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SYSTEM AND METHOD FOR PROVIDING
CONTEXTUAL ADVERTISEMENTS
ACCORDING TO DYNAMIC PRICING

SCHEME
BACKGROUND
[0001] 1. Technical Field
[0002] The present disclosure relates generally to provid-

ing advertisements and, more particularly, to providing
dynamically priced advertisements to an electronic device.
[0003] 2. Description Of The Related Art

[0004] This section is intended to introduce the reader to
various aspects of art that may be related to various aspects of
the present disclosure, which are described or claimed below.
This discussion is believed to be helpful in providing the
reader with background information to facilitate a better
understanding of the various aspects of the present disclosure.
Accordingly, it should be understood that these statements are
to be read in this light, and not as admissions of prior art.
[0005] A person may have one or more electronic devices
capable of displaying advertisements. An advertiser may pay
for advertisements to be displayed on such electronic devices
belonging to the person. However, the pricing scheme for the
advertisements may not account for many factors that may
influence the efficacy of the advertisements.

SUMMARY

[0006] Certain aspects commensurate in scope with the
disclosed embodiments are set forth below. It should be
understood that these aspects are presented merely to provide
the reader with a brief summary of certain forms the invention
might take and that these aspects are not intended to limit the
scope of the invention. Indeed, the invention may encompass
a variety of aspects that may be set forth below.

[0007] By way of example, a method for providing an elec-
tronic advertisement according to a dynamic pricing scheme
may include transmitting an advertisement to an electronic
device belonging to a user and receiving marketing factors
indicating a likelihood that the user will be receptive to the
advertisement. The advertisement may be configured for dis-
play on the electronic device and at least one of the marketing
factors may be received from the electronic device. A price for
providing the advertisement to the target user may be deter-
mined based on the marketing factors.

BRIEF DESCRIPTION OF THE DRAWINGS

[0008] Advantages of the invention may become apparent
upon reading the following detailed description and upon
reference to the drawings in which:

[0009] FIG. 1 is a block diagram illustrating an electronic
device 10 configured to display an electronic advertisement
or determine a dynamic price for the electronic advertise-
ment;

[0010] FIG. 2 is a schematic of a handheld device repre-
senting an embodiment of the electronic device of FIG. 1;
[0011] FIG. 3 is a schematic of a computer representing an
embodiment of the electronic device of FIG. 1;

[0012] FIG. 4 is a schematic of a standalone media player
representing an embodiment of the electronic device of FIG.
1
[0013] FIG. 5 is a schematic of a wireless base station
representing an embodiment of the electronic device of FIG.
1
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[0014] FIG. 6 is a schematic of a radio frequency identifi-
cation tag that may be used to initiate an advertisement
sequence;

[0015] FIGS. 7A-B is a block diagram of a dynamically-
priced advertisement system;

[0016] FIG. 8is a flowchart describing a manner of provid-
ing probability-based dynamically-priced advertisements;
[0017] FIG.9is a flowchart describing a manner of provid-
ing results-based dynamically-priced advertisements;

[0018] FIG. 10 is a flowchart describing a manner of pro-
viding probability-based and results-based dynamically-
priced advertisements;

[0019] FIG. 11 is a flowchart describing a manner of pro-
viding probability-based or results-based dynamically-priced
web advertisements;

[0020] FIG. 12 is a block diagram illustrating various mar-
keting factors that may be employed to determine a price of a
dynamically-priced advertisement;

[0021] FIG. 13 is a block diagram illustrating various fol-
low-up factors that may be employed to determine a price of
a dynamically-priced advertisement;

[0022] FIG. 14 is a schematic of a radio-frequency-identi-
fication-tag-scanning operation;

[0023] FIGS. 15A-B are schematics of screens that may be
displayed following the radio-frequency-identification-tag-
scanning operation of FIG. 14;

[0024] FIG. 16 is a block diagram illustrating communica-
tion that may take place during the radio-frequency-identifi-
cation-tag-scanning operation of FIG. 14;

[0025] FIG. 17 is a schematic of a city plan in which the
dynamically-priced advertisement system may be deployed;
[0026] FIG. 18 is a block diagram illustrating a manner of
transmitting advertising beacons in the dynamically-priced
advertisement system deployment of FIG. 17;

[0027] FIGS.19A-C are schematics of screens that may be
displayed upon receiving a beacon in the dynamically-priced
advertisement system deployment of FIG. 17;

[0028] FIGS. 20A-C are schematics of alternative screens
that may be displayed upon receiving a beacon in the dynami-
cally-priced advertisement system deployment of FIG. 17;
[0029] FIG. 21 is a block diagram illustrating communica-
tion that may take place in the dynamically-priced advertise-
ment system deployment of FIG. 17;

[0030] FIGS. 22A-C are schematics of screens that may be
displayed when an advertisement sequence is initiated by a
user selection;

[0031] FIG. 23 is a block diagram illustrating communica-
tion that may take place upon the advertisement sequence
initiation of FIGS. 22A-B;

[0032] FIGS. 24A-B are schematics of screens that may be
displayed when a map application initiates an advertisement
sequence; and

[0033] FIGS. 25A-D are schematics of screens that may be
displayed when a web browser application initiates an adver-
tisement sequence.

DETAILED DESCRIPTION OF SPECIFIC
EMBODIMENTS

[0034] Many people use a personal electronic device each
day, as portable phones and digital media players become
commonplace. Using the techniques, systems, and devices
described in the disclosure below, a user may view and use a
variety of advertisements from various advertisers on a per-
sonal electronic device. Based on a dynamic pricing scheme,
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the advertisers may pay a variable price for an advertisement
based on the likelihood of influencing user behavior.

[0035] One or more specific embodiments of the present
invention are described below. In an effort to provide a con-
cise description of these embodiments, not all features of an
actual implementation are described in the specification. It
should be appreciated that in the development of any such
actual implementation, as in any engineering or design
project, numerous implementation-specific decisions must be
made to achieve the developers’ specific goals, such as com-
pliance with system-related and business-related constraints,
which may vary from one implementation to another. More-
over, it should be appreciated that such a development effort
might be complex and time consuming, but would neverthe-
less be a routine undertaking of design, fabrication, and
manufacture for those of ordinary skill having the benefit of
this disclosure.

[0036] Turning first to FIG. 1, an electronic device 10 may
be configured for obtaining, storing, and/or viewing adver-
tisements. As discussed below with reference to FIGS. 2-5,
the electronic device 10 may represent, among other things, a
handheld device, a computer, a media player, or a wireless
base station adapted to transmit, receive, and/or display
advertisements. As such, the electronic device 10 may repre-
sent, for example, an iPhone®, iPod®, iMac®, MacBook®,
AppleTV®, or AirPort® available from Apple, Inc., or other
devices by any manufacturer. It should be appreciated that
embodiments of the electronic device 10 may include more or
fewer elements than depicted in FIG. 1.

[0037] The electronic device 10 may include at least one
central processing unit (CPU) 12. For example, the CPU 12
may represent one or more microprocessors, and the micro-
processors may be “general purpose” microprocessors, a
combination of general and special purpose microprocessors,
or ASICS. Additionally or alternatively, the CPU 12 may
include one or more reduced instruction set (RISC) proces-
sors, video processors, or related chip sets. The CPU 12 may
provide processing capability to execute an operating system,
run various applications, and/or provide processing for one or
more of the techniques described herein. Applications that
may run on the electronic device 10 may include, for
example, software for managing and playing audiovisual
content, software for displaying and managing electronic
maps, software for controlling telephone capabilities, soft-
ware for browsing web content on the Internet, and software
for managing electronic advertisements, as noted below.
[0038] A main memory 14 may be communicably coupled
to the CPU 12, which may store data and executable code. The
main memory 14 may represent volatile memory such as
RAM, but may also include nonvolatile memory, such as
read-only memory (ROM) or Flash memory. In buffering or
caching data related to operations of the CPU 12, the main
memory 14 may store data associated with applications run-
ning on the electronic device 10.

[0039] The electronic device 10 may also include nonvola-
tile storage 16. The nonvolatile storage 16 may represent any
suitable nonvolatile storage medium, such as a hard disk drive
or nonvolatile memory, such as Flash memory. Being well-
suited to long-term storage, the nonvolatile storage 16 may
store data files such as media (e.g., music and video files),
software (e.g., for implementing functions on the electronic
device 10), preference information (e.g., media playback
preferences), lifestyle information (e.g., food preferences),
exercise information (e.g., information obtained by exercise
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monitoring equipment), transaction information (e.g., infor-
mation such as credit card information), wireless connection
information (e.g., information that may enable media device
to establish a wireless connection such as a telephone con-
nection), subscription information (e.g., information that
maintains a record of podcasts or television shows or other
media a user subscribes to), as well as telephone information
(e.g., telephone numbers). It should be appreciated that cer-
tain data regarding the efficacy of a received advertisement
may be saved in the nonvolatile storage 16, as discussed
further below.

[0040] A display 18 may display images and data for the
electronic device 10. It should be appreciated that only certain
embodiments may include the display 18. The display 18 may
be any suitable display, such as liquid crystal display (LCD),
a light emitting diode (LED) based display, an organic light
emitting diode (OLED) based display, a cathode ray tube
(CRT) display, or an analog or digital television. In some
embodiments, the display 18 may function as a touch screen
through which a user may interact with the electronic device
10.

[0041] The electronic device 10 may further include a user
interface 20. The user interface 20 may represent indicator
lights and user input structures, but may also include a graphi-
cal user interface (GUI) on the display 18. In practice, the user
interface 20 may operate via the CPU 12, using memory from
the main memory 14 and long-term storage in the nonvolatile
storage 16. In an embodiment lacking the display 18, indica-
tor lights, sound devices, buttons, and other various input/
output (I/0) devices may allow a user to interface with the
electronic device 10. In an embodiment having a GUI, the
user interface 20 may provide interaction with interface ele-
ments on the display 18 via certain user input structures, user
input peripherals such as a keyboard or mouse, or a touch
sensitive implementation of the display 18.

[0042] As should be appreciated, one or more applications
may be open and accessible to a user via the user interface 20
and displayed on the display 18 of the electronic device 10.
The applications may run on the CPU 12 in conjunction with
the main memory 14, the nonvolatile storage 16, the display
18, and the user interface 20. As will be discussed in greater
detail below, instructions stored in the main memory 14, the
nonvolatile storage 16, or the CPU 12 of the electronic device
10 may obtain, store, and display electronic advertisements. It
should be appreciated that the instructions for carrying out
such techniques may represent a standalone application, a
function of the operating system of the electronic device 10,
ora function of the hardware of the CPU 12, the main memory
14, the nonvolatile storage 16, or other hardware of the elec-
tronic device 10.

[0043] In certain embodiments, the electronic device 10
may include location sensing circuitry 22. The location sens-
ing circuitry 22 may represent global positioning system
(GPS) circuitry, but may also represent one or more algo-
rithms and databases, stored in the nonvolatile storage 16 or
main memory 14 and executed by the CPU 12, which may be
used to infer location based on various observed factors. For
example, the location sensing circuitry 22 may represent an
algorithm and database used to approximate geographic loca-
tion based on the detection of local 802.11x (Wi-Fi) networks
or nearby cellular phone towers. As discussed below, the
electronic device 10 may employ the location sensing cir-
cuitry 22 as a factor for carrying out certain advertisement
management techniques. By way of example, the location
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sensing circuitry 22 may be used by the electronic device 10
to determine a user’s location while viewing or requesting an
advertisement; the location be used to alter the advertisement
or to vary the price of the advertisement, as described further
below.

[0044] With continued reference to FIG. 1, the electronic
device 10 may also include a wired input/output (I/O) inter-
face 24 for a wired interconnection between one electronic
device 10 and another electronic device 10. The wired I/O
interface 24 may represent, for example, a universal serial bus
(USB) port or an IEEE 1394 or FireWire® port, but may also
represent a proprietary connection. Additionally, the wired
1/0 interface 24 may permit a connection to user input periph-
eral devices, such as a keyboard or a mouse.

[0045] One or more network interfaces 26 may provide
additional connectivity for the electronic device 10. The net-
work interfaces 26 may represent, for example, one or more
network interface cards (NIC) or a network controller. In
certain embodiments, the network interface 26 may include a
personal area network (PAN) interface 28. The PAN interface
28 may provide capabilities to network with, for example, a
Bluetooth® network, an IEEE 802.15.4 (e.g., ZigBee) net-
work, or an ultra wideband network (UWB). As should be
appreciated, the networks accessed by the PAN interface 28
may, but do not necessarily, represent low power, low band-
width, or close range wireless connections. The PAN inter-
face 28 may permit one electronic device 10 to connect to
another local electronic device 10 via an ad-hoc or peer-to-
peer connection. However, the connection may be disrupted if
the separation between the two electronic devices 10 exceeds
the range of the PAN interface 28.

[0046] The network interface 26 may also include a local
area network (LAN) interface 30. The LAN interface 30 may
represent an interface to a wired Ethernet-based network, but
may also represent an interface to a wireless LAN, such as an
IEEE 802.11x wireless network. The range of the LAN inter-
face 30 may generally exceed the range available via the PAN
interface 28. Additionally, in many cases, a connection
between two electronic devices 10 via the LAN interface 30
may involve communication through a network router or
other intermediary device.

[0047] For some embodiments of the electronic device 10,
the network interfaces 26 may include the capability to con-
nect directly to a wide area network (WAN) via a WAN
interface 32. The WAN interface 32 may permit a connection
to a cellular data network, such as the Enhanced Data rates for
GSM Evolution (EDGE) network or other 3G network. When
connected via the WAN interface 32, the electronic device 10
may remain connected to the Internet and, in some embodi-
ments, to another electronic device 10, despite changes in
location that might otherwise disrupt connectivity via the
PAN interface 28 or the LAN interface 30. As will be dis-
cussed below, the wired 1/O interface 24 and the network
interfaces 26 may represent high-bandwidth communication
channels for transferring user data using the simplified data
transfer techniques discussed herein.

[0048] Certain embodiments of the electronic device 10
may also include a near field communication (NFC) interface
34. The NFC interface 34 may allow for extremely close
range communication at relatively low data rates (e.g., 464
kb/s), and may comply with such standards as ISO 18092 or
ISO 21521, or it may allow for close range communication at
relatively high data rates (e.g., 560 Mbps), and may comply
with the TransferJet® protocol. The NFC interface 34 may
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have a range of approximately 2 to 4 cm. The close range
communication with the NFC interface 34 may take place via
magnetic field induction, allowing the NFC interface 34 to
communicate with other NFC interfaces 34 or to retrieve
information from tags having radio frequency identification
(RFID) circuitry. As discussed below, the NFC interface 34
may provide a manner of initiating or facilitating a transfer of
user data from one electronic device 10 to another electronic
device 10.

[0049] The electronic device 10 of FIG. 1 may also include
acamera 36. With the camera 36, the electronic device 10 may
obtain digital images or videos. In combination with optical
character recognition (OCR) software, barcode-reading soft-
ware, or matrix-code-reading software running on the elec-
tronic device 10, the camera 36 may be used to input data
from printed materials having text or barcode information.
Such data may include electronic advertising data from a
printed page.

[0050] In certain embodiments of the electronic device 10,
one or more accelerometers 38 may sense the movement or
orientation of the electronic device 10. The accelerometers 38
may provide input or feedback regarding the position of the
electronic device 10 to certain applications running on the
CPU 12. By way of example, the accelerometers 38 may
include a 3-axis accelerometer from ST Microelectronics.
[0051] FIGS. 2-5 illustrate various specific embodiments
of'the electronic device 10 of FIG. 1. It should be appreciated
that the specific embodiments of the electronic device 10
depicted in FIGS. 2-5 are representative only and should not
beunderstood as exclusive. Turning first to FIG. 2, a handheld
device 40 may represent an embodiment of the electronic
device 10 of FIG. 1. By way of example, the handheld device
40 may be a portable phone or a portable media player, such
as an iPhone® or an iPod® available from Apple Inc.
[0052] The handheld device 40 may have an enclosure 41
of'plastic, metal, composite materials, or other suitable mate-
rials in any combination. The enclosure 41 may protect the
interior components of the handheld device 40 from physical
damage and electromagnetic interference (EMI). Addition-
ally, the enclosure 41 may allow certain frequencies of elec-
tromagnetic radiation to pass through to wireless communi-
cation circuitry within the handheld device 40 to facilitate
wireless communication.

[0053] The display 18 of the handheld device 40 may
include the user interface 20 in the form of a GUI, which may
have a number of individual icons representing applications
that may be activated. In some embodiments of the handheld
device 40, the display 18 may serve as a touch-sensitive input
device and the icons may be selected by touch. An online map
application icon 42 may be selected by a user to launch an
online map application. The online map application may dis-
play maps based on a searchable location or based on a
current location of the handheld device 40 as determined by
internal location sensing circuitry 22. As described below, the
online map application may also display advertisements
according to various techniques discussed herein. The user
interface 20 may additionally include a web browser icon 43,
the selection of which may launch a web browser such as
Safari® by Apple Inc. The web browser may display content
from the Internet including, among other things, advertise-
ments provided according to techniques described herein.
[0054] An advertisement management application icon 44
may also be selectable by a user. Here, the advertisement
management application is designated as “Local Ad +” to
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indicate to a user that selection of the icon 44 may allow the
user to obtain, store, and/or view advertisements for local
businesses and more. Similarly, a wireless network manage-
ment application icon 45 may be selectable by a user. The
wireless network management application icon 45 may
launch a wireless network management application when
selected, which may enable a user to manage connections to
various nearby wireless networks and/or any information,
such as advertisements, that may be transmitted over such
wireless networks.

[0055] The user interface 20 on the display 18 of the hand-
held device 40 may also include certain status indicator icons
46, which may indicate the status of various components of
the handheld device 40. For example, the status indicator
icons may include a cellular reception meter, an icon to indi-
cate when the PAN interface 28 is active (e.g., when a Blue-
tooth network is in use), or a battery life meter.

[0056] The handheld device 40 may connect to another
electronic device 10, such as a computer, through the wired
1/O interface 24 located at the bottom of the device. For
example, the wired I/O interface 24 may be a proprietary
connection for interconnecting the handheld device 40 and
another electronic device 10 via USB or FireWire®. Once
connected, the devices may synchronize and/or transfer cer-
tain data, such as advertisement data or data related to certain
marketing factors. The wired I/O interface 24 on the handheld
device 40 may be understood to represent a communication
channel to another electronic device 10 for communication in
accordance with techniques discussed herein.

[0057] User input structures 48, 50, 52, and 54 may supple-
ment or replace the touch-sensitive input capability of the
display 18 for interaction with the user interface 20. By way
of example, the user input structures 48, 50, 52, and 54 may
include buttons, switches, a control pad, keys, knobs, a scroll
wheel, or any other suitable input structures. The user input
structures 48 and 50 may work in conjunction with the display
18 to control functions of the device. Particularly, the user
input structure 48 may be a lock/unlock sliding button to lock
or unlock the handheld device 40; the user input structure 50
may be a navigation button for navigating the user interface
20 to a default or home screen; the user input structures 52
may be a pair of buttons for navigating up or down a screen of
the user interface 20 or for controlling volume; and the user
input structure 54 may be an on/off button.

[0058] Certain embodiments of the handheld device 40
may include telephone functionality. As such, the handheld
device 40 may include audio input structures 56 and an audio
output structure 58. The audio input structures 56 may be one
or more microphones for receiving voice data from a user, and
the audio output structure 58 may be a speaker for outputting
audio data, such as data received by the handheld device 40
over a cellular network. In certain embodiments, an audio
port 60 may facilitate peripheral audio input and output
devices, such as headsets, speakers, or microphones for use
with the handheld device 40. It should be appreciated that
telephone functionality associated with the handheld device
40 may also include emitting a ringtone through the audio
output structure 58, causing the handheld device 40 to vibrate,
or changing images on the display to indicate an incoming
phone call.

[0059] As noted above, some embodiments of the elec-
tronic device 10 may include the NFC interface 34. The
handheld device 40 depicted in FIG. 2 may include the NFC
interface 34 in any suitable location within the enclosure 41.
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Because the NFC interface 34 may permit communication at
avery short range, the location of the NFC interface 34 in the
handheld device 40 may be indicated on exterior of the enclo-
sure 41, as illustrated in FIG. 2. The NFC interface 34 may
enable the handheld device 40 to engage in near field com-
munication (NFC) with RFID tags or other NFC enabled
electronic devices 10. For example, the NFC interface 34 may
provide a manner of receiving advertisement data from an
RFID tag, as described further below.

[0060] The handheld device 40 of FIG. 2 may additionally
include the camera 36, which may be located, for example, on
the back of the handheld device 40. As discussed further
below, the camera 36 may be used to obtain a digital image.
The handheld device 40 may thereatter employ optical char-
acter recognition (OCR) software, barcode-reading software,
or matrix-code-reading software to extract information from
the image.

[0061] It should also be appreciated that the handheld
device 40 may include the location sensing circuitry 22 or the
accelerometers 38. Certain applications running on the hand-
held device 40 may obtain information relating to the posi-
tion, orientation, or movement of the handheld device from
the location sensing circuitry 22 or the accelerometers 38.
The position, orientation, or movement information may
enable applications to display personalized data or to display
data in an innovative manner in response to user movement.

[0062] Turning to FIG. 3, a computer 62 may represent
another embodiment of the electronic device 10 of FIG. 1.
The computer 62 may be any computer, such as a desktop
computer, a server, or a notebook computer, but may also be
a standalone media player or video gaming machine. By way
of example, the computer 62 may be an iMac®, a Mac-
Book®, or an AppleTV® by Apple Inc. It should be noted that
the computer 62 may also represent a personal computer (PC)
or server computer by another manufacturer. An enclosure 64
may protect internal components of the computer 62. Such
internal components may include, for example, the CPU 12,
the main memory 14, the nonvolatile storage 16, certain net-
work interfaces 26, and/or the NFC interface 34.

[0063] The location of the NFC interface 34 may be noted
by a label on the exterior of the enclosure 64. The NFC
interface 34 may permit near field communication between
the computer 62 and other NFC enabled electronic devices
10, such as the handheld device 40. As should be appreciated,
the NFC interface 34 may also enable the computer 62 to
receive data from an RFID tag, as described further below.

[0064] The display 18 of the computer 62 may display the
user interface 20 in the form of a GUI. The user interface 20
of'the computer 62 may depict any user data associated with
applications 66 running on the computer 62. Additionally, the
user interface 20 may include a variety of icons related to
applications installed on the computer 62. Such icons may
include the online map application icon 42, the web browser
icon 43, the advertisement management application icon 44,
and the wireless network management icon 45. As should be
appreciated, the selection of the above-described icons may
launch corresponding applications on the computer 62. The
computer 62 may additionally or alternatively include a
dynamic advertisement pricing application, which may
dynamically generate a price for an advertisement sent to a
target user in accordance with techniques described below, or
a dynamic advertisement selection application, which may
determine an advertisement to send to a target user based on
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marketing factors previously supplied with regard to a previ-
ously-sent advertisement, as discussed below.

[0065] A userofthe computer 62 may interact with the user
interface 20 with various peripheral input devices, such as a
keyboard or mouse, which may connect to the computer 62
via the wired I/O interface 24. The wired 1/O interface 24 may
also provide a high bandwidth communication channel for
interconnecting other electronic devices 10, such as the hand-
held device 40, to the computer 62.

[0066] The computer 62 may also include the camera 36.
As discussed further below, the camera 36 may obtain, among
other things, a digital image. With the digital image, the
handheld device 40 may employ optical character recognition
(OCR) software, barcode-reading software, or matrix-code-
reading software to extract information from the image.
[0067] FIG. 4 depicts a standalone media player 68 that
may represent another embodiment of the electronic device
10 of FIG. 1 that may be configured to operate using the
techniques described herein. By way of example, the standa-
lone media player 68 may be an AppleTV® device by Apple,
Inc. However, the standalone media player 68 may also rep-
resent a media player or video game console by another
manufacturer.

[0068] Within an enclosure 70 of the standalone media
player 68 may reside various components of the electronic
device 10. For example, the enclosure 70 may house the
nonvolatile storage 16 for storing media files and media play-
back software and the CPU 12 for processing the media files.
Wireless network interfaces 26, such as the PAN interface 28
and LAN interface 30, may also be located within the enclo-
sure 70, allowing the standalone media player 68 to commu-
nicate with other electronic devices 10 or to connect to the
Internet. Using the wireless network interfaces 26, the stan-
dalone media player 68 may obtain or exchange media con-
tent as well as gain access to the Internet.

[0069] The standalone media player 68 may also include,
among other things, an indicator light and infrared (IR) port
72 and audio/video (AN) outputs 74. The indicator light and
IR port 72 may receive an IR control signal from a remote
control and may indicate to a user when the standalone media
player 68 is on, off, receiving or exchanging content, or
obtaining data in accordance with techniques described
herein. The A/V outputs 74 may provide a manner for con-
necting the standalone media player 68 to an analog or digital
television or other media display devices. The standalone
media player 68 may additionally include the wired I/O inter-
face 24, which may permit the standalone media player 68 to
communicate rapidly with a wired connection to another
electronic device 10.

[0070] The standalone media player 68 may also include
the NFC interface 34. With the NFC interface 34, the standa-
lone media player 68 may communicate with another elec-
tronic device 10 having another NFC interface 34. Addition-
ally, as described further below, the NFC interface 34 may
also enable the standalone media player 68 to receive elec-
tronic data from an RFID tag, as described further below.
[0071] FIG. 5 illustrates an example of a base station 76
configured to provide wireless Internet access and/or to trans-
mit wireless beacons containing electronic advertisements to
an electronic device 10. By way of example, the base station
76 may be a model of an AirPort Express® available from
Apple Inc. As described in greater detail below, an infrastruc-
ture owner or manager may employ the base station 76 to send
wireless beacons with target advertisements to target users.
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[0072] Thebase station 76 may include an Ethernet port 92,
a USB port 94, a line out port 96, a reset button 98, and an AC
plug adapter 100. The Ethernet port 92 may be a 10/100
Ethernet port 92 that may act as a connection interface
between the base station 76 and an Ethernet device such as the
computer 62, a cable modem, a DSL. modem, an existing
Ethernet network, etc. The base station 76 may also include a
USB port 94. The USB port 94 may be used as a print server
interface. As such, the USB port 94 may be used to connect
the base station 76 to, for example, a printer compatible with
the base station 76.

[0073] The base station 76 may also include a line out port
96. The line out port 96 may be an analog and optical digital
audio stereo mini-jack, which may allow a home stereo or
powered speakers to receive an audiovisual signal from
another electronic device 10 via the base station 76. In this
manner, the base station 76 may be used to stream music to a
sound system belonging to a user. The base station 76 may
further include a reset button 98. The reset button 98 may be
used to troubleshoot and/or return the base station 76 to its
factory settings. A status light 99 may inform a user of the
working status of the base station 76.

[0074] The base station 76 may be powered by an AC plug
adapter 100. The AC plug adapter 100 may be used to plug the
base station 76 into an outlet. Additionally, the AC plug
adapter 100 may be built directly into the base station 76,
alleviating power cables and/or an external power adapter to
power the base station 76. Additionally, the AC plug adapter
100 may retract into the housing of the base station 76 for ease
of transport.

[0075] FIG. 6 illustrates an RFID tag 118 that may provide
an electronic device 10 with additional information about a
subject item to which it may be attached. The RFID tag 118
may adhere to the subject item, and may provide, among other
things, advertisement information to the electronic device 10
that may be used to get additional information about the
subject item. In an example described further below, the
RFID tag 118 may be located on an historical marker. When
the NFC interface 34 of a handheld device 40 is tapped to the
RFID tag 118, the RFID tag 118 may provide data transfer-
ring information and an advertisement related to the historical
marker or data indicating where information and an adver-
tisement related to the historical marker may be obtained.
Components of the RFID tag 118 may include, for example,
an adhesive portion 120 and an RFID microchip 122.

[0076] The RFID microchip 122 may passively or actively
transfer certain data related to the subject item to which it may
be attached when the NFC interface 34 of the electronic
device 10 is placed nearby (e.g., within 2-4 cm). Accordingly,
the RFID microchip 122 may comply with such standards as
ISO 14443 or ISO 15693 for proximity or vicinity RFID. To
enable the electronic device 10 to gain additional information
oradvertisements about the subject item, the RFID microchip
122 may store data containing information and an advertise-
ment related to the historical marker or data indicating where
information and an advertisement related to the historical
marker may be obtained. The information stored on the RFID
microchip 122 may include, among other things, a serial
number and/or an XML message having various information
identifying the subject item to which the RFID tag 102 is
attached. For example, the serial number may enable the
electronic device 10 to search a database at a web service.
Based on the serial number from the RFID microchip 122, the
web service may provide information identifying the subject
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item and one or more advertisements related to the subject
item. The XML message may provide similar information,
such as the serial number and/or a location where such infor-
mation or advertisements may be obtained.

[0077] FIGS. 7A-B illustrate a dynamically-priced adver-
tisement system 110, which may describe relationships
between advertisers, an infrastructure owner or manager, and
a user that may be the target of advertisements from the
advertisers. Using the dynamically-priced advertisement sys-
tem 110, an advertiser may a pay a unique price for an adver-
tisement based on an assessment of characteristics unique to
the target recipient. Turning first to FIG. 7A, the dynamically-
priced advertisement system 110 may describe a relationship
between a series of advertisers 112 and an infrastructure
owner or manager 114. The infrastructure owner or manager
114 may represent any person, organization, or other entity
with control over network infrastructure capable of transmit-
ting advertisements to a target user, and the advertisers 112
may represent any person, organization, or other entity that
may be granted the right to advertise by the infrastructure
owner or manager 114.

[0078] By way of example, the infrastructure owner or
manager 114 may be a municipality having a WiFi network
and the advertisers 112 may be local businesses acting
through a chamber of commerce; the infrastructure owner or
manager 114 may be a private WiFi owner or publisher, which
may accept advertisements from various local advertisers 112
in a manner analogous to a local printed advertising publica-
tion; the infrastructure owner or manager 114 may be a
museum or airport providing network access to attendees, and
the advertisers 112 may be lessees, tenants, or contractors
affiliated with the airport or museum (e.g., a gift store, res-
taurant, or taxi/limousine service); the infrastructure owner or
manager 114 may be a shopping mall or casino, and the
advertisers 112 may be restaurants or shops located within the
shopping mall or casino; the infrastructure owner or manager
114 may be any owner or manager of a publicly-accessible
building providing network access to entrants; the infrastruc-
ture owner or manager 114 may be an owner or manager of a
wireless broadband network, such as a 3G cellular network,
and the advertisers 112 may be any person or entity to wishing
to advertise over the wireless network; and/or the infrastruc-
ture owner or manager 114 may be a website, search engine,
or Internet service provider (ISP), and the advertisers 112
may be any person or entity to submit web advertisements to
the website, search engine, or ISP.

[0079] In the dynamically-priced advertisement system
110, the advertisers 112 may submit an electronic advertise-
ment 116 to the infrastructure owner or manager 114. The
electronic advertisement 116 may be any data intended to
advertise to a target user. As such, the electronic advertise-
ment 116 may be a text advertisement, a banner advertise-
ment, a video, an interactive advertisement, and/or an elec-
tronic coupon. Concurrent with the submission of the
advertisement 116, the advertisers 112 may provide informa-
tion to the infrastructure owner or manager regarding the
subject matter of the advertisement. For example, if the sub-
mitted advertisement 116 provides a coupon for food at a
restaurant, the submitting advertiser 112 may include an indi-
cation that the advertisement 116 is directed to food sales,
times of day when meals are popularly served, a GPS location
of'the restaurant, keywords that may relate to the restaurant in
an Internet search, how weather may affect the use or non-use
of the coupon in the advertisement 116, etc. As discussed
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further below, such additional information may be compared
to various marketing factors associated with a target user to
dynamically determine a price for each display of the adver-
tisement 116.

[0080] The infrastructure owner or manager may thereafter
provide a bill 118 to the advertisers 112. As noted briefly
above and discussed further below, the bill 118 may be gen-
erated dynamically by a dynamic advertisement pricing
application on a computer 62 belonging to the infrastructure
owner or manager. The dynamic advertisement pricing appli-
cation may determine a price for sending each advertisement
116 to a target user based on factors discussed below with
reference to FIGS. 12-13. The dynamically-generated prices
billed for many advertisements 116 sent to users may be
collated in each bill 118 and transmitted electronically to the
advertisers 112, who may pay the bills 118 automatically
and/or electronically.

[0081] FIG. 7B illustrates another relationship within the
dynamically-priced advertisement system 110, which may
include the infrastructure owner or manager 114 and a target
user 122. The target user 122 may represent any person tar-
geted by the infrastructure owner or manager 114 to receive
one of the advertisements 116. By way of example, the target
user 122 may be a user of a handheld device 40, a computer
62, or a standalone media player 68.

[0082] As noted above, the infrastructure owner or man-
ager 114 may have previously received advertisements 116
from various advertisers 112. Choosing from among the vari-
ous advertisements 116, the infrastructure owner or manager
114 may transmit selected target advertisements 124 to the
target user 122 via network infrastructure under the control of
the infrastructure owner or manager 114. The infrastructure
owner or manager 114 may select which target advertise-
ments 124 may be sent to the target user 122, for example,
based upon a series of marketing factors 126 received from
the target user 124, by randomly selecting target advertise-
ments 124, and/or by electing to send all advertisements 116
as target advertisements 124.

[0083] The target user 122 may transmit the marketing
factors 126 to the infrastructure owner or manager 114 before
or after receiving the advertisements 124. The marketing
factors 126 may represent a variety of variables that may be
used to estimate the likelihood that the target user 122 may
respond to the target advertisements 124, and may be
described in greater detail below with reference to FIGS.
12-13. For example, the marketing factors 126 may indicate a
time of day when the target user 122 receives the advertise-
ments 124, the location of the target user 122 when the target
user receives the advertisement, and/or whether the target
user 122 responds to the advertisement 124 at a later time, etc.
[0084] Itshould be understood thatif a target advertisement
124 is sent to the target user 122, and one or more marketing
factors 126 is received in conjunction with the target adver-
tisement 124, the marketing factors 126 may be applied to
more narrowly tailor which target advertisement 124 is sent to
the target user 122 in the future. For example, the computer 62
belonging to the infrastructure owner or manager 114 may
include the dynamic advertisement selection application.
Using the dynamic advertisement selection application, the
infrastructure owner or manager 114 may select a subsequent
to send to the target user 122 at a later time based on the
previously received marketing factors 126. The subse-
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quently-sent advertisement may be priced according to any
model, including the dynamic pricing model discussed
herein.

[0085] FIGS. 8-11 may generally describe various methods
for providing dynamically-priced advertisements with the
dynamically-priced advertisement system 110. It should be
appreciated that each of the methods described by FIGS. 8-11
assumes that the infrastructure owner or manager 114 has
already received advertisements 116 from various advertisers
112 in the manner shown in FIG. 7A. As such, the methods
described by FIGS. 8-11 may focus on particular manners of
sending and/or pricing the various target advertisements 124
that may be sent to a target user 122.

[0086] Turning first to FIG. 8, a flowchart 130 illustrates a
manner of providing probability-based dynamically-priced
advertisements with the dynamically-priced advertisement
system of FIGS. 7A-B. In a first step 132 of the flowchart 130,
an advertisement sequence may be initiated in a variety of
ways. By way of example, as described in greater detail
below, the advertisement sequence may be initiated when the
infrastructure owner or manager 114 transmits an advertising
beacon over a wireless network; when a user selects a button
on an electronic device 10 such as a handheld device 40,
computer 62, or standalone media player 68; when an RFID
tag 102 is tapped to the NFC interface 34 of an electronic
device 10; when a particular application is launched on an
electronic device 10; and/or when a particular website is
navigated to or search term is used in a search engine. In the
initiation step 132, one or more marketing factors 126 may be
sent from a target user 122 to the infrastructure owner or
manager 114.

[0087] In a step 134, the infrastructure owner or manager
114 may assess the one or more marketing factors 126 that
may have been sent by the target user 122 or otherwise
obtained (e.g., a marketing factor such as location may be
determined based on a location of a base station 76). In the
assessment of step 134, the infrastructure owner or manager
114 may determine which advertisements 116 may be most
pertinent to a target user 122 as a target advertisement 124,
and/or may assess a probability that the target advertisement
124 may be effective. In one example described further
below, the infrastructure owner or manager 114 may deter-
mine a target advertisement 124 to be an advertisement 116
for a restaurant based on marketing factors indicating that the
user has made purchases at the restaurant in the past, the time
corresponds with a common meal time, and the user is cur-
rently located near the restaurant.

[0088] Based on the assessment of step 134, the infrastruc-
ture owner or manager 114 may transmit a target advertise-
ment 124 to the target user 122, as noted by step 136. It should
be understood that step 136 may proceed prior to step 134, in
which case the infrastructure owner or manager 114 may
transmit a target advertisement 124 without first determining
which advertisement 116 to select as the target advertisement
124. In such cases, the assessment of step 134 may take place
after the target advertisement 124 has been sent to the target
user 122, and the assessment of step 134 may be limited to
assessing a probability that the target advertisement 124 may
be effective in marketing to the target user 122, as discussed
below.

[0089] Instep 138, the infrastructure owner or manager 114
may provide a bill 118 for the target advertisement 124 that
was sent to the target user 122 based on the probability that
may be determined in step 134. A dynamic advertisement
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pricing application on a computer 62 belonging to the infra-
structure owner or manager 114 may dynamically generate
the bill 118. As such, the bill 118 may be dynamically deter-
mined according to the marketing factors 126 that may
directly or indirectly indicate whether the target user 122 may
likely be affected by the target advertisement 124. For
example, the price for a target advertisement 124 directed to
a restaurant may higher or lower depending on whether the
target user 122 has eaten at the restaurant in the past, the time
corresponds with a common meal time, and/or the target user
122 is currently located near the restaurant

[0090] FIG. 9 is a flowchart 140 describing a manner of
providing results-based dynamically-priced advertisements
with the dynamically-priced advertisement system of FIGS.
7A-B. Thus, while steps 142-146 of the flowchart 140 may
function in substantially the same manner as steps 132-136 of
the flowchart 130, steps 147 and 148 may vary. Particularly,
steps 147 and 148 describe a dynamic pricing scheme that
may consider various factors indicating a result of the target
advertisement 124.

[0091] As noted above, steps 142-146 may function in sub-
stantially the same manner as steps 132-136 of the flowchart
130. Accordingly, in step 142, an advertisement sequence
may be initiated, in step 144, various marketing factors 126
may be considered, and in step 146, a target advertisement
124 may be sent to a target user 122. As described above with
reference to steps 134 and 136, steps 144 and 146 may occur
in any order.

[0092] In step 147, various “follow-up” factors may be
assessed by the infrastructure owner or manager 114. The
follow-up factors are described in greater detail below with
reference to FIG. 13, and may include, for example, whether
the target user 122 responds to the target advertisement 124
by forwarding the target advertisement 124 to a friend, by
later entering a store or location to which the target advertise-
ment 124 pertained, and/or by utilizing an electronic coupon
provided in the target advertisement 124. In step 148, the
infrastructure owner or manager 114 may provide a dynami-
cally-priced bill 118 to relevant advertisers 116 based on the
assessment of step 147. As should be appreciated, the bill 118
may charge a higher or lower price based on indications
provided by the follow up factors. For example, the bill 118
may be higher or lower depending on whether the target user
122 has used a coupon associated with the target advertise-
ment 124, whether the target user 122 enters a place of busi-
ness associated with the target advertisement 124, or whether
the target advertisement 124 is forwarded by the target user
122 to another person.

[0093] Turning to FIG. 10, a flowchart 150 may describe a
manner of providing both probability-based and results-
based dynamically-priced advertisements with the dynami-
cally-priced advertisement system of FIGS. 7A-B. As such,
the flowchart 150 incorporates elements of dynamic pricing
from the methods described in the flowchart 130 and the
flowchart 140. Referring to the flowchart 150, steps 152-156
may substantially correspond to steps 132-136 of the flow-
chart 130 or 142-146 of the flowchart 140, step 158 may
substantially correspond to step 138 of the flowchart 130, and
steps 159 and 160 may substantially correspond to steps 147
and 148 of the flowchart 140. As such, in step 152, an adver-
tisement sequence may be initiated; in step 154, various mar-
keting factors 126 may be considered; in step 156, a target
advertisement 124 may be sent to a target user 122; in step
158, a bill 118 for the target advertisement 124 may be pro-
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vided based on a probability of the effectiveness of the target
advertisement 124; in step 159, various follow-up factors may
be considered; and in step 160, a bill 118 may be provided
based on the effectiveness of the target advertisement 124. It
should be appreciated that the bills 118 provided in steps 158
and 160 may be collated into a single bill 118 for all target
advertisements 124 sent during a given time period, such as
during one week or one month.

[0094] FIG.11isaflowchart 170 that may describe another
manner of providing dynamically-priced advertisements with
the dynamically-priced advertisement system 110 of FIGS.
7A-B. In a first step 172, an advertisement sequence may
begin when a web browser application on an electronic device
10, such as Safari® on a handheld device 40, is launched or
navigated to a website, such as a search engine. The web
browser application may exchange various data with the web-
site or with an intermediary network, which may represent
infrastructure belonging to the infrastructure owner or man-
ager 114. That data that may be exchanged may include
various marketing factors and/or advertisement data corre-
sponding to one or more target advertisements 124. In one
example, the electronic device 10 may transmit various mar-
keting factors, as discussed above with reference to the steps
132, 142, and 152 of the flowcharts 130, 140, 150. In another
example, the electronic device 10 may have previously
received advertisements according to the techniques
described in the flowcharts 130, 140, or 150 above. As such,
dynamic pricing for one or more target advertisements 124
sent to the target user 122, as discussed regarding steps 138,
148, 158, and/or 160, may provide a basis for selecting web
advertisements to display.

[0095] Additionally or alternatively, if the electronic device
10 is within range of a base station 76, the base station 76 may
have sent out one or more wireless beacons, which may
include marketing factors or advertisement data correspond-
ing to one or more target advertisements 124. The advertise-
ment data may represent, for example, hypertext markup
language (HTML) or extensible markup language (XML)
files or pointers to one or more web locations from which
advertisement data may be downloaded. The information
may be stored on the electronic device 10 such that the elec-
tronic device 10 may send the information to the website or
intermediary network, and may indicate, for example, a loca-
tion of the user, which advertisements another infrastructure
owner or manager 114 has selected for the user, whether a
user has previously responded to a given advertisement, etc.
[0096] In step 174, the website or network infrastructure
owner or manager may select a target advertisement 124
based on the data. The target advertisement 124 may repre-
sent a banner ad or other web advertisement, and may appear
on the web browser among other, non-advertisement, data or
among other non-targeted advertisements. In this way, the
methods of the flowcharts 130, 140, or 150 may be extended
to encompass targeted web advertising.

[0097] The flowchart 170 may additionally include a step
176 to determine a price for sending the target advertisement
124. In step 176, the infrastructure owner or manager 114
may dynamically determine the price based on the informa-
tion assessed in step 174. As such, step 176 of the flowchart
170 may correspond to steps 138, 148, 158, or 160 of the
flowcharts 130, 140, or 150 discussed above.

[0098] FIG. 12 illustrates a marketing factor diagram 200

listing a series of possible marketing factors 202 that may be
assessed in steps 134, 144, or 154 of the flowcharts 130, 140,
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or 150. The marketing factors 202 represent factors that may
be considered by the infrastructure owner or manager 114
using a dynamic advertisement pricing application on a com-
puter 62 to determine a price for a dynamically-priced adver-
tisement. The marketing factors 202 may represent data that
may be stored on the electronic device 10, which may be
transmitted from the electronic device 10 to a computer 62
belonging to the infrastructure owner or manager 114. It
should be understood that the marketing factors 202 of the
marketing factor diagram 200 are intended to be exemplary
and not exclusive.

[0099] Todetermine a price for a given target advertisement
124, the infrastructure owner or manager 114 may assign a
value to the various marketing factors 202 to calculate a total
marketing probability of success for each target advertise-
ment 124 sent to target user 122. As such, it should be under-
stood that the value assigned to the various marketing factors
202 may vary based on the subject matter of the target adver-
tisement 124. Depending on the calculated total marketing
probability of success, the infrastructure owner or manager
may determine a corresponding price for the target advertise-
ment 124. By way of example, the marketing probability of
success may be assessed based on three of the marketing
factors 202 discussed below. Possible outcomes of the mar-
keting factors 202 may be assigned various values (e.g., from
1-33). Depending on a sum of the values associated with the
marketing factors 202 (e.g., a value totaling 3-99), the infra-
structure owner or manager 114 may dynamically assign a
price (e.g., $0.03 for a value totaling 3-35, $0.06 for a value
totaling 36-67, or $0.10 for a value totaling 68-99). The
precise value that may be associated with a given marketing
factor 202 may generally correspond to the likelihood that a
target user 122 may respond to a target advertisement 122. As
such, it should be understood that such values may be experi-
mentally determined or agreed upon by the advertisers 112
and the infrastructure owner or manager 114.

[0100] One marketing factor 202 that may be considered by
the infrastructure owner or manager 114 may be a manner of
initiation 204 of the dynamically-priced advertisement sys-
tem 110. As noted above, an advertisement sequence may be
initiated in a variety of ways, such as when the infrastructure
owner or manager 114 transmits an advertising beacon over a
wireless network; when a user selects a button on an elec-
tronic device 10 such as a handheld device 40, computer 62,
or standalone media player 68; when an RFID tag 102 is
tapped to the NFC interface 34 of an electronic device 10;
when a particular application is launched on an electronic
device 10; and/or when a particular website is navigated to or
search term is used in a search engine. Depending on the
nature of the target advertisement 124, a different value may
be assigned to possible manners of initiation 204. For
example, a target advertisement 124 sent following a user-
initiated advertisement sequence may be assessed using a
value corresponding to a higher price than a target advertise-
ment 124 sent following a beacon-initiated advertisement
sequence, since a user-initiated advertisement sequence may
imply that the target user 122 is more receptive to receive the
target advertisement 124.

[0101] Similarly, the infrastructure owner or manager 114
may consider the time of day 206 that the target advertisement
124 is sent to the target user 122 as a marketing factor 202. By
way of example, if the target advertisement 124 pertains to a
restaurant generally favored for lunch, a time of day 206
factor of morning and evening may be assigned a value cor-
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responding to a lower price. Similarly, a time of day 206
factor of midday, when the target user 122 may likely go to
lunch, may be assigned a value corresponding to a higher
price.

[0102] A location 208 of the target user 122 when target
advertisement 124 is sent may also serve as a marketing factor
202 to determine the price of the target advertisement 124.
The location 208 may be determined by the location sensing
circuitry 22 of the electronic device 10 receiving the target
advertisement 124, or may be based on other indications, such
as a location of a base station 76 which may send the target
advertisement 124 or the ISP employed by the electronic
device 10 to provide Internet access. Continuing with the
above example, the target advertisement 124 may pertainto a
restaurant having a particular location known to the infra-
structure owner or manager 114. If the location 208 of the
target user 122 is within a specified distance of the location of
the restaurant, the location 208 factor may be assigned a value
corresponding to a lower price. If the location 208 is beyond
the specified distance of the location of the restaurant, the
location 208 factor may be assigned a value corresponding to
a higher price.

[0103] The infrastructure owner or manager 114 may also
consider prior success 210 in marketing to the target user 122
as a marketing factor 202. Prior success 210 may signify that
the target user 122 has responded to prior target advertise-
ments 124 based on results of follow-up factors, which may
be described in greater detail below with reference to FIG. 13.
By way of example, the target advertisement 124 may pertain
to a restaurant that may accept electronic coupons. If the
target user 122 had previously used an electronic coupon at
the restaurant, the prior success 210 factor may be assigned a
value corresponding to a higher price. If not, the prior success
210 factor may be assigned a value corresponding to a lower
price.

[0104] Certain user preferences 212 may also serve as a
marketing factor 202 in the dynamic pricing assessment of the
target advertisement 124. The user preferences 212 may be
selected by the target user 122 of the electronic device 10 and
may indicate whether the target user 122 may be receptive to
the target advertisement 124. For example, the user prefer-
ences 212 associated with the target user 122 may include a
preference to subscribe to certain email newsletters. If the
user preferences 212 of the target user 122 are believed to
increase the likelihood that the target user 122 may be recep-
tive to the target advertisement 124, the user preferences 212
factor may be assigned a value corresponding to a higher
price. If not, the user preferences 212 factor may be assigned
a value corresponding to a lower price.

[0105] Depending on the weather or weather forecast 214,
the target user 122 may alter their behavior. For example, in
cold weather the target user 122 may prefer warm products, in
warm weather the target user 122 may prefer cold products, in
sunny weather the target user 122 may prefer to go outside,
and in rainy weather the target user 122 may prefer to stay
indoors. Thus, based on the weather or weather forecast 214,
the infrastructure owner or manager 114 may assign a differ-
ent price to the target advertisement 124, as described above.
Ifthe weather or weather forecast 214 is likely to improve the
likelihood that the target user 122 may be receptive to the
target advertisement 124, the weather or weather forecast 214
factor may be assigned a value corresponding to a higher
price. If not, the weather or weather forecast 214 factor may
be assigned a value corresponding to a lower price.
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[0106] The infrastructure owner or manager 114 may also
consider web history or search history 216 associated with the
target user 122 in dynamically pricing the target advertise-
ment 116. The web history or search history 216 may be sent
to the infrastructure owner or manager 114 by the target user
122 among the various marketing factors 126, but may also be
ascertained by the infrastructure owner or manager 114 in
other ways. If the infrastructure owner or manager 114 pro-
vides Internet access to the target user 122, as may be the case
if the infrastructure owner or manager 114 controls a wireless
base station 76 with Wi-Fi or other wireless Internet access,
the infrastructure owner or manager 114 may ascertain the
web history or search history 216 of the target user 122 based
on websites requested by the target user 122. Similarly, if the
infrastructure owner or manager 114 operates a website or
search engine, the infrastructure owner or manager 114 may
ascertain the web history or search history 216 of the target
user 122 based on the content of requested web pages or
search terms input by the target user 122.

[0107] The web history or search history 216 associated
with the target user 122 may enable the infrastructure owner
or manager 114 to assess a likelihood that the target user 122
may respond to the target advertisement 124. For example,
the web history or search history 216 associated with the
target user 122 may indicate that the target user 122 has
recently searched car-themed websites. If the target adver-
tisement 124 advertises opportunities to purchase a new car,
the web history or search history 216 of the target user 122
may increase the likelihood that the target user 122 may be
receptive to the target advertisement 124. Accordingly, the
web history or search history 216 factor may be assigned a
value corresponding to a higher price. Otherwise, the web
history or search history 216 factor may be assigned a value
corresponding to a lower price.

[0108] Another marketing factor 202 may be based on the
contents of a media library 218 belonging to the target user
122. For example, the media library of the target user 122 may
include a large number of movies, music of a particular genre,
or podcasts or television shows pertaining to certain topics.
The existence or subject matter among the contents of the
such media 218 may provide a reliable metric for estimating
the efficacy of the target advertisement 124. By way of
example, if the contents of the media library 218 of the target
user 122 includes do-it-yourself television shows and the
target advertisement 124 relates to home improvement, the
contents of the media library 218 factor may be assigned a
value corresponding to a higher price than if the television
shows were not present among the contents of the media
library 218.

[0109] Whether the target user 122 holds membership in a
loyalty program 220 may also serve as a predictive marketing
factor 202. As described herein, membership in a loyalty
program 220 may represent, for example, membership in a
frequent-flyer program, frequent-diner program, grocery
store savings program, etc., that may indicate that the target
user 122 is more likely to respond to the target advertisement
124. The infrastructure owner or manager 114 may gain
knowledge of membership in a loyalty program 220 by being
granted access to loyalty program databases controlled by the
advertiser 112 supplying the target advertisement 124, or by
receiving such information among the marketing factors 126
provided by the target user 122. By way of example, if the
target user 122 holds membership in a loyalty program asso-
ciated with an airline, and the target advertisement 124 adver-
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tises flights with the airline, the target user 122 may be more
likely to be receptive to the target advertisement 124. Accord-
ingly, the membership in a loyalty program 220 factor may be
assigned a value corresponding to a higher price. Otherwise,
the membership in a loyalty program 220 factor may be
assigned a value corresponding to a lower price.

[0110] Because the target user 122 may make purchasing
decisions based at least in part on the opinions or behavior of
family or friends, the above-described marketing factors 202
as applied to family and friends 222 may also assist the
infrastructure owner or manager 114 in determining a
dynamic price for the target advertisement 124. In one
example, prior success 210 in marketing to a friend of the
target user 122 may imply a greater likelihood of success in
marketing to the target user 122. In another example, the
presence of a particular genre of movie among contents of a
media library 218 belonging to a friend may imply a greater
likelihood that a target advertisement 124 for the genre of
movie may be successfully marketed to the target user 122.
[0111] The infrastructure owner or manager 114 may
obtain data indicating the marketing factors 202 as applied to
friends of the target user 122 in a variety of ways. The target
user 122 may send information describing who represent
friends or family of the target user 122, or the friends or family
of the target user 122 may share an electronic device 10 that
may store such factors. The infrastructure owner or manager
114 may determine friends or family of the target user 122
based on known connections on one or more social network-
ing websites, and the marketing factors 202 as applied to the
friends or family may be estimated based on publicly avail-
able information or private databases describing purchasing
decisions, brand preferences, etc. As should be appreciated,
the infrastructure owner or manager 114 may dynamically
price a target advertisement 124 based on the marketing fac-
tors 202 as applied to family or friends 222 of the target user
122 in the manners described herein.

[0112] FIG. 13 illustrates a follow-up factor diagram 240
listing a series of possible follow-up factors 242 that may be
assessed in steps 147 or 159 of the flowcharts 140 or 150. The
follow-up factors 242 represent factors that may be consid-
ered by the infrastructure owner or manager 114 to determine
a price for a dynamically-priced advertisement. It should be
understood that the follow-up factors 242 may represent fac-
tors considered within a predetermined amount of time after
a target advertisement 124 is sent to the target user 122 (e.g.,
within three hours or within one day). Moreover, the follow-
up factors of the follow-up factor diagram 240 are intended to
be exemplary and not exclusive.

[0113] To determinea price for a given target advertisement
124, the infrastructure owner or manager 114 may assign a
value to the various follow-up factors 242 to calculate a total
marketing success for each target advertisement 124 sent to
target user 122. As such, it should be understood that the value
assigned to the various follow-up factors 242 may vary based
on the subject matter of the target advertisement 124.
Depending on the calculated total marketing success, the
infrastructure owner or manager may determine a corre-
sponding price for the target advertisement 124. By way of
example, the marketing success may be assessed based on
three of the follow-up factors 242 discussed below. Possible
outcomes of the follow-up factors 242 may be assigned vari-
ous values (e.g., from 1-33). Depending on a sum of the
values associated with the follow-up factors 242 (e.g., a value
totaling 3-99), the infrastructure owner or manager 114 may
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dynamically assign a price (e.g., $0.03 for a value totaling
3-35, $0.06 for a value totaling 36-67, or $0.10 for a value
totaling 68-99). The precise value that may be associated with
agiven follow-up factors 242 may generally correspond to the
degree to which the target user 122 has responded to a target
advertisement 122. As such, it should be understood that such
values may be agreed upon by the advertisers 112 and the
infrastructure owner or manager 114.

[0114] One follow-up factor 242 that may be considered by
the infrastructure owner or manager 114 may be whether a
purchase is made 244 by the target user 122 after receiving the
target advertisement. The infrastructure owner or manager
114 may ascertain whether the target user 122 has made a
purchase in a variety of ways. For example, the infrastructure
owner or manager 114 may receive such an indication directly
from the target user 122 or from the advertiser 112 that
supplied the target advertisement 124, if the target user 122
makes a purchase from the advertiser 112. If the target user
112 makes a purchase 244 following the receipt of the target
advertisement 124, the factor 244 may be assigned a value
corresponding to a higher price. If not, the factor 244 may be
assigned a value corresponding to a lower price.

[0115] Evenifthe target user 122 does not make a purchase
244 within the predetermined time, the target user 122 may
provide other indications that the target advertisement 124
was successful. For example, a subsequent location 246 of the
target user 122 may indicate that the target user 122 has been
influenced by the target advertisement 124. After receiving a
target advertisement 124, the target user 122 may approach a
store or restaurant to which the target advertisement 124
pertains. If the target user 122 approaches, but does not enter,
the store or restaurant advertised in the target advertisement
124, the target advertisement 124 may have influenced the
target user 122. For such a condition, the infrastructure owner
or manager 114 may assign a value corresponding to a higher
price to the subsequent location 246 factor.

[0116] The infrastructure owner or manager 114 may fur-
ther assess whether the target user 122 enters a store or res-
taurant 248 after receiving a target advertisement 124 adver-
tising the store or restaurant. That the target user 122 enters
the store or restaurant 248 may imply that the target adver-
tisement 124 influenced the target user 122. Accordingly, the
infrastructure owner or manager 114 may assign to the factor
248 a value corresponding to a higher price if the user enters
the store or restaurant. If the user does not, the infrastructure
owner or manager 114 may assign to the factor 248 a value
corresponding to a lower price.

[0117] After receiving the target advertisement 124, the
target user 122 may not make a purchase directly related to the
target advertisement 124 to fulfill the factor 244. However,
the target user 122 may make related purchases 250 from the
same advertiser 112, may choose to gain membership in a
loyalty program 252 of the advertiser 112, and/or family or
friends may make related purchases 254. The infrastructure
owner or manager 114 may consider whether or not such
circumstances may occur in determine the dynamic price of
the target advertisement 124 by varying the values associated
with each of the factors 250, 252, and/or 254 as appropriate.
[0118] The extent to which the target user 122 explores 256
the target advertisement 124 may further indicate whether the
target advertisement 124 has succeeded in marketing to the
target user 122. Thus, for example, if the target user 122 elects
to seek further information regarding the target advertisement
124, the infrastructure owner or manager 114 may assign a
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value corresponding to a higher price to the factor 256. Simi-
larly, that the target user 122 may forward 258 the target
advertisement 124 to a friend may also indicate the efficacy of
the target advertisement. Accordingly, the infrastructure
owner or manager 114 may assign a value corresponding to a
higher price to the factor 258.

[0119] The factors discussed above with reference to FIGS.
12-13 may be marketed to potential advertisers 112 and/or
infrastructure owners or managers 114 by advertising agen-
cies or other promoters. The advertising agencies may market
an advertisement pricing scheme with dynamically-gener-
ated advertisement pricing in the manners described above.
To do so, the advertising agency may recommend a type of
advertisement (e.g., a restaurant advertisement), various mar-
keting factors (e.g., time of day 206, location 208, prior suc-
cess 210, weather 214, etc.), and a weighting scheme for each
factor (e.g., the time of day 206 factor may vary between a
maximum value at lunchtime to a minimum value after din-
nertime when the restaurant has closed) to dynamically set a
price for each time the advertisement is sent to a target user
122.

[0120] FIGS. 14-16 illustrate an example of carrying out
the above-described methods. Though FIGS. 14-16 exem-
plify using the techniques described above with the handheld
device 40, it should be appreciated that alternatively any
electronic device 10 may be employed. Turning first to FIG.
14, a RFID tag-scanning operation 280 represents a manner a
user may seek to gain additional information from a particular
subject by receiving information via an RFID tag 102. In so
doing, the RFID tag-scanning operation 280 may represent
one manner of initiating an advertisement sequence, and thus
may represent steps 132, 142, or 152 of the flowcharts 130,
140, or 150.

[0121] Intheexample of FIG. 14, the RFID tag 102 may be
located on an historical marker 282. To learn more about the
historical marker 282 and retrieve various advertisements that
may be related to the historical marker 282, the user may tap
a handheld device 40 to the RFID tag 102. The RFID tag 102
may thereafter communicate various information to the hand-
held device 40 by way of a near field communication (NFC)
channel, as discussed below with reference to FIG. 16.
[0122] Turning to FIGS. 15A-B, after tapping the RFID tag
102 to the handheld device 40, the handheld device 40 may
display a screen 290, as shown in FIG. 15A. The screen 290
may include a prompt 292, among other related prompts. The
prompt 292 may be labeled “See local ads related to historical
marker,” which may allow a user to further explore the his-
torical marker. If the user selects the button 292, the handheld
device 40 may display a screen 294, as shown in FIG. 15B.
The screen 294 may include a series of list items 296, which
may represent various local advertisements related to the
historical marker 282. The screen 294 may further include a
button 298, labeled “Options.” The button 298 may enable a
user to sort the list items 296 with such preferences as nearest
location, greatest percent discount, whether the advertise-
ment relates to food or other products, etc.

[0123] Turning to FIG. 16, a communication diagram 310
illustrates communication that may take place during the
RFID tag-scanning operation 280. As illustrated in the com-
munication diagram 310, communication may take place
among a web service 312 (e.g., a computer 62 configured to
communicate over a network with the handheld device 40),
the handheld device 40, and the RFID tag 102. Communica-
tion may begin as the handheld device 40 taps the RFID tag
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102, as shown by block 314. Because the NFC interface 34 of
the handheld device 40 may periodically emit a near field
communication ping 316, the RFID tag 102 may receive the
ping 316. Upon receiving the ping 316, the RFID tag 102 may
become energized, as illustrated by block 318.

[0124] After becoming energized, the RFID tag 102 may
reply with tag data, as shown in block 320, which may rep-
resent data that may be stored on the RFID tag 102. The tag
data of the block 320 may be any data calculated to provide
information about the RFID tag 102. For example, the tag
data 320 may represent a serial number, an XML file, or other
file with various identifying information, etc., which may
enable the handheld device 40 to obtain additional informa-
tion about the subject of the RFID tag 102 from another
source, such as the web service 312.

[0125] The handheld device 40 may send the tag data
received in the block 320 to the web service 312, as shown in
block 322. Moreover, the handheld device 40 may transmit
various marketing factors 126, denoted as factor data in a
block 324, which may represent information relating to vari-
ous marketing factors 202 as determined by the handheld
device 40. Using the tag data of the block 322 and the factor
data of the block 324, the web service 312 may determine an
appropriate target advertisement 124, as illustrated in block
326. Accordingly, it should be understood that the determi-
nation of block 326 may represent, at least in part, the step
134, 144, or 154 of the flowcharts 130, 140, or 150 discussed
above.

[0126] Theweb service 312 may subsequently transmit one
or more target advertisements 124 to the handheld device 40,
as shown by a block 328. The communication of the block
328 may represent, at least in part, the steps 136, 146, or 156
of the flowcharts 130, 140, or 150. The handheld device 40
may store or display the target advertisement 124, as illus-
trated in block 330. Such advertisements may include those
that may appear on the screen 294 of FIG. 15B. Meanwhile,
the web service 312 may determine a price for the target
advertisement 124 sent in block 328, as illustrated in block
332.

[0127] The web service 312 may calculate a price for each
of the one or more target advertisements 124 in block 332
based on the factor data of block 324 and the subject matter of
each target advertisement 124. Using the example discussed
in FIG. 15B, the exemplary target advertisements 124 may
advertise the “Sandwich Shop,” an “Antique Bookstore,” and/
or a “Historical Museum.” To best assess the efficacy of the
target advertisements 124, the various factors 202 of block
324 may include, for example, the time of day 206 when the
advertisement 124 was sent in block 328; the user location
208, as determined by the tag data from block 322 or from the
location-sensing circuitry 22 of the handheld device 40; and/
or a search history or web history 216 from the handheld
device 40.

[0128] To determine a price for the targeted advertisement
124 advertising the “Sandwich Shop,” the web service 312
may consider the time of day 206. If the time of day 206 is
11:30 a.m., the advertisement 124 may be priced at $1.00, but
if the time of day 206 is 2:30 p.m., the advertisement 124 may
be priced at $0.50. Similarly, to determine a price for the
targeted advertisement 124 advertising the “Historical
Museum” or the “Antique Bookstore,” the web service 312
may consider the time of day 206 and the user location 208. If
the time of day 206 indicates that the museum and bookstore
are open and the location 208 indicates that the target user 122
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is nearby, the advertisement 124 may be priced at $4.00, but
if the time of day 208 indicates that the museum and book-
store are closed and the location 208 indicates the user is far
away, the advertisement 124 may be priced at $0.75.

[0129] FIGS. 17-21 may represent another example of the
techniques described above. Turning first to FIG. 17, a sche-
matic of a city plan 340 may illustrate a manner in which an
infrastructure owner or manager 114 may transmit target
advertisements 124 to one or more target users 122. The city
plan 340 may illustrate buildings 342 surrounded by streets
344. In the city plan 340 of FIG. 17, a municipal or regional
transit authority may run various subway stations throughout
the city. As such, the city plan 340 may schematically illus-
trate a first subway station 346 and a second subway station
348.

[0130] The transit authority may provide Internet access
and/or wireless advertisements to patrons of the subway sta-
tions 346 and 348, and thus may serve as an infrastructure
owner or manager 114 having a capability to send target
advertisements 124 to one or more target users 122. In the
example of FIG. 17, the first subway station 346 and the
second subway station 348 may be outfitted with one or more
wireless base stations 76. The limited range of the one or more
wireless base stations 76 that may be located at the subway
stations 346 and 348 may be illustrated with a wireless data
radius 350 that may be generally surround the entrances to the
subway stations 346 and 348. Additionally, it should be
understood that the range of the one or more wireless base
stations 76 may extend within the subway stations 346 and
348. Moreover, any other transportation centers controlled by
the transit authority may additionally include the capabilities
of the subway stations 346 and 348.

[0131] When auser of an electronic device 10 enters within
the wireless data radius 350 of either of the subway stations
346 or 348, such as a user location 352, the one or more
wireless base stations 76 may transmit a beacon to the elec-
tronic device 10. The beacon may include various data,
including advertisement data that may represent one or more
target advertisements 124 of the dynamically priced adver-
tisement system 110. For exemplary purposes, a target loca-
tion 354 may represent a location of a store or restaurant that
may be the subject of the target advertisement 124 sent to the
target user 122 at the user location 352.

[0132] Turning to FIG. 18, a beacon transmittal diagram
370 illustrates a manner in which an infrastructure owner or
manager 114 controlling a wireless base station 76 may reach
target users 122 having a handheld device 40. In the diagram
370, the base station 76 may transmit a wireless beacon 372 to
any number of handheld devices 40. The base station 76 may
be in any location, such as the first or second subway stations
346 or 348. The data transmitted by the beacon 372 may be
received by the handheld device 40 and used in a variety of
ways. For example, the beacon 372 may include a web
archive file representing a target advertisement 124 or may
represent a link to a website where the target advertisement
124 may be obtained.

[0133] When the wireless beacons 372 reach one of the
handheld devices 40, the handheld devices 40 may display
various notification icons, as described below with reference
to FIGS. 19-20. Such notification icons present auser with the
opportunity to view items of potential interest. For example,
a notification icon may appear as a bubble over the web
browser application icon 43 when a user is in range of the base
station 76 broadcasting content wireless beacons 372. Alter-
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natively, the handheld device 40 may ring in a certain manner,
emit a tone, or vibrate to alert the user that a wireless beacon
372 may be providing information of potential interest. Addi-
tionally or alternatively, the wireless beacon 372 may supply
additional information regarding an accessible wireless net-
work provided by the wireless base station 76.

[0134] FIGS. 19A-C illustrate an exemplary response by
the handheld device 40 upon receiving a beacon 372 from the
base station 76 when the beacon 372 includes various adver-
tisement data, such as one or more target advertisements 124.
Turning first to FIG. 19A, a home screen 380 may include a
variety of icons for initiating various applications. As shown
in FIG. 19A, the web browser application icon 43 of the home
screen 380 may include a message notification icon 382. The
message notification icon 382 may denote that messages may
have been received in a wireless beacon 372 from a nearby
base station 76.

[0135] Ifa user selects the web browser icon 43, the hand-
held device 40 may display a screen 384, as shown in FIG.
19B. The screen 384 may represent a web archive file
received in the beacon 372 or may represent a website dis-
played from a link received by the beacon 372. As illustrated
on the screen 384, a series of list items 386 may represent
various information provided via the beacon 372. Continuing
with the example illustrated in FIG. 17, the beacon 372 may
have transmitted information indicating, for example, a link
to a subway map, and a link to various target advertisements
124. One such target advertisement 124 may advertise a sand-
wich shop that may be located at the target location 354.
Another target advertisement 124 may advertise reserving
theatre tickets over the Internet.

[0136] If the user selects the list item 386 advertising the
sandwich shop, the handheld device 40 may retrieve addi-
tional information from the Internet or may load additional
information from a web archive file received from the beacon
372. Upon selecting the list item 386 advertising the sand-
wich shop, the handheld device 40 may display a screen 388,
as illustrated in FIG. 19C. The screen 388 may represent, for
example, a coupon for a free drink with the purchase of a
sandwich at a restaurant called “Sandwich Shop.” The screen
388 may include, for example, a matrix barcode 390 encoding
a serial number to obtain the stated discount. A button 392,
labeled “Send to Friend,” may enable a user to forward the
advertisement to another friend while simultaneously inform-
ing the infrastructure owner or manager 114 that such action
has been taken by contacting the base station 76 or an affili-
ated web service 312. In addition to providing the matrix
barcode 390, the handheld device 40 may also prepare to
transfer the same information encoded in the matrix barcode
390 via near field communication if the user taps the NFC
interface 34 of the handheld device 40 to a kiosk or cash
register configured to receive such information.

[0137] FIGS. 20A-C illustrate another exemplary response
by the handheld device 40 upon receiving a beacon 372 from
the base station 76. Turning first to FIG. 20A, the home screen
380 may be displayed on the handheld device 40. The user
may select the wireless network management application
icon 45, which may launch the wireless network management
application. Alternatively, it should be understood that the
features of the wireless network management application
may form a portion of an operating system that may run on the
handheld device 40. As such, the features of the wireless
network management application described herein may be
accessible by way of a general settings menu.
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[0138] Selecting the wireless network management appli-
cation icon 45 may cause the handheld device 40 to display a
screen 394, as illustrated in FIG. 20B. The screen 394 may
include, for example, a selection button 396 to enable or
disable receipt of wireless transmissions over 802.11x wire-
less networks. A network selection box 398 may list various
wireless networks that may be accessible via one or more base
stations 76 within range ofthe handheld device 40. Within the
box 398, an icon 400 may indicate whether the particular
network is secure, an icon 402 may indicate the strength of the
network, and an icon 404 may allow a user to view additional
information regarding the particular network. Also within the
box 398 may be various information transmitted via the bea-
con 372, which may include, for example, one or more target
advertisements 124.

[0139] Selecting one of the icons 404 pertaining to a net-
work on the screen 394 may cause the handheld device 40 to
display a screen 410, as illustrated in FIG. 20C. The screen
410 may include various list items 412 that may provide links
to additional information in the same manner as the screen
384 of FIG. 19B. The user may select any of the list items 412
to view additional information on the listed topic, such as
various target advertisements 124. In the example of FIG.
20C, one target advertisement 124 may advertise a sandwich
shop that may be located at the target location 354, while
another target advertisement 124 may advertise reserving
theatre tickets over the Internet. By selecting a button 414,
labeled “Done,” the user may return to the screen 394, as
illustrated in FIG. 20B.

[0140] FIG. 21 illustrates a communication diagram 430
describing communication between the handheld device 40,
the base station 76, and the web service 312 that may take
place when the handheld device receives a beacon 372 from
the base station 76. It should be appreciated that the web
service 312 and the base station 76 may both be subject to
control by the infrastructure owner or manager 114 or may be
owned by another entity sharing them by agreement with the
infrastructure owner or manager 114. The communication
illustrated in the communication diagram 430 may begin
when the base station 76 transmits a wireless beacon 372 to
the handheld device 40, as shown in block 432. The handheld
device 40 may next store or display the information retrieved
from the beacon 372 from the block 432 in the manner
described above with reference to FIGS. 19-20. Such storing
and displaying of information may include storing and dis-
playing one or more target advertisements 124, as described
above. A block 436 illustrates that various marketing factors
202 may be sent from the handheld device 40 to the web
service 312 concurrently with data indicating which data
indicating that the handheld device 40 has received the target
advertisements 124 from the beacon 372 of the block 432.
Such information may also be transmitted when a user
chooses to view a target advertisement 124 in greater detail,
as may be generally described as selecting from among the
list items 412 of FIG. 20C or list items 386 of FIG. 19B.

[0141] Asillustrated in block 440, the web service 312 may
subsequently determine the price for the one or more adver-
tisement of the target advertisements 124. In determining the
price for the one or more target advertisements 124, the web
service 312 may employ the marketing factors 202 and/or
various follow up factors 242 that may be received by the web
service 312 from the handheld device 40 or from another
source. Another source may include, for example, the adver-
tiser 112 that may be the subject of the target advertisement
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124. By way of example, after the user of the handheld device
40 receives the target advertisement 124 for the sandwich
shop, indicated as among the list items 386 or 412, the target
user 122 may take the first subway station 346 to the second
subway station 348. In so doing, the target user 122 may have
moved closer to the target location 354 of the sandwich shop.
When the handheld device 40 receives a beacon 372 from the
second subway station 348, the handheld device 40 may note
that the user 122 has changed locations and may so indicate to
the web service 312. Accordingly, the follow up factors 242
may indicate that the subsequent location 246 of the user has
approached more closely to the target location 354.

[0142] Similarly, if the user ultimately enters the sandwich
shop at the target location 354, fulfilling the follow-up factor
248, and then makes a purchase, fulfilling the follow-up fac-
tor 244, the web service 312 may calculate a higher price for
the target advertisement 124. That the user has entered the
store may be relayed to the web service 312 by way of the
handheld device 40. Similarly, if the target user 122 to which
the handheld device 40 belongs uses the electronic coupon of
FIG. 19C to purchase a sandwich at the sandwich shop, the
sandwich shop owner may supply information regarding the
purchase to the web service 312.

[0143] The web service 312 may calculate a price for each
of the one or more target advertisements 124 in block 440,
based on the factor data of block 436 and the subject matter of
each target advertisement 124. Using the example discussed
above, the web service 312 may assign a price of $0.10 if the
user does not approach the target location 354, enter the store,
or make a purchase; of $0.25 if the user fulfills one of the
factors; of $0.50 if the user fulfills two of the factors; and/or
of $1.00 if the user fulfills all three of the factors.

[0144] FIGS. 22-23 provide an example of performing the
method of the flowchart 150 of FIG. 10. Turning first to FIG.
22A, a user may select the advertisement management appli-
cation 44 from the home screen 380. Selecting the advertise-
ment management application 44 may represent step 152 of
the flowchart 150, initiating an advertisement sequence. In
response, the handheld device 40 may display a screen 450, as
illustrated in FIG. 22B. The screen 450 may represent a main
menu screen to the advertisement management application
that may run on the handheld device 40. The screen 450 may
include a series of categories 452 of advertisements for vari-
ous local products and services. As such, the categories 452
may include, for example, “Restaurants,” “Movies,”
“Sports,” “Electronics,” “Groceries,” etc. A button 454,
labeled “Options,” may enable a user to vary different settings
for display of different advertisements. By way of example,
such options may include a distance from a user’s current
location over which to consider an advertisement local or a
preference for certain types of products or services, such as
certain genres of movies, etc.

[0145] If a user selects the category 452 labeled “Restau-
rants,” the handheld device 40 may display a screen 456, as
illustrated in FIG. 22C. The screen 456 may include a series
of list items 458, representing offers available from various
restaurants as retrieved from an Internet location, such as the
web service 312. The screen 456 may also include a button
460, labeled “Options.” The button 460 may allow a user to
set various preferences, including, for example certain styles
of food preferred, pricing preferences, whether the target
advertising 124 includes a coupon, etc.

[0146] FIG. 23 illustrates a communication diagram 480,
which may describe communication between the handheld
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device 40 and the web service 312 that may take place in the
example of FIGS. 22A-C above. In the communication dia-
gram 480, a user may initiate an advertisement sequence, as
illustrated by a block 482, when the user selects the adver-
tisement management application icon 44, and selects a par-
ticular genre. The handheld device 40 may transmit a request,
as shown in block 484, along with various marketing factors
202, as shown in block 486, to the web service 312. It should
beunderstood that the communication taking place during the
blocks 482-486 may represent steps 132, 142, or 152 of the
flowcharts 130, 140, or 150.

[0147] The web service 312 may determine which adver-
tisements to send as target advertisements 124 to the handheld
device 40. The determination of block 488 may be generally
understood as analogous to the steps 134, 144, or 154 of the
flowcharts 130, 140, or 150. As shown by block 190, the web
service 312 may transmit one or more target advertisements
124 based on the determination of block 488. The handheld
device 40 may subsequently display a list of the target adver-
tisements as shown in block 492. After a predetermined
amount of time, the handheld device 40 may transmit various
follow up factors 242, as shown by block 494. The web
service 312 may additionally or alternatively obtain follow-
up factors 242 from another source, such as a restaurant that
may be the subject of the target advertisements 124. Using the
marketing factors 202 and the follow up factors 242, the web
service 312 may determine a price for the one or more target
advertisements 124, as shown by block 496. It should be
understood that the dynamic determination of the price of the
target advertisements 124 may take place using the tech-
niques described above.

[0148] FIGS. 24A-B illustrate receiving one or more target
advertisements 124 via a mapping application on the hand-
held device 40. Turning first to FIG. 24A, a user may select
the on-line map application icon 42 of the home screen 380.
Uponthe selection of the icon 42, the handheld device 40 may
launch the on-line map application, and may display a screen
500, as illustrated in FIG. 24B. In the screen 500, a search for
address bar 502 may enable a user to search a map currently
in view on a main map screen 504. A navigation bar 506 may
enable a user to change various options related to the map,
including, for example, whether the map is a street map or a
satellite view of the map. A user location 508 may indicate the
current location of the user of the handheld device 40 on the
map screen 504. Locations affiliated with local advertisers
112 may be denoted as advertising locations 510. Various
target advertisements 124 may be displayed in advertisement
bubbles 512 connected to the advertising locations 510.
Selecting the advertising bubbles 512 may cause a more
detailed advertisement to be displayed.

[0149] FIGS. 25A-D illustrate a manner of performing the
technique outlined in the flowchart 170 of FIG. 11. Turning
first to FIG. 25A, a user may select the web browser icon 43
on the home screen 380. The handheld device may subse-
quently display a screen 520, as shown in FIG. 25B. The
screen 520 may represent a blank webpage having a browser
bar 522 with a search icon 524, a location bar 526, and a
refresh icon 528. Selecting the search icon 524 may allow a
user to perform a search from a default search engine. Select-
ing the location bar 526 may allow a user to manually input a
web location. Selection the refresh icon 528 may allow a user
to refresh the current information from the web location of the
location bar 526. If a user selects the search icon 524, the
handheld device 40 may display a screen 532, as illustrated in
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FIG. 25C. The screen 532 may include a search bar 534 and a
keyboard pane 536. A user may input one or more search
terms into the search bar 534 via the keyboard 536.

[0150] FIG. 25D illustrates a search engine results page on
a screen 538, which may be displayed after a user enters a
search term into the search bar 534. For example, the user may
enter the search term 540 “Sandwich Shop,” the screen 538
may display the search term 540 at the top of the search
engine screen, with various results 542 displayed below. In
addition to general results 542, the screen 538 may display a
sponsored advertisement 534, which may represent the target
advertisement 124.

[0151] The sponsored advertisement 534 may be generated
by the search engine based on a variety of techniques. For
example, if the handheld device 40 had previously received
one or more target advertisements 124 according to the tech-
niques described above, the handheld device 40 may transmit
information relating to the prior target advertisements 124 to
the search engine. Based on which target advertisements 124
the handheld device 40 received and/or a response to the
target advertisement 124, the search engine may select the
sponsored advertisement 534. In the instant example, the
search engine may select the sponsored advertisement 534 for
the “Sandwich Shop” when the user searches for “restaurant”
because the handheld device 40 may have received prior
target advertisements 124 advertising the “Sandwich Shop.”
Additionally, that the user may have previously responded to
such target advertisements 124 for the “Sandwich Shop” may
serve as a further basis for supplying the sponsored advertise-
ment 534.

[0152] It should be further appreciated that, additionally or
alternatively, the search engine may charge the advertiser a
dynamically-generated price for the sponsored advertisement
534 according to the techniques described above. As such, the
search engine may consider various marketing factors 202
and/or follow-up factors 242 indicating the efficacy of the
advertisement 534. For example, the handheld device 40 may
send various marketing factors 202 when the user navigates to
the search engine website. Additionally or alternatively, the
handheld device 40 or the subject of the advertisement 534
may establish communication with the search engine website
to transmit various follow-up factors 242. The follow-up fac-
tors 242 may be sent at a predetermined time or after a
purchase has been made by the user of the handheld device
40. Thus, the search engine website may effectively evaluate
the efficacy of the advertisement, dynamically generating a
price for the advertisement.

[0153] While the invention may be susceptible to various
modifications and alternative forms, specific embodiments
have been shown by way of example in the drawings and will
be described in detail herein. However, it should be under-
stood that the invention is not intended to be limited to the
particular forms disclosed. Rather, the invention is to cover all
modifications, equivalents and alternatives falling within the
spirit and scope of the invention as defined by the following
appended claims.

What is claimed is:

1. A method comprising:

transmitting an advertisement from a first electronic device
to a second electronic device, wherein the second elec-
tronic device belongs to a user and wherein the adver-
tisement is configured for display on the second elec-
tronic device;
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receiving onto the first electronic device one or more mar-
keting factors indicating a likelihood that the user will be
receptive to the advertisement, wherein at least one of
the one or more marketing factors is received from the
second electronic device; and

determining a price to charge an advertiser for transmitting

the advertisement to the user, wherein the price is deter-
mined based at least in part on the one or more marketing
factors.

2. The method of claim 1, wherein determining the price
comprises determining a higher price if the one or more
marketing factors indicate a higher likelihood that the user
will be receptive to the advertisement and determining a
lower price if the one or more marketing factors indicate a
higher likelihood that the user will be receptive to the adver-
tisement.

3. The method of claim 1, wherein receiving the one or
more marketing factors comprises receiving data indicating a
time of day when the advertisement was provided; a location
of the user or the second electronic device when the adver-
tisement was provided; prior success in marketing to the user;
user preferences stored on the second electronic device; a
current weather or weather forecast; a search history or web
history of the user; contents of a media library on the second
electronic device; user membership in a loyalty program; any
of'the above factors as applied to family or friends of the user;
or any combination thereof.

4. The method of claim 1, wherein receiving the one or
more marketing factors comprises obtaining at least one of
the one or more marketing factors from a source other than the
second electronic device.

5. The method of claim 4, wherein the at least one ofthe one
or more marketing factors obtained from the source other than
the second electronic device is obtained from a wireless base
station configured to provide network access to the second
electronic device.

6. The method of claim 1, wherein the at least one of the one
or more marketing factors received onto the first electronic
device from the second electronic device is received over a
local wireless network.

7. The method of claim 1, wherein transmitting the adver-
tisement to the second electronic device comprises transmit-
ting the advertisement to a portable phone or handheld device.

8. The method of claim 1, comprising receiving the adver-
tisement from the advertiser prior to transmitting the adver-
tisement to the second electronic device, wherein the adver-
tiser comprises an advertising agency; a tenant or lessee; a
private individual; a chamber of commerce; or any combina-
tion thereof.

9. The method of claim 8, wherein receiving the advertise-
ment from the advertiser comprises receiving information
regarding subject matter of the advertisement, wherein the
information regarding the subject matter of the advertisement
comprises an indication of a product or service advertised in
the advertisement; times of day when purchases of the prod-
uct or service are likely; a location of a business advertised in
the advertisement; keywords relating to the business; an indi-
cation of how weather may affect the business; an indication
of'which user preferences indicate that purchases of the prod-
uct or service are more likely; an indication of which contents
of a media library indicate that purchases of the product or
service are more likely; access to a database indicating mem-
bers of a loyalty program of the business; or any combination
thereof.
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10. A method comprising:

paying a price to an infrastructure owner or manager in
exchange for providing an advertisement to an elec-
tronic device belonging to a user, wherein the infrastruc-
ture owner or manager controls network infrastructure
configured to transmit the advertisement to the elec-
tronic device, wherein the price is dynamically deter-
mined based on a likelihood that the user will be recep-
tive to the advertisement when the advertisement is
provided, wherein the likelihood is based at least in part
on at least one marketing factor, wherein the at least one
marketing factor is provided by the electronic device.

11. The method of claim 10, wherein paying the price
comprises paying the price electronically after receiving an
electronic bill from the infrastructure owner or manager.

12. The method of claim 10, wherein paying the price to the
infrastructure owner or manager comprises paying the price
to a search engine or website owner or manager; an Internet
service provider; a mall or casino owner or manager provid-
ing Internet access; a municipality providing Internet access;
a museum, airport, or any other publicly-accessible building
owner, manager, or lessor providing Internet access; a store,
restaurant, or any other publicly-accessible building tenant or
lessee providing Internet access; a private individual provid-
ing Internet access; a wireless cellular network operator or
owner; or any combination thereof.

13. The method of claim 10, wherein the likelihood is
determined based on another marketing factor obtained from
a source other than the electronic device.

14. The method of claim 10, wherein the price is dynami-
cally determined based at least in part on the at least one
marketing factor, wherein the at least one marketing factor
comprises a time of day when the advertisement was pro-
vided; a location of the user or the electronic device when the
advertisement was provided; prior success in marketing to the
user; user preferences stored on the electronic device; a cur-
rent weather or weather forecast; a search history or web
history of the user; contents of a media library on the elec-
tronic device; user membership in a loyalty program; any of
the above factors as applied to family or friends of the user; or
any combination thereof.

15. The method of claim 10, wherein the wherein the price
is dynamically determined based at least in part on the at least
one marketing factor and wherein data indicating the at least
one marketing factor is provided by the electronic device to a
computer belonging to the infrastructure owner or manager.

16. The method of claim 10, wherein the price is dynami-
cally determined by a computer belonging to the infrastruc-
ture owner or managet.

17. An electronic device comprising:

a processor configured to run an electronic advertisement

management application;

a memory device operably coupled to the processor and
configured to store an electronic advertisement associ-
ated with the electronic advertisement management
application;

an electronic display operably coupled to the processor and
configured to display the electronic advertisement; and

a network interface configured to receive the electronic
advertisement from a computer belonging to an infra-
structure owner or manager and to send to the computer
at least one marketing factor indicating a likelihood
whether the electronic advertisement will be effective in
marketing to a user of the electronic device, wherein the
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computer is configured to dynamically generate a price
for the electronic advertisement to charge an advertiser
based at least in part on the at least one marketing factor.

18. The electronic device of claim 17, comprising a near
field communication interface configured to receive advertis-
ing data from a radio frequency identification tag via near
field communication, wherein the advertising data is config-
ured to enable the electronic device to obtain the electronic
advertisement from the computer belonging to the infrastruc-
ture owner or managet.

19. The electronic device of claim 17, wherein the network
interface is configured to send to the computer the at least one
marketing factor, wherein the at least one marketing factor
comprises a time of day when the advertisement was pro-
vided; a location of the user or the electronic device when the
advertisement was provided; prior success in marketing to the
user; user preferences stored on the electronic device; a cur-
rent weather or weather forecast; a search history or web
history of the user; contents of a media library on the elec-
tronic device; user membership in a loyalty program; any of
the above factors as applied to family or friends of the user; or
any combination thereof.

20. The electronic device of claim 17, wherein the elec-
tronic advertisement management application is a standalone
advertisement management application; a web browser appli-
cation; an online map application; a wireless network man-
agement application; an application integrated into an oper-
ating system; or any combination thereof.

21. A method comprising:

marketing a dynamically-priced advertisement package to

an advertiser, wherein marketing the dynamically-
priced advertisement package comprises recommend-
ing charging a dynamically-generated price for provid-
ing an advertisement to an electronic device belonging
to a user based at least in part on at least one marketing
factor indicating a likelihood that the user will be recep-
tive to the advertisement, wherein the at least one mar-
keting factor is obtained from the electronic device.

22. The method of claim 21, wherein recommending
charging the dynamically-generated price comprises charg-
ing a higher price if the at least one marketing factor indicates
a higher likelihood that the user will be receptive to the
advertisement or a lower price if the at least one marketing
factor indicates a lower likelihood that the user will be recep-
tive to the advertisement.
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23. The method of claim 21, wherein marketing the
dynamically-priced advertisement package comprises rec-
ommending charging the dynamically-generated price based
at least in part on a time of day when the advertisement was
provided; a location of the user or the electronic device when
the advertisement was provided; prior success in marketing to
the user; user preferences stored on the electronic device; a
current weather or weather forecast; a search history or web
history of the user; contents of a media library on the elec-
tronic device; user membership in a loyalty program; any of
the above factors as applied to family or friends of the user; or
any combination thereof.

24. An electronic device comprising:

a processor configured to run a dynamic advertisement

pricing application;

a memory device operably coupled to the processor and
configured to store data associated with the dynamic
advertisement pricing application; and

a network interface configured to send an electronic adver-
tisement to a personal device belonging to a user and to
receive from the personal device at least one marketing
factor indicating a likelihood of whether the electronic
advertisement will be effective in marketing to the user,
wherein the dynamic advertising pricing application is
configured to dynamically generate a price for the elec-
tronic advertisement based at least in part on the at least
one marketing factor.

25. The electronic device of claim 24, wherein the network
interface is configured to receive from the personal device the
at least one marketing factor, wherein the at least one mar-
keting factor comprises a time of day when the advertisement
was sent; a location of the user or the electronic device when
the advertisement was sent; prior success in marketing to the
user; user preferences stored on the electronic device; a cur-
rent weather or weather forecast; a search history or web
history of the user; contents of a media library on the personal
device; user membership in a loyalty program; any of the
above factors as applied to family or friends of the user; or any
combination thereof.

26. The device of claim 24, wherein the dynamic advertis-
ing pricing application is configured to dynamically generate
a price for the electronic advertisement to charge an adver-
tiser, wherein the advertiser comprises an advertising agency;
a tenant or lessee; a private individual; a chamber of com-
merce; or any combination thereof.
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