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(57) ABSTRACT 

An online and offline communication processing and track 
ing using data processing and data/voice networks is 
described. A phone address from a phone address number 
pool is automatically assigned to a first entity. A call quality 
rating is determined and recorded. A call from a caller 
directed to the phone address is received at a call bridging 
system coupled to at least one network, wherein the call is 
associated with call signaling information. Based at least in 
part on the call quality associated with the caller call, the 
caller call is assigned to a first location in a call queue. An 
outbound call is generated from the call bridging system and 
the inbound and the outbound calls are bridged. One or more 
parameters of the bridged call are compared to the call quality 
rating. An indication is recorded regarding the Successful 
bridging of the calls in association with an entity identifier. 
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Reporting 
Campaign: From: 
AI O905/2008 O 
Affiliate: To: 

O9.3O2008 O 

Campaign Performance 

Xray 
al 

Ya s A2 LLP 
$$$$$...SSSSSSSSSSSSSSSSSSSSSSSSSSSS SSSSSSSSSSSSSSSSSSSSSSSSSSSSSSS ŠSSSSSSSSS SSSSSSSS Nasny N N 

SSSSSSSSSSSSSSS RS 
oVolume oLow Quality oMedium Quality oHigh Quality 

Call Quality Campain Media Types Call Geography 

High Manhattan, NY Denver, CO 

Canton, IL 

Merion Station, PA Unknown 
Santa Barbara, CA 

Affiliate Call Count Total Payout Avg Payout% Payout 
Outback Steakhouse - Santa Barbara 
Outback Steakhouse Where2Getit 866-683-5992 SS S233.00 S3.38 98.7% 
Subtotal: 69 $233.00 $3.38 98.7% 
Outback Steakhouse - LA 
Outback Steakhouse O SOOO SOCO O% 
Subtotal: SO.OO SOCO O% 
Outback Steakhouse Gift Cards 
Outback Steakhouse Where2Getit 866-683-5991 S3.00 $3.00 1.2% 
Subtotal: ? $3.00 S3,CO 1.2% 

a Outback Steakhouse Gift Cards 
Save VOur 401 K Paul R O S000 SOCO O% 
Total 70 $236.00 $3.00 100% 
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Reporting 
Campaign: From: 

09/05/2008 O 
TO: 
09/30/2008 O 

Campaign Performance 

sšŠSSSSSSSSSSSSSSSSS SS CS So 
S SS S {SSSSSS 
SSSSSSSSSSSSSSSSSSSSSSSSS S SS S s’s 

aVolume aLOW Quality alwledium Quality aHigh Quality 

Call Quality Campain Media Types Call Geography 

High Manhattan, NY Denver, CO 

Canton, IL 
Merion Station, PA Unknown 

Santa Barbara, CA 

Summary Details 
Media Type Call Quali Caller ID DateTime V 

Outback Steakhouse - Santa Barbara 
Outback Steakhouse Where2Getit Internet Medium S3.00 883-063-40" 9/16/084:03 pm 
Outback Steakhouse Where2Getit Internet Medium $3.00 SB CA 805-680-12" 9/16/083:24 pm 
Outback Steakhouse Where2Getit Internet LOW $1.00 241-879-22" 9/16/082:25pm 
Outback Steakhouse Where2Getit Internet LOW S100 MS PA 610-667-42" 9/16/083:30am 
Outback Steakhouse Where2Getit Internet LOW S100 SB CA 805-680-12" 9/15/089:21 pm 
Outback Steakhouse Where2Getit Internet Medium $3.00 MH NY 212-380-93' 9/15/084:53 pm 
Outback Steakhouse Where2Getit Internet Medium $3.00 SB CA 805-680-12" 9/15/084:51 pm 
Outback Steakhouse Where2Getit Internet Low $1.00 DV CO 303-635-21" 9/15/082:13 pm 
Outback Steakhouse Where2Getit Internet Medium $3.00 SE CA 805-680-12" 9/15/08 11:48 am 
Outback Steakhouse Where2Getit Internet LOW S100 MS PA 610-667-42 915081148 am w 
Outback Steakhouse Where2Getit Internet High S5.00 MH NY 212-380-93 9:15,085:58 am 
Outback Steakhouse Where2Getit Internet High S5.00 SB CA 805-680-12" 9/15/085:13 am 

FIG 7 
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RingRevenue Track calls like clicks. Home Campaigns Reports Account Help Logout 
- a-- 

Edit Campaign 
Step 
>> 1. Overview 
>> 2. Cal Pricing 
>> 3. Target Regions 
>> 4. CalTreatment 
>> 5. Hours 
>> 6. Target Profile 
>> 7. Keywords 
>> 8. Creatives 

Step 4: CalTreatment 
Select either single destination or IVR tree for caller experience 

IVR Tree 

Menu v-/7 
This is the advertiser's IVR system. To reach Agent 1, 
preSS Or Say One. To reach Agent 2, preSS Or Sat two. 

Press 1 Connect Iv-/72 
Now connecting to Agent 1's work phone 2. 

(v) \ 
7O3-581-62xx /49 74% 

Press 2 (Menu v-/*% 
To reach Agent2's Workphone, press Orsay One, 2. 
To reach Agent 2's Cellphone, press Orsay two v \ 

\ 
f22/ Press 1 Connect Iv-/77 

Now Connecting you to Agent 2's workphone. 2. 
w 

805-117-37xx A 424 

Press 2 Connect v. 
NOW Connecting you to Agent 2's Cellphone. A. 

805-186-35XX 
Add new route 

749e Add new route 
WReCOrd Calls 

749-1 

F/G, 1.5 
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RingRevenue 
– 

Edit Campaign 
Step 
>> 1. Overview 
>> 2. Call Pricing 
>> 3. Target Regions 
>> 4. CalTreatment 
>> 5. HOUS 
>> 6. Target Profile 
>> 7. Keywords 
>> 8. Creatives 

Track calls like clicks. Home Campaigns Reports Account Help Logout 

Step 6: Target Profile 
7 Show AI Fields 
O Gender 

None LOW Medium High 
Male DR 
Female CTR 
O Age 

None LOW Medium High 
18-24 
25-34 
35-44 
45-54 
55-64 
65+ 

O Household income 
None LOW Medium High 

SO-30K CDR 
$30-60K do 
$60. 100K d-d 
SOOK+ c 

Marital Status 
None LOW Medium High 

Married cEd 
Single d– 

Education 
None LOW Medium High 

No College 
College 
Gradudate School 

O Ethnicity 
None LOW Medium High 

Caucasian 
African American 
Asian 
Hispanic 
Other 

O Calling from 

Mobile 
Landline - Home 
Landline-Buisness d-d 
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Campaign: 
H&H Test w 
Promo Number: 

10/20/2008 O 
Update 

Campaign Performance 

a Volume a Low Quality ofvledium Quality oHigh Quality 

Call Quality Campain Media Types Call Geography 
Business Publicatio Arlington, VA 

High Newspaper t- MD LOcal 

Medium 

46ay 
Summary 

Call COunt Total PavOut 
H&H Test 
H&H Test 866-683-1952 $60.00 $30.00 66.6% 
H&H Test 866-683-1958 $30.00 $30.00 33.3% 
Subtotal: $90.00 $30.00 19, 

$90.00 $30.00 100% 
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Reporting 
Campaign: 
H&H Test w 
PrOmO Number 

Campaign Performance 

S 
oVolume aLow Quality oMedium Quality oHigh Quality 

Call Quality Campain Media Types Call Geography 
Business 

46.< LOW Publication Arlington, VA 
Medium 

High Nespaper Baltimore, MD 

Cal Quality Commission City State Mobile Duration DateTimev 
H&H Test 
H&H Test Newspaper. Local LOW $30.00 Baltimore MD False O:56 10/18/087:13pm 
H&H Test Bulness Publication Repeat $0.00 Arlington VA False 1:00 10/1408.11:07pm 
H&H Test Buiness Publication Medium $60.00 Arlington VA False 0:59 10/14/0810:46pm 

(F/G, 27 
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RingRevenue Track calls like clicks. Account Help logout 
- 

Advertiser Campaign Visibility 
Advertiser Campaign Visible to 
Baby Fans BabyFans-Direct Mail O 2 

affiliates 

Baby Fans BabyFans-Email O 9 
affiliates 

Baby Fans BabyFans - SAS Card O A 
affiliates 

Baby Fans Test all 
affiliates 

H&H H&H Test 2 all 
affiliates 

Intuit Intuit ACCOuntant 2 all 
affiliates 

Intuit QuickBooks Point Of Sale 2 all 
affiliates 

Intuit Quicken 2009 all 
affiliates 

Merrill Lynch Merrill Lynch 2 all 
affiliates 

Merrill Lynch RingRevenue - Affiliate Summit all 
affiliates 

Outback Steakhouse Outback Steakhouse - Santa Barbara 2 all 
affiliates 

Outback Steakhouse Outback Steakhouse - LA 2 all 
affiliates 

Outback Steakhouse Outback Steakhouse Gift Cards all 
affiliates 

Outback Steakhouse Save your 401 K all 
affiliates 

Scott Herriman Ad Pro Production Test866-683-104 2 all 
affiliates 

Scott Herriman Ad Pro Save-Infastructure Test866-683-1043 2 all 
affiliates 

Top Cash Flows Top Cash Flows 2 all 
affiliates 

University of Phoenix University of Phoenix 2 all 
affiliates 

WineSmith WineSmith 2 all 
affiliates 
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contains material that is subject to copyright protection. The 
copyright owner has no objection to the reproduction by any 
one of the patent document or the patent disclosure, as it 
appears in the patent and trademark office patent file or 
records, but otherwise reserves all copyright rights whatso 
eVe. 

FIELD OF THE INVENTION 

0003. The present invention relates to systems and meth 
ods for communication tracking and processing, and in par 
ticular, to methods and systems for utilizing ring pools and for 
tracking and processing phone communications, emails and/ 
or other correspondence information. 

BACKGROUND 

0004 Certain conventional systems provide for on-line 
initiated calls, sometimes referred to as "click-to-call’. Click 
to-call provides users accessing a web page including an 
advertisement with a dialogue box which requests the user's 
phone number and occasionally other information Such as 
name and an affiliate code the user is requested to transcribe 
from the website. When provided, the number is transmitted 
to the advertiser along with the affiliate's contact information 
for commission purposes. The advertiser calls the user back, 
and any sale is consummated over the telephone. 
0005. The foregoing conventional solution has not been 
well received by the online advertising community for several 
reasons. First, it is counter-intuitive for users to send their 
phone number to the advertiser, when it is the user who wants 
to call the advertiser. When a user wants to call an advertiser, 
he or she generally wants to pick up his or her phone and 
actually call the advertiser. He or she doesn’t want to send the 
advertiser his or her number and wait for a callback. Users are 
also wary of sending their telephone number to an advertiser 
using these types of dialogue boxes because of online fraud. 
Also, by the time the call is returned, the user might have lost 
interest in buying the product, or had already purchased the 
item elsewhere. When alternative advertising models are con 
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sidered (such as television and newspaper which represent the 
vast majority of advertising dollars spent), the click-to-call 
functionality cannot be used. As a result of these deficiencies, 
the click-to-call mechanism has limited utility. 
0006 Although there has been a significant shift in the 
past decade towards the purchase of goods and services 
online, there are still a number of products purchased over the 
phone. However, many of these over-the-phone purchases are 
prompted by advertisements and promotions on the Internet. 
For media buyers, it is difficult to manage and measure the 
return on their investment for online, offline, and/or mobile 
advertisements that result in calls. In many cases, revenue is 
lost when a promotion results in a phone call that cannot be 
tracked back to the media buyer or web property carrying the 
advertisement. 

0007 Currently, there are organizations that publish con 
tent of interest to an audience of web users. Many of these 
organizations and distribution partners (termed “affiliates' or 
“publishers'), generate revenue through advertisements dis 
played in association with their content. Typically, the adver 
tisements on a web page contain only a limited amount of 
information but link to advertiser web sites that provide fur 
ther details including a phone number. If a potential customer 
calls the phone number instead of making the purchase 
online, there are a limited number of tools available to deter 
mine which advertisements resulted in that lead. This sales/ 
lead tracking and Return On Investment (ROI) optimization is 
particularly challenging when there are multiple advertise 
ments displayed on different online advertising channels 
while the sales transaction takes place in another medium 
(e.g., wireline and wireless telephony). In the case where a 
single advertisement is associated with a designated phone 
number and a suitable call tracking Solution, the ads perfor 
mance is clear; all calls to the phone number and all sales that 
resulted from the calls are driven by the aforementioned ad. 
However, it is rare that an advertising campaign only consists 
of a single ad and that the ad is placed in a single advertising 
channel. A business with a series of online, offline, and/or 
mobile promotions (e.g., separate media outlets) will not 
likely be able to determine which advertisements were the 
most effective if all of the advertisements drive calls to one 
phone number. 
0008 Similarly, over the past few years, the market for the 
purchase of search keywords has exploded. In this form of 
advertising, a purchased advertisement is included within a 
result page of a keyword search on a search engine. With these 
advertisements, it is difficult to determine which purchased 
keywords are the most effective, particularly if the transaction 
takes place in a separate medium (e.g., telephony). As with 
other forms of online, offline, and/or mobile advertisements, 
if multiple keywords are purchased, the merchant or affiliate 
traditionally will not be able to determine which keywords 
generated a positive return on investment and which did not. 

SUMMARY OF INVENTION 

0009 Methods and systems are described for facilitating 
communication-related tracking and processing. 
0010. The present invention is also related to marketing 
and telecommunications, and in particular, to methods and 
systems which can be utilized for tracking sales/leads, opti 
mizing and organizing advertising campaigns where phone 
calls and optionally phone numbers are used creatively to 
track and manage ad spending. For example, certain embodi 
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ments track phone calls driven by each advertisement and 
associate meaningful values to each call that identify the 
attributes of the traffic source. 

0011. A given embodiment may include some or all of the 
features, functionality, systems and methods described 
herein. 

0012. An example embodiment provides a method of call 
routing, the method comprising: assigning, by a marketing 
automation computing system, one or more phone numbers to 
one or more media elements within a marketing campaign, 
wherein a first media element of the marketing campaign 
comprises a web-based landing page; detecting, by the mar 
keting automation computing system, one or more actions by 
a first customer prospect in association with the one or more 
media elements within the marketing campaign; enhancing a 
lead score associated with the first customer prospect based at 
least in part on the detected one or more actions of the first 
customer prospect with the one or more media elements; 
receiving, at the marketing automation computing system, a 
call directed to a first of the one or more assigned phone 
numbers assigned to the one or more media elements, 
wherein a caller identification number is included in call 
signaling information associated with the received call; deter 
mining, by the marketing automation computing system, 
based at least in part on the call signaling information asso 
ciated with the received call that the call is from the first 
customer prospect; and routing the call directed to the first of 
the one or more assigned phone numbers assigned to the one 
or more media elements, by the marketing automation com 
puting system, based at least in part on the lead score of the 
first customer prospect; and, optionally wherein the one or 
more media elements comprise an email; and, optionally 
dynamically assigning, by the marketing automation comput 
ing system, the one or more phone numbers in response to at 
least a first condition; and, optionally wherein the first con 
dition comprises a display of the web landing page; and, 
optionally wherein the first condition comprises a display of 
the web landing page; and, optionally wherein the first con 
dition comprises a display of a video on the web landing page; 
and, optionally wherein the first condition comprises a down 
load; and, optionally wherein routing the call directed to the 
first of the one or more assigned phone numbers assigned to 
the one or more media elements, further comprises generating 
an outbound call and bridging the received call and the out 
bound call; and, optionally wherein the call routing is to a call 
center; and, optionally wherein the customer prospect is an 
existing customer, and, optionally wherein the call routing is 
to a sales agent; and, optionally detecting, by the marketing 
automation computing system, one or more actions by a 
second customer prospect in association with the one or more 
media elements within the marketing campaign; enhancing a 
lead score associated with the second customer prospect 
based at least in part on the detected one or more actions of the 
second customer prospect; receiving at the marketing auto 
mation computing system, a second call directed to the one or 
more assigned phone numbers wherein a caller identification 
number is included in call signaling information associated 
with the received second call; determining, by the marketing 
automation computing system, from the call signaling infor 
mation associated with the received second call that the sec 
ond call is from the second customer prospect; and routing the 
second call by the marketing automation computing system, 
based at least in part on the lead score associated with the 
second customer prospect. 
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0013 An example embodiment provides a of call routing, 
the method comprising: associating, by a marketing automa 
tion computing system, one or more phone numbers with one 
or more media elements within a marketing campaign, 
wherein a first media element of the marketing campaign 
comprises a web-based landing page; querying a data store to 
determine one or more attributes associated with a customer 
prospect; enhancing a lead score associated with the customer 
prospect based at least in part on the one or more determined 
attributes associated with the customer prospect; receiving, at 
the marketing automation computing system, a call directed 
to the one or more assigned phone numbers, wherein a caller 
identification number is included in call signaling informa 
tion associated with the received call; determining by the 
marketing automation computing system, from the call sig 
naling information associated with the received call that the 
call is from the customer prospect; and routing the call by the 
marketing automation computing system, based at least in 
part on the lead score of the customer prospect; and, option 
ally wherein the call routing is to a call center; and, optionally 
wherein the data store query is a query over a data network to 
an external data base; and, optionally wherein a customer 
prospect attribute is the customer prospects gender; and, 
optionally wherein a customer prospect attribute is the cus 
tomer prospects corporate title; and, optionally wherein the 
data store query uses as a query parameter the customer 
prospect's phone number; and, optionally wherein routing 
the call further comprises generating an outbound call and 
bridging the received call and the outbound call; and, option 
ally wherein the call routing is to a sales agent; wherein the 
customer prospect is an existing customer. 
0014. An example embodiment provides a system com 
prising: at least one computer processor; a non-transitory 
memory embodied with a computer program comprising 
instructions which when executed by the at least one com 
puter processor performs operations comprising: assigning 
one or more phone numbers to one or more media elements 
within a marketing campaign, wherein a first media element 
of the marketing campaign comprises a web-based landing 
page; detecting one or more actions by a first customer pros 
pect in association with the one or more media elements 
within the marketing campaign; enhancing a lead score asso 
ciated with the first customer prospect based at least in part on 
the detected one or more actions of the first customer prospect 
with the one or more media elements; receiving a call directed 
to a first of the one or more assigned phone numbers assigned 
to the one or more media elements, wherein a caller identifi 
cation number is included in call signaling information asso 
ciated with the received call; determining based at least in part 
on the call signaling information associated with the received 
call that the call is from the first customer prospect; and 
routing the call directed to the first of the one or more assigned 
phone numbers assigned to the one or more media elements, 
by the marketing automation computing system, based at 
least in part on the lead score of the first customer prospect. 
0015. An example embodiment provides a method of pro 
cessing calls, comprising: automatically assigning a phone 
address to a first entity; recording in computer readable 
memory call quality rating criteria; receiving at a call bridg 
ing system coupled to at least one network, a call from a caller 
directed to the phone address wherein the call is associated 
with call signaling information; based at least in part on one or 
more call quality indicators associated with the caller call, 
assigning the caller call to a first location in a call queue; 
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generating an outbound call from the call bridging system; 
bridging the inbound and the outbound call; comparing 
parameters of the caller call and/or the bridged call to the call 
quality rating criteria; and recording an indication of the 
Successful bridging of the calls in association with a first 
entity identifier. 
0016. An example embodiment provides a method of pro 
cessing calls, comprising: assigning a phone address to an 
advertising campaign in response to a request received over a 
data network; Storing in computer memory call quality rating 
criteria; receiving at a call bridging system coupled to at least 
one network, a call from a caller directed to the phone address 
wherein the call is associated with call signaling information; 
generating an outbound call from the call bridging system; 
bridging the inbound and the outbound call; comparing one or 
more parameters of the received call and/or the bridged call to 
the call quality rating criteria; and crediting the affiliate for 
the bridged call based at least in part on the comparison of the 
one or more parameters with the call quality rating criteria. 
0017. An example embodiment provides a method of pro 
cessing call information, comprising: storing in computer 
readable memory call quality rating criteria; receiving at a 
callbridging system coupled to at least one network, a request 
over a data network from a user to receive a call; generating at 
the call bridging system a first outbound call to the user; 
generating a second outbound call from the call bridging 
system; bridging the first and second outbound calls; com 
paring one or more parameters of the received call and/or the 
bridged call to the call quality rating criteria; and crediting an 
affiliate for the bridged call based at least in part on the 
comparison of the one or more parameters with the call qual 
ity rating criteria. 
0018. An example embodiment provides a method of 
phone communications, comprising: creating an information 
object in a server system; storing the information object in 
computer readable memory; assigning a phone address to the 
information object; making available the information object 
from an affiliate server to an advertiser server over a data 
network in response to a user gesture with respect to a web 
page; enabling the display of the phone address to the user on 
an advertisers web page; receiving at a call bridging system 
coupled to at least one network, a call from the user directed 
to the phone address, wherein the call is associated with call 
signaling information; generating an outbound call from the 
call bridging system to a number specified by the advertiser; 
bridging the inbound and the outbound call; and crediting the 
affiliate with respect to the bridged call. 
0019. An example embodiment provides a method of pro 
cessing telecommunications comprising: assigning a phone 
address for use with an advertising campaign; receiving at a 
call bridging system coupled to at least one network, a call 
from a caller directed to the phone address; generating an 
outbound call from the call bridging system to a number 
specified in an advertising campaign; bridging the inbound 
and the outbound call to form a bridged call; monitoring one 
or more call parameters; comparing one or more call param 
eters against a set of threshold values that includes at least one 
threshold value; rejecting at least one Subsequent call to the 
phone address based on the comparison exceeding a first 
threshold value; and crediting an affiliate for non-rejected 
bridged calls and inhibiting crediting the affiliate for rejected 
calls. 

0020. An example embodiment provides a method of 
tracking and crediting call related information, comprising: 
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assigning a phone address for use with an advertising cam 
paign; storing in a tangible computer readable medium call 
quality rating criteria; receiving at a call bridging system 
coupled to at least one network, a call from a caller directed to 
the phone address; based at least in part on the phone address 
called, play a selected Voice prompt to the caller; generating 
an outbound call from the call bridging system based at least 
in part on a caller's response to one or more Voice prompts and 
a phone address specified by the advertiser, bridging the 
inbound and the outbound call; comparing one or more 
parameters of the caller call and/or the bridged call to the call 
quality rating criteria; and crediting an affiliate for the bridged 
call based at least in part of the comparison. 
0021. An example embodiment provides a tangible com 
puter-readable medium having computer-executable instruc 
tions stored thereon that, if executed by a computing device, 
cause the computing device to perform a method comprising: 
assigning a phone address to an advertising campaign in 
response to a request received over a data network; storing in 
computer memory call quality rating criteria; receiving a call 
from a caller directed to the phone address wherein the call is 
associated with call signaling information; initiating an out 
bound call; causing the inbound and the outbound call to be 
connected; comparing one or more parameters of the received 
call and/or the connected call to the call quality rating criteria; 
and crediting an affiliate for the connected call based at least 
in part on the comparison of the one or more parameters with 
the call quality rating criteria. Certain embodiments provide 
systems and methods for routing calls to promotional phone 
numbers (such as promotional phone numbers, which may be 
any form of phone address including numbers and/or other 
characters) to destination phone numbers, such as those asso 
ciated with an advertiser. Optionally, promotional phone 
numbers may be dynamically generated and rapidly provi 
sioned to affiliates of the advertisers. 

0022. An example embodiment provides a method of 
managing a pool of phone addresses, the method comprising: 
receiving, over a data network, at a communication manage 
ment system, a first set of parameter values associated with a 
first user selection of a first item of information provided by a 
publisher for display on a terminal of the first user, wherein 
the first item of information is provided for display at a first 
location in a first user interface and the first set of parameter 
values includes information indicating that first location; 
establishing a first numberpool phone address assignment by 
assigning, by the communication management system, a first 
number pool phone address from a phone address number 
pool to the first set of parameter values; storing in computer 
memory the first number pool phone address assignment; 
providing the assigned first number pool phone address over 
the data network to a first information provider associated 
with the first item of information, wherein at least partly in 
response to the first user selection of the first item of infor 
mation, the assigned first number pool phone address is dis 
played on the terminal of the first user in association with a 
second item of information; receiving at the communication 
management system a first inbound call from the first user 
directed to the first number pool phone address, wherein the 
first inbound call is associated with first call signaling infor 
mation; generating a first outbound call from the communi 
cation management system to a second phone address based 
at least in part on the first call signaling information; bridging 
the first inbound call and the first outbound call to provide a 
first completed call; Storing an indication in memory that the 
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publisher is to be credited with respect to the first completed 
call; receiving, over the data network, at the communication 
management system, a second set of parameter values asso 
ciated with a second user selection of a third item of infor 
mation provided by the publisher for display on a terminal of 
the second user, wherein the third item of information is 
provided for display at a second location and the second set of 
parameter values include information indicating that second 
location; comparing the first set of parameter values and the 
set of second parameter values and if the first set of parameter 
values does not correspond to the second set of parameter 
values: assigning, by the communication management sys 
tem, a second number pool phone address from the phone 
address number pool to the second set of parameter values; 
storing in computer memory the second number pool phone 
address assignment; providing the assigned second number 
pool phone address over the data network to the first infor 
mation provider, wherein the first information provider is 
associated with the third item of information, wherein at least 
partly in response to the second user selection of the third item 
of information, the assigned second number pool phone 
address is displayed on the terminal of the second user in 
association with a fourth item of information; at least partly in 
response to receiving at the communication management sys 
tema secondinbound call from the second user directed to the 
assigned second number pool phone address, wherein the 
second inbound call is associated with second call signaling 
information, generating a second outbound call from the 
communication management system to a third phone address 
based at least in part on the second call signaling information; 
bridging the second inbound call and the second outbound 
call to provide a second completed call; storing an indication 
in memory that the publisher is to be credited with respect to 
the second completed call; and, optionally wherein if the first 
set of parameter values corresponds to the second set of 
parameter values, the second number pool phone address is 
not assigned to the second set of parameters; and, optionally 
wherein if the first set of parameter values corresponds to the 
second set of parameter values then the first location is the 
same as the second location; and, optionally wherein the first 
item of information includes the same information as the 
second item of information; and, optionally wherein the sec 
ond user is a plurality of users; and, optionally, displaying 
over the data network by the communication management 
system a transaction report listing one or more completed 
calls and their associated parameter values; and, optionally 
wherein the second set of parameter values is a plurality of 
sets of parameter values and the second number pool phone 
address is a plurality of phone addresses; and, optionally 
wherein the first set of parameter values or the second set of 
parameter values is a set of one or more parameter values; 
and, optionally receiving, over the data network, at the com 
munication management system, a third set of parameter 
values associated with a third user selection of a fourth item of 
information provided by the publisher for display on a termi 
nal of the third user, wherein the fourth item of information is 
provided for display at a third location and the third set of 
parameter values include information indicating that third 
location; comparing the third set of parameter values to the 
first set of parameter values and the second set of parameter 
values, and if the third set of parameter values does not 
correspond to the first set of parameter values or the second 
set of parameter values; determining, by the communication 
management system, whether all phone addresses within the 
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phone address number pool are assigned; if all phone 
addresses within the phone address numberpool areassigned, 
then, further determining, for each assigned phone address in 
the phone address pool, a duration of time since the respective 
phone address was assigned to a respective set of parameters, 
and further determining, for each assigned phone address in 
the phone address pool, if the duration of time is less than a 
threshold time period, and at least partly in response to deter 
mining the duration of time for each of the assigned phone 
addresses in the phone address number pool is less than the 
threshold time period, assigning an overflow exceeded phone 
address to the third set of parameter values; at least partly in 
response to determining the duration of time for at least one of 
the assigned phone addresses in the phone address number 
pool is equal to or greater than the threshold time period, 
assigning a least active phone address of the assigned phone 
addresses in the phone address number pool whose duration 
of time is equal to or great than the threshold time period to the 
third set of parameter values; at least partly in response to 
determining that at least one phone address within the phone 
numberpool is not assigned; assigning an unassigned address 
from the phone address numberpool to the address to the third 
set of parameter values; storing in computer memory an indi 
cation as to which phone address is assigned to the third set of 
parameter values; wherein at least partly in response to the 
third user selection of the fourth item of information, the 
phone address assigned to the third set of parameter values is 
displayed on the terminal of the third user in association with 
a fifth item of information; receiving at the communication 
management system a third inbound call from the third user 
directed to the phone address assigned to the third set of 
parameter values, wherein the third inbound call is associated 
with third call signaling information; generating a third out 
bound call from the communication management system to a 
fourth phone address based at least in part on the third call 
signaling information; bridging the third inbound call and the 
third outbound call to provide a third completed call; and, 
storing an indication in memory that the publisher is to be 
credited with respect to the third completed call; and, option 
ally wherein the publisher is a publisher within a syndication 
of publishers; and, optionally wherein the assigned first num 
berpool phone address and the assigned second number pool 
phone address are provided to the first information provider 
using an application programmatic interface. 
0023. An example embodiment provides a method of 
managing a pool of phone addresses, the method comprising: 
receiving, over a data network, at a communication manage 
ment system, a first set of parameter values associated with a 
first user selection of a first item of information provided by a 
publisher for display on a terminal of the first user, wherein 
the first item of information is provided for display at a first 
location in a first user interface; assigning, by the communi 
cation management system, a first phone address from a 
phone address number pool to the first set of parameter val 
ues; storing in computer memory the first phone address 
assignment; receiving at the communication management 
system a first inbound call from the first user directed to the 
first phone address, wherein the first inbound call is associ 
ated with first call signaling information; generating a second 
outbound call from the communication management system 
to a second phone address based at least in part on the first call 
signaling information; bridging the first inbound call and the 
second outbound call to provide a first completed call; storing 
an indication in memory that the publisher is to be credited 
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with respect to the first completed call; receiving, over the 
data network, at the communication management system, a 
second set of parameter values associated with a second user 
selection of a third item of information provided by the pub 
lisherfor display on a terminal of the second user, wherein the 
third item of information is provided for display at a second 
location; comparing the first set of parameter values and the 
set of second parameter values and if the first set of parameter 
values does not correspond to the second set of parameter 
values: assigning, by the communication management sys 
tem, a second phone address from the phone address number 
pool to the second set of parameter values; storing in com 
puter memory the second phone address assignment, wherein 
if a second inbound call is received from the second user 
directed to the second phone address and the second inbound 
call is associated with a second call signaling information, 
then: generating a second outbound call from the communi 
cation management system to the second phone address 
based at least in part on the second call signaling information; 
bridging the second inbound call and the second outbound 
call to provide a second completed call; and, storing an indi 
cation in memory that the publisher is to be credited with 
respect to the second completed call; and, optionally receiv 
ing, over the data network, at the communication manage 
ment system, a third set of parameter values associated with a 
third user selection of a fourth item of information provided 
by the publisher for display on a terminal of the third user, 
wherein the fourth item of information is provided for display 
at a third location and the third set of parameter values include 
information indicating the third location; comparing the third 
set of parameter values to the first set of parameter values and 
the second set of parameter values, and if the third set of 
parameter values does not correspond to the first set of param 
eter values or the second set of parameter values, determin 
ing, by the communication management system, if all phone 
addresses within the phone address number pool are 
assigned; at least partly in response to determining that all 
phone addresses within the phone address number pool are 
assigned, then determining by the communication manage 
ment system, from the pool of assigned phone addresses a 
phone address with a least amount of associated inbound call 
activity, and assigning by the communication management 
system, the least active phone address from the phone address 
number pool to the third set of parameter values; at least 
partly in response to determining that at least one phone 
address within the phone address number pool is not 
assigned, assigning, by the communication management Sys 
tem, an unassigned phone address from the phone address 
number pool to the third set of parameter values; storing in 
computer memory an indication as to which phone address is 
assigned to the third set of parameter values; wherein at least 
partly in response to the third user selection of the fourth item 
of information, the phone address assigned to the third set of 
parameter values is displayed on the terminal of the third user 
in association with a fifth item of information; receiving at the 
communication management system a third inbound call 
from the third user directed to the phone address assigned to 
the third set of parameter values, wherein the third inbound 
call is associated with third call signaling information; gen 
erating a third outbound call from the communication man 
agement system to a fourth phone address based at least in 
part on the third call signaling information; bridging the third 
inbound call and the third outbound call to provide a third 
completed call; and, storing an indication in memory that the 
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publisher is to be credited with respect to the third completed 
call; and, optionally wherein the first user, the second user, 
and the third user are the same user; and, optionally receiving, 
over the data network, at the communication management 
system, a third set of parameter values associated with a third 
user selection of a fourth item of information provided by the 
publisher for display on a terminal of the third user, wherein 
the fourth item of information is provided for display at a third 
location and the third set of parameter values include infor 
mation indicating that third location; comparing the third set 
of parameter values to the first set of parameter values and the 
second set of parameter values, and if the third set of param 
eter values does not correspond to the first set of parameter 
values or the second set of parameter values: determining, by 
the communication management system, if all phone 
addresses within the phone address number pool are 
assigned; if all phone addresses within the phone address 
numberpool are assigned, then, further determining, for each 
assigned phone address in the phone address pool, a duration 
of time since the respective phone address was assigned to a 
respective set of parameters, and further determining, for 
each assigned phone address in the phone address pool, if the 
duration of time is less than a threshold time period, and at 
least partly in response to determining the duration of time for 
each of the assigned phone addresses in the phone address 
number pool is less than the threshold time period, assigning 
an overflow exceeded phone address to the third set of param 
eter values; at least partly in response to determining the 
duration of time for at least one of the assigned phone 
addresses in the phone address number pool is equal to or 
greater than the threshold time period, assigning a least active 
phone address of the assigned phone addresses in the phone 
address number pool whose duration of time is equal to or 
great than the threshold time period to the third set of param 
eter values; at least partly in response to determining that at 
least one phone address within the phone number pool is not 
assigned, assigning an unassigned address from the phone 
address number pool to the address to the third set of param 
eter values; storing in computer memory an indication as to 
which phone address is assigned to the third set of parameter 
values; wherein at least partly in response to the third user 
selection of the fourth item of information, the phone address 
assigned to the third set of parameter values is displayed on 
the terminal of the third user in association with a fifth item of 
information; receiving at the communication management 
system a third inbound call from the third user directed to the 
phone address assigned to the third set of parameter values, 
wherein the third inbound call is associated with third call 
signaling information; generating a third outbound call from 
the communication management system to a fourth phone 
address based at least in part on the third call signaling infor 
mation; bridging the third inbound call and the third outbound 
call to provide a third completed call; and, storing an indica 
tion in memory that the publisher is to be credited with respect 
to the third completed call; and, optionally wherein the com 
munication management system further determines the third 
phone address based at least in part on an equal distribution of 
calls to two or more advertiser campaigns in a bundled cam 
paign; and, optionally receiving from the first information 
provider over the data network at the communication man 
agement system information associated with a transaction 
associated with the bridged call; and, crediting the publisher 
based at least in part on the transaction; and, optionally 
wherein the transaction is a sale or an appointment; and, 
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optionally receiving, overa data network, at a communication 
management system, a first set of parameter values associated 
with a first user selection of a first item of information pro 
vided for display on a terminal of the first user, wherein the 
first item of information is provided for display based at least 
in partin response to a media buyer purchase of a first adword; 
assigning, by the communication management system, a first 
phone address from a phone address number pool to the first 
set of parameter values; storing in computer memory the first 
phone address assignment; receiving at the communication 
management system a first inbound call from the first user 
directed to the first phone address, wherein the first inbound 
call is associated with a first call signaling information; gen 
erating a second outbound call from the communication man 
agement system to a second phone address based at least in 
part on the first call signaling information; bridging the first 
inbound call and the second outbound call to provide a first 
completed call; storing an indication in memory that the 
publisher is to be credited with respect to the first completed 
call; receiving, over the data network, at the communication 
management system, a second set of parameter values asso 
ciated with a second user selection of a third item of infor 
mation provided by the publisher for display on a terminal of 
the second user, wherein the third item of information is 
provided for display based at least in part in response to a 
media buyer purchase of a secondadword; comparing the first 
set of parameter values and the set of second parameter values 
and if the first set of parameter values does not correspond to 
the second set of parameter values: assigning, by the commu 
nication management system, a second phone address from 
the phone address number pool to the second set of parameter 
values; Storing in computer memory the second phone 
address assignment; receiving at the communication manage 
ment system a second inbound call from the second user 
directed to the second phone address, wherein the second 
inbound call is associated with a second call signaling infor 
mation; generating a second outbound call from the commu 
nication management system to the second phone address 
based at least in part on the second call signaling information; 
bridging the second inbound call and the second outbound 
call to provide a second completed call; and, storing an indi 
cation in memory that the publisher is to be credited with 
respect to the second completed call; and, optionally wherein 
the first adword is the same as the second adword. 

0024. An example embodiment provides a method of call 
routing, the method comprising: assigning, by a marketing 
automation computing system, one or more phone numbers to 
one or more media elements within a marketing campaign for 
a good or service in response to at least a first condition, 
wherein a first media element of the marketing campaign 
comprises a web-based landing page; receiving, at the mar 
keting automation computing system, a first call initiated by 
a customer prospect directed to a first of the one or more 
assigned phone numbers assigned to the one or more media 
elements; detecting, by the marketing automation computing 
system, during the first call one or more purchase intent 
keywords spoken by the customer prospect; and, enhancing a 
lead score associated with the customer prospect based at 
least in part on the detected one or more keywords spoken by 
the customer prospect, wherein enhancing the lead score 
comprises improving the lead score to reflect a corresponding 
inferred likelihood that the customer prospect will be a cus 
tomer for the good or service; and, optionally wherein the one 
or more purchase intent keywords comprise one or more 
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single words, one or more multiple word phrases, or one or 
more single words and one or more multiple word phrases; 
and, optionally wherein the one or more purchase intent key 
words comprises the multiple word phrase “credit card': 
decreasing or not changing a lead score associated with a 
second customer prospect based at least in part on not detect 
ing one or more purchase intent keywords spoken by the 
second customer prospect, wherein decreasing the lead score 
associated with the second customer prospect comprises 
reducing the second customer prospect lead score to reflect a 
corresponding inferred likelihood that the second customer 
prospect will not become a customer for the good or service; 
translating at least a portion of a Voice communication from 
the customer prospect within the first call by the marketing 
automation computing system into text, wherein the detection 
of one or more purchase intent keywords is based at least in 
part on a comparison of the text to a dictionary of keywords; 
translating at least a portion of a Voice communication from 
the customer prospect within the first call by the marketing 
automation computing system into text, and storing at least a 
portion of the Voice communication and the text in associa 
tion with a customer prospect account record; and, optionally 
wherein the detection of one or more purchase intent key 
words is based at least in part on the use of speech recognition 
technology; originating an outbound call to a call center and 
bridging the received call and the outbound call; originating 
an outbound call to a call center and bridging the received call 
and the outbound call, wherein the detection of one or more 
purchase intent keywords is performed with respect to speech 
from the customer prospect received over a voice channel 
associated with the first call and not for speech from a call 
center agent received over a voice channel associated with the 
outbound call; and, optionally wherein the one or more media 
elements comprise an email; and, optionally wherein the one 
or more media elements comprise a web form; and, optionally 
wherein the first condition comprises a display of the web 
based landing page; and, optionally wherein the first condi 
tion comprises a display of a video on the web-based landing 
page; and, optionally wherein the first condition comprises a 
download on the web-based landing page; and, optionally 
wherein the customer prospect is an existing customer. 
0025. An example embodiment provides method of tele 
phony sales attribution, the method comprising: assigning, by 
a marketing automation computing system, one or more 
phone numbers to one or more media elements within a 
marketing campaign for a good or service, wherein a first 
media element of the marketing campaign comprises a web 
based landing page; receiving, at the marketing automation 
computing system, a first call initiated by a customer prospect 
directed to a first of the one or more assigned phone numbers 
assigned to the one or more media elements; detecting, by the 
marketing automation computing system, during the first call 
one or more purchase intent keywords spoken by a customer 
prospect; and, if a first purchase intent keyword or phrase is 
detected and a determination is made that the customer pros 
pect purchased the good or service, attributing, by the mar 
keting automation computing system, the sale of the good or 
service to the first media element; determining a payout asso 
ciated with the first call wherein the payout is associated with 
an entity displaying the first media element; and, optionally 
wherein the one or more purchase intent keywords comprise 
one or more single words, one or more multiple word phrases, 
or one or more single words and one or more multiple word 
phrases; and, optionally wherein a one or more purchase 
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intent keywords comprises the multiple word phrase “credit 
card'; translating at least a portion of the Voice communica 
tion within the first call by the marketing automation com 
puting system into text and wherein the detection of one or 
more purchase intent keywords is based at least in part on a 
comparison of the text to a dictionary of keywords; translat 
ing at least a portion of the Voice communication within the 
first call by the marketing automation computing system into 
text and storing at least a portion of the Voice communication 
and the text in association with a customer prospect account 
record; and, optionally wherein the detection of one or more 
purchase intent keywords is based at least in part on the use of 
speech recognition technology; originating an outbound call 
to a call center and bridging the received call and the out 
bound call; and, optionally wherein the call center calls are 
directed to sales agents; and, optionally wherein the detection 
of one or more purchase intent keywords is directed to the 
Voice channel associated with the first call; and, optionally 
wherein the one or more media elements comprise an email; 
and, optionally wherein the one or more media elements 
comprise a web form; and, optionally wherein the first con 
dition comprises a display of the web-based landing page; 
and, optionally wherein the first condition comprises a dis 
play of a video on the web-based landing page; and, option 
ally wherein the first condition comprises a download on the 
web-based landing page; and, optionally wherein the cus 
tomer prospect is an existing customer. 
0026. An example embodiment provides a method of lead 
scoring, comprising: assigning, by a marketing automation 
computing system, one or more phone addresses to one or 
more media elements within a marketing campaign for a good 
or service in response to at least a first condition wherein a 
first media element of the marketing campaign comprises a 
web-based landing page; receiving, at the marketing automa 
tion computing system, a facsimile document in association 
with a first call initiated by a customer prospect directed to a 
first of the one or more assigned phone addresses assigned to 
the one or more media elements; and at least partly in 
response to receiving the facsimile document, enhancing a 
lead score associated with the customer prospect, wherein 
enhancing the lead score comprises improving the lead score 
to reflect a corresponding inferred likelihood that the cus 
tomer prospect will be a customerfor the good or service; and, 
optionally wherein the marketing automation computing sys 
tem is configured to perform call processing; and, optionally 
wherein the first condition comprises the customer prospect 
initiating a search request; and, optionally wherein the first 
condition comprises the customer prospect initiating a down 
load via the web-based landing page; and, optionally wherein 
the customer prospect is an existing customer or a new cus 
tomer, placing the customer prospect account into the mar 
keting campaign, decreasing or not changing a lead score 
associated with a second customer prospect based at least in 
part on not receiving a facsimile document from the second 
customer prospect during the marketing campaign, wherein 
decreasing the lead score associated with the second cus 
tomer prospect comprises reducing the second customer 
prospect lead score to reflect a corresponding inferred likeli 
hood that the second customer prospect will not become a 
customer for the good or service; receiving call signaling 
information associated with the first call wherein the call 
signaling information includes a calling party identification 
of a caller, storing the calling party identification of the caller 
in association with an account of the customer prospect; 

Jul. 31, 2014 

causing the lead score of the customer prospect to be dis 
played; generating by the marketing automation computing 
system a customer prospect activity report, wherein the cus 
tomer prospect activity report includes a record of the receipt 
of the facsimile document; and, optionally wherein the one or 
more media elements comprise a form. 
0027. An example embodiment provides a system com 
prising: a computing device; non-transitory media storing 
instructions readable by the computing device, that when 
executed by the computing device, cause the computing 
device to perform operations, comprising: assigning one or 
more phone addresses to one or more media elements within 
a marketing campaign for a good or service in response to at 
least a first condition wherein a first media element of the 
marketing campaign comprises a web-based landing page; 
receiving a facsimile document in association with a first call 
initiated by a customer prospect directed to a first of the one 
or more assigned phone addresses assigned to the one or more 
media elements; and at least partly in response to receiving 
the facsimile document, enhancing a lead score associated 
with the customer prospect, wherein enhancing the lead score 
comprises improving the lead score to reflect a corresponding 
inferred likelihood that the customer prospect will be a cus 
tomer for the good or service; the system further comprising 
a network interface configured to be coupled to a PSTN and 
an interface coupled to an Internet Protocol network; and, 
optionally wherein the marketing automation computing sys 
tem is configured to perform call processing; and, optionally 
wherein the first condition comprises the customer prospect 
initiating a search request; and, optionally wherein the first 
condition comprises the customer prospect initiating a down 
load via the web-based landing page; and, optionally wherein 
the customer prospect is an existing customer or a new cus 
tomer, placing the customer prospect account into the mar 
keting campaign, decreasing or not changing a lead score 
associated with a second customer prospect based at least in 
part on not receiving a facsimile document from the second 
customer prospect during the marketing campaign, wherein 
decreasing the lead score associated with the second cus 
tomer prospect comprises reducing the second customer 
prospect lead score to reflect a corresponding inferred likeli 
hood that the second customer prospect will not become a 
customer for the good or service; receiving call signaling 
information associated with the first call wherein the call 
signaling information includes a calling party identification 
of a caller, storing the calling party identification of the caller 
in association with an account of the customer prospect; 
causing the lead score of the customer prospect to be dis 
played; generating a customer prospect activity report, 
wherein the customer prospect activity report includes a 
record of the receipt of the facsimile document; and, option 
ally wherein the one or more media elements comprise a 
form. 

0028. An example embodiment provides a method of lead 
scoring, comprising: assigning, by a marketing automation 
computing system, one or more phone addresses to one or 
more media elements withina marketing campaign for a good 
or service in response to at least a first condition; receiving, at 
the marketing automation computing system, a facsimile 
document in association with a first call initiated by a cus 
tomer prospect directed to a first of the one or more assigned 
phone addresses assigned to the one or more media elements; 
detecting, by the marketing automation computing system, a 
signature within the received facsimile document; based at 
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least in part on the detection of the signature with the received 
facsimile, attributing by the marketing automation computing 
system a sale of the good or service to the customer prospect; 
and, optionally wherein the marketing automation computing 
system is configured to perform call processing; and, option 
ally wherein the customer prospect is an existing customer or 
a new customer; associating an identifier with the customer 
prospect; adding the customer prospect to the marketing cam 
paign using the identifier; and, optionally wherein the first 
condition comprises the customer prospect initiating a search 
request; and, optionally wherein the detected signature is in 
proximity to a signature line on a form; converting, by the 
marketing automation computing system, at least a portion of 
the received facsimile document into text; determining from 
the converted text, by the marketing automation computing 
system, if the received facsimile document comprises a form; 
if the received facsimile document comprises a form, deter 
mining an identity of the form; storing the form identity in 
association with a customer prospect account; and, optionally 
wherein the first condition comprises the customer prospect 
initiating a download via a web-based landing page; decreas 
ing or not changing a lead score associated with a second 
customer prospect based at least in part on not receiving a 
facsimile document from the second customer prospect dur 
ing the marketing campaign, wherein decreasing the lead 
score associated with the second customer prospect com 
prises reducing the second customer prospect lead score to 
reflect a corresponding inferred likelihood that the second 
customer prospect will not become a customer for the good or 
service; receiving call signaling information associated with 
the first call wherein the call signaling information includes a 
calling party identification of a caller, storing the calling party 
identification of the caller in association with an account of 
the customer prospect, causing a record of the sale to the 
customer prospect to be displayed; generating by the market 
ing automation computing system a customer prospect activ 
ity report, wherein the customer prospect activity report 
includes a record of the sale to the customer prospect; and, 
optionally wherein the one or more media elements comprise 
a form. 

0029. An example embodiment provides a system com 
prising: a computing device; non-transitory media storing 
instructions readable by the computing device, that when 
executed by the computing device, cause the computing 
device to perform operations, comprising: assigning one or 
more phone addresses to one or more media elements within 
a marketing campaign for a good or service in response to at 
least a first condition; receiving a facsimile document in asso 
ciation with a first call initiated by a customer prospect 
directed to a first of the one or more assigned phone addresses 
assigned to the one or more media elements; detecting a 
signature within the received facsimile document; based at 
least in part on the detection of the signature with the received 
facsimile, attributing a sale of the good or service to the 
customer prospect; the system further comprising a network 
interface configured to be coupled to a Public Switched Tele 
phone Network (PSTN) and an interface coupled to an Inter 
net Protocol network; and, optionally wherein the marketing 
automation computing system is configured to perform call 
processing; and, optionally wherein the customer prospect is 
an existing customer or a new customer, associating an iden 
tifier with the customer prospect; adding the customer pros 
pect to the marketing campaign using the identifier, and, 
optionally wherein the first condition comprises the customer 
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prospect initiating a search request; and, optionally wherein 
the detected signature is in proximity to a signature line on a 
form; converting at least a portion of the received facsimile 
document into text; determining from the converted text if the 
received facsimile document comprises a form; if the 
received facsimile document comprises a form, determining 
an identity of the form; storing the form identity in association 
with a customer prospect account; and, optionally wherein 
the first condition comprises the customer prospect initiating 
a download via a web-based landing page; decreasing or not 
changing a lead score associated with a second customer 
prospect based at least in part on not receiving a facsimile 
document from the second customer prospect during the mar 
keting campaign, wherein decreasing the lead score associ 
ated with the second customer prospect comprises reducing 
the second customer prospect lead score to reflect a corre 
sponding inferred likelihood that the second customer pros 
pect will not become a customer for the good or service; 
receiving call signaling information associated with the first 
call wherein the call signaling information includes a calling 
party identification of a caller, storing the calling party iden 
tification of the caller in association with an account of the 
customer prospect; causing a record of the sale to the cus 
tomer prospect to be displayed; generating a customer pros 
pect activity report, wherein the customer prospect activity 
report includes a record of the sale to the customer prospect; 
and, optionally wherein the one or more media elements 
comprise a form. 
0030. An example embodiment provides a method of 
campaign management, comprising: receiving, at a comput 
ing system, a first communication from a customer prospect; 
entering, by the computing system, the customer prospect 
into a marketing campaign; automatically assigning, by the 
computing system, one or more phone addresses to a second 
communication, wherein the second communication is 
directed to the customer prospect; receiving, at the computing 
system, a first call directed to a first of the one or more phone 
addresses, wherein the first call is associated with call signal 
ing information, wherein the call signaling information 
includes a called party phone address; storing, in the market 
ing campaign, by the computing system, a record of the first 
call in association with the customer prospect; and, optionally 
wherein storing, in the marketing campaign, by the comput 
ing system, a record of the first call in association with the 
customer prospect, is performed at least partly in response to 
a comparison, of the called party phone address of the first call 
to the phone addresses assigned to the second communica 
tion, indicating that there is a match; providing a user inter 
face via which an operator enters the customer prospect into 
the marketing campaign; automatically entering the customer 
prospect into the marketing campaign at least partly in 
response to the receipt of the first communication; connecting 
an agent to the first call and providing a user interface control 
via which the connected agent can cause, at least in part, the 
customer prospect to exit from the marketing campaign; pro 
viding a user interface control via which an operator can 
determine a state of the customer prospect in the marketing 
campaign, and wherein the state of the customer prospect 
includes at least the record of the first call; and, optionally 
wherein the first communication, the second communication, 
or the first communication and the second communication 
comprise an email communication; and, optionally wherein 
the first communication, the second communication, or the 
first communication and the second communication com 
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prise a Short Message Service communication; and, option 
ally wherein the first communication, the second communi 
cation, or the first communication and the second 
communication comprise a Social networking message ser 
Vice communication; and, optionally wherein the first com 
munication, the second communication, or the first commu 
nication and the second communication comprise an instant 
message service communication; and, optionally wherein the 
first communication, the second communication, or the first 
communication and the second communication comprise a 
call; and, optionally wherein the first communication is a 
transmission of a selection of a web page control. 
0031. An example embodiment provides a system com 
prising: a computing device; non-transitory media storing 
instructions readable by the computing device, that when 
executed by the computing device, cause the computing 
device to perform operations, comprising: receiving a first 
communication from a customer prospect; entering the cus 
tomer prospect into a marketing campaign; automatically 
assigning one or more phone addresses to a second commu 
nication, wherein the second communication is directed to the 
customer prospect, receiving a first call directed to a first of 
the one or more phone addresses, wherein the first call is 
associated with call signaling information, wherein the call 
signaling information includes a called party phone address; 
storing, in the marketing campaign a record of the first call in 
association with the customer prospect; the system further 
comprising a network interface configured to be coupled to a 
Public Switched Telephone Network (PSTN) and an interface 
coupled to an Internet Protocol network; and, optionally 
wherein storing in the marketing campaign a record of the 
first call in association with the customer prospect, is per 
formed at least partly in response to a comparison, of the 
called party phone address of the first call to the phone 
addresses assigned to the second communication, indicating 
that there is a match; providing a user interface via which an 
operator enters the customer prospect into the marketing 
campaign; automatically entering the customer prospect into 
the marketing campaign at least partly in response to the 
receipt of the first communication; connecting an agent to the 
first call and providing a user interface control via which the 
connected agent can cause, at least in part, the customer 
prospect to exit from the marketing campaign; providing a 
user interface control via which an operator can determine a 
state of the customer prospect in the marketing campaign, and 
wherein the state of the customer prospect includes at least the 
record of the first call; and, optionally wherein the first com 
munication, the second communication, or the first commu 
nication and the second communication comprise an email 
communication; and, optionally wherein the first communi 
cation, the second communication, or the first communica 
tion and the second communication comprise a Short Mes 
sage Service communication; and, optionally wherein the 
first communication, the second communication, or the first 
communication and the second communication comprise a 
Social networking message service communication; and, 
optionally wherein the first communication, the second com 
munication, or the first communication and the second com 
munication comprise an instant message service communi 
cation; and, optionally wherein the first communication, the 
second communication, or the first communication and the 
second communication comprise a call; and, optionally 
wherein the first communication is a transmission of a selec 
tion of a web page control. 
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0032. An example embodiment provides a method of 
campaign management, comprising: registering, by a com 
puting system, a customer prospect; entering, by the comput 
ing system, the customer prospect into a marketing campaign; 
assigning, by the computing system, at least one phone 
address to a first communication, wherein the first communi 
cation is directed to the customer prospect; receiving, at the 
computing system, a first call directed to a first of the at least 
one phone addresses, wherein the first call is associated with 
call signaling information comprising a called party phone 
address; and, storing, in the marketing campaign, by the com 
puting system, a record of the first call event in association 
with the registered customer prospect; and, optionally 
wherein storing, in the marketing campaign, by the comput 
ing system, a record of the first call in association with the 
customer prospect, is performed at least partly in response to 
a comparison, of the called party phone address of the first call 
to the phone addresses assigned to the second communica 
tion, indicating that there is a match; providing a user inter 
face via which an operator enters the registered customer 
prospect into the marketing campaign; automatically entering 
the registered customer prospect into the marketing campaign 
at least partly in response to the customer prospect registra 
tion; connecting an agent to the first call and providing a user 
interface control via which the connected agent can cause, at 
least in part, the registered customer prospect to exit from the 
marketing campaign; providing a user interface control via 
which an operator can determine a state of the registered 
customer prospect in the marketing campaign, and wherein 
the state of the registered customer prospect comprises the 
record of the first call event; and, optionally wherein the first 
communication comprises an email communication; and, 
optionally wherein the first communication comprises a Short 
Message Service (SMS) communication; and, optionally 
wherein the first communication comprises a Social network 
ing message service communication; and, optionally wherein 
the first communication comprises an instant message service 
communication; and, optionally wherein the first communi 
cation comprises a call; and, optionally wherein the customer 
prospect registration is performed via a web page; and, 
optionally wherein the customer prospect registration is asso 
ciated with a download of a mobile application; and, option 
ally wherein the customer prospect registration is facilitated 
in part by a social network association; and, optionally 
wherein the first call causes, at least in part a Subsequent 
return call, a group conference call, a Short Message Service 
(SMS) reply, or an instant message chat session to be sched 
uled. 

0033. An example embodiment provides a system com 
prising: a computing device; non-transitory media storing 
instructions readable by the computing device, that when 
executed by the computing device, cause the computing 
device to perform operations, comprising: registering a cus 
tomer prospect; entering the customer prospect into a mar 
keting campaign; assigning at least one phone address to a 
first communication, wherein the first communication is 
directed to the customer prospect; receiving, at the computing 
system, a first call directed to a first of the at least one phone 
addresses, wherein the first call is associated with call signal 
ing information comprising a called party phone address; and, 
storing, in the marketing campaign a record of the first call 
event in association with the registered customer prospect; 
the system further comprising a network interface configured 
to be coupled to a Public Switched Telephone Network 
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(PSTN) and an interface coupled to an Internet Protocol net 
work; and, optionally wherein storing, in the marketing cam 
paign, by the computing system, a record of the first call in 
association with the customer prospect, is performed at least 
partly in response to a comparison, of the called party phone 
address of the first call to the phone addresses assigned to the 
second communication, indicating that there is a match; pro 
viding a user interface via which an operator enters the reg 
istered customer prospect into the marketing campaign; auto 
matically entering the registered customer prospect into the 
marketing campaign at least partly in response to the cus 
tomer prospect registration; connecting an agent to the first 
call and providing a user interface control via which the 
connected agent can cause, at least in part, the registered 
customer prospect to exit from the marketing campaign; pro 
viding a user interface control via which an operator can 
determine a state of the registered customer prospect in the 
marketing campaign, and wherein the state of the registered 
customer prospect comprises the record of the first call event; 
and, optionally wherein the first communication comprises 
an email communication; and, optionally wherein the first 
communication comprises a Short Message Service (SMS) 
communication; and, optionally wherein the first communi 
cation comprises a social networking message service com 
munication; and, optionally wherein the first communication 
comprises an instant message service communication; and, 
optionally wherein the first communication comprises a call; 
and, optionally wherein the customer prospect registration is 
performed via a web page; and, optionally wherein the cus 
tomer prospect registration is associated with a download of 
a mobile application; and, optionally wherein the customer 
prospect registration is facilitated in part by a social network 
association; and, optionally wherein the first call causes, at 
least in parta Subsequent return call, a group conference call, 
a Short Message Service (SMS) reply, or an instant message 
chat session to be scheduled. 

0034. An example embodiment provides method of tele 
phony sales attribution, the method comprising: assigning, by 
a marketing automation computing system, one or more 
phone numbers to one or more media elements within a 
marketing campaign for a good or service, wherein a first 
media element of the marketing campaign comprises a web 
based landing page; receiving, at the marketing automation 
computing system, a first call initiated by a customer prospect 
directed to a first of the one or more assigned phone numbers 
assigned to the one or more media elements; registering, by 
the marketing automation computing system, a sale to the 
customer prospect of the good or service during the first call; 
based at least in part on the receipt of the first call to the first 
of the one or more assigned phone numbers and the sale to the 
customer prospect of the good or service during the first call, 
attributing by the marketing automation computing system, 
the sale of the good or service, to the customer prospect, to the 
first media element; determining a payout associated with the 
first call wherein the payout is associated with an entity dis 
playing the first media element; translating at least a portion 
of the voice communication within the first call by the mar 
keting automation computing system into text and storing at 
least a portion of the Voice communication and the text in 
association with a customer prospect account record; origi 
nating an outbound call to a call center and bridging the 
received call and the outbound call wherein the outbound call 
to the call center is directed to at least one sales agent, and, 
optionally wherein the one or more media elements comprise 
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an email; and, optionally wherein the one or more media 
elements comprise a web form; and, optionally wherein the 
customer prospect is an existing customer; detecting, by the 
marketing automation computing system, during the first call 
one or more purchase intent keywords spoken by the cus 
tomer prospect; attributing by the marketing automation 
computing system the sale of the good or service to the first 
media element based in part on the detection of the one or 
more purchase intent keywords spoken by the customer pros 
pect. 
0035 Certain embodiments provide systems and methods 
for routing, Such as routing communications associated with 
certain email addresses (e.g., promotional email addresses), 
URLs (e.g., promotional URLs), and other contact informa 
tion to destination email addresses, URLS and contact infor 
mation. Certain embodiments providing systems and meth 
ods for sending SMS messages to a customer, affiliate, or 
advertiser are presented. 
0036. In certain example embodiments, an intuitive and 
user friendly interface is optionally provided that enables 
users to quickly and easily enter into and monitor advertising 
campaigns and transactions. 
0037. In certain example embodiments, a marketing and/ 
or sales campaign is used. In a campaign, a provider of a 
product or service employs a collection of online and/or 
offline advertising practices to promote their product or ser 
vice. Optionally the campaign can have a fixed or variable 
budget, a specified sales period (e.g., 6 months), and a target 
customer. Other campaign attributes are described below. 
0038. In certain example embodiments, campaign cre 
ation systems and methods are provided which enable users, 
Such as advertisers or their agents, to generate new advertis 
ing campaigns, and enable other users, such as affiliates, to 
view and apply to these campaigns. In certain example 
embodiments, systems and methods are provided for approv 
ing campaigns. An affiliate may be an entity that is rewarded 
by an advertiser for a visitor or customer brought about by the 
affiliate's marketing efforts. For example, an affiliate may 
have a Website that promotes the services or products of 
another party. As discussed elsewhere herein, the affiliate 
Website may include an advertisement for another business 
(the advertiser), including a user interface for initiating a call 
or other communication with the advertiser. 

0039. In certain example embodiments, advertisers and/or 
third party agents of advertisers assign phone numbers for 
direct media placements that don't include affiliates and don’t 
trigger commissions. Optionally, advertisers and/or third 
party agents track affiliate and non-affiliate campaigns using 
a single user interface and/or account. 
0040. In certain example embodiments, advertisers and/or 
third party agents of advertisers generate more than one 
advertising campaigns. Optionally, multiple campaigns and/ 
or accounts can be joined or linked to simplify account access 
and administration (e.g., master account login with toggle 
access to other accounts). 
0041. In certain example embodiments, advertisers and/or 
third party agents of advertisers provide (e.g., upload) a col 
lection of call records (e.g., a list of phone numbers) evaluated 
by the system using a collection of databases to determine 
expected costs of an advertising campaigns, recommended 
affiliate pricing of advertising campaigns, criteria to be used 
in establishing call quality, which advertising campaigns to 
target to which set of customers/users, which offer to provide 
which set of customers/users, media placement, etc. 
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0042. In certain example embodiments, advertisers and/or 
third party agents of advertisers provide (e.g., upload) a col 
lection of advertiser phone addresses (e.g., local or toll-free 
phone addresses) evaluated by the system using a collection 
of databases to determine which phone addresses will per 
form optimally in which campaigns. For example, a Vanity 
toll-free number may out perform a local number (e.g., pre 
sents a larger corporate image) on a given offer. In another 
example, the system evaluates different toll-free vanity num 
bers on a given offer. 
0043. In certain example embodiments, a call price calcu 
lator and methods are provided that can be utilized to calcu 
late and Suggest call pricing values for users, such as adver 
tisers. In certain example embodiments, systems and methods 
are provided for determining call quality. Call quality relates 
to whether a potential customer is likely to purchase goods or 
services from the advertiser. Thus, determining call quality 
may include determining the likelihood that a potential cus 
tomer will purchase goods or services from the advertiser. 
0044) Certain embodiments provide systems and methods 
for creating interactive voice systems that sit in front of the 
call before transferring to the advertiser's call center. Certain 
embodiments provide systems and methods for using call 
quality to selectively direct calls to certain phone addresses or 
messages to terminals or to affect the place of a call in a phone 
queue. Certain embodiments provide systems and methods 
for setting which campaigns particular affiliates can view. 
Certain embodiments provide systems and methods for gen 
erating dynamic software code so that websites, text mes 
sages and other Such displays (e.g., promotional communica 
tions) can dynamically display a promotional phone number, 
email, URL, and/or other contact information. Optionally, the 
phone number, email, URL, and/or other contact information 
may be different from the corresponding contact information 
which is considered the default for such websites, text mes 
sages, or other promotional displays. 
0045 Certain embodiments provide systems and methods 
for the reception of facsimiles messages (fax) and delivery of 
the received fax to a recipient (e.g., an advertisement). 
Optionally, the received fax message(s) are converted into 
standard image document formats including, for example, 
Portable Document Format (PDF), Flexible Image Transport 
System (FITS), Tagged Image File Format (TIFF), etc., and/ 
or other displayable formats know to those skilled in the art of 
document format conversion. Optionally, the received fax is 
sent to another fax machine or fax server using an outbound 
fax call. Optionally, the received fax is sent via email (e.g. as 
an email with a pdf file attachment), a file transfer protocol, or 
placed in a cloud sharing application (e.g. Dropbox). Option 
ally, the destination and method of transferring the received 
fax can be configured based upon implicit and/or explicit 
criteria of the caller and/or recipient (e.g., advertiser) as fur 
ther disclosed in this specification. Optionally, the posting of 
a credit/payment and the amount of the credit/payment can be 
determined based upon implicit and/or explicit criteria?at 
tributes of the caller as defined by the seller of the good or 
service (e.g., advertiser, affiliate, merchant, etc.) as further 
disclosed in this specification. In an example embodiment, a 
user (e.g., an affiliate) promotes a product and/or service in an 
advertising campaign. The promotion includes the placement 
of RingPool numbers (e.g., RingPool numbers which are 
capable of fax receipt) in advertisements. For each fax call to 
the RingPool number (or for a specified predetermined quan 
tity of fax calls), the affiliate receives a credit and/or payment 
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from the advertiser. Optionally, attributes of the call and/or 
fax message determine in whole or in part the amount of the 
credit and/or payment. For example, if a prospective cus 
tomer faxes in a completed form, the affiliate in this example 
receives a credit for the call/fax message. In another example, 
if a prospective customer faxes in a form that is only partially 
completed, the affiliate may only receive a partial/lesser pay 
ment/credit amount. Optionally, a credit/payment amount is 
posted to an affiliate account if a fax call was received at a 
RingPool number even if a fax message was not received. 
Optionally, in a non-receipt fax call, the signaling informa 
tion associated with the call can be used for future fax-based 
campaigns and/or Subsequent marketing retargeting (e.g., 
placement of follow-on advertisements directed to the cus 
tomer prospect). 
0046. In certain embodiments, RingPool numbers allo 
cated to a marketing campaign can be configured as dedicated 
fax receipt numbers. Optionally, a system can be configured 
so that calls to certain RingPool numbers allocated to a mar 
keting campaign can dynamically transition from a voice call 
to a fax call handling on detection of a fax tone (or other fax 
indicator). Optionally, dedicated RingPool fax phone 
addresses and RingPool Voice phone addresses can be used in 
a single promotion placement. 
0047. In certain embodiments, a system can be configured 
so that calls to certain RingPool numbers cause the system to 
bridge calls to one or more fax machines/servers operated by 
a user (e.g., an affiliate/advertiser or call center). Optionally, 
as discussed above, a system can be configured so that calls to 
certain RingPool numbers can be configured to cause the 
system to receive, store, and forward (e.g., via call reorigina 
tion) faxes. Optionally, as discussed above, a system can be 
configured so that calls to certain RingPool numbers can be 
configured to cause the system to receive, store, and forward 
received faxes to devices other than fax machines/fax servers, 
for example, as emails with fax attachments. 
0048. In certain embodiments, the system can generate 
outbound fax calls to recipient fax machines/fax servers as 
required by a marketing campaign. For example, a customer 
prospect can request product and/or service information to be 
faxed to their fax machine/server. In another example, in an 
automated marketing campaign, a triggering campaign event 
can cause the system to generate an outbound fax call to a 
prospective customer. 
0049 Certain embodiments provide systems and methods 
for validating that an affiliate is registered with the affiliate 
networks website. This optionally enables an advertiser to 
prevent an affiliate from promoting a campaign that the adver 
tiser does not want promoted. Certain embodiments provide 
systems and methods for enabling a user, Such as an adver 
tiser, to set the time or duration the affiliate promotional 
contact information may be used. Certain embodiments pro 
vide systems and methods for the advertiser or the affiliate to 
use click-to-call functionality in their websites. Certain 
embodiments provide systems and methods for enabling an 
advertiser to promote their own brand or website without an 
affiliate through the issuance of promotional phone numbers 
or other contact information by issuing the advertiser their 
own promotional contact information. Certain embodiments 
provide systems and methods for generating advertising cre 
atives which may include the integration of promotional con 
tact information. Optionally, the promotional contact infor 
mation may be placed in the metadata of the creative, edited 



US 2014/0214530 A1 

into the image of the creative directly, or attached to the top, 
bottom or side of the creative as a sidebar, hover, or slide-out. 
0050. One embodiment is a method of tracking and cred 
iting promotional leads comprising: receiving at a call bridg 
ing system, a call from a caller directed to a phone address; 
generating an outbound call from the call bridging system; 
bridging the inbound and the outbound call; and sometimes 
comparing parameters of the bridged call to a call quality 
rating. Optionally, the inbound call is a voice and/or fax call 
as described above. 

0051. Another embodiment is a method of tracking and 
crediting promotional leads comprising: assigning a phone 
address; establishing a call quality rating for calls; receiving 
at a callbridging system coupled to at least one network, a call 
from a caller directed to the phone address wherein the call is 
associated with call signaling information; generating an out 
bound call from the call bridging system; bridging the 
inbound and the outbound call; sometimes comparing param 
eters of the bridged call to the call quality rating; and crediting 
an affiliate for the bridged call. Optionally, wherein the phone 
address is a toll-free phone number. Optionally, wherein the 
network comprises a public switched telephone network for 
both wireless and wireline communications and public and 
private data networks. Optionally, the method further com 
prising: recording at least a portion of the call audio (or 
faX/data); and making at least a portion of the recording 
available to an affiliate network or advertiser. Optionally, the 
method further comprising: recognizing words and/or 
phrases in the caller Voice communication; comparing Words 
and/or phrases from the first voice communication to a set of 
keywords and/or phrases; and if there is a match, storing in 
computer memory the detection of a keyword and/or phrase. 
Optionally, the method further comprising: comparing the 
calling party phone address in the call signaling information 
with the calling party phone address of previous calls in a 
configurable time period; and if there is a match, crediting the 
affiliate a default amount oran amount specified by the adver 
tiser. Optionally, wherein the amount credited to an affiliate 
on a match is no credit amount. 

0052 Another embodiment is a method of tracking and 
crediting promotional leads in an affiliate network compris 
ing: receiving at a call bridging system, a request from a user 
to receive a call; generating at the call bridging system a first 
outbound call to the user; generating a second outbound call 
from the call bridging system; bridging the first and second 
outbound calls; and sometimes comparing parameters of the 
bridged call to a call quality rating. 
0053 Another embodiment is a method of tracking and 
crediting promotional leads in an affiliate network compris 
ing: establishing a call quality rating; receiving at a call bridg 
ing system coupled to at least one network, a request from a 
user to receive a call; generating at the call bridging system a 
first outbound call to the user; generating a second outbound 
call from the call bridging system; bridging the first and 
second outbound calls; comparing parameters of the bridged 
call to the call quality rating; and crediting an affiliate for the 
bridged call. Optionally, wherein the request from the user to 
receive a call is in response to the selection of a web page 
control. Optionally, wherein the network comprises a public 
switched telephone network for both wireless and wireline 
communications and public and private data networks. 
Optionally, the method further comprising: recording at least 
a portion of the call audio (or fax/data); and making at least a 
portion of the recording available to an affiliate network or 
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advertiser. Optionally, the method further comprising: recog 
nizing words and/or phrases in the caller Voice communica 
tion; comparing words and/or phrases from the first voice 
communication to a set of keywords and/or phrases; and if 
there is a match, storing in computer memory the detection of 
a keyword and/or phrase. Optionally, the method further com 
prising: comparing the user's phone address with the calling 
party phone address of previous calls in a configurable time 
period; and if there is a match, crediting the affiliate a default 
amount or an amount specified by the advertiser. Optionally, 
wherein the amount credited to an affiliate on a match is no 
credit amount. 

0054 Another embodiment is a method of managing pro 
motional leads comprising: creating an information object; 
assigning a phone address to the information object; exchang 
ing the information object from an affiliate to an advertiser in 
response to a user gesture on a web page; and displaying the 
phone address to the user on an advertisers web page. 
0055 Another embodiment is a method of managing pro 
motional leads comprising: creating an information object in 
a server System; storing the information object in computer 
readable memory; assigning a phone address to the informa 
tion object; exchanging the information object from an affili 
ate server to an advertiser server over a data network in 
response to a user gesture on a web page; and displaying the 
phone address to the user on an advertisers web page. 
Optionally, the method further comprising: receiving at a call 
bridging system coupled to at least one network, a call from 
the user directed to the phone address, wherein the call is 
associated with call signaling information; generating an out 
bound call from the call bridging system to a number speci 
fied by the advertiser; bridging the inbound and the outbound 
call; and crediting the affiliate for the bridged call. Optionally, 
wherein the information object is an affiliate information 
object. Optionally, wherein the information object is web 
based. Optionally, the method further comprising: receiving 
at a call bridging system coupled to a data and Voice network, 
a request from the user to receive a call; generating at the call 
bridging system a first outbound call to the user, generating a 
second outbound call from the call bridging system to a 
number specified by the advertiser; bridging the first and 
second outbound calls; and crediting an affiliate for the 
bridged call. 
0056. Another embodiment is a method of monitoring 
promotional leads for fraud comprising: assigning a phone 
address; receiving at a call bridging system, a call from a 
caller directed to the phone address; generating an outbound 
call from the call bridging system; bridging the inbound and 
the outbound call to form a bridged call; monitoring call 
parameters; comparing one or more call parameters against a 
set of threshold values; and rejecting at least one Subsequent 
call to the phone address based on the comparison exceeding 
a threshold value. 

0057 Another embodiment is a method of monitoring 
promotional leads for fraud comprising: assigning a phone 
address; receiving at a call bridging system coupled to at least 
one network, a call from a caller directed to the phone 
address; generating an outbound call from the call bridging 
system to a number specified in an advertising campaign; 
bridging the inbound and the outbound call to form a bridged 
call; monitoring call parameters; comparing one or more call 
parameters against a set of threshold values; rejecting at least 
one Subsequent call to the phone address based on the com 
parison exceeding a threshold value; and crediting an affiliate 
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for non-rejected bridged calls. Optionally, wherein a call 
parameter is the length of the call. Optionally, whereina caller 
hears ring no answer, busy, or a recorded announcement if the 
call is rejected. 
0058 Another embodiment is a method of tracking and 
crediting promotional leads comprising: assigning a phone 
address; receiving at a call bridging system, a call from a 
caller directed to the phone address; play a Voice prompt to 
the caller; generating an outbound call from the call bridging 
system based at least in part on the caller's response to one or 
more Voice prompts and a phone address specified by the 
advertiser, and bridging the inbound and the outbound call. 
0059 Another embodiment is a method of tracking and 
crediting promotional leads comprising: assigning a phone 
address; establishing a call quality rating; receiving at a call 
bridging system coupled to at least one network, a call from a 
caller directed to the phone address; based at least in part on 
the phone address called, the calling party phone address, or 
other conditions as determined at least in part from these 
phone addresses; play a voice prompt to the caller; generating 
an outbound call from the call bridging system based at least 
in part on the caller's response to one or more Voice prompts 
and a phone address specified by the advertiser, bridging the 
inbound and the outbound call; and crediting an affiliate for 
the bridged call. Optionally, wherein the caller's response is a 
generated dual-tone multi-frequency tone. Optionally, 
wherein the caller's response is a spoken command. 

BRIEF DESCRIPTION OF THE FIGURES 

0060. The disclosed aspects will hereinafter be described 
in conjunction with the appended drawings, provided to illus 
trate and not to limit the disclosed aspects, wherein like 
designations denote the elements. 
0061 FIG. 1: illustrates an example system architecture. 
0062 FIG. 2: is a second schematic view of an example 
embodiment of the relationship between the control center, 
affiliate network, affiliate, advertiser, and the consumer. 
0063 FIG. 3: is an illustration of an example embodiment 
of a login user interface of the software platform. 
0064 FIG. 4: is an illustration of an example embodiment 
of the home screen of an advertiser. 
0065 FIG. 5: is an illustration of an example embodiment 
for viewing various campaigns and campaign information. 
0066 FIG. 6: is an illustration of an example embodiment 
for viewing advertiser report information. 
0067 FIG. 7: is an illustration of an example embodiment 
for viewing alternate advertiser report information. 
0068 FIG. 8: is an illustration of an example embodiment 
for viewing or modifying account settings. 
0069 FIG.9: is an illustration of an example embodiment 
for logging out of the Software platform. 
0070 FIG. 10: is an illustration of an example embodi 
ment for creating a new campaign which illustrates the over 
view submodule. 
0071 FIG. 11: is an illustration of an example embodi 
ment for creating a new campaign which illustrates a call 
pricing Submodule. 
0072 FIG. 12: is an illustration of an example embodi 
ment for creating a new campaign which illustrates a call 
price calculator. 
0073 FIG. 13: is an illustration of an example embodi 
ment for creating a new campaign which illustrates a target 
regions submodule. 
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0074 FIG. 14: is an illustration of an example embodi 
ment for creating a new campaign which illustrates the call 
treatment Submodule utilizing the single destination routine. 
(0075 FIG. 15: is an illustration of an example embodi 
ment for creating a new campaign which illustrates the target 
regions submodule utilizing the IVR routine. 
0076 FIG. 16: is an illustration of an example embodi 
ment for creating a new campaign which illustrates the hours 
of operation Submodule. 
(0077 FIG. 17: is an illustration of an example embodi 
ment for creating a new campaign which illustrates the target 
profile submodule in a collapsed view. 
0078 FIG. 18: is an illustration of an example embodi 
ment for creating a new campaign which illustrates the hours 
of operation Submodule in an expanded view. 
(0079 FIG. 19: is an illustration of an example embodi 
ment for creating a new campaign which illustrates a key 
words submodule. 
0080 FIG. 20: is an illustration of an example embodi 
ment for creating a new campaign which illustrates a creatives 
submodule. 
I0081 FIG. 21: is an illustration of an example embodi 
ment of the home screen of an affiliate. 
I0082 FIG. 22: is an illustration of an example embodi 
ment which illustrates the campaign viewing module. 
I0083 FIG. 23: is an illustration of an example embodi 
ment which illustrates the campaign acceptance module. 
I0084 FIG. 24: is an illustration of an example embodi 
ment which illustrates the number selection Submodule. 
I0085 FIG. 25: is an illustration of an example embodi 
ment which illustrates the creative modification submodule. 
I0086 FIG. 26: is an illustration of an example embodi 
ment for viewing report information of the affiliate. 
I0087 FIG. 27: is an illustration of an example embodi 
ment for viewing alternate report information of the affiliate. 
I0088 FIG. 28: is an illustration of an example embodi 
ment of the home screen of the affiliate network. 
I0089 FIG. 29: is an illustration of an example embodi 
ment which illustrates the campaign visibility module of the 
affiliate network. 
(0090 FIG. 30: is an illustration of an example embodi 
ment which illustrates the change affiliates submodule. 
0091 FIG. 31: is an illustration of an example embodi 
ment which illustrates the campaign visibility module of the 
affiliate. 
0092 FIG. 32: illustrates an example network operating 
environment for a network advertising and call bridging com 
munications system. 
(0093 FIGS. 33-38: illustrate an example operating envi 
ronment/process for a communications system 
0094 FIG. 39: is an illustration of a portion of a campaign 
creation process in a second example embodiment. 
0.095 FIG. 40: is an illustration of an example embodi 
ment for configuring promotional methods associated with a 
campaign. 
0096 FIG. 41: is an illustration of configuring call treat 
ment in a second example campaign creation embodiment. 
0097 FIG. 42: is an illustration of a second example call 
treatment configuration in a second example campaign cre 
ation embodiment. 
(0098 FIG. 43: is an illustration of a third example call 
treatment configuration in a second example campaign cre 
ation embodiment. 
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0099 FIG. 44: is an illustration of configuring call for 
warding in a second example campaign creation embodi 
ment. 

0100 FIG. 45: is an illustration of configuring call center 
hours of operation in a second example campaign creation 
embodiment. 
0101 FIG. 46: is an illustration of configuring target 
regions in a second example campaign creation embodiment. 
0102 FIG. 47: is an illustration of configuring affiliate/ 
publisher payouts in a second example campaign creation 
embodiment. 
0103 FIG. 48: is an illustration of configuring target pro 

files in a second example campaign creation embodiment. 
0104 FIG. 49: is an illustration of configuring creatives 
used in a second example campaign creation embodiment. 
0105 FIG. 50: is an illustration of configuring visibility 
and approval in a second example campaign creation embodi 
ment. 

0106 FIG. 51: is an illustration of an example embodi 
ment for configuring a RingPool in a campaign. 
0107 FIG. 52: is an illustration of an example embodi 
ment for configuring the type of RingPool in a campaign. 
0108 FIG. 53: is an illustration of an example embodi 
ment for configuring RingPool settings in a campaign. 
0109 FIG. 54: is an illustration of an example embodi 
ment for configuring RingPool parameters in a campaign. 
0110 FIG. 55: is an illustration of an example embodi 
ment of a display of a URL used in association with a Ring 
Pool in a campaign. 
0111 FIG. 56: is an illustration of an example embodi 
ment of a RingPool report. 
0112 FIG. 57: is an illustration of an example embodi 
ment of an advertiser landing page with a RingPool promo 
tional number displayed. 
0113 FIG. 58: is an illustration of an example embodi 
ment of a display of a URL used in association with a Ring 
Pool in a paid search campaign. 
0114 FIG.59: is an illustration, again of the third example 
call treatment configuration in the second example campaign 
creation embodiment. 
0115 FIG. 60: is an illustration of an example embodi 
ment for configuring a payout in an example embodiment 
cost-per-acquisition campaign. 
0116 FIG. 61: is an illustration of an example embodi 
ment for configuring in an example embodiment Perfor 
mance Marketing system account. 
0117 FIG. 62: is an illustration of an example embodi 
ment for configuring payouts in an example embodiment 
Network managed campaign. 
0118 FIG. 63: is an illustration of an example embodi 
ment of a first step in configuring an example embodiment 
Syndicated campaign. 
0119 FIG. 64: is an illustration of an example embodi 
ment for configuring a destination number in an example 
embodiment Syndicated campaign. 
0120 FIG. 65: is an illustration of an example embodi 
ment for configuring payouts in an example embodiment 
Networked managed campaign. 
0121 FIG. 66: is an illustration of an example embodi 
ment for configuring call treatment in an example embodi 
ment bundled campaign. 
0122 FIGS. 67-72: illustrate another example operating 
environment/process for a communications system. 
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I0123 FIGS. 73-74: illustrate another example operating 
environment/process for a communications system. 

DETAILED DESCRIPTION OF PREFERRED 
EMBODIMENTS 

0.124 Methods and systems are described for facilitating 
communication-related tracking and processing. 
0.125 FIG. 1: illustrates an example system architecture. 
As described herein, the illustrated system architecture can be 
used to facilitate telephonic, email, SMS, and other forms of 
communication. Certain embodiments process and track 
communications to facilitate online ordering of items, such as 
products or services. Thus, the illustrated system architecture 
can optionally be used to reduce the amount of revenue that 
would be lost by affiliates should a consumer decide to callan 
advertiser to make the purchase as opposed to ordering the 
item online via the affiliate Website. Additionally, the illus 
trated system architecture can optionally be used to increase 
the amount of revenue generated from offline or online adver 
tising by including promotional contact information in the 
offline or online media. 

0.126. As illustrated in FIG. 1, a consumer terminal 400 
(e.g., a general purpose computer, an interactive television, a 
phone with data network capability, a networked game con 
sole, smartphone, tablet computer, iPhone, iPad, iOS device, 
Android device, set top box, etc.) is coupled to an affiliate via 
an affiliate system 200 (which optionally hosts a website on a 
web server) over a network (e.g., the Internet). The affiliate 
system 200 is coupled over a network (e.g., the Internet) with 
an affiliate network via affiliate network system 100. The 
affiliate network system 100 includes a network interface, a 
server 9, and an affiliate network software platform 10 which 
executes on the server 9. The affiliate network software plat 
form 10 includes afrontend 11, which communicates with the 
affiliate system 200 and with an advertiser system 300 (which 
includes a website 302 hosted on a web server, a call queue 
program 301, and a user terminal). 
I0127. The affiliate network system 100 includes a backend 
12. The backend 12 includes phone number mapping soft 
ware 13, a text to speech system 14, and a sound/speech 
recognition system 15. The server 9 is coupled via a network 
to a control center system 20, which includes software 21. 
I0128. As shown in FIGS. 1 and 3, in an example embodi 
ment, the advertiser, via the advertiser system 300 logs into 
affiliate network software platform 10. The frontend software 
11 is responsible for rendering the html code that the web 
browser of an advertiser or affiliate interprets. The backend 
software 12 is responsible for performing some or all of the 
processing, mapping, and database operations of the affiliate 
network website 302. The phone number mapping routine 13 
included in the backend software 12 is responsible for map 
ping a promotional phone number to destination phone num 
ber 141 (as discussed in greater detail below with respect to 
FIGS. 12 & 13). The text to speech processing routine 14 is 
responsible for creating audio files of the text entered into the 
IVR routine of FIG. 15. The sound recognition routine 15 
enables the backend 12 to recognize Voice commands or 
telephone key tones for example. The fax routines 16 may 
provide conventional fax server features including but not 
limited to some or all of the following: fax tone detection, fax 
protocol negotiation (inbound/outbound), fax receipt, fax 
storage, fax conversion to documents, etc. In the embodiment 
shown in FIG. 1, the control center 20 can route information, 
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software, or permissions to the affiliate network system 100 
using its own control center software 21. 
0129. In an example embodiment, the platform software 
10 and the control center software 21 run by the affiliate 
network system 100 and the control center 20 perform some 
or all of the following functions: an advertiser function, as 
illustrated in FIG.4, an affiliate function, as illustrated in FIG. 
21, an affiliate network system function, as illustrated in FIG. 
28, and a control center 20 function (not shown.) 
0130. Once logged in, the advertiser can view various 
types of information on a home screen user interface 30, Such 
as that illustrated in FIG. 4, view various campaign informa 
tion (see, for example, FIG. 5) or create a new advertising 
campaign through the create a new campaign module 23 (see, 
for example, FIG. 5), view various report information with 
the view campaign module (see, for example, FIG. 6), modify 
various account information through the account information 
module 14" (see, for example, FIG. 8), obtain help, logout 
(see, for example, FIG. 9), or search for various affiliates. In 
Some embodiments the advertiser may make use of the call 
queue program 301 to queue incoming calls, optionally based 
on the caller quality (see, for example, target profile Submod 
ule 160 FIG. 10). 
0131 Referring to FIG.4, a home screen user interface 30 
of the advertiser system 300 optionally includes a notification 
module 31, a recent calls module 32, and/or a quick stats 
module 33. Data displayed via the various user interfaces may 
be read from computer readable memory. The notification 
module 31 may be used to display a notification to the adver 
tiser. In the embodiment shown in FIG. 4, two types of 
example notifications are illustrated: an expiration notice 34 
and an application notice 35. Other types of notifications can 
be provided as well. The recent calls module 32 informs the 
advertiser 300 of the recent calls made by customers 400. The 
quick status module 33 shows information, such as the num 
ber of calls made by consumer 400, the quality of the calls, 
and cost of the calls (e.g., the cost to the advertiser). The data 
displayed via the user interface illustrated in FIG.4 may have 
been transmitted via the affiliate network system 100 to the 
advertiser system 300. 
0.132. When the affiliate logs in via an affiliate system 
(e.g., including a server and user terminal), he or she is pre 
sented with a home screen user interface, an example of 
which is illustrated in FIG. 21. The data displayed via the user 
interface illustrated in FIG. 4 may have been transmitted via 
the affiliate network system 100 to the affiliate system (such 
as affiliate system 200 illustrated in FIG. 2). On the home 
screen 200', a notification module 41, campaign viewing 
module 42, a campaign application module 47, and/or a quick 
stats module 49 are provided. The notification module 41 can 
be used to inform the affiliate of new campaigns posted by 
advertisers 300, and transmit an alert to the affiliate system 
200 if the advertiser 300 accepts the affiliate's application to 
the campaign. The campaign viewing module 42 allows the 
affiliate to view campaigns that have been applied and cam 
paigns that have been accepted by the advertiser, as well as 
optionally campaigns that have been rejected. 
0133. In the example embodiment shown in FIG. 21, all 
the campaigns have been accepted, but the word 'applied'. 
for example, could be used to indicate campaigns that have 
been applied to but not accepted. The campaign application 
module 47 provides the affiliate the ability to view campaigns 
that have been made visible to the affiliate 200 via the affiliate 
network 100 or the advertiser 300 through the campaign 
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visibility module 56'. Advertisers 300 and affiliate networks 
100 may be provided with a campaign visibility control 56 
illustrated in FIG. 28, which enables the advertiser 300 or 
affiliate network 100 to restrict the campaigns that affiliates 
200 can view. The campaign visibility module 56' is described 
in more detail with respect to FIG. 29. The quick status 
module 49 illustrated in FIG. 21 enables the affiliate to 
quickly monitor the amount and nature of calls his or her 
promotional activity has generated as well the resulting com 
missions due. 
I0134. When the affiliate network operator logs in the affili 
ate network 100 (see FIG. 1A), the operator is presented with 
a home screen 100', an example of which is illustrated in FIG. 
28. This home screen user interface 100' may provide the 
affiliate network operator 100 with a view network status 
module 51, a view advertisers module 54, and/or a view 
affiliates module 55. When the affiliate network system 
operator click on a link (or other activation controls) in the 
view advertisers module 54, the new page delivered to the 
affiliate’s computer may be the same as, or similar to the 
home screen user interface 30 of the advertiser 300 illustrated 
in FIG. 4. Similarly the affiliate can click on a link in the 
affiliate's module 55, and the new page delivered to the affili 
ate networks computer may be the same as the home screen 
user interface 200' of the affiliate, an example of which is 
illustrated in FIG. 21. 
0.135 When the control center operator logs in, the control 
center operator is presented with a home screen user interface 
(not shown) which enables the control center operator to view 
the home screen user interfaces of the various affiliate net 
works 100. In some embodiments there may be more than one 
control center 20 (e.g., located in different geographic areas, 
Such as different states or cities, or located in the same area) 
and more than one control center operator. In the example 
embodiment shown in FIG. 2, there is one control center 20, 
and three affiliate networks 100, although there can be addi 
tional control centers and fewer or more affiliate networks 
100. An affiliate network 100 is associated with one or more 
advertisers (which in turn are associated with one or more 
advertiser systems 300) and affiliates (which in turn are asso 
ciated with one or more affiliate systems 200). In the embodi 
ment shown in FIG. 2, several advertisers and affiliates are 
registered with more than one affiliate networks (which in 
turn are associated with one or more affiliate network systems 
100). 
I0136. The Add New Campaign Module 
I0137 As shown in FIG. 5, the advertiser has the ability to 
add a new advertising/affiliate campaign using the add new 
campaign module or button/control 23. As shown in FIG. 10, 
in an example embodiment of the new campaign Software 
module 23, the advertiser 300 is presented with a form or a 
help wizard tool which provides the advertiser 300 with the 
following submodules: overview 110, call pricing 120, target 
regions 130, call treatment 140, hours 150, target profile 160, 
keywords 170, and creatives 180. FIGS. 10-20 illustrate 
example user interface corresponding to these Submodules). 
Fewer, additional or different submodules may be used. 
0.138. With reference to FIG. 10, in the overview submod 
ule 110, the advertiser can enter information such as cam 
paign name in a campaign name field 111, network informa 
tion in a network information field 112, product, services, or 
category information in a product, services, or category field 
113, and campaign description in a campaign description 
field 114. A campaign name may be used to identify the 
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campaign. Product, services, or categories enables affiliates 
to look for campaigns by their type (handbags, computers, 
legal service, etc.) Campaign description provides informa 
tion to affiliate such as information concerning the advertiser, 
the terms and conditions of the advertisement, and details 
about the campaign requested. 
0.139. In the call pricing submodule 120, the advertiser 300 
has the ability to choose either fixed call pricing 131, or a 
dynamic call pricing 132 (e.g., based on call quality). As 
shown in the embodiment of FIG. 11, the advertiser 300 can 
choose separate prices for high 136, medium 137, and low 
138 quality calls. (While the specification describes three 
levels of quality, high, medium, and low, different quality 
labels can be used wherein each label is optionally priced 
differently. For example, quality labels 1-100 can be assigned 
based on different call criteria. Optionally, call quality labels 
are not assigned. For example, the call quality and price can 
be determined by certain call criteria being achieved during a 
call.) The backend or processing section 12 of the website 
running on the affiliate network server or the control center 20 
server uses a novel method of determining call quality which 
is discussed in the section relating to submodule 160, FIG.10. 
Dynamic call pricing enables advertisers to price calls differ 
ently based on specific call criteria (e.g., the time of day of the 
call, call length, caller responses to interactive Voice response 
menus, caller gestures (e.g., selection of a specific advertise 
ment), spoken keywords, etc.) Calls can optionally be priced 
the same or differently for different publishers even if the call 
criteria is the same. Optionally, fixed call pricing is estab 
lished at a base price per call and bonuses are added on top of 
the fixed per call price if certain call criteria are met. The call 
pricing Submodule 120, also may comprise a call price cal 
culator 133 which aids the advertiser in determining the call 
price. By asking the advertiser 300 what percentage of calls 
are converted into sales 134, and what is the maximum 
amount of compensation the advertiser is willing to pay 135, 
see FIG. 12, the call price calculator, which receives and 
provides data for display via price calculator user interface 
133 can use this information to Suggest high 136, medium 
137, and low 138 call pricing. Other call price distribution 
systems such as 1 star-5 starrating are also contemplated. The 
calculator can use a variety of algorithms to perform this 
calculation. For example, the calculator might set the high 
call price 136 to be equal to maximum the advertiser is willing 
to pay 135. The calculator may determine the medium call 
price 137 by multiplying the percentage of calls converted 
into sales 134 by the maximum the advertiser is willing to pay 
135. The calculator may further determine the low call price 
138 by halving the medium call price 137. The determina 
tions can be displayed by the calculator via calculator user 
interface 133. Other techniques may be used. 
0140. In the target regions submodule 130, the advertiser 
300 can restrict the geographic regions from which it wishes 
to receive calls. Additionally, in certain embodiments, par 
ticular regions within the country(ies) can be chosen as well. 
In the embodiment shown in FIG. 13, the advertiser 300 can 
restrict calls to specific regions 131 Such as states or specific 
cities in states, time Zones 132. As will be discussed in call 
treatment submodule 140, the advertiser 300 enters a desti 
nation phone number 1141. As described in the campaign 
application module 47, see FIG. 21, the affiliate 200 requests 
a promotional phone number (in some embodiments a toll 
free phone number) from the affiliate network 100 or from the 
control center 20. The phone number mapping routine 13 
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(FIG. 1) maps the promotional phone number to the destina 
tion phone number 141 using the phone number mapping 
routine 13 (in some embodiments, the control center's server 
may include the phone number mapping routine.) This rou 
tine causes the server 9 to route calls coming into the promo 
tional phone number to the destination phone number 1141. 
Through this optional mechanism, the affiliate network 100 
or the control center 20 never actually transfers ownership or 
control of the origination phone number to the advertiser 300 
or affiliate 200, but rather it provides the affiliate 200 with a 
revocable ability to use the promotional phone number for 
advertising. In some embodiment the control center 20 may 
transfera group of promotion numbers to the affiliate network 
100. Through this mechanism a promotional phone number 
may be assigned on the internet (e.g., to an advertising cam 
paign for a product or service). In some embodiments, the 
promotional phone number can be assigned immediately, 
without intervention by personnel working for the affiliate 
network 100 or the control center 20. Optionally, the phone 
number is also activated and ready to receive calls Substan 
tially immediately (e.g., with 5 minutes, 30 minutes, 1 hour, 2 
hours). The affiliate network 100 or control center 20 can 
maintain control over the promotional phone number at all 
times and can terminate routing the promotional phone num 
ber to the destination phone number for whatever reason the 
affiliate network 100 or the control center 20 may deem 
necessary. 

0.141. In the call treatment submodule 140, the advertiser 
300 can set how incoming calls to the destination phone 
number 141 are treated. See FIG. 14. In the single destination 
routine 147, advertisers 300 can choose to have calls recorded 
142 or have SMS marketing messages 143 transmitted to the 
consumers 400. An advertiser can setup a promotional code 
144 and advertising message 145 to be sent to the consumer's 
400 mobile phone, Skype phone, or computerized phone 
equipment. This method of generating one or more SMS 
messages and codes which can be sent to a consumer, allows 
the advertiser to dynamically change the messages sent or 
codes promoted by simply editing this campaign setting. 
Additionally, the advertiser can send advertisements at a later 
time 146 (such as the next day, week, or month) to increase the 
number of sales generated. Optionally the SMS messages 
contain a promotional number which may be called by the 
user. Additionally, in the IVR tree routine 148, an advertiser 
can set up an IVR system (interactive voice system) which 
allows an advertiser to provide customers the ability to oper 
ate a voice menu system. In an embodiment of the IVR 
routine 148, as shown in FIG. 15, the advertiser can use the 
system to route calls made to promotional phone number to 
different agents. For example, in the embodiment show in 
FIG. 15, the consumer 400 can press one to speak with Agent 
1, or press two to speak with Agent 2. In some embodiments 
the sound recognition routine 15 of the backend can be 
designed to recognize the spoken words “one' or “two in 
addition to key tones. The text to speech processing routine 14 
converts the text shown in text box 149a. Upon pressing 
“one' in the embodiment shown in FIG. 15, the backend 12 
will connect 149b the calling consumer 400 with Agent 1 by 
bridging the call to Agent 1's telephone number 149c. Press 
ing “two”, will bring up a new menu 149d which allows the 
calling consumer 400 to call either Agent 2s cell or work 
phone. The “add new route' button or hyperlink 149e allows 
additional options to be created Such as a third destination to 
call Agent 3, for example. 
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0142. In the hours submodule 150, the advertiser can set 
the times each day it wishes to receive calls. FIG. 16. Setting 
the time in this submodule may allow the advertiser 300 to 
avoid paying affiliate commissions at hours when the adver 
tiser 300 is not in business for example. Moreover, this feature 
may allow the advertiser to route calls to voicemail or to home 
telephone numbers when the advertiser is closed. 
0143. In the target profile submodule 160, the advertiser 
300 can set various criteria to be used in the determining 
whether a customer is high, medium, or low quality. FIG. 10. 
The target profile criteria 162 may include subcriteria such as 
gender, age, household income, marital status, education, 
ethnicity, and calling from number. Much of the data used to 
evaluate these Subcriteria can be obtained through looking up 
the consumer phone number against demographic databases. 
In the embodiment shown in FIG. 18 clicking on the show all 
field 161 expands all the fields and display the screen shot 
shown in FIG. 18. In this example embodiment, clicking on 
an individual checkbox expands the particular Subcriteria 
selected. As shown in FIG. 18, the advertiser 300 may decide 
that the gender 163 for example is important in determining 
whether the particular customer 400 calling is a high, 
medium, or low quality caller. For example if the advertiser 
300 is selling makeup, the advertiser may choose to place the 
slider high for women and low or none for men. This allows 
advertisers 300 to communicate to affiliates more effectively 
about which customers might purchase the advertisers 300 
goods and services. In certain embodiments, the advertisers 
may be able use these subcriteria to filter out certain custom 
ers completely. In cases, such as gender, women might be 
much more likely to purchase an item than men, and the 
advertiser 300 may be willing to pay more for the sales lead if 
a woman calls as opposed to a man for example. The Subcri 
teria of age, household income, marital status, education, 
ethnicity, and calling from may be similarly be used to deter 
mine the quality of the consumer. 
0144. Advertisers 300 can make use of the call quality of 
consumers in a variety of ways. First, as previously explained, 
advertisers 300 optionally set different payment amounts for 
high, medium, and low quality calls. Second, advertisers 300 
optionally route certain quality calls to their stronger sales 
persons to increase the likelihood of consummating the sale. 
Moreover, the particular demographic information could be 
used to pair an appropriate salesperson to the particular cus 
tomer. For example, using available sales statistics, the adver 
tiser 300 may decide that a single male in the 25-34 age range 
would more likely buy products from the advertiser 300 if the 
agent who answers the call is a single female in the 18-34 age 
range. Third, Advertisers 300 optionally setup their call queu 
ing software to bump higher quality callers up in the queue to 
reduce the higher quality caller's wait time. Some advertisers 
300 use a call queue program to queue customers calls so that 
customers do not receive Voicemail or a busy signal. Rather 
they are placed in a call queue, which allows the advertiser 
300 to answer the caller as soon as an agent is made available. 
(0145. In the keywords submodule 170, advertiser 300 can 
also specify certain keywords that the backend Sound recog 
nition routine 15 can identify for the purpose of rating calls. 
Certain keywords Such as competitor names, product names 
or types can be identified to establish the quality of the caller. 
Similarly the utterance of certain words by the consumer 400 
may establish dissatisfaction with the product, advertiser, or 
agent. In some embodiments, the Sound recognition routine 
15 can distinguish between the voice of the consumer and that 
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of the advertiser, either by sound or by receiving information 
relating to the source of the Sound (i.e. from which phone 
number? call leg the voice is received.) In the embodiment just 
described, the keywords submodule 170 determines call qual 
ity during and after the call from the consumer 400 is made, 
and the target profile submodule 160 can begin determining 
call quality once the consumer 400 calls the advertiser 300. 
0146 In the creatives submodule 180, the advertiser 300 
can upload a creative 180' such as an image or a banner foruse 
by the affiliate 200 in campaigning for the advertiser 300. As 
explained later in the section discussing the creative module 
180, the affiliate may have the option to add the promotional 
phone number to this creative to improve the affiliate’s pro 
motional ability. The done button 181 can be selected to save 
the entered information into the campaign. Similarly when 
editing the campaign 24 the done button saves the changes 
made to the campaign 24. 

Measuring and Tracking Call Quality 

0.147. In certain embodiments, users of the software plat 
form 10 may be able to utilize call (voice and fax) quality 
techniques to improve their advertising experience. Accu 
rately determining call quality may be useful for the adver 
tiser 300 as it may provide the advertiser 300 with a way of 
rewarding the affiliate 200 with additional compensation for 
good quality calls, while at the same time allowing the adver 
tiser 300 to avoid paying high commission fees for lower 
quality calls. Through adjusting the various target profile 
subcriteria in the target profile submodule 160, the advertiser 
may enable the software platform 10 to determine demo 
graphic information about the customer 400. In the embodi 
ment shown in FIG. 17, the advertiser 300 can adjust sliders 
to increase the weight associated with the customer having 
certain demographic Subcriteria, but alternate methods of 
saving this information optionally might be used. Addition 
ally, the advertiser 300 can use the keyword submodule 170 to 
enable the software platform to determine the quality of the 
call. When customers/consumers 400 or advertisers 300 use 
these keywords, the software platform can monitor or record 
their enunciation and appropriately raise the quality of the 
call. In some embodiments, the software platform 10 might 
utilize algorithms to adjust the significance of the utterance of 
the keyword based upon the syntax (position in the sentence), 
Voice modulation (is the keyword stressed in the sentence), 
repetition, variants of the keyword (ice skating VS. ice skates 
for example), or use of synonyms for the keyword. The soft 
ware platform 10 may also suggest possible keywords, or 
check the spelling of keywords. Through analyzing the vari 
ous scores generated through the target profile information 
and the keyword information, the backend 12 of the software 
platform 10 can assign a quality rating to the call. 
0.148. In certain embodiments, affiliates 200 may be 
informed of the various subcriteria and keywords set in the 
campaign, and in other embodiments this information may be 
kept from the affiliate 200. In embodiments where this infor 
mation is disclosed, the affiliate 200 can use the information 
to modify how the advertiser's 300 goods and services are 
marketed. Another benefit of the call quality feature in certain 
embodiments, is that it may reward those affiliates 200 that 
provide advertisers 300 with better customer leads or more 
sales, while placing a disincentive to the affiliate 200 to pro 
vide the advertiser 300 with lower quality calls. 
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Additional Features of the Advertiser Function 

014.9 The advertiser can view an advertising report by 
clicking on the report button 36, FIG. 4. This brings up the 
advertiser report module shown in FIG. 6. Through clicking 
on the details button 36', the advertiser can find additional 
details about the campaign progress, FIG. 7. 
0150 FIG. 5 shows the view campaign module 13' which 
allows the advertiser 300 to view various campaigns 24. 
0151 FIG. 8 shows how the advertiser can modify his or 
her account information. Embodiments of present invention 
may include the ability to invite additional members or users 
under a particular advertisers account. 
0152 The advertiser optionally is provided with a referral 
customization module (not shown), which allows the adver 
tiser 300 to specify time of day, particular days, or duration of 
time in which it will pay referrals. This referral customization 
module can also be used to specify whether the advertiser 
would like click-to-call functionality enabled on their web 
site. If so, the click-to-call functionality may be enabled so 
that an affiliate information object passes the affiliate's infor 
mation into the click-to-call dialogue box. 
0153. Additionally, advertisers may be provided with a 
self-promote module (not shown), which allows advertiser's 
to act as their own affiliate or for monitoring the effectiveness 
of their own advertising techniques which may be managed 
directly or not through an affiliate 200. Using this self-pro 
mote module, the advertiser is provided access to a promo 
tional phone number, promotional email (not shown), etc., 
which is routed to the advertiser's 300 destination phone 
number. In Such a self-promote module, the advertiser might 
still be charged fees for the use of data tracking features and 
call routing features of the affiliate network 100 or the control 
center 20. 

Affiliate Function 

0154 When the affiliate logs in via system 200, the home 
screen 200' is presented to the affiliate, an example of which 
is illustrated in FIG. 21. Here, the affiliate can view pending 
campaigns, search for new campaigns, view commissions 
earned, join or link accounts, etc. Submodules may be avail 
able to the affiliate 200 through the affiliate function 200', 
Such as the number creation Submodule 44, the creative modi 
fication submodule 45, the reports submodule 46, and the link 
customization module, FIG. 25. 
0155 Clicking on the number creation submodule 44 
allows the affiliate 200 to assign a promotional phone number 
so that the affiliate network 100 or the control center 20 routes 
calls to a promotional phone number to the destination phone 
number 141 of the advertiser 300. In the embodiment shown 
in FIG. 24, the affiliate may set the type of advertisement 
(business publication, direct mail, free standing insert, maga 
Zine, radio, television, internet, bulletin board, etc.), a 
description of the promotion, and a network SID (security 
identifier.) In some embodiments, the affiliate canassign mul 
tiple numbers to one campaign in order to determine efficacy 
of the promotional materials. 
0156 Clicking on the creative modification submodule 45 
allows the affiliate to add a promotion phone number, email 
address, or other contact information to the creative 180'. In 
the embodiment shown in FIG. 25, the creative modification 
submodule allows the affiliate 200 to embed a particular 
promotional number into creative 180'. 
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0157. The reporting submodule 46 is illustrated in FIG. 
26. Clicking on the details button 46a causes the detailed 
record submodule 46" to be displayed, FIG. 27. 
0158. The link customization module may be used by the 
affiliate 200 to specify the information contained in the affili 
ate information object. In some embodiments, the affiliate 
information object may contain information Such as the affili 
ate's name, ID, the campaign name & ID, the address of the 
webpage hosting the creative, link, or URL, time & date, 
promotional phone number, promotional email address, pro 
motional mailing address, and the IP address of the customer 
400. The affiliate information object may be used by the 
advertiser 300 for modifying the displayed contact informa 
tion on the advertisers website 302. THE CUSTOMER 
EXPERIENCE section below provides still additional 
details. 

Affiliate Network Function 

0159. The affiliate network function 100' may allow an 
affiliate network 100 to view and or modify the agreements 
and campaigns of the advertisers 300 and affiliates 200, see, 
by way of illustration, the user interface in FIG. 28. For 
example an affiliate network 100 may have the ability to 
create or modify a campaign for an advertiser 300. Also, an 
affiliate network may also be able to apply to campaigns on 
behalf of an affiliate or setup promotional phone numbers for 
example. In other cases, an affiliate network 100 may apply 
and accept the campaigns it creates. In some embodiments of 
the present invention, the affiliate network participants may 
have some, all or most of the rights and privileges as both the 
advertisers and affiliates. When the affiliate network 100 logs 
in, it is presented with the home screen 100', FIG. 28. The 
home screen 100' may allow the affiliate network 100 to 
monitor or modify any of the campaigns and agreements of its 
affiliates 200 or advertisers 300 by clicking on a particular 
advertiser 54 or affiliate 55. The affiliate network 100 may 
also have the ability to use a campaign visibility module 56'. 
This module 56" may allow the affiliate network 100 to view 
and or modify the visibility of an advertiser's campaign so 
that only certain affiliates 200 can view the campaign 24, FIG. 
29. Clicking on the affiliate link 25, brings up the change 
affiliates submodule 26, FIG. 30, which allows the affiliate 
network 100 to change which affiliates can view the cam 
paign. An advertiser can also view its own campaign visibility 
module, FIG. 31. 

The Campaign Approval and Visibility Process 

0160. In an embodiment of the present invention, adver 
tisers 300 can create an advertising campaign 24 using the add 
new campaign module 23, FIG. 5. Once created, the adver 
tiser 300 may have the option to select which affiliates 200 
will be able to view the campaigns 24, FIG. 30. Clicking on 
the view affiliates hyperlink or button 1125, see FIG. 31, 
allows the advertiser 300 to change which affiliates 200 can 
view which campaign. Advertisers may restrict campaign 
visibility in order to offer certain affiliates 200 special pricing 
because of the quality or uniqueness of their services. Addi 
tionally, advertisers might not want to publish that they pay 
higher rates to certain affiliates 200, and the change affiliates 
submodule 26, (see for example, FIG. 30) enables the adver 
tiser 300 to select which affiliates 200 can view their cam 
paigns 24. 
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0161. Once the campaign 24 is created and the visibility is 
set, the affiliate, via system 200, may browse and apply to the 
campaign by selecting a campaign in the campaign applica 
tion module 47, see FIG. 21. Clicking on one of the cam 
paigns 48 in the campaign application module 47, brings up 
the affiliate campaign viewing module 48a of FIG. 22. From 
the affiliate campaign viewing module 48a the affiliate can 
view various types of information relating to the campaign 
Such as campaign overview, call quality and target profile, 
campaign pricing, campaign creative, and application terms. 
In the embodiment shown in FIG.22, the affiliate can click on 
the check box 48b and click the agree button 48c to apply to 
the campaign. 
0162. Once the affiliate clicks the agree button 48c, the 
advertiser 300 will be notified that an affiliate 200 has applied 
to the campaign 24 via the notification module 31. To accept 
or reject the application, the advertiser 300 can click on the 
application notice 35, see for example FIG. 4. Clicking on the 
notice 35 causes the server of the affiliate network system 100 
or the control center 20, to initiate the acceptance module 49'. 
FIG. 23. Through the acceptance module 49', the advertiser 
can choose to accept or deny the affiliate’s application to the 
campaign 24. 

The Customer Experience 
0163. In some embodiments of the present invention, an 
emphasis may be placed on ensuring that customer/consumer 
400 (the potential buyer of the advertiser's goods or services) 
does not need to be at all aware of the entire software platform 
10 used to reward the affiliate who brought the customer 400 
to the advertiser's corporate website 302. There are several 
ways an affiliate 200 may induce a customer 300 to visit an 
advertisers website 302. In some embodiments, an affiliate 
might broadcast an email or SMS, place an outbound call 
(voice or fax), or publish a website, magazine, or newspaper 
whose Subject matter interests the reader. Magazines, news 
papers, flyers, or television commercials might list the pro 
motional phone number or email address of the advertiser in 
the advertisement. Affiliates might provide click through 
advertisements which also include a copy of the promotional 
phone number or email address on the advertisement. URL, 
links, or creatives 180' may also be placed on these websites 
and publications to an advertiser's web site. A URL is the 
complete or incomplete website listing, such as http://www. 
retailer.com. Links can be hypertext or pictures which, when 
clicked, send a command to the customers web browser to 
change the current page the customers web browser is view 
ing. Creatives 180", made through the creative module 180, 
are pictures or images that the advertiser 300 would like the 
affiliate 200 to use in marketing its products or services. In 
Some embodiments, the affiliate can link the promotional 
phone number with the creative 180', by using the creative 
modification submodule 45, see FIG. 25. The promotional 
phone number may be linked by embedding the number into 
the meta data or filename of the creative 180', physically 
editing the image of the creative 180' to display the promo 
tional phone number, or appending the promotional phone 
number to the top, side, or bottom of the creative 180". Either 
the customer dials the promotional phone number from the 
creative 180', or clicks on the URL, link, or creative which 
causes the customer's web browser to display the advertisers 
website 302 or initiate a call to a promotional number. 
0164 Ordinarily, when the customers web browser 
switches to the advertisers website, the advertiser's contact 
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information is displayed prominently on the website 302, so 
that if the customer decides to call the advertiser instead of 
buying online, the referral by the affiliate 200 is lost. To 
overcome this problem, an embodiment may be designed so 
that the link, URL, or creative passes an affiliate information 
object to the advertiser's website 302. This affiliate informa 
tion object may contain a variety of information which can be 
customized though the link customization Submodule 
described above. When this type of information is passed to 
the advertiser's website 302, the advertiser's website can 
determine which affiliate 200 caused the customer 400 to visit 
the advertisers website 302. The advertisers website then 
executes a contact information modulation routine (option 
ally downloaded from the system) which causes the website 
to display the promotional phone number selected by the 
affiliate 200. Thus, if the customer 400 calls the promotional 
phone number listed on the advertisers website the number is 
routed through an affiliate network 100 or control center 20 
and the affiliate 200 is given proper credit for the referral. The 
contact information modulation routine may be embodied as 
a Software package (optionally downloaded from the system) 
that causes the contact information on the advertisers 
webpage to change from their default values to a value speci 
fied by the affiliate information object. 
0.165. In some embodiments of the present invention, the 
contact information modulation routine may also validate the 
affiliate's 200 account information with the affiliate network 
100 or the control center 20. Advertisers may wish to validate 
the affiliate’s account before paying commissions to make 
Sure the campaign is still active and that affiliate is authorized 
to charge the advertiser 300 for referrals. 

Operating Environment and Process Flow 
(0166 FIG. 32 illustrates an example Affiliate Network 
Call Bridging System (ANCB system) 1005. The use of the 
terms Affiliate Network Call Bridging System and Perfor 
mance Marketing (PM) system are used interchangeably 
herein and have the same meaning. As illustrated, the ANCB 
system is connected or connectable to a plurality of consum 
ers/customers/users 400 and the user's mobile phones 1200. 
The mobile phones 1200 are connected to a phone (wireless) 
network 3000 and data network 4000. Optionally, wireline 
phones (not shown in FIG. 32) are connected to a phone 
(wireline) network 3000. Optionally, the Customer/User 400 
can access one or more data networks 4000 (e.g., web sites 
and associated web pages, the Internet or a corporate LAN or 
WAN) using their mobile telephone computing device 1200 
and/or their personal computer/user data terminal 1320. The 
data/computer terminals 1320 can be a personal computer 
having a monitor, keyboard, memory, and a data communi 
cation interface. In addition, the computer terminal 1320 can 
be an interactive television, a networked-enabled personal 
digital assistant (PDA) or the like. Optionally, the ANCB 
system includes the Affiliate Network 100 and Control Center 
20, see, for example, FIG. 1. 
(0167 As further illustrated, the ANCB system 1005 inter 
acts with a plurality of advertiser and affiliate computer/data 
terminals 1300 and 1310, respectively. The data/computer 
terminals 1300 and 1310 can be a personal computer having 
a monitor, keyboard, memory, and a data communication 
interface. In addition, the computer terminal 1300 and 1310 
can be an interactive television, a networked-enabled per 
sonal digital assistant (PDA), a smart/wireless phone 1500, 
tablet computer, or the like. The data/computer terminals 
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1300 and 1310 are connected to a data network 4000 (e.g., the 
Internet or a corporate LAN or WAN). The data network 4000 
includes wireline data networks (like the public Internet 
accessed using dialup or DSL/cable modems) and wireless 
data networks (e.g., wireless mobile and WiFi data networks). 
(0168 As further illustrated, the ANCB system 1005 inte 
grates with a plurality of customer service and/or sales agents 
200 via the phone network 3000 and data network 4000. 
Optionally, the agents 3200 have a wireline/wireless phone 
and/or a phone headset 220 used to communicate with cus 
tomers/user's 400. 

(0169. The ANCB system's 1005 servers 600 and 800 are 
interconnected either through Data Network 4000 or via a 
private Local Area Network (LAN) or private Wide Area 
Network (WAN)450—as shown by the solid line connections 
in FIG. 32. 
(0170 The ANCB system 1005 in this example contains 
centralized databases 900 and/or general-purpose storage 
area, optionally including, but not limited to, Some or all of 
the following: an advertiser, affiliate, affiliate network 
account database, configured campaigns and campaign 
attributes, phone numbers/addresses, call routing rules, call 
records, call recordings, advertising creatives information, 
etc. The detailed call transaction information associated with 
a call may include some or all of the following information: 
call signaling, call duration, call content (e.g., recording of 
call and conversion of recorded data), call type (e.g., inbound, 
outbound, fax, Voice), call routing, call bridging, call termi 
nation states (far-end, near-end disconnect), Voice prompting 
(e.g., IVR trees), caller interactions (including speech and 
dtmftone), and/or other information. The detailed call trans 
action may be stored in in databases 900 and/or general 
purpose storage areas. Optionally, the call transaction infor 
mation is provided or accessed for data mining. Optionally, 
the call transaction information can be used and/or integrated/ 
associated with internal and/or external databases 950 (using, 
for example, data network 4000) in order to, for example, 
collect additional information about a caller. Optionally, the 
stored data can be used in marketing campaigns to improve 
customer prospect targeting and the efficacy of the campaign 
(examples of implicit and explicit data collection are further 
described in the marketing automation section below). 
Optionally, the stored data can be used in retargeting market 
ing campaigns. 
(0171 The ANCB system 1005 in this example contains a 
phone server subsystem 600 with call and fax processing and 
call bridging capabilities. Optionally, the servers bridge calls 
between users, advertisers (e.g., advertiser's call center), and/ 
or third parties (e.g., an outsourced call center). User calls 
optionally are received by (inbound) or originated from (out 
bound) the phone server subsystem 600. Additionally, adver 
tiser/third party calls are received by (inbound) or originated 
from (outbound) the phone server subsystem 600. For 
example, a call center agent places a call to the phone server 
subsystem 600 and the phone server subsystem originates an 
outbound call to a user who expressed an interest in a product 
or service, or in response to a gesture on a web-page (e.g., 
click-to-call). These servers 600 optionally provide interac 
tive Voice response, Voice messaging, Voice recognition, text 
to-speech services, fax server features, and Voice message 
transcription to natural-language text. Optionally, the phone 
server's services (e.g., text-to-speech) utilized in a call are 
configurable (e.g., a specific interactive Voice response tree or 
sub-menu) and may be determined based on attributes of the 
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caller or called party or other call quality criteria (e.g., time 
of-day, terminal device of caller or called party, etc.). 
(0172. The ANCB system 1005 in this example contains a 
web server and general purpose server subsystem 800 with 
web serving and general computing capabilities. The ANCB 
system 1005 in this example optionally interfaces with (e.g., 
over a data network 4000) with one or more external web 
servers, including an Advertiser Web Server. Optionally, the 
ANCB web server(s) 800 host one or more web pages of 
publishers and/or advertisers. Optionally, the system 1005 
redirects users to an Advertiser's Web Server 850. Optionally, 
the system 1005 redirects consumers/users to an Advertisers 
Web Server where the redirect includes one or more phone 
addresses from a phone number pool. 
(0173. In this example, the ANCB system 1005 servers 600 
and 800 are optionally centralized at a given location, or 
distributed to a number of locations. The ANCB system 1005 
can be implemented as a standalone system (e.g., an ANCB 
system used by a number of service providers) or the ANCB 
system can be integrated into a service providers internal 
systems (e.g., an affiliate network). Optionally, the ANCB 
system 1005 is connected to a data communication network 
4000 and a wireline/wireless network 3000. The ANCB sys 
tem 1005 interconnects with the wireline/wireless network 
3000 using telecommunication interfaces (e.g., SS7) and via 
data communication networks 4000 using a secure router 
subsystem and an SMS server subsystem which optionally 
serves as a mail relay to transmit and receive SMS and MMS 
messages via a Short Message Service Center (e.g., an SMSC 
operated by a network carrier). 
0.174 As discussed above, there is a need to manage and 
track the sales/leads and conversion-to-purchase associated 
with advertisements. Certain example embodiments of a per 
formance marketing (PM) system described herein enable a 
business to track phone-based sales through unique call pro 
cessing techniques, number allocation, number pooling, web 
user interfaces, and reporting. In addition, certain embodi 
ments of the PM system can perform certain call enhance 
ments (e.g., interactive Voice response, call filtering, etc.), 
help manage call Volumes, and/or calculate affiliate/publisher 
payments. 
0.175 Generally, unique promotional telephone numbers 
(or other types of unique contact addresses) may be used to 
track performance across multiple media outlets. By utilizing 
unique phone numbers or other contact addresses, the PM 
system tracks the potential customer's experience from the 
initial advertisement, to conversion, (specific to a designated 
media outlet). For online, offline, and/or mobile advertise 
ments, a deeper level of tracking is available. By associating 
custom tracking parameter values that distinguish the 
attributes of the traffic source to the call itself, the user can 
then easily determine tracking granularity down to the indi 
vidual advertisement level. This method of online, offline, 
and/or mobile tracking can be applied to, for example, search 
engine marketing or any online ad placements. In order to 
function at a large scale, accommodating thousands of simul 
taneous users, entire “pools' or groups of numbers, termed 
“RingPools', are allocated to a specific online, offline, and/or 
mobile media outlet (e.g., paid search keywords). 
0176 The RingPool phone number acts as a “middle man’ 
joining the ad and its attributes to the call. The association of 
the RingPool phone number and the advertisement (e.g., a 
paid search ad) occurs dynamically at the time the advertise 
ment is rendered for display to a web surfer/consumer. When 
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a user clicks on an ad, a RingPool phone number is assigned 
(e.g., dynamically assigned) so that when the number is 
called, the ads attributes are collected. Upon completion, the 
call is reported in association with these attributes. 
0177. The performance marketing (PM) system phone 
number pool, RingPool, optionally includes toll-free num 
bers, long distance, and local phone numbers. Optionally, the 
phone numberpool includes phone numbers with extensions. 
Optionally, phone calls to the phone numbers can be domestic 
or international and can include landline, mobile, and VoIP 
numbers or other contact addresses. Optionally, phone calls 
to the numbers within the pool route through the PM system 
and terminate in various networks including landline, mobile, 
and VoIP networks. Optionally, the routed calls terminate in 
businesses (e.g., call centers) and/or to one or more user 
devices (e.g., wireline or mobile devices). 
0.178 Tracking a large quantity of phone numbers can be 
cumbersome, cost ineffective, and inefficient. RingPools are 
designed to allow for robust tracking over vast quantities of 
advertisements without requiring a 1:1 ratio of telephone 
numbers to advertisements. The PM system automatically 
and efficiently determines lifespan of the association between 
the ad and the RingPool number by factoring in average 
number of clicks and the average time a user stays on site 
(although human intervention may be used as well). 
0179. Optionally, phone numbers are only recycled/re 
used after all of the RingPool numbers have been used in 
order to maintain the association as long as possible and 
optionally the PM system only breaks the join/association 
between the number and the advertisement/keyword after the 
configurable, specified lifespan has expired. Optionally, the 
hierarchy of numbers used in the recycling process is deter 
mined by the amount of activity. Phone numbers with the least 
amount of activity (e.g., call activity) are recycled first while 
the most popular advertisements and number pairings are 
preserved. Once a certain amount (e.g., all) of the numbers 
within a pool have been used and the assigned minimum time 
has not been exceeded, the PM system selects a number, 
which is designated within the number pool, to serve as an 
“overflow' number. An aspect of the “overflow' number is 
that the call still goes through to the correct advertiser, but the 
fact that its coming in through the overflow number alerts 
advertisers (e.g., campaign managers) to the fact that they're 
out of numbers. 
0180 Optionally, phone numbers are not actually allo 
cated to the pool until needed. So, for example, a pool of 250 
numbers might only contain 100 actual phone numbers that 
were assigned for tracking at that instant; the remaining 150 
“slots’ in the pool of 250 would not be filled with actual 
phone numbers until later and/or when they are needed. This 
allows more efficient use of phone numbers in aggregate since 
not all pools in the system will have reached their full poten 
tial size at any given time. 
0181. When the numberpool is exhausted an alarm and/or 
notification (e.g., provided via a Web page, an instant mes 
sage (e.g., SMS, MMS), an email, a phone call, or otherwise) 
is optionally triggered alerting the user (e.g., a campaign 
manager) to increase the size of the RingPool. Optionally, the 
PM system uses other number recycling activity-based tech 
niques including but not limited to: round robin; last in, first 
out; first in, last out; highest activity; lowest activity; and/or 
other weighted distribution methods. Optionally, the PM sys 
tem can be configured to maintain the number association 
during the life of the campaign, even if the available numbers 
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within a pool exhausts (e.g., by configuring the lifespan of the 
join to exceed the length of the ad campaign). Optionally, the 
PM System determines using one or more number usage 
techniques if a RingPool is provisioned with an excess quan 
tity of numbers (e.g., if one or a group of numbers have never 
been used over a configurable period of time or if only a 
certain percentage of numbers within the number pool have 
been used over a configurable period of time). Excess num 
bers/phone addresses can be removed from the RingPool and 
made available to other RingPools. Optionally, numbers from 
a terminated RingPool are placed in an idle or reserved state 
for either a configurable period of time (e.g., 30 days), until 
the number of calls to the idle numbers falls below a config 
urable threshold, or other idle period management technique. 
Optionally, the PM system plays a reserved state audible 
prompt when a call is placed to a reserved state number (e.g., 
an out-of-service message). Optionally, the PM system deliv 
ers the call to a configured call center destination (e.g., as an 
alternative to and/or in addition to playing an out-of-service 
message) and a party (e.g., the PM System provider) may 
receive monetary compensation for delivering the call. 
0182 Optionally, the PM system provides a collection of 
detailed reports on calls for each advertisement and with the 
specific keyword or other parameters used to track it. Option 
ally, the PM system also provides the search engine and 
search String used when keywords are tracked. 
0183 The PM system manages the phone number alloca 
tion, call enhancements, and affiliate/publisher call tracking 
over the course of an advertisers campaign. There are several 
types of example campaigns and different combination of 
example campaigns described below. Campaign types may 
include but are not limited to: direct advertising a campaign 
supported by the PM system but not promoted by affiliates/ 
publishers; regular pay-per-call phone-based ad campaign 
promoted by affiliates/publishers; Cost-Per-Acquisition 
(CPA) phone-based ad campaign promoted by affiliates/ 
publishers in which payouts are based upon whether the call 
resulted in a sale; RingOut-outbound phone-based ad cam 
paign in which calls are placed to consumers. The PM system 
also supports pay-per-call campaigns in which a Network 
manager organizes and manages one or more campaigns on 
behalf of one or more advertisers. Further, the system sup 
ports bundled campaigns in which a user (e.g., a Network 
manager of multiple campaigns) provides publishers and 
affiliates access to more than one ad campaign that share a 
common theme or “vertical” (e.g. insurance) and the user 
configures the allocation of incoming calls (e.g., calls gener 
ated by publishers and affiliates) across the bundle of adver 
tiser campaigns. Optionally, the PM System further Supports 
syndicated campaigns, where calls cascade from one net 
work, advertiser, or publisher to another. The calls may 
optionally be connected using the public telephone network. 
In a preferred embodiment, the audio (orfax/data) streams are 
directly routed by the platform between the final end points, 
thus eliminating telecom costs for the intermediate call legs 
and also increasing audio (or fax/data) quality since there is 
no additional voice packet delay for the syndicated call legs. 
The platform can manage payouts and track payout qualifi 
cations such as across networks where it would not be feasible 
or cost effective for disparate systems to do so. Syndicated 
campaigns include ad campaigns syndicated or made avail 
able, to one or more Networks (described in further detail 
below). 
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0184 Advertisers can also set up campaigns where certain 
target budgets are established for a campaign and/or time 
periods within a campaign. Optionally, an advertiser may 
restrict the number of calls for a specified budget (e.g., thresh 
old dollar amount) and/or for a given period (e.g., a daily call 
cap budget). Optionally, specified budget allocations can be 
reset daily, weekly, monthly, or with budget replenishment. 
Warning notifications and confirmation notifications are 
optionally automatically sent to the campaign manager, and 
calls that exceed threshold caps may get blocked (e.g., with an 
announcement message) or re-routed until the specified reset/ 
replenishment occurs. 
0185. Optionally, a type of RingPool is made available to 
loyalty providers. Loyalty providers reward their customers 
who purchase certain goods and services with a currency 
which can be “cashed in by calling the provider's call center 
agents or by a customer accessing the providers web-site. 
Conventionally, it is challenging to track and reward loyalty 
members when they purchase a good or service by placing a 
phone call. 
0186 Loyalty providers use an identifier to track each of 
their members. The loyalty provider can put the loyalty iden 
tifier into a RingPool parameter, and optionally other infor 
mation of interest for tracking in additional RingPool param 
eters. When the member calls the RingPool number that has 
been assigned to them, the PM system is able to track the 
action so they receive proper credit for it in the loyalty pro 
gram. 
0187 Optionally, the RingPools configuration process 
(described below) can be simplified by having the PM system 
automatically (or by default) prompt loyalty member for their 
loyalty identifier. Optionally, when a caller enters their loy 
alty identifier, the identifier is stored in association with the 
caller's caller identification phone address. Subsequent calls 
to the Loyalty RingPool numbers can be streamlined for the 
caller; that is, the caller will not have to reenter their loyalty 
identifier. Optionally, rather than have the loyalty member 
enter their loyalty identifier, the loyalty provider makes avail 
able or uploads to the PM provider a listing of caller IDs/ 
members enrolled in the loyalty program. 

The Add New Campaign Module II 
0188 The description below describes another example 
new campaign creation module. 
0189 Regular Pay-Per-Call campaigns measure a variety 
of call characteristics to attempt to predict the conversion of a 
call. An advertiser selects the characteristics of calls that an 
affiliate or publisher has to meet in order to qualify for com 
missions. These include but are not limited to total call dura 
tion, call duration spent talking to a call center agent, keys 
pressed, commands or keywords spoken during the call, time 
of day of the call, region the caller was calling from, etc. 
0.190 Cost Per Acquisition (CPA) is another type of sales 
campaign, also known as Pay-on-Sale Campaigns, which pay 
out only if there was a sale, and optionally determine payout 
based on a percentage of the sale price. These campaigns 
enable advertisers to exclusively reward (e.g., pay compen 
sation for) the calls that drive revenue (although optionally 
fees can be paid for other calls as well). A CPA campaign 
utilizes integration between the advertiser's call center and 
the PM system and further incorporates certain modifications 
to the campaign creation steps which are described below 
following the description of the additional embodiment of an 
example Regular Pay-Per-Call campaign. 
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(0191). As shown in FIG. 5, the advertiser is provided the 
ability to add a new advertising/affiliate campaign using the 
“add new campaign’ module or button/control 23. The adver 
tiser 300 is presented with a form or a wizard tool which 
provides the advertiser 300 with eight submodules for provi 
Sioning a new campaign beginning with FIG. 39, the over 
view submodule. FIGS. 39-47 illustrate example user inter 
faces corresponding to these campaign creation Submodules. 
Fewer, additional or different submodules may be used. 
(0192. With reference to FIG. 39, in the Overview submod 
ule, the advertiser can enter campaign information Such as a 
campaign name in a campaign name field 3910. A campaign 
name may be used to identify the campaign for use by the 
advertiser or publishers. The advertiser can select a campaign 
type including, for example: Publisher promotion 3920 (or 
affiliate promotion), advertiser direct (internal) 3930, syndi 
cated (not shown in the figure), and RingOut (not shown in the 
figure). A campaign type selection control enables an adver 
tiser to restrict the type of campaign. In addition, an advertiser 
can select a campaign product or services category using a 
product or services category selection field 3940 and enter a 
campaign description in a description text field 3950. 
0193 A RingOut promotion/campaign type enables an 
advertiser to create a campaign that will cause the PM system 
to call a list of targeted subscribers. The phone addresses to be 
called by the PM system can be uploaded, a data store of the 
advertiser can be accessed to retrieve a phone number to be 
called when the call is made, or the targeted list can be 
inferred by previous caller/user actions and/or associated cri 
teria, for example “callers in the last 30 days who did not 
make a purchase'. 
0194 In an example embodiment, an inbound call (or an 
outbound call generated via a click-to-call instruction), for 
example, a Voice or fax call from a customer prospect to a 
RingPool number is placed on a RingOut list and the RingOut 
list is stored in a data store. Optionally, the RingOut list of 
phone numbers/addresses is used in one or more Subsequent 
RingOut campaigns. Optionally, the phone address of the 
customer prospect is only added to the RingCut list if one or 
more attributes/characteristics of the customer prospect/cus 
tomer meets certain criteria (e.g., implicit and/or explicit 
attributes discussed herein with respect to marketing automa 
tion). Optionally, the call treatment associated with the out 
bound call is modified, based at least in part, on the attributes/ 
characteristics of the customer prospect/customer. 
0.195 For example, if the customer prospect is a VIP (e.g., 
a significantly more desirable prospect than a typical pros 
pect), the system places a first outcall to an agent before 
originating a second outcall to the VIP (e.g., to ensure there is 
no delay when the VIP answers the call). In another example, 
rules are applied to customer/prospect attributes/characteris 
tics to determine, at least in part, how the call is to be routed 
or handled (e.g., which agent and/or call/sales center is going 
to handle the call). 
0196. In another example, IVR rules are applied to cus 
tomer/prospect attributes/characteristics to determine 
whether an IVR menu is to be played in the outcall, and if so, 
which IVR menu(s) are to be played. Optionally, in a RingOut 
campaign, an Interactive Voice Response flow can be config 
ured to branch conditionally based on the attributes/charac 
teristics of the prospect/customer. For example, if a prospect/ 
customer completes a form (e.g., a web form) on a company's 
web site or accessed via a company phone app, the customer 
prospect is entered into a RingOut campaign. In the cam 
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paign, the system originates an outbound call to the customer 
prospect and plays a conditional IVR branch (e.g., the system 
prompts "It appears you're interested in learning more about 
Product A, press one to transfer to an operator to learn more 
about Product A). Optionally, the conditional IVR branch is 
a parameterized template in which the information entered 
and/or selected in the form is dynamically inserted into tem 
plate prompt text at a marked location. For example, the 
parameterized template may be “It appears you're interested 
in learning more about form field data, press one to transfer 
to an operator. If the user had entered or selected “Product 
A via the form, the “Product A would be inserted into the 
template at the location marked “form field data. Optionally, 
the RingOut list is used in one or more Subsequent advertis 
er's marketing programs. 
0197) The PM system manages, tracks, records/logs, and/ 
or credits some or all outbound calls in a manner similarly 
described for inbound calls. For example, the call manage 
ment, tracking, and crediting process enables an advertiser to 
associate a commission payout with the publisher that caused 
and/or is associated with the original call. Further, the call 
management, tracking, and crediting process enables the pub 
lisher to tie any credit/commission payment back to the origi 
nal call so that the publisher can measure their program(s) 
effectiveness and use the information to modify, optimize, 
and/or customize their program(s) to improve their Return On 
Investment (ROI). Optionally, the PM system provides a fully 
customizable Interactive Voice Response session to the caller 
at the beginning of the outbound call to the subscriber/con 
Sumer. Optionally, a RingOut or outbound call campaign 
requires that called parties be presented an option to opt-out 
of a campaign and if this option is selected by a called party, 
remove their phone number from the outbound call list. 
Optionally, this is configured by default in the call treatment 
campaign configuration step described below. Optionally, the 
PM system presents one or more voice prompts to the caller 
and collects responses from the called party and does not 
connect the call to a call center. Optionally, the PM system 
initiates a second outbound call to a call center after certain 
criteria are met including for example: ringing, call answered, 
Voice menu presented, response to voice menu detected, spe 
cific response to Voice menu detected, fax received, etc. 
Optionally, the PM initiates a call to the subscriber/consumer 
first, initiates a call to the call center, and then bridges the two 
outbound calls. Optionally, the calling order is reversed with 
the outbound call to the call center placed first. 
0198 Optionally, a campaign can be restricted to adver 

tiser direct promotions only by selecting the Advertiser direct 
promotion only control 3930. Selecting Advertiser direct only 
prevents publishers and affiliates from viewing or accessing 
ad campaigns created by the advertiser. 
0199 Optionally, the product or services categories con 

trol 3940 enables publishers/affiliates to search for relevant 
campaigns by their type (insurance, travel, legal service, etc.). 
Optionally, the categories control 3940 includes a list of rel 
evant user selectable defined products and/or service catego 
ries. Optionally, the list includes an “other product' or “other 
service' category if the user is unable to find a relevant pre 
defined product or service. Optionally, the selection of an 
“other category causes a text entry field to be displayed in 
which a user can enter in their own service category. Option 
ally, the selection of an “other service category causes a 
notification to be sent to the PM system operator. These 
operator notifications can be used to trigger a campaign 
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review and/or an update to the pre-defined categories. Cam 
paign description text field 3950 enables advertisers to pro 
vide information to affiliate/publishers such as general infor 
mation concerning the campaign, one or more terms and 
conditions of the campaign, general information regarding 
the advertiser's products and/or services, general information 
about the target market for the advertiser's products and/or 
services, etc. Optionally, the text field 3950 includes a col 
lection of text formatting controls to manage font type, para 
graphing, etc. 
0200. The Overview submodule optionally also includes a 
promotional methods control 3960 which defaults to “all 
methods”. Optionally this promotional methods control 
enables an Advertiser to restrict the promotional methods 
used by publishers/affiliates for the campaign. Optionally the 
restrictions are merely informational requests to publishers/ 
affiliates. Optionally, there are web robots, bots, which run 
automated searches associated with publishers/affiliates to 
ensure conformance with the specified methods. Optionally, 
other methods are used involving publisher/affiliate audits 
using trained operators and third party agents. 
0201 Optionally, the promotional method control when 
selected generates a display listing online promotional meth 
ods 4005 (see FIG. 40) including but not limited to: 

(0202 General Content or Review sites 4010 that pro 
vides dynamic information and knowledge; 

0203 General display sites 4030 that are similar to Gen 
eral Content sites but content is more static; 

0204 Discount or Coupon sites 4020 that provides 
users with discounts for products and services; 

0205 Email sites 4040 that provides users with web 
based email; 

0206 Rewards or Incentive sites 4050 that provides 
users with rewards and/or incentives when visiting a site 
or using a product or service of a business; 

0207 Lead Form or Co-Registration sites 4060 that a 
user registers for a service or landing page related to 
promotional lead generation; 

0208 Search sites 4070 sites that users enter web search 
queries; 

0209 Social Media sites 4080 that users interact in an 
inter-personal or business networking environment; 

0210 Software sites 4090 that software or media is 
downloaded; and, 

0211. Other 4095 general catch all for web sites which 
do not fall into the categories described above. 

0212 Optionally, each category of promotional methods 
includes an “allow or do not allow control 4015. Optionally, 
the advertiser can specify in a note field 4017 next to each 
promotional method any caveats or special permissions 
required to promote using the site type. 
0213 Optionally, campaign expiration date controls on 
the web page enable an advertiser to specify an active cam 
paign time period. Optionally, a user selects the expire control 
3970 and enters an expected end date for the campaign or by 
selecting the calendar control and selecting a date on a cal 
endardisplay. Reaching the expiration date of an ad campaign 
caused the campaign to be no longer accessible or visible to 
publishers and affiliates. In addition, when a campaign 
expires, calls stop routing to the campaign's destination 
phone number and payouts to publisher and affiliates for calls 
end. Optionally, selecting the ongoing control 3960 removes 
any entered expiration data or time period on the campaign. 
Optionally, the Overview submodule includes a Next control 
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3980 which when selected by a user transitions control from 
the Step 1 Overview submodule to the Step 2 Call Treatment 
submodule. 

0214. In the Call Treatment submodule (Step 2), the 
Advertiser 300 can set how incoming calls are to be routed 
and the caller experience. Call treatment options help Adver 
tisers filter out calls for improved conversion rates. (See 
description of FIG. 14 for additional details on how incoming 
calls are to be managed including entering destination phone 
number to receive calls and configure SMS promotions.) A 
call treatment option includes configuring an Interactive 
Voice Response (IVR) tree, see FIG.33. Optionally, the Call 
Treatment submodule includes a record call control 3310 
which when selected by a user causes calls routed through the 
system to be audibly recorded. Optionally, the PM system 
administrator configures the minimum call recording length 
or the determination of lack of received fax. Optionally, call 
recordings or received fax pages below the minimum thresh 
old are deleted. Optionally, the recorded calls are made avail 
able to the user by a number of conventional methods includ 
ing by sending the user emails with attached audio (or fax/ 
data) files of the recordings, by an account display of all calls 
including the time of the call, length of the call, caller infor 
mation, audio (or fax/data) recording, etc., and by accessing 
the calls by calling the system and reviewing/listening to the 
recorded calls. Optionally, the recorded calls are transcribed 
using speech-to-text methods and the text messages are sent 
to the user via email or as described above in an account 
display of the calls. Optionally, important keywords (e.g., 
keywords designated by an advertiser) are detected in the 
audio and assembled into a “tag cloud for that call. Option 
ally, the PM system uses the “tag cloud for a call to deter 
mine the payout. Optionally, references to the content of a call 
and/or message herein include the transcription of the call 
and/or message into text. For example, the transfer of the 
content of the call and/or message may comprise in whole or 
in part the transfer of the transcription of the call and/or 
message. 

0215. In an example embodiment, received fax messages 
can be scanned (e.g., using Optical Character Recognition 
(OCR) and/or other document editing tools) for important 
keywords (e.g., keywords designated by an advertiser and 
assembled into a “tag cloud' for that call. Optionally, the PM 
system uses the “tag cloud for a call to determine the payout. 
Optionally, the reference to the content of a fax in this speci 
fication includes the text of the fax using, for example, OCR. 
For example, the transfer of the content of the call and/or 
message can be the transfer of the text of the fax. 
0216 Optionally, there are several standard options in 
configuring an IVR tree which include any combination of 
asking the caller a single question; asking the caller questions 
followed by a series of user responses; forwarding the call to 
a nearest call center (e.g., as determined by the PM system 
from a list of defined campaign manager call centers wherein 
the system uses, e.g., signaling information associated with 
the inbound call, to determine in the nearest call center or the 
caller's location information from a mobile device of the user 
to determine the nearest call center); forwarding the call to a 
single call center (e.g., a phone number); offer a text message 
(e.g., if the user is calling from a mobile device as determined 
by the PM System sending a text message to the user device or 
prompting the user to enter their mobile device number and 
then sending a text message); hang up; and, check a call 
condition. A call condition can optionally be checked to 

24 
Jul. 31, 2014 

invoke an IVR tree or options within an IVR tree (e.g., to 
allow for multiple tree branches). Optionally, calls can be 
routed and/or commissioned differently based on the user's 
responses to the IVR tree. 
0217 Optionally, an Interactive Voice Response flow can 
be configured to branch conditionally based on the keyword 
search term entered by the user and/or used in the search 
query. For example, if a customer prospect entered the search 
query “Product A and the user originates a call to a RingPool 
number associated with the displayed search results (e.g., 
calls or selects a click-to-call option), the system plays a 
conditional IVR branch (e.g., the system prompts "It appears 
you're interested in learning more about Product A, press one 
to transfer to an operator'). Optionally, the conditional IVR 
branch is a parameterized template in which the search/query 
term is dynamically inserted into template text. In this 
example, the parameterized template is “It appears you're 
interested in learning more about keyword, press one to 
transfer to an operator where the search/query term replaces 
keyword. 
0218. Other optional call conditions include region (see 
creating regions, FIG. 46), during business hours (see setting 
business hours, FIG. 45), phone type (landline or mobile as 
determined by the PM System), user device (e.g., Smartphone, 
tablet computer, iPhone, iPad, Android device, set top box, 
interactive television, etc.), general or specific demographics 
of the caller, general or specific psychographics of the user, 
holidays, number of call, number of calls within a given 
period, etc. Optionally, logic operators can be used to create 
combinations of conditions including, for example, in, out, 
during, after, and, or, not, greater than, less than, equal to, etc. 
An example combination of conditions is “in region or during 
hours'. 

0219. Optionally, an Interactive Voice Response flow can 
be configured to branch conditionally based on a resource 
URL. When that condition is reached during a call, the PM 
system will access that URL, passing it a set of parameters 
that describe the campaign that is executing and details about 
the call and the caller. The response returned from that URL 
is then used to determine whether to take the branch or not. 
Optionally, the response may be set to contain the phone 
number of a call center to connect the call to. This allows the 
service that is hosting the resource URL to use its own logic, 
data, and third-party resources such as other resource URLS 
to determine the best call center to direct that call to. For 
example, the service hosting the URL could put the call out 
for real-time bid and the highest bidder will receive the call. 
Another example is if someone who searches “University of 
Phoenix Portland Oreg.” and then calls the displayed number 
will optionally have their call routed to the Portland, Oreg. 
office for the University of Phoenix. 
0220 To setup a question/response IVR tree, the cam 
paign manager selects the 'Ask a question option in the 
scroll menu 4120. In response to the user selection, the PM 
system prompts the user to enter the text of the question in the 
text field 4130. The PM system converts the text to speech and 
the converted text is played to callers. Optionally, the PM 
system includes a play control 4140 which if selected by the 
manager plays the text entered in the field 4130. Optionally, 
for better quality prompts, professional prompt recordings 
can be uploaded and configured into the IVR tree. Optionally, 
the PM system displays a list of potential caller keypad entry 
responses to the question. Alternatively, a new set of controls 
4180 is displayed for each possible keypress. In this example, 
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the keypress 1 is a valid response to the question played to the 
caller at the start of the call. The manager configured the call 
treatment keypad 1 response by selecting the “forward to call 
center” option from the scroll menu 4140. The PM system 
optionally responds to the selection by displaying a play 
prompt first option check box control 4145 and a destination 
number or phone address field 4160 of the advertiser's call 
Center. 

0221. In this example, the manager selected the “Play 
prompt first control 4145 which optionally causes the PM 
system to display a text field 4150. The PM system converts 
the text to speech and the converted text is played to the caller 
if the “1” key is entered by a user during a call. Optionally, the 
PM system includes a play control 4155 which if selected by 
the manager plays the text entered in the field 4150. In this 
example, the manager configured the call treatment keypad 2 
response by selecting the "hangup' option from the scroll 
menu 4170. Callers selecting the keypad 2 response cause the 
PM system to hangup the call. Optionally, the last configured 
response option becomes the default action for any keypad 
responses not specified by the user or PM system support staff 
configure, on behalf of the campaign manager, any unspeci 
fied keypad response options. Optionally, a “New’ control 
4180 is displayed which when selected adds the next sequen 
tial keypad IVR response control to be configured. Option 
ally, the user interface includes a delete control 4190 which 
deletes the configured IVR response control. 
0222 Another standard Call Treatment configuration 
option is “forward to nearest location’. The advertising man 
ager provides the PM System with a list of geographic loca 
tions for call center locations (e.g., car dealerships, tax prepa 
ration centers, medical offices, etc.). If the “forward to nearest 
location' is activated, the PM system transfers the call to a 
location nearest the caller's geographic location. The location 
is determined by the PM System using, for example, a geo 
graphic inference from the caller's caller ID. Optionally, 
other methods are used. For example, a caller can be 
prompted to entertheir Zip code. Or, optionally, a guess can be 
made about caller location (inferring from their phone num 
ber for example) and the caller can be prompted to confirm or 
correct the region. The PM system can then determine by 
querying one or more databases the closest location nearest 
the user entered Zip code. In another example, the user may be 
calling from a mobile device with GPS/location features. If a 
PM system application is active on the mobile device, the 
application can optionally be queried by the PM System (e.g., 
identifying the device using the mobile device caller ID) to 
determine the user's location. The PM system can then trans 
fer the call to a location nearest the user's location. In another 
example, the PM system may access the location of the 
mobile device by accessing a third party system or third party 
database which is tracking the mobile device's location. As in 
the previous example, this information can then be used to 
transfer the call to the location nearest the user. Optionally, 
the campaign manager configures the IVR tree to interact 
with the user to, for example, ask permission to obtain the 
user's location information directly or from a separate data 
Source. To configure this option, the manager selects the 
“forward to nearest location using the At Start menu control 
scroll 4210, see FIG. 42. 
0223 Certain embodiments enable a user, such as a cam 
paign manager to specify a "forward to dynamic location' 
call treatment configuration option. By way of illustration, if 
the forward to dynamic location is selected, optionally, in 
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response to a call, the system queries one or more internal or 
external (e.g., accessed via a data network connection where 
the data store is optionally provided by a third party) data 
stores to determine a preferred or best available call routing or 
location to route the call (e.g., via a bridged outbound call). 
Optionally, information about the call is transmitted in asso 
ciation with the query including, for example, the caller's 
phone number and/or one or more implicit and/or explicit 
attributes. Optionally, in response to the query, the data store 
returns a phone address which is received by the system, or 
the system determines, based at least in part on the query 
response from the data store, where to route the call to (e.g., 
the most available call center or a VIP call center) and/or how 
to route the call. 

0224 Optionally, the manager can configure the PM sys 
tem to play a voice prompt to the caller before transferring the 
call or by selecting the Play prompt first check box control 
4220. The campaign manager optionally can configure the 
PM System to transfer to a geographic location with a speci 
fied distance in miles (although other measures of distance 
can be used as well including, for example kilometers). The 
campaign manager specifies the distance by entering in the 
number field 4230 the number of miles (e.g., 50). Optionally, 
the caller is asked to confirm the location they are calling 
about with an option to choose a different location. Option 
ally, the call is simply transferred to the system determined 
geographic location if the location is within the specified 
geographic radius. Optionally, the system allows the manager 
to configure an optional action if the caller is not within the 
specified radius. For example, the manager could configure 
an IVR sub-tree or branch. Optionally, the call is forwarded to 
a centralized or regional call center if the caller is not local to 
the nearest location by selecting the “Forward to call center 
menu scroll control 4250. As above, the PM system displays 
controls which enable the manager to play a prompt before 
transferring the call 4270, enter the voice prompt text to be 
played to a caller on transfer 4280, and enter the call center 
number in the phone address field 4290 (optionally, the phone 
number address field is pre-populated with the advertisers 
call center if for example the call center number is stored in 
the advertiser's account profile). 
0225. Another standard Call Treatment configuration 
option is “forward to call center. Optionally, the call is 
transferred without a Voice prompt. In this case, the call 
experience is simply a direct call transfer to the specified 
phone number. The PM system is transparent to the caller. To 
configure this call treatment, the campaign manager selects 
the “forward to call center option in the menu scroll control 
4310 and enters a destination number in the phone address 
field 592O. 

0226 Optionally, the call treatment submodule display 
includes a Call Forwarding control 4195 which configures the 
phone number displayed at the destination phone address for 
voice and/or fax calls. The default option is the display of the 
caller's original caller identification phone address. In 
response to the user selection of the Call Forwarding control 
4195, a Call Forwarding settings pop-up window or new web 
page is displayed, see FIG. 44. From the Call Forwarding 
settings a campaign manager can customize several forward 
ing options. The default forwarding option control 4410 con 
figures the Original Calling Party's phone address to be dis 
played at the campaign destination number (e.g., call center). 
A second control 4420 configures the publisher's promo 
tional phone number to be displayed at the destination num 












































































