowing if, 143

This positive view of the Internet has fueled much
of the social and economic investment in the medium
and its supporting technology. It has convinced both
progressive politicians and thosc who want to appear
progressive to support it with funding and political
backing.'* Idealistic computer scientists and engineers
have volunteered energy and expertise toward devel-
oping and promulgating the Web’s hardware and soft-
ware, from the likes of Jonathan Postel, an catly
builder of the Internet, who worked to keep its stan-
dards open and free, to professionals and researchers
who volunteer to wire schools and help build infra-
structure in poorer nations.

Web creators like 1im Berners Lee have been very
much aware of these inctusive values from the start:

The universality of che Web includes the fact that the
information space can represent anything from one’s
personal private jottings to a polished global publi-
cation. We as people can, with or without the Web,
interact on all scales. By being involved on cvery level,
we onrselves form the ties which weave the lovels
tagether into a sort of consistency, halancing the
homogimeity and the heteragencity, the harmaony and
the diversity. We can be involved on personal, family,
terwn, corpotate, state, national, union, and interna-
tional levels. Culture cxists at all levels, and we should
give it a weighted balanced respect at each level.

If trends in search engine design and function lead
to a narrowing of options—either an actual narrov-
ing or a natrowing in what can be located—the Web
as the kind of public good many envisioned will be
undermined.

A universal forum

So far we have discussed these effects from the seek-
ers’ perspective, as a limiting of opportunitics to locate
various types of information, individuals, and orga-
nizations, a narrowing of the full range of delibera-
tive as well as recreational capabilities. Yet even more
is at stake: Web access for those who would like to be
found, seen, and heard. The public geod of the Web
lies not mercly in its role as a place for seelers to find
things, but as a forum for those with something to
offer. Those excluded from search results because their
lower ranking deprives them of attention or recogni-
uion may well offer just as much value as do those who
appear on the “pages found” screen. We lose twice
over in this case: first, because continuing invisibility
may cause options to atrophy, thinning the field of

m Compuler
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opportunity and, second, because the Web fails to
serve many who reach out for artention or connec-
tiun.

The ideal Web serves all people, not just some, and
not mevely those in the mainstream. The Web’s poten-
tial for inclusivity and breadth are preciscly what ener-
gized many to think this technology would offer morz
than a new tool for entrenched views and powers, The
ideal Web would extend the pussibilitices for associa-
tion, facilitate access to obscure information sources
and give voice to many of the repically unheard, and
preserve intensive and broadly inclusive interactivity.

Many have observed that for the Web to become a
democratizing technology and a public good, we must
first take the question of access scriously, We agree,
but would define the question in broader terms. Access
is not merely a computer and a network hookup, even
when coupled with the skills and know-how thae
enable effective use. Rather, access implies a compre-
hensive mechanism for finding and being found. Thus
our concern with the politics of scarch engines—a pol-
itics that at present seems ro push the Web in a direc-
tion that favors special interests at the expense of
marginalizing the general public.'*

DEMOCRATIZING SEARCH ENGINES

"To ensnre a Web that does not favor the wealthy,
the unserapulous, and the technologically proficient,
we need more than scrutiny and discussion, we also
need policy and action. We advocate a combination
of regulation through public policy and value-con-
scious design innovation.

Regulating and restricting development of com-
mercial search engines, however, would be neither
practically appealing nor wise, and might smack of
cultural clitism or paternalism. Rather, we propase
that Web seatch engine capabilities be enhanced and
refincd—a prescription that echoes Amartya Sen's
reaction to current cconomics: “It is not my purpose
to writc off what has been or is being achicved, but
definitely to demand more,”'s

Promotiny inclusiveness

As a first step, we would demand full and truthful
disclosure of the underlying algorithms that govern
indexing, searching, and prioritizing, stated in a way
meaningful to most Web usces. Although such (nfor-
mation might help spammers, we argue otherwisc.
Would not the impact of spammers” uncthical prac-
tices be severely dampened if both seckers and those
wishing to be tound became aware of the particular
biases inherent in any given search engine? We helicve
that informing usets, on the whale, will be better than
maintaining the status qua. Those who favor a mar-
leet mechanism may be pleased to note that disclosure
would move us closer to fullilling the criteria of an

ideal competitive market in scarch engines. We hope to inspire
Disclosure is a step in the right direction. But .
disclosure, by irself, may nor sustain and among designers
enhance Web offerings in the way we would and huilders of
like: by retaining transparency for those less search-engine
popular sites to promote inclusiveness.
The marketplace alone will not ensure such techrology the value
of fairness.

transparency. As a pelicy step, we should con-

sider public support for developing mare egal-
itarian and inclusive search mechanisms, and

for rescarch into scarch and metasearch tech-
nologies that would increase transparency and access,
Although thesc and other policies promisc a fairer rep-
resentation of Web offerings, a second key lies in the
techinology itsell,

Reflecting social values in system design

Philosophers have vecognized the intricate connec-
tion between technology and social, political, and
moral values. That technological systems may embed
or embody values resonates in the social and political
commentaty on information technology written by
engineers, philosophers, and cyberlaw experts,
Translating their ideas into practice implies that we
can build systems that better reflect important social
values if we build them with an explicit commitment
to such values. We hope to inspire among designers
and builders of scarch-engine technology the value of
fairness and the suite of values that comprise the ide-
ology of the Web as a public good.

The two leading approaches to achieving chis goal
do have some drawbacks. The first, to associare search
engines with particular sectors of society, may increasc
scgmentation and diversification by drawing borders
according to traditional categories such as sports,
entertainment, and the arts, One problem with seg-
mentation is that it could fragment the very inclu-
siveness and. universality we value. Fventually, a
segmented Web may merely mirror societal institu-
tions and their baggage of asymmetrical power struc-
Lures, privilege, special intereses, and so forth.

'I'he second approach calls tor the development of
individualized robots that search for pages based on
individual criteria, then build individualized databascs
according to individual needs. Given the extensive
overhead this option imposcs, we may lack the
resources Lo implement it; Antonatic harvesting via
cven the existing robot population alrcady consumes
resources extravagantly enough to cause concern.

eyond the policies and actions we've advocated,
scveral technological developments could, in
principle, help search engines build a more egal-
itarian portrait of the Web. These developments
include improving how individual pages indicace rel-
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evance (also referred to as metadata), refining over-
all search engine (echnology, and improving Web
resource presentalion and visualization and meta-
search technology.

Although improvements like these might, acciden-
tally, promote particnlar values, they hold greatest
promisc as remedies to the current politics of search
engines if values guide them cxplicitly. We urge engi-
ncers and scientists who adhere to the ideology of the
Web—especially irs inclusivity, fairness, and scope of
representation—to pursue improvements in indexing,
scarching, accessing, and ranking with these values
firrely in mind. Given its rapid growth and growing
influcnce, the Web will play an increasingly importane
social role, The struggle to charr it and capture the
attention of its information seckers is thus not merely
technical but also political, %
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UNITED STATES DEPARTMENT OF COMMERCE
United States Patent and Trademark Office
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CONFIRMATION NO. 9140
55246 REPLACEMENT FILING RECEIPT
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Suite 111

Naples, FL 34109
Date Mailed: 06/09/2023

Receipt is acknowledged of this non-provisional utility patent application. The application will be taken up for
examination in due course. Applicant will be notified as to the results of the examination. Any correspondence
concerning the application must include the following identification information: the U.S. APPLICATION NUMBER,
FILING DATE, NAME OF FIRST INVENTOR, and TITLE OF INVENTION. Fees transmitted by check or draft are
subject to collection.

Please verify the accuracy of the data presented on this receipt. If an error is noted on this Filing Receipt, please
submit a written request for a corrected Filing Receipt, including a properly marked-up ADS showing the changes
with strike-through for deletions and underlining for additions. If you received a "Notice to File Missing Parts" or
other Naotice requiring a response for this application, please submit any request for correction to this Filing Receipt
with your reply to the Notice. When the USPTO processes the reply to the Notice, the USPTO will generate another
Filing Receipt incorporating the requested corrections provided that the request is grantable.

Inventor(s)

THOMAS L. DISTEFANO, 1ll, BOCA RATON, FL;
Applicant(s)

PT 259, LLC, Boca Raton, FL;
Assignment For Published Patent Application

PT 259, LLC, BOCA RATON, FL

Power of Attorney: The patent practitioners associated with Customer Number 55246

Domestic Priority data as claimed by applicant
This application is a CON of 13/763,128 02/08/2013 PAT 8,996,398
which is a CON of 13/669,027 11/05/2012 PAT 8,423,399
which is a CON of 13/206,483 08/09/2011 PAT 8,335,713
which is a CON of 09/589,551 06/07/2000 PAT 7,996,259

Foreign Applications for which priority is claimed (You may be eligible to benefit from the Patent Prosecution
Highway program at the USPTO. Please see hitp://www.uspto.gov for more information.) - None.

Foreign application information must be provided in an Application Data Sheet in order to constitute a claim to
foreign priority. See 37 CFR 1.55 and 1.76.

Permission to Access Application via Priority Document Exchange: Yes

Permission to Access Search Results: No
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Applicant may provide or rescind an authorization for access using Form PTO/SB/39 or Form PTO/SB/69 as
appropriate.

If Required, Foreign Filing License Granted: 08/05/2013

The country code and number of your priority application, to be used for filing abroad under the Paris Convention,
is US 13/946,461

Projected Publication Date: 11/14/2013

Non-Publication Request: No

Early Publication Request: No

** SMALL ENTITY **

Title

SERVER SYSTEM CONFIGURED TO PROVIDE GRAPHICAL USER INTERFACE FOR
MODIFYING WEB PAGES TO INCLUDE HYPERLINKS

Preliminary Class
715
Statement under 37 CFR 1.55 or 1.78 for AlA (First Inventor to File) Transition Applications: No

PROTECTING YOUR INVENTION OUTSIDE THE UNITED STATES

Since the rights granted by a U.S. patent extend only throughout the territory of the United States and have no
effect in a foreign country, an inventor who wishes patent protection in another country must apply for a patent
in a specific country or in regional patent offices. Applicants may wish to consider the filing of an international
application under the Patent Cooperation Treaty (PCT). An international (PCT) application generally has the same
effect as a regular national patent application in each PCT-member country. The PCT process simplifies the filing
of patent applications on the same invention in member countries, but does not result in a grant of "an international
patent" and does not eliminate the need of applicants to file additional documents and fees in countries where patent
protection is desired.

Almost every country has its own patent law, and a person desiring a patent in a particular country must make an
application for patent in that country in accordance with its particular laws. Since the laws of many countries differ
in various respects from the patent law of the United States, applicants are advised to seek guidance from specific
foreign countries to ensure that patent rights are not lost prematurely.

Applicants also are advised that in the case of inventions made in the United States, the Director of the USPTO must
issue a license before applicants can apply for a patent in a foreign country. The filing of a U.S. patent application
serves as a request for a foreign filing license. The application's filing receipt contains further information and
guidance as to the status of applicant's license for foreign filing.

Applicants may wish to consult the USPTO booklet, "General Information Concerning Patents" (specifically, the
section entitled "Treaties and Foreign Patents”) for more information on timeframes and deadlines for filing foreign
patent applications. The guide is available either by contacting the USPTO Contact Center at 800-786-9199, or it
can be viewed on the USPTO website at http://www.uspto.gov/web/offices/pac/doc/general/index.html.

For information on preventing theft of your intellectual property (patents, trademarks and copyrights}), you may wish
to consult the U.S. Government website, htip://www stopfakes.gov. Part of a Department of Commerce initiative,

this website includes self-help "toolkits" giving innovators guidance on how to protect intellectual property in specific
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countries such as China, Korea and Mexico. For questions regarding patent enforcement issues, applicants may
call the U.S. Government hotline at 1-866-999-HALT (1-866-999-4258).

LICENSE FOR FOREIGN FILING UNDER
Title 35, United States Code, Section 184

Title 37, Code of Federal Regulations, 5.11 & 5.15
GRANTED

The applicant has been granted a license under 35 U.S.C. 184, if the phrase "IF REQUIRED, FOREIGN FILING
LICENSE GRANTED" followed by a date appears on this form. Such licenses are issued in all applications where
the conditions for issuance of a license have been met, regardless of whether or not a license may be required as
set forth in 37 CFR 5.15. The scope and limitations of this license are set forth in 37 CFR 5.15(a) unless an earlier
license has been issued under 37 CFR 5.15(b). The license is subject to revocation upon written notification. The
date indicated is the effective date of the license, unless an earlier license of similar scope has been granted under
37 CFR 5.13 or 5.14.

This license is to be retained by the licensee and may be used at any time on or after the effective date thereof unless
it is revoked. This license is automatically transferred to any related applications(s) filed under 37 CFR 1.53(d). This
license is not retroactive.

The grant of a license does not in any way lessen the responsibility of a licensee for the security of the subject matter
as imposed by any Government contract or the provisions of existing laws relating to espionage and the national
security or the export of technical data. Licensees should apprise themselves of current regulations especially with
respect to certain countries, of other agencies, particularly the Office of Defense Trade Controls, Department of
State (with respect to Arms, Munitions and Implements of War (22 CFR 121-128)); the Bureau of Industry and
Security, Department of Commerce (15 CFR parts 730-774); the Office of Foreign AssetsControl, Department of
Treasury (31 CFR Parts 500+) and the Department of Energy.

NOT GRANTED

No license under 35 U.S.C. 184 has been granted at this time, if the phrase "IF REQUIRED, FOREIGN FILING
LICENSE GRANTED" DOES NOT appear on this form. Applicant may still petition for a license under 37 CFR 5.12,
if a license is desired before the expiration of 6 months from the filing date of the application. If 6 months has lapsed
from the filing date of this application and the licensee has not received any indication of a secrecy order under 35
U.S.C. 181, the licensee may foreign file the application pursuant to 37 CFR 5.15(b).

SelectUSA

The United States represents the largest, most dynamic marketplace in the world and is an unparalleled location for
business investment, innovation, and commercialization of new technologies. The U.S. offers tremendous resources
and advantages for those who invest and manufacture goods here. Through SelectUSA, our nation works to
promote and facilitate business investment. SelectUSA provides information assistance to the international investor
community; serves as an ombudsman for existing and potential investors; advocates on behalf of U.S. cities, states,
and regions competing for global investment; and counsels U.S. economic development organizations on investment
attraction best practices. To learn more about why the United States is the best country in the world to develop
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technology, manufacture products, deliver services, and grow your business, visit http://www.SelectUSA.gov or call
+1-202-482-6800.
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TO:  terry.forsythe@iplawpro.com,kevin.cuenot@iplawpro.com,ptomail@iplawpro.com

FROM: noreply@uspto.gov
CC:  patentcenter_eofficeaction@uspto.gov

SUBJECT: USPTO: Patent Electronic System - Correspondence Notification for Customer Number 55246

Fri Jun 09 05:11:58 EDT 2023

Dear Patent Center Customer:
Correspondence Address:

Cuenot, Forsythe &Kim
5425 Park Central Court
Suite 111
Naples,FLORIDA,34109
UNITED STATES

This is a courtesy notification regarding the following USPTO patent
application(s) associated with your Customer Number, 55246, that have new
outgoing correspondence. This correspondence is now available for viewing in
Patent Center.

The official date of notification of the outgoing correspondence will be indicated
on the form (e.g., PTOL-90) accompanying the correspondence.

Disclaimer:
The list of documents shown below are provided as a courtesy and is not part of
the official file wrapper. The content of the images shown in the Image File

W is the official d

select Workbench/View correspondence. To update your email address(es),
select Manage/Manage customer numbers.

If you have any questions, please contact the Patant Elecironic Businagss Canter

(EBC) at ebc@uspto.gov or 866-217-9197 Monday — Friday, 6 a.m. to midnight
ET.

Please do not reply to this email as it was sent from an unmonitored mailbox.
Sincerely,
The Patent Center Team
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Doc Code: IFEE PTOL/85B-EFS

Document Description: Issue Fee Payment (PTO-85B)

Issue Fee Transmittal Form

Application Number Filing Date First Named Inventor Atty. Docket No. Confirmation No.

13946461 19-Jul-2013 THOMAS L. DISTEFANO 8201-0013 9140

TITLE OF INVENTION :

SERVER SYSTEM CONFIGURED TO PROVIDE GRAPHICAL USER INTERFACE FOR MODIFYING WEB PAGES TO INCLUDE HYPERLINKS

Entity Status Application Type ArtUnit [Class - Subclass EXAMINER
Small Utility under 35 USC 111(a) |3622 744000 KATHERINE KOLOSOWSK
Issue Fee Due Publication Due Total Fee(s) Due Date Due Prev. Paid Fee
$480 S0 $480 07-Sep-2023 50

1.Change of Correspondence Address and/or Indication Of Fee Address (37 CFR 1.33 & 1.363)

Current Correspondence Address: Current Indicated Fee Address:

Cuenot, Forsythe & Kim

5425 Park Central Court
Suite 111

Naples FL 34109
UNITED STATES
561-801-7700

kevin.cl |nnn+m\ip|2\/\lprn com

[ Change of correspondence address requested, system H Fee Address indication requested, system generated SB/47-EFS
generated AIA/122-EFS form attached form attached

2.Entity Status

Change in Entity Status

Applicant certifying micro entity status; system generated Micro Entity certification form attached. See 37 CFR 1.29.

Note: Absent a valid certification of micro entity status, issue fee payment in the micro entity amount will not be accepted at the risk of application abandonment.
O If this box is checked, you will be prompted to choose a micro entity status on the gross income basis (37 CFR 1.29(a)) or the institution of higher education basis

(37 CFR 1.29(d)), and make the applicable certification online.

® Applicant asserting small entity status. See 37 CFR 1.27.

Note: If the application was previously under micro entity status, checking this box will be taken to be a notification of loss of entitlement to micro entity status.

O Applicant changing to regular undiscounted fee status.
Note: Checking this box will be taken to be a notification of loss of entitlement to small or micro entity status, as applicable.

WEB IFEE 1.0
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Doc Code: IFEE PTOL/85B-EFS

Document Description: Issue Fee Payment (PTO-85B)

3.The Following Fee(s) Are Submitted:

| authorize USPTO to apply my previously paid issue fee to the
D4 Issue Fee [] current fees due

The Director is hereby authorized to apply my previously paid
[] Publication Fee [] issue fee to the current fee due and to charge deficient fees to
Deposit Account Number

If in addition to the payment of the issue fee amount submitted
with this form, there are any discrepancies in any amount(s) due,
the Director is authorized to charge any deficiency, or credit any
overpayment, to Deposit Account Number

[] The issue fee must be submitted with this form. If payment of
the issue fee does not accompany this form, checking this box
and providing a deposit account number will NOT be
effective to satisfy full payment of the fee(s) due.

4.Firm and/or Attorney Names To Be Printed

NOTE: If no name is listed, no name will be printed
For printing on the patent front page, list to be displayed as entered

1. CUENOT, FORSYTHE & KIM, LLC

5.Assignee Name(s) and Residence Data To Be Printed

PLEASE NOTE: Unless an assignee is identified below, no assignee data will appear on the patent. If an assignee is identified below, the document has been filed for
recordation as set forth in 37 CFR 3.11. Completion of this form is NOT a substitute for filing an assignment.

Name City State Country Category

DISTEFANO WEBSITE INNOVATIONS, INC. BOCA RATON FLORIDA UNITED STATES corporation

6.Signature

| certify, in accordance with 37 CFR 1.4(d)(4) that | am an attorney or agent registered to practice before the Patent and Trademark Office who has filed and has been granted
power of attorney in this application. | also certify that this Fee(s) Transmittal form is being transmitted to the USPTO via EFS-WEB on the date indicated below.

Signature /SCOTT D. PAUL/ Date 08-02-2023
Name Scott David Paul Registration Number (42984
WEB IFEE 1.0
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Electronic Patent Application Fee Transmittal

Application Number:

13946461

Filing Date:

19-Jul-2013

Title of Invention:

SERVER SYSTEM CONFIGURED TO PROVIDE GRAPHICAL USER INTERFACE FOR
MODIFYING WEB PAGES TO INCLUDE HYPERLINKS

First Named Inventor/Applicant Name:

THOMAS L. DISTEFANO

Filer: Scott David Paul/Alaine Allison
Attorney Docket Number: 8201-0013
Filed as Small Entity
Filing Fees for Utility under 35 USC 111(a)
Description Fee Code Quantity Amount Sul:’-;l'g(t:)l in
Basic Filing:
UTILITY APPL ISSUE FEE 2501 1 480 480
PUBL. FEE- EARLY, VOLUNTARY, OR NORMAL 1504 1 0 0

Pages:

Claims:

Miscellaneous-Filing:

Petition:

Patent-Appeals-and-Interference:
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Description Fee Code Quantity Amount Sullal-;l';(tsa)l n
Post-Allowance-and-Post-Issuance:
Extension-of-Time:
Miscellaneous:
Total in USD ($) 480
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Electronic Acknowledgement Receipt

EFS ID: 48387306
Application Number: 13946461
International Application Number:
Confirmation Number: 9140

Title of Invention:

SERVER SYSTEM CONFIGURED TO PROVIDE GRAPHICAL USER INTERFACE FOR
MODIFYING WEB PAGES TO INCLUDE HYPERLINKS

First Named Inventor/Applicant Name:

THOMAS L. DISTEFANO

Correspondence Address:

Filer:

Scott David Paul/Alaine Allison

Filer Authorized By:

Scott David Paul

Attorney Docket Number: 8201-0013
Receipt Date: 02-AUG-2023
Filing Date: 19-JUL-2013
Time Stamp: 19:24:36

Application Type:

Utility under 35 USC 111(a)

Payment information:

Submitted with Payment yes
Payment Type DA
Payment was successfully received in RAM $480
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RAM confirmation Number E202382J24359606

Deposit Account 503611

Authorized User Alaine Allison

The Director of the USPTO is hereby authorized to charge indicated fees and credit any overpayment as follows:
37 CFR 1.20 (Post Issuance fees)

File Listing:

Document . . File Size(Bytes)/ Multi Pages
Number Document Description File Name Message Digest | Part /.zip| (ifappl.)

60716

1 Issue Fee Payment (PTO-85B) Web85b.pdf no 2

01182675a615f6c91a8f9a147a36¢5302803

Warnings:

Information:

40402

2 Fee Worksheet {SB06) fee-info.pdf no 2

e185e0781hfcfa3d621092f72d07799a880

Warnings:

Information:

Total Files Size (in bytes)1 101118
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