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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:
(Al [v] 0%/0572008 =
Affiliate: To:
(Al [v] 0873072008 0
Promo Number:
Al ol Update
Campaign Performance

¥ ;
5% A 4 =A g &
&5 \ N 62

$12 ) 1M 3 =

$0 2 0
D T S P D PR @ P 2O 2 R P P
R R R R R R R R e ey
[aVolume sLow Quality sMedium Quality sHigh Quality|
Call Quality Campain Media Types Call Geography
High Manhattan, NY Denver, CO
Low Canton, IL
Merion Station, PA Unknawn
Medium Santa Barbara, CA

Summary] Details |

Campaign a [ Affiliate [Promo Number [ Call Count [ Total Payout [ Avg Payout [ % Payout]

8 Qutback Steakhouse - Santa Barbara [
Quthack Steakhouse Where2Gelil 866-683-5932 69 $233.00 3.38 98.7%
Subtotal: 69 233.00 3.38 98.7%

8 0utback Steakhouse - LA
Qutback Steakhouse i $0.00 30.00 0% =
Subtotal: 0 $0.00 $0.00 0%

& Quthack Steakhouse Gift Cards
Qutback Steakhouse Where2Getit 866-683-5991 1 3.00 3.00 1.2%
Subtotal; 1 3.00 3.00 1.2%

& Quthack Steakhouse Gift Cards B
Save your 401K Paul R 0 0.00 0.00 0% v
Total: 70 236.00 3.00 100%

FIG. 6
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'Reporting
Campaign; From:
(Al [v] 09/05/2008 =
Affiliate: To:
(Al [v] 0973012008 O
Promo Number:
(A ol Update
Campaign Performance
%gg 15
12
5 $36 A o 4 9 2
B N 6 2
$12 U 1 3=
$0 0
S PO RPERD DD ORE DD EDDDD DD
B T T T T S R S A A P A A DA RN S SN SRS NN
B R R R R R R R R R AR oy
[aVolume aLow Quality aMedium Quality aHigh Quality|
Call Quality Campain Media Types Call Geography
High Manhattan, NY Denver, CO
Low Canton, IL
Merion Station, PA Unknown
Medium Santa Barbara, CA
Summary] Details]
Campaign [ Affiliate [ Media Type [ Call Quality [Payout [City [State [CallerID  [DatefTime |
@ Qutback Steakhouse - Santa Barbara -
Outback Steakhouse Where2Getit Internet Medium §3.00 883-063-40" 9/16/08 4:03 pm
QOutback Steakhouse Where2Geit Internet Medium $300 SB  CA 805-680-12**  9/16/08 3:24 pm
Qutback Steakhouse Where2Getit Intemet  Low $1.00 241-879-22** 9/16/08 2:25 pm
Qutback Steakhouse Where2Getit Internet Low $100 MS PA 510-667-42  9/16/08 3:30 am .
QOuthack Steakhouse Where2Getit Internet Low $100 8B  CA 805-680-12*  9/15/08 9:21 pm B
Quthack Steakhouse Where2Getit Internet  Medium  $3.00  MH  NY  212-380-93" 9/15/08 4:53 pm
Outback Steakhouse Where2Getit Internet  Medium  $3.00 8B CA  805-680-12* 9/15/08 4:51 pm
Outback Steakhouse Where2Getit Internet  Low $1.00 DV CO  303-835-21** 9/15/08 2:13 pm
Outback Steakhouse Where2Getit Internet Medium  $3.00 SB CA  B05-880-12** 9/15/0811:48am [T
Qutback Steakhouse Where2Getit Internet Low §1.00 MS PA 510-667-42* 9/15/08 11:48am  [¥]
Qutback Steakhouse Where2Geit Internet High $5.00 MH NY 212-380-93"  9/15/08 5:58 am
Outback Steakhouse Where2Getit Internet High $5.00 SB  CA 805-680-12**  9/15/08 5:13 am

FIG. 7
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:[_\ RingRevenue Track calls like dlicks. | Home | Campaigns | Reports | Account | Help | Logout |

V
Ed |t Campalgn rStep 4: Call Treatment
¢ \ Select either single destination or IVR tree for caller experience
Step [Single Destinafion] [IVR Tree]
>>1. Overview 1 49F
>> 2. Call Pricing
>> 3, Target Regions
(>>4. Call Treatment ) This is the advertiser's IVR system. To reach Agent 1, |
>>5. Hours press or say one. To reach Agent 2, press or sat wlo. ]
>> 6. Target Profile 749
>> 7. Keywords Press 1 [Connect |+ —-71495
>>8. Creafives Now connecting to Agent 1's work phone |4
M \
[705-561-62xx /4% / 4957
Press2 (Meny___Tv]— "%
To reach Agent 2's work phone, press or say one, | 2|
To reach Agent 2's cell phone, press or say two ] \\
748/
Press 1 [Comeat _[v}— 7 #97
Now connecting you to Agent 2's work phone. | A
[v]
[B05-T17-37xx |7 4%
Press2 [Connect [+
Now connecting you to Agent 2's cell phone. A
v ]
[805-186-35xx
Add new route
Add new route } 49e
4 Record Calls

749

FIG. 15



US 2014/0214530 A1

Jul. 31,2014 Sheet 16 of 74

Patent Application Publication

97 DILD

O£9/~(aN)
oz8/ __(#] (epeued 3 gn) awil e (00:80 - L))
— 8U07 S|
019/ T . ‘
— B [wd 00:¢] [we 00:g] epines
0O [wd gp:g] we 00:g hepuy
0O [wd gp:g] we 00:g Aepsinyy
m| fud gp:g] wego:g]  Aepseups SaAJBalY) g <<
0O E wie 00:8 fepsan| spiomAey 4 <<
- apjoid 196iB] g <<
, a E We 00:8 fepuoy SINOY ' <<]
9097~ ja wd gorg Le 00:3] Aepung jusuieal] [[D f <<
Bwo_o_ omo_o_ uado _ feq suoibey 19bie] g <<
Build |8 'Z <<
MBIAIBAQ ' <<
SINOH 9ldads daig
uorreiedg /7 O
uojesadg Jo sioK ' deig cm_maEmo MBN
\>—J
| 10607 | dleH | unoday | spodey | subredwes | swoy | "SYoI19 o) 120 YoeiL anuaAsYy m:_m_

B

t

816009 ) [P o (& 2¢

(@ sien yoeu] - anusnaybury (O |

80} /sIrioy/ubledwza"Jasiaapeywod-anuaraibulrmwyzsdpy ) ) (8) (%) (@) ﬂgav

o

Y217 9Y17 SlIeD) Yael - anuaasyBury

(0] 0]0)




US 2014/0214530 A1

Jul. 31,2014 Sheet 17 of 74

Patent Application Publication

21 DI

woyBugens O | O
SOAjRaI) 'g <<
Mgz O splomAay “/ <<
uopeanp3 O alyoid yebue] *9<<)
SINOH "G <<
smess ewey O V A Juswieal] |89 “f <<
awoau| poyasnoy O suoifiay 10bie] "¢ <<
Buialid [IeD "7 <<
aby O MAIMBAQ °| <<
ispueny O | daig
spiald 1y moys 00—
| alioid 1bieL g daig | ©9 cm_maEmO 1IP3
A
7 =
_ 1n06o7 _Q_m_.__ JunodY _ sjoday _ subredwe? _mEo_.__ "$Ya1|2 Y] SJ[8a yoBl | ®3c®>®m m:_m




Patent Application Publication

Jul. 31,2014 Sheet 18 of 74

US 2014/0214530 A1

RlngRevenue Track calls like clicks. |Home| Campaigns | Reports | Account |Help| Logout |
VI
Ed|t Campalgn (Step 6: Target Profile
’ ) &4 Show All Fields
Step O Gender
>> 1. Overview Nene Low Medium High
>>2. Call Pricing 763 | Male 0 ,
>> 3, Target Regions Female 1} .
>> 4. Call Treatment O Age i .
>> 5. Hours None Low Medium High
: 18-24 d0 5
(>> 6. Target Profile ] 2534 0
>T1. Kewards 35-44 0 .
>>8. Creatives 45-54 q0 ,
\ 55-64 =); >
65+ q1 5
O Household income
None Low Medium High
$0-30K I} 5
$30-60K 1} 5
$60- 100K A1} 5
$100K+ qd0 )
O Marital status
None Low Medium High
Married =[); 5
Single q0 5
O Education
None Low Medium High
No College q0 >
College = ]; >
Gradudate School T} >
O Ethnicity
None Low Medium High
Caucasian <[} 5
Adrican American (T} 5
Asian =(1; >
Hispanic =[; >
Other =[] 5
764—10 Calling from
None Low Medium High 7455
Mobile = 1; >~
Landline - Home T} 5
Landline - Buisness {1} >
~766

FIG. 18
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( Reporting
Campaign: From:
[H&H Test! [+] [10/13/2008 ]
Promo Number: To:
(Al [v] [10/20/2008 ]
Update
Campaign Performance
ﬁé‘é :
2%
j=] =
8§14 /a\\ =
$0 P \\= — = 0
S % i & N & Ny N
S O
[=Volume =Low Quality aMedium Quelity =High Quality|
Call Quality Campain Media Types Call Geography
Business i
Low Publication Arlington, VA
Medium
. Newspaper ;
460 High Local Baltimore, MD
Summary] Details |
Campaign a [ Promo Number [Call Count | Total Payout |Avg Payout | % Payout
B H&H Test
H&H Test ! 866-683-1952 2 $60.00 $30.00 66.6%
H&H Test ! 866-683-1958 1 $30.00 $30.00 33.3%
Subtotal: 3 $90.00 $30.00 1%
Total: 3 $90.00 $30.00 100%
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( rReporting
Campaign: From:
[H&H Test | [v] [10/13/2008 (Ol
Promo Number: To:
(Al [v] (1072072008 o
Update
Campaign Performance
¥ :
5
S Ke)
<514 L~ 1=
$0 P \\= — - 0
S & & & & & & &
RO S
[=Volume =Low Quality =Medium Quality =High Quality|
Call Quality Campain Media Types Call Geography
Business i
, Low Publication Arlington, VA
46X .
Medium
High lﬁloe(g?paper Baltimore, MD
Summary | Details |
Campaign | Media Type | Call Quality] Commission| City [ State | Mobile | Duration | Date/Time »
B H&H Test !
H&H Test! Newspaper; Local  Low $30.00 Baltimore MD  False (0:56 10/18/08 7:13pm
H&H Test ! Buiness Publication Repeat  $0.00 Arlington VA False 1:00 10/14/08 11:07pm
H&H Test! Buiness Publication Medium  $560.00 Adington VA  False 0:59 10/14/08 10:46pm
N

FIG. 27
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Rlng Revenue Track calls like clicks. | Account | Help | Logout |
ha Vs
V
(" [ advertiser Campaign Visibility
Advertiser | Campaign | Visible to |
Baby Fans BabyFans - Direct Mail Od 2 [
Y Y afflliates 25
Baby Fans BabyFans - Email a ¢
affiliates
Baby Fans BabyFans - SAS Card o 14
affiliates
Baby Fans Test 4l
affiliates
H&H H&H Test! [} all
affiliates
Intuit Intuit Accountant Bl
affiliates
Intuit QuickBocks Paint Of Sale B al
affiliates
Intuit Quicken 2009 [Z |
affiliates
Merill Lynch Merrill Lynch &l
affiliates
. ) [ Merill Lynch RingRevenue - Affiliate Summit 4 ol
56°< afflllates
Outback Steakhouse Outback Steakhouse - Santa Barbara =l
affiliates
QOutback Steakhouse Outback Steakhouse - LA 4 ol
affiliates
Outback Steakhouse Outhack Steakhouse Gift Cards Al
afflllates
Qutback Steakhouse Save your 401K @ ol
affiliates
Scott Herriman Ad Pro Production Test 866-683-1041 M ol
affiliates
Scott Herriman Ad Pro Save - Infastructure Test 866-683-1043 4 ol
affiliates
Top Cash Flows Top Cash Flows =l
affiliates
University of Phoenix University of Phoenix & ol
affiliates
WineSmith WingSmith ([ al
affiliates
L (Done)

FIG. 29
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METHODS AND SYSTEMS FOR
PROCESSING AND MANAGING
COMMUNICATIONS
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part of U.S. patent application Ser. No. 13/828,623, filed Mar.
14, 2013, now U.S. Pat. No. 8,577,016, which is a continua-
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which is a continuation of U.S. patent application Ser. No.
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8,238,540 which is a continuation-in-part of U.S. patent
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claims the benefit under 35 U.S.C. 119(e) of U.S. Provisional
Application No. 61/095,255 filed Sep. 8, 2008, U.S. Provi-
sional Application No. 61/107,269, filed Oct. 21, 2008, and
U.S. Provisional Application No. 61/161,654, filed Mar. 19,
2009, the contents of which are incorporated herein by refer-
ence in their entirety.

COPYRIGHT RIGHTS

[0002] A portion of the disclosure of this patent document
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-
ever.

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 call back. 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 ad’s 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 prospect’s gender; and,
optionally wherein a customer prospect attribute is the cus-
tomer prospect’s 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] Anexample 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] Anexample 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] Anexample embodiment provides a method of pro-
cessing call information, comprising: storing in computer
readable memory call quality rating criteria; receiving at a
call bridging 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 advertiser’s 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] Anexample 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 number pool 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-
tem a second inbound 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 ofthe 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 number pool 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 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
number pool is not assigned; assigning an unassigned address
from the phone address number pool 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-
ber pool 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-
lisher for 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
atathird 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
number pool 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, ifthe
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 publisheris 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, over a 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 part in response to a media buyer purchase of a firstadword;
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 second adword; 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
ormore 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] Anexample 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 customer for 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
ofa caller; storing the calling party identification of the caller
in association with an account of the customer prospect;
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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
ormore 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
ofa 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] Anexample 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; 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
callin 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
acomparison, 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
acomparison, 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 part a 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 ofthe 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, URL’S 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] Incertain 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] Incertain 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] Incertain 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] Incertain 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] Incertain 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
network’s 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 meta data of the creative, edited
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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
atacall 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 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 or an 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

Jul. 31,2014

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
akeyword 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 advertiser’s 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 advertiser’s 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
ata call bridging system coupled to a data and voice network,
arequest 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, wherein a 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.

[0081] FIG. 21: is an illustration of an example embodi-
ment of the home screen of an affiliate.

[0082] FIG. 22: is an illustration of an example embodi-
ment which illustrates the campaign viewing module.
[0083] FIG. 23: is an illustration of an example embodi-
ment which illustrates the campaign acceptance module.
[0084] FIG. 24: is an illustration of an example embodi-
ment which illustrates the number selection submodule.
[0085] FIG. 25: is an illustration of an example embodi-
ment which illustrates the creative modification submodule.
[0086] FIG. 26: is an illustration of an example embodi-
ment for viewing report information of the affiliate.

[0087] FIG. 27: is an illustration of an example embodi-
ment for viewing alternate report information of the affiliate.
[0088] FIG. 28: is an illustration of an example embodi-
ment of the home screen of the affiliate network.

[0089] 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.

[0095] 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 anillustration, 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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[0123] FIGS. 73-74: illustrate another example operating
environment/process for a communications system.

DETAILED DESCRIPTION OF PREFERRED
EMBODIMENTS

[0124] Methods and systems are described for facilitating
communication-related tracking and processing.

[0125] 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 call an
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.

[0126] 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, i10S device,
Android device, set top box, etc.) is coupled to an affiliate via
an affiliate system 200 (which optionally hosts a website ona
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 a frontend 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).

[0127] 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.

[0128] 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.

[0132] 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.

[0134] Whenthe affiliate network operator logs in the affili-
ate network 100 (see F1G. 1A), the operator is presented with
ahome 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 network’s computer may be the same as the home screen
user interface 200' of the affiliate, an example of which is
illustrated in FIG. 21.

[0135] 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).

[0136] The Add New Campaign Module

[0137] 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.

[0138] 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.

[0139] Inthe 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 difter-
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
transfer a 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 S 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.

[0141] 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 [VR 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 1494. Upon pressing
“one” in the embodiment shown in FIG. 15, the backend 12
will connect 1495 the calling consumer 400 with Agent 1 by
bridging the call to Agent 1°s telephone number 149¢. Press-
ing “two”, will bring up a new menu 1494 which allows the
calling consumer 400 to call either Agent 2’s cell or work
phone. The “add new route” button or hyperlink 149¢ 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 data bases.
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] Inthe 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

[0147] 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.

[0148] 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 ofthe 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

[0149] 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 can assign 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, 1D, the campaign name & 1D, 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 advertiser’s 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, F1G.
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] Oncethe 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 48q 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 FI1G. 22, the affiliate can click on
the check box 485 and click the agree button 48¢ 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
advertiser’s 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 customer’s web browser to
change the current page the customer’s 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 advertiser’s
website 302 or initiate a call to a promotional number.

[0164] Ordinarily, when the customer’s web browser
switches to the advertiser’s 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 advertiser’s website 302. The advertiser’s 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 advertiser’s 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 advertiser’s
webpage to change from their default values to a value speci-
fied by the affiliate information object.

[0165] 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



US 2014/0214530 Al

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
datanetworks (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-
tomer’s/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
dtmf tone), 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 Advertiser’s
Web Server where the redirect includes one or more phone
addresses from a phone number pool.

[0173] Inthis 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 provider’s 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).

[0174] 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.

[0175] 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] TheRingPool 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 ad’s 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 number pool 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).

[0178] 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 ofthe 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 it’s 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 number pool 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 advertiser’s 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 apreferred embodiment, the audio (or fax/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 provider’s 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 11

[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.
[0190] 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] Withreference 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 RingOut 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.

[0195] For example, if the customer prospectis 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
orhandled (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] Generaldisplay 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] Searchsites 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-
endar display. 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
Adbvertiser 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
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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, FI1G. 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
ifthe “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 staft
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 enter their zip code. Or, optionally, a guess canbe
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
anIVR 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 advertiser’s
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 5920.

[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-
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ber (which optionally can include local, long distance, inter-
national and toll-free phone addresses).

[0227] A third control 4430 configures the PM system to
display a campaign manager specified caller identification
number for all calls. For example, a campaign manager can
optionally replace the caller’s caller ID with the number
212-555-5555 by entering the phone address 212-555-5555
in the field 4435. If a customer calls a promotional number
associated with the campaign from the number 805-645-
1234, the caller ID displayed to the call center agent would be
212-555-5555 and not 805-645-1234. A fourth control 4440
configures the dynamic replacement of digits in the caller’s
number with one or more fixed numbers. The campaign man-
ager specifies in the field 4445 the fixed numbers and their
position in the number string leaving the caller’s original
numbers in the non-specified positions (marked with an X).
For example, if a campaign manager would like to replace the
area code in all calls with the fixed area code 212 and other-
wise retain the original caller’s number, the campaign man-
ager enters 212-XXX-XXXX in the field 4445. If a customer
calls a promotional number associated with the campaign
from the number 805-645-1234, the caller ID displayed to the
call center agent would be 212-645-1234. Optionally this can
be a Session Initiation Protocol (SIP) address and/or optional
SIP values, rather than a phone number. This feature, for
example, enables replacing the caller ID with a unique
numeric 1D that can be used later to match up call records
(such as to determine pay-on-sale) but does not disclose the
actual caller ID. Optionally, the call forwarding web page
includes an update control 4450, which if selected by the
campaign manager updates the manager’s selection in the PM
system database.

[0228] Optionally, the Call Treatment submodule includes
a Next control 4198 which when selected by a user transitions
control from the Step 2 Call Treatment submodule to the Step
3 Hours submodule. Optionally, the Call Treatment submod-
ule includes a Previous control 4197 which when selected by
a user transitions control from the Step 2 Call Treatment
submodule to the Step 1 Overview submodule. Optionally,
the Call Treatment submodule includes a Jump To control
4199 which when selected by a user transitions control to any
of the campaign creation submodules.

[0229] From the Hours submodule (Step 3), the user can set
the hours of operation when the campaign destination is avail-
able to answer calls (e.g., call center hours of operation), see
FIG. 45. For a description of the Hours submodule controls
see related description of FIG. 16. Optionally, the controls to
set hours by day of the week is displayed when the 24/7
default control 1640 is unselected. Optionally, the time zone
control 1620 defaults to those of the campaign manager.
Optionally, the PM system can dynamically route calls to one
or more different call centers depending upon their respective
hours of availability, agent availability, conversion rates, call
durations, or other feedback from the call center(s) either
directly or as inferred by the system and/or system operation
staff, etc.

[0230] From the Target Regions submodule (Step 4), an
advertiser 300 can specify the areas within the geographic
region (country, state, city, etc.) from which they prefer to
receive voice and fax calls, see FIG. 46. Optionally, call
pricing/payouts can be based at least in part on these regions.
Optionally, the Target Regions display includes a control
4610, which does not place any restrictions on inbound calls.
All calls within the U.S. and Canada are accepted and routed
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to the configured destination phone address (although certain
specific calling numbers may be blocked). Optionally, the
Target Regions displayed include a Choose Target Region
control 4620 that if selected displays controls and editable
fields. These controls enable a manager to optionally specify
preferred regions in which publishers/affiliates payouts are
adjusted. Optionally, each target region includes a target
region title text field 4630 which enables a user to specity a
title for a target region. Optionally, each target region can be
narrowed to a state or province or city (or other region subset)
by selecting the select Target Region Type control 4640.

[0231] Optionally, depending upon the Target Region Type
selected, a second control is displayed to the campaign man-
ager in response to the selection. If a State or Province is
selected, a select State control 4650 is displayed which
includes a predefined list of States. If a City is selected, a
select City control 4660 is displayed which includes a pre-
defined list of Cities/States. Optionally, the user interface
includes a control 4670 to add additional target regions.
Optionally, the user interface includes a control 4680 to delete
preferred target regions. Optionally, the user interface
includes a control 4690 to add new named regions. Option-
ally, a campaign manager submits or uploads a list of
approved geographic areas (e.g., area codes or zip codes)
which are used by the PM system. Optionally, these are sub-
mitted to the PM operations personnel for uploading. This
uploading eliminates the task of manually entering hundreds
or thousands of approved geographic areas. Optionally, the
user interface includes submodule navigation controls 4697,
4698, and 4699 as described with respect to FIG. 41.

[0232] Inthe Payout submodule (Step 5), a user/ Advertiser
300 can set the pricing for calls. A base payout (e.g., com-
mission paid on a call) can be specified in addition to bonuses
if certain criteria are met. Enabling an Advertiser to specify
payout criteria allows the Advertiser to pay out only for
“good” calls, thereby encouraging more of them. The Payout
submodule includes a Base Payout dollar entry field 4710.
The amount entered by the user determines the payout to a
publisher/affiliate if a condition to the right of the payout field
has been met. The Payout submodule also includes a text
entry condition field 4720 in which one or more conditions
can be specified for an established payout fee. Conditions
optionally include but are not limited to: the period of time
from receipt of a call to the termination of the call by the
calling party; the period of time from receipt of a call to the
termination of the call by the called party; the period of time
from receipt of a call to the termination of the call by the
calling and called party; the period of time from receipt of a
call to the termination of the call by the calling or called party;
the period of time beginning after call origination from the
PM system to a destination number until call termination by
the calling party; the period of time beginning after call origi-
nation from the PM system to a destination number until call
termination by the called party; the period of time beginning
after call origination from the PM system to a destination
number until call termination by the calling and called party;
the period of time beginning after call origination from the
PM system to a destination number until call termination by
the calling or called party; the period of time beginning after
receipt of answer at the destination number until call termi-
nation by calling party; the period of time beginning after
receipt of answer at the destination number until call termi-
nation by called party; the period of time beginning after
receipt of answer at the destination number until call termi-
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nation by calling and called party; the period of time begin-
ning after receipt of answer at the destination number until
call termination by calling or called party; the Target Region
from which the call originated; the Target Region from which
the call terminated; the Target Region from which the call
originated and call terminated; the time of day the call was
received by the PM system; if the call was received by the PM
system during specified business hours; if the call originated
from a landline network; if the call originated from a wireless
network; the type of device the call originated from (e.g.,
smart phone, tablet computer, etc.); the application(s) the
caller may have originated the call from on their calling
device; the application(s) running on the device at the time the
calling device originated the call; the GPS location of the
calling device at the time the call was originated; if' a coupon
or discount was associated with the promotion; if the call
originated from an area in proximity to a location of the
advertiser; if the caller was sentan SMS withina configurable
period of time, if the caller allowed access to certain private
data (e.g., age, marital status, credit information, etc.); pay-
ment method of associated transaction (e.g., credit card, bill-
to-phone bill, Paypal®, checking account, etc.), if a fax mes-
sage was received, the number of pages of a received fax,
identified keywords within a fax, fax form completion per-
centage, fax purchase order, fax signature page, etc.

[0233] Conditions also optionally include call results
received from the call center (e.g., if the call converted, sale
amount, etc.). Optionally, the payout amount can also be
conditioned, for example, as a percentage of a sale amount.
Optionally, the conditions described above can be combined
in determining the base payout using logical conjunctions
(And, Or) and logical disjunction (Not) phrases. Optionally,
the user interface includes a condition control 4730 which
allows an Advertiser to select from a list of predefined con-
ditions and conjunctions to create the desired payout condi-
tion. Optionally, the set of condition controls includes a Done
control 4740 which signals to the PM system the user has
completed the payout condition statement. Optionally, after a
condition has been defined and the Done control selected, the
display lists the payouts (regular and bonus) and their asso-
ciated condition(s). Optionally, the user interface includes an
edit option (not shown in FIG. 47) which if selected allows a
user to edit their condition and/or payout. Optionally, the user
interface includes a delete option (not shown in FIG. 47)
which if selected allows a user to delete a bonus payout.

[0234] Optionally, the Payout submodule includes a Bonus
control 4750. Bonuses are payouts (or commissions) for calls
added on top of the base payout if the condition(s) are met.
For example, a call which meets a base condition, a first bonus
condition, and second bonus condition receives a payout
equal to the base amount plus the first bonus condition
amount plus the second bonus condition amount. Structur-
ally, the configuration display and controls for bonuses are the
same as that described for Payout; there is a bonus dollar field
and an associated configurable condition(s). Optionally, the
Payout submodule includes a configurable repeat caller time
period (e.g. hours, days, weeks, months, etc.) restriction con-
trol 4760; a fraud protection mechanism designed to prevent
callers from gaming the system by repeatedly calling the
advertiser in order to accrue payout revenues. Optionally, the
user interface includes submodule navigation controls 4797,
4798, and 4799 as described in FI1G. 41.

[0235] From the Target Profile submodule (Step 6), the
advertiser can select from a range of caller profile attributes to

Jul. 31,2014

enable publishers to better target their promotions at a pre-
ferred audience, see FIG. 48. Optionally, the Target Profile
specified is informational and not enforced by the PM system.
Optionally, the Target Profile criteria is considered when
deciding whether to transfer a call to the campaign’s destina-
tion phone address. Optionally, the Target Profile criteria is
used in determining payouts/commissions to publishers and
affiliates. The Target Profile submodule can be used to target
customers by gender, income, marital status, etc. and option-
ally set a hierarchy within each field. For a description of the
Target Profile submodule controls see related description of
FIG. 16. Optionally, the user interface includes submodule
navigation controls 4897, 4898, and 4899 as described in
FIG. 41.

[0236] Optionally, advertisers provide creatives (e.g.,
advertisements, including, for example banner ads) for the ad
campaign they create. These creatives are available for use by
publishers and affiliates and are uploaded in the Creatives
submodule (Step 7). An advertiser can upload one or more
creatives and one or more types of creatives. Optionally, any
previously uploaded creatives are also displayed and the cam-
paign manager can select them to be included in the cam-
paign. Optionally, the PM system displays a default Ad iden-
tifier 4910, for example, established during account creation.
Ad identifiers are used, for example, to identity a creative and
for tracking/reporting (e.g., to determine which landing page
to send the online user to as described below). Optionally, the
campaign manager edits the default Ad identifier to create a
unique identifier for each uploaded creative. The latter
enables an Advertiser to get more refined feedback on the
effectiveness of individual creatives.

[0237] To add a new creative, the user first selects the type
of creative to upload by selecting the creative type control
4920. The creative type control includes a predefined list of
creatives including but not limited to: Images (various sized
online banners), text, emails (html), print (hi-def images),
video, facsimile, and audio files for radio and network tele-
vision commercials. Optionally, once a creative type has been
selected, contextual fields and controls relating to the type of
creative to beuploaded are displayed. In the case of uploading
a banner, a creative description text field 4930 is displayed.
The campaign manager enters a word description for the
creative to make it easier to refer to. Optionally, a choose file
control 4935 is displayed in the Creatives submodule which
enables the manager to choose a file from the memory of the
device they are accessing the PM system from. Optionally, a
source file upload control 4950 is provided on the web page
for a higher quality creative upload. Optionally, the default
AdID is displayed in an editable text field 4960. The user has
the option to modify the Ad ID in order to create a unique Ad
ID for the Ad. Once a file has been selected for uploading, the
user can optionally select the upload control 4940 which
causes the upload of the file to the PM system. Optionally, the
Creative Module displays a list of creatives 4970 which have
previously been uploaded by the advertiser. If the user selects
the check box control 4970, the creative is associated with the
campaign. Optionally, the user interface includes submodule
navigation controls (not shown) as described with respect to
FIG. 41.

[0238] [Advertisers can place a “call to action” or phone
number on a piece of creative, and the PM system will serve/
replace the correct phone number into that piece of creative.
Also, with networks that have TV or radio creative, in addi-
tion to providing them with a unique phone number per cre-
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ative we also provide them with a unique URL they can
include in those ads which includes the underlying publisher
phone number in the URL so the PM system can credit those
web-based transactions back to the correct lead source.]
[0239] In the Visibility and Approval (Step 8) submodule,
an advertiser can dictate which publishers can view and apply
for the campaign, see FIG. 50. In addition, the Visibility and
Approval submodule enables a user to configure how each
applicant is approved for a campaign. The Visibility and
Approval submodule optionally consist of two sets of three
controls. The first set of controls is used to configure which
publishers and/or affiliates are allowed to access the cam-
paign once it is live. The first control 5010 in the first set of
controls makes the campaign available to all publishers and/
or affiliates in the PM system. The second control 5020 in the
first set of controls makes the campaign available to all pub-
lishers and/or affiliates that have been approved by the adver-
tiser in other campaigns. The third control 5030 in the first set
of controls makes the campaign only available to publishers
and/or affiliates who have been specifically invited by the
advertiser. The second set of controls illustrates how cam-
paign applicants are approved. The first control 5040 in the
second set of controls configures the system to automatically
approve all applicants to the campaign. The second control
5050 in the first set of controls configures the system to
automatically approve all applicants that have been previ-
ously approved by the advertiser in other campaigns. All other
applicants to the campaign must be individually approved by
the user/campaign manager. The third control in the second
set of controls 5060 configures the system such that all appli-
cants to the campaign must be individually approved by the
user/campaign manager. Optionally, the user interface
includes submodule navigation controls 5097 and 5099 as
described in FIG. 41. Optionally, the user interface includes a
Done control 5098 which when selected signifies to the PM
system that the manager is finished creating the campaign.

[0240] Optionally, the PM system can be configured to
integrate with partner click tracking networks, in which case
consumer clicks (e.g., ad selection by the user on an affiliate
or publisher’s site) are directed to the PM system which are
then further redirected back to the click tracking network. The
click tracking network then determines which advertiser
landing page to send the consumer to. Optionally, as
described in this specification, the PM system includes a
static or RingPool phone number in the redirect.

[0241] Optionally, the PM system can be configured as a
hosted network, for example, if the affiliate network does not
have their own click tracking platform. In this configuration,
there is not a click tracking platform to integrate with so
consumer clicks (e.g., ad selection by the user on an affiliate
or publisher’s site) are directed to the PM system which
determines which advertiser landing page to send the con-
sumer to.

[0242] Optionally, the PM system closes the loop on calls
that have converted into sales or qualified leads and ties them
back/relates them to specific media campaigns that lead the
consumer to call. The PM system matching algorithms enable
advertisers using any type of media, optionally including
search engine optimization and paid search, to match calls
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that originated from specific media placements or keyword
search activity to sales or qualified leads that occurred once
the consumer interacted with a sales agent. These matching
algorithms use, for example, a combination of some or all of
the following: the media placement, online session ID, click
1D, tracking phone number, consumer’s caller id, time origi-
nation of the call, geographic location of the caller or callers
phone number, duration of the call, and occasionally conver-
sational elements of the call (e.g., keywords) that took place,
and/or other information to determine that the call was quali-
fied and may store an indication that the call was qualified/
unqualified other known information about the caller (e.g.,
implicit and explicit data) either as determined by the system
or by appending other data elements (e.g., third party data) to
the caller’s record. Optionally, the advertiser can report/trans-
fer qualified call information (e.g., a sale) for a qualified call
back to the PM system and the details of the call and/or any
other relevant information that an advertiser (e.g., an adver-
tiser call center) gathered is associated with the original call
record. Some or all of the foregoing information may be made
available via PM system reporting interfaces, for example,
enabling advertisers and publishers to enhance or optimize
their media placements and media spending based at least in
part on integrated calls and qualified call data.

[0243] In an example embodiment, as described above in
the campaign creation Overview submodule, there are differ-
ent types of ad sales campaigns. In a Cost-Per-Acquisition
(CPA) sales campaign, the payout is contingent, for example,
on the actual acquisition of a customer and optionally the
payout is based upon a percentage of the sales price. In some
CPA campaigns, Advertisers conventionally do not close
their sales over the phone but in person—or at least not on the
first phone call. But they do associate particular transactions
on that call (e.g., scheduling an install appointment) with a
successful “conversion” and prefer to associate keywords and
callers with those conversions in their tracking systems.
Therefore, a significant difference in campaign creation is the
payout step. In addition, since the payout is based (at least in
part) upon customer acquisition, there is a feedback link from
the advertiser’s call center regarding these customer acquisi-
tions (e.g., a data communication link between the call center
and the PM system that is used to return the results of each
call). Optionally, the PM system provides an Application
Programmatic Interface (API) from which the call center can
integrate their computing information systems. With the call
center integration to the PM system the PM system pays at
least in part on or solely on the outcome of a voice or fax call.
Optionally, other methods are available for reporting order
information or revenue generated for each phone call to the
PM platform including for example email, file uploads,
account screen scrapes, etc.

[0244] The following illustrates an example embodiment
call center/PM system API. Optionally, the call center API
integration involves two steps: 1) PM system personnel pro-
vide the advertiser a call center id, username and password
credentials; 2) the call center sends over a data communica-
tion link (e.g. using http post methods) the details of each call
to the PM system during the call or after it has completed. An
example post is https://api0.acme.com/api/2010-04-22/calls/
23.xml where 2010-04-22 is an API version and 23 at the end
is the ID for a call center on the acme PM platform.
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[0245] Optionally, the call center/PM system API supports
the following example parameters:

Required Parameters Passed in standard HTML “application/form-url-encoded” format.

start_time_ t: start time of the call in UTC seconds since 1/1/70 -- aka a
Unix time__t.

Optional Parameters

calling phone_ number: Calling Phone Number in E.164 format +country national__number;
example: +1 8885551212

reason__code: payout condition that is set in a campaign. This code is free form
and left to the advertiser to decide. (For example, ‘R’ for Referred to
customer service, or ‘info’ for requesting information. Or simply
“Y” for a lead was generated and “N” if not.)

call_center_ call_id: a unique identifier for each call (unique across this call center’s calls).
This ID is optionally set the first time the call result is POSTed for a
call. To update the call result, the call center uses the same ID.

called_phone_number: Dialed Number (DNIS) in E.164 format +country national _number;
example: +1 8885551212.

duration__in_ seconds: length of the call in seconds.
received__fax_ pgs Number of complete fax pages received.
use__http__status: 1 or blank will use HTTP status corresponding to success/failure. If

set to 0, the HTTP status will always be 200 OK and the actual status
and error message will be in the response body.

Optional Parameters Tracking Sales

sku_list[ ]: product SKU (can optionally be repeated for multiple products).
Similar to the reason__code, the sku is a free form description of the
product or service sold and can optionally be used as a payout

condition.

quantity_ list[ ]: quantity 1 or greater for the corresponding SKU (can optionally be
repeated for multiple products; must appear in same order as SKU)

sale__currency: USD, GBP, EUR, etc.

sale__amount: amount to 2 decimal places, or 0.00 if no sale (optionally does not
include shipping)

Optional Parameters Remarketing

email__address: email address in RFC2822 format or empty string

name: first last name of caller

address1: address of caller

address2: additional address line of caller

order_ city: city of caller

state__or_ province: state of caller

country: country of caller

home_ phone_number:  home phone in case there are any questions, in E.164 format

cell__phone__number: cell phone in case there are any questions in E.164 format

opt_in_ SMS: 1 if authorized to send SMS reply or 0 or empty if not

[0246] Optionally, the call center/PM system API HTTP system. As mentioned above, a significant difference beyond
return status will be 201 Created for a successful POST (or a the call center integration is the structure of the payout. In the
200 OK for. a .successful PUT), a 4xx che if one of the Payout submodule the user/campaign manager selects the
parameters is incorrect, or a 5xx code if a server error  jpeorated call center from the scroll menu 6010 (optionally,
occurred. In the latter two error cases, a detailed error class the list of call centers is configured by, for example PM

and message are optionally returned in XML in the body. . .
Optionally,gif &useI:) http s}t]atuszo is given, the status Wi}lll system personnel, when they establish the call center integra-

always be returned as 200 Ok or 201 Created. This return tion with the PM system) and enters a percentage of sales in

status is used to see the detailed error message in the body the percentage of sales conditi.on field 6020.(0r optionally
when working with HTTP libraries that discard or conceal the enter a flat rate amount by entering an amount in base amount
body of the response for non-2XX response codes. field 6030 and O in percentage of sales condition field, or
[0247] We now return to the process of creating a campaign some combination of base amount and percentage of sales).

in a Cost-Per-Acquisition (CPA) sales campaign in the PM The percentage of sales ranges from 0to 100 percent. Option-
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ally, there are other conditions beyond a percentage of sales
including Sku_list and Reason (see call center/PM API
Optional Tracking Sales parameters described above). FIG.
60 illustrates other web page controls and conditions further
described with respect to FIG. 47.

[0248] In addition to affiliates, publishers, and advertisers
describe above, there are also Network campaign manager
entities. Network campaign managers provide campaign
management services for those advertisers who would like to
use the PM system but want to keep information private from
their advertiser clients, or do not have the time or inclination
to become trained on the PM system, nor manage campaigns
and affiliates/publishers. A managed advertiser does not cre-
ate campaigns or manage campaign privileges—the network
manager performs these tasks. Network campaign creation is
similar to that described above except that the advertiser’s
account is configured as Network managed 6160 as illus-
trated in FIG. 61. In addition, in the payout submodule, a
network manager configures merchant/advertiser payouts
6220 in addition to the publisher/affiliates payouts 6210 as
illustrated in FIG. 62. The difference between what is paid out
by the merchant/advertiser and what is paid to publisher/
affiliates is the network managers’ return. FIG. 61 illustrates
other web page controls further described with respect to FIG.
47.

[0249] Advertisers optionally can create advertiser direct
campaigns. In this scenario the advertiser uses the platform
for call and conversion tracking without having other parties
promoting their product/service. Because there are no affili-
ates or publishers, the campaign wizard used to create a
campaign does not have the payout, the target profile, and the
visibility and approval steps.

[0250] The third type of campaign is syndication. In this
case a publisher or network promotes an offer found on
another network. This enables the advertiser to expand the
number of affiliates/publishers participating in the advertis-
er’s campaign. This also enables the Network manager to
receive commissions associated with the advertiser’s cam-
paign and the affiliates/publishers get more opportunities to
generate advertising revenues on their sites. The PM system
facilitates syndicated networks by simplifying the integration
of the advertiser’s campaign into the new Network and pro-
viding the Network manager various call tracking and payout
reports.

[0251] Certain differences in setting up a syndicated cam-
paign from a regular Pay-per-Call campaign are now
described. First, the Network campaign manager applies to
the original campaign; the campaign to be syndicated (pro-
moted by the affiliates/publishers of the Network). After the
affiliate/publisher sign up and approval process, the Network
campaign manager receives a promotional phone number; a
number used exclusively by the affiliate/publisher to track
calls originated by the affiliate/publisher to the PM system.
Next, the Network campaign manager configures the syndi-
cated campaign by first selecting the syndicated promotion
check box control 6310, see FIG. 63 in the Overview sub-
module.

[0252] In the second step, the Network campaign manager
enters the promotional number assigned during the affiliate/
publisher sign up process in the number field 6410, see FIG.
64. Optionally, the Network campaign manager agrees to
certain terms and conditions by selecting the check box con-
trol 6420. In the third step of syndicated campaign creation,
the Network manager establishes payouts. Since syndication
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involves Networks, the payout user interface of the PM sys-
tem is structured to reflect what the advertiser is paying for
qualified calls 6510, the margin the Network receives 6520,
and the payout to the affiliate/publisher 6530, see FIG. 65. In
this syndication payout user interface, the advertiser pay-in
display is determined from and synchronized with the asso-
ciated advertiser’s original campaign. Any changes by the
advertiser to the campaign is stored in the PM system and
automatically reflected in this user interface including but not
limited to: creatives, terms such as payouts, hours, etc. (That
is, changes to the master campaign flow to the syndicating
campaigns.) The Network campaign manager specifies a per-
centage in the margin field 6525. If the Network campaign
manager selects the Recalculate payout control 6528, the
system calculates the affiliates/publishers payout 6530 by
subtracting the margin percentage 6525 from the advertiser’s
pay-in per qualified call. Optionally, the user interface display
of FIG. 65 includes submodule navigation controls as further
described with respect to FIG. 41.

[0253] Optionally, a syndicated campaign call flow is dif-
ferent than the call flow of the other campaign types discussed
above; although this flow difference may be transparent to the
caller. In one example embodiment of syndicated calls, the
consumer calls the promotional number (the same promo-
tional number entered in the number field 6410) and the call
is received by the PM system. The PM system uses the called
number to determine which campaign to invoke; in this case
the syndicated campaign. The PM system then internally
connects to the original campaign promotional number cre-
ating an internal system call leg. Optionally, the PM system
receives the internal call to the original campaign promo-
tional number and connects to the original campaign. The PM
system performs the call treatment steps of the original cam-
paign (e.g., IVR tree) and then transfers the call to the original
campaign destination call center (e.g., advertiser call center).
The internal call leg is maintained for the duration of the call.
The call legs, including the internal call leg, are used by the
PM system to simplify reporting and internally track pub-
lisher/affiliate and Network manager payouts. In summary,
the benefits of syndication include, for example: campaigns
stay in sync, sub-ids to provide customization without reveal -
ing sources, payouts stay in sync and margins are fixed so they
are never upside-down (e.g., payouts exceed budget); elimi-
nation of double charges on telecom; the original advertiser
pays telecom fees; better call quality by not cascading calls
through the phone network hence no audio (or fax/data) deg-
radation such as additional packet delay in VOIP.

[0254] In another example embodiment, the marketing
automation platform supports Multi-Level Marketing
(MLM) programs/campaigns. Similar to syndication, MLM
marketing/sales provides for the credit and/or compensation
for a sale made by a member or group within a sales force and
for the sales of salespeople that the member or group recruit
(generally referred to as “downline” participants). For
example, if John Smith is a member of a MLM sales program
sells a product or service (e.g., during a telephony transac-
tion), the marketing automation platform provides a credit or
compensation to John Smith’s account for the sale. Option-
ally, If John Smith is downline from other members of the
MLM sales program, the marketing automation platform, if
so configured, provides a credit or compensation amount
and/or percentage of the sale to the member or group who
recruited John Smith. Similarly, the marketing automation
platform, if so configured, provides a credit or compensation



US 2014/0214530 Al

amount and/or percentage of the sale to the member or group
who recruited John Smith’s recruiter, and so on. Optionally,
the configuration of an MLM program is similar to that
described above for a syndicated campaign. Optionally, the
system enables the user to configure fixed downline credit/
compensation rates (e.g., $5.00 per sale for the member mak-
ing the sale, $2.00 for the member’s recruiter, $1.00 for the
member’s, member’s recruiter, etc.). Optionally, the system
enables the user to configure percentage of sale downline
credit/compensation rates. Optionally, the amount to credit/
compensate a specific member and/or group and/or the mem-
ber’s downlines and/or group’s downlines is user customiz-
able on a per transaction basis or a set of transactions.

[0255] Optionally, the marketing automation platform
described herein can be used to automate/assist in MLM
sales. In an example embodiment, the marketing automation
platform is used to manage an email-based demand genera-
tion program for a member or group of members within an
MLM. Optionally, sales attribution methods described with
respect to the marketing automation platform are used to
determine and payout member-based credits and/or compen-
sation. Thus, for example, although member X may have
closed a sale, member Y, having played a role in the sales
process (e.g., lead nurturing) may be entitled to a credit/
compensation amount along with the member’s recruiters as
described above. In another example embodiment, an orga-
nization and/or member(s) are compensated/credited based at
least in part on lead generation. Optionally, the quality and
characteristics (both implicit and explicit) of the leads result
in the marketing automation and telephony platform system
applying higher or lower credits/compensation. For example,
acall from a mobile device might result in a higher payout (as
calculated by the system) than an inbound call from a fixed
wireline. Optionally, the payout for generating leads into the
marketing funnel is spread across members and their recruit-
ers.

[0256] In another example embodiment, the integrated
marketing automation and telephony platform can be used to
track and manage broad geographic (e.g., nationwide) mar-
keting/advertising campaigns in which sales eventually trans-
act at a local geographic level. For example, an MLM mer-
chant might advertise their product nationally. Users
interested in the product might click through an advertise-
ment displayed online and/or call a toll-free number (e.g., a
ring pool number) displayed in an online and/or offline adver-
tisement. Optionally, the platform determines implicitly (e.g.,
via the customer’s calling number, ip address, geo-location,
etc.) or by a customer’s explicit declaration (e.g., entry of
their area code or zip code at some interaction point in the
sales process) indicating the customer’s geographic location.
Optionally, the platform uses the geo-location as a parameter,
potentially one of many parameters (another parameter, for
example, the amount a downline member might bid for
leads), in the assignment of a downline member in the MLM
to the customer.

[0257] The PM system provides for the capabilities of a
“Network Manager” to configure and manage ad sales cam-
paigns on behalf of an advertiser. FIG. 61 illustrates an
example embodiment view and edit company profile web
page for the PM system that can be used by an advertiser to
setup a “Networked Managed” account. Optionally, a man-
ager creates accounts and/or a company profile which then
can be used by the Network manager or others within the
organization. Optionally, the manager creates an account by
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entering a Merchant name in the text field 6110. Optionally,
the manager can assign a company identifier to the account. A
company identifier 6120 can be used, for example, in cases in
which the manager intends to keep the company name anony-
mous and/or if there are multiple accounts within the com-
pany.

[0258] Optionally, an Ad identifier is assigned by the PM
system and displayed in an Ad identifier display 6130.
Optionally, an Ad identifier is obtained from the Network
Partner and entered into the Ad identifier field 6130. An Ad
identifier is used to create an association between an Ad and
an advertiser (see also creative submodule above). Option-
ally, the manager can select a product or service category
from a scroll menu 6140 (see description of scroll menu 3940,
FIG. 39). Optionally, the manager can configure one or more
account settings. Optionally, the manager can select the Can
view call fees setting 6150 which causes network charges
associated with calls to be visible to the personnel viewing the
reports.

[0259] Optionally, the manager can select the Network
managed setting to configure the account to be Network man-
aged 6160, as described above. The manager can also config-
ure the view publisher setting 6170 which enables personnel
to view details associated with publisher including for
example, the profile information associated with the pub-
lisher/affiliates and publisher/affiliate reports (e.g., affiliate/
publisher payout reports). If the account is Network man-
aged, the manager optionally can also create a bundled
advertising campaign by selecting the Create bundled pub-
lisher setting 6180 which is described below. Optionally, the
web page includes an update control 6199 which when
selected updates the company profile/account with the data
entered by the manager in the PM system database.

[0260] Optionally, the PM system provides tools for Net-
work managers or advertisers or publishers to bundle cam-
paigns together which are promoting similar products or ser-
vices. The bundling campaign feature simplifies campaign
management for a Network manager. For example, if two
beverage advertisers are promoting soft drinks, where adver-
tiser 1 is promoting orange soda and advertiser 2 is promoting
grape soda, a Network manager can bundle the two cam-
paigns into a single campaign. An advertiser makes a request
to a Network to manage their advertising campaigns and the
Network manager configures the two campaigns together to
streamline the campaign creation steps and manage the allo-
cation of calls from affiliates/publishers fairly across the
bundled campaigns. Creating a bundled campaign is similar
to the process for creating a regular campaign, however, the
Call treatment step differs.

[0261] In creating a bundled campaign, the Network man-
ager first selects the bundle control 6180 in the Company
Profile web page within the advertiser’s account, for example
advertiser 1, see FIG. 61. In the Call treatment step 2 of
campaign creation, the Network manager selects the round
robin option from the menu scroll control 6610, see FI1G. 66.
Round Robin Transfer in a bundled campaign ensures each
campaign within the bundle is treated fairly, resulting in sub-
stantially the same amount of calls being routed to all cam-
paigns in the bundle. For example in the bundled beverage
campaign, configuring round robin causes half of the call
traffic to be directed to the orange soda call center with the
other half directed to the grape soda call center. Optionally,
different call distribution methods can be used including but
not limited to: round robin; last in, first out; first in, last out;
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highest activity; lowest activity. Optionally the round-robin
probabilities can be weighted based on other criteria such as
payouts, conversion rates, geographic proximity, budgets/call
caps, etc. In an example embodiment, a “choose best” option
is selected that causes, at least in part, the system to route
inbound calls based on financial consideration. For example,
when the network manager selects the choose best option, the
system may route the call to the advertiser who pays the most
for the call. By way of further example, the choose best option
may be configured so that when the network manager selects
the choose best option, the system may route the call to
enhance or maximize the yield for the network and/or the
publisher/media partner whose advertisement caused the call.

[0262] After selecting round robin call distribution, the
Network manager adds one or more destination campaigns by
selecting the add destination control 6620. For each destina-
tion, the Network manager selects a named advertising cam-
paign from the pull down menu control 6630. The pull down
menu control includes a listing of the campaigns directly
managed by the Network manager and included in the bundle.
The other web controls of FIG. 66 are described with respect
to FIG. 43. After the bundled campaigns are created, affili-
ates/publishers access the campaigns and begin promoting
the goods and/or services of the campaigns. In bundled cam-
paigns, the affiliates/publishers may promote goods and/or
services in a manner which does not distinguish the specifics
of the underlying good and/or service to avoid caller confu-
sion (since calls are distributed across the bundled cam-
paigns). In our beverage example, affiliates/publishers would
promote soda, not grape soda or orange soda. Optionally,
bundled campaigns can also be used in the context of MLM
campaigns, such as those described above, in which, for
example, calls are distributed across downline members and/
or parameters, such as geographic location, are used at least in
part to distribute calls to downline members.

Configuring Custom Ring Pools

[0263] Custom RingPools enable a campaign manager/
user and publishers to track online sources that are driving
traffic to their campaigns. With Custom RingPools multiple
text string (for example, the use of three text strings is
described with respect to an example embodiment below) are
passed to the PM system in a web transaction that can be used
to identify the traffic source driving a specific call. The Pub-
lisher/ Affiliate configures certain parameters and significant
values as described in the example embodiment web pages
below.

[0264] Inconfiguring RingPools for the web, the campaign
manager first decides where web traffic is to land in response
to an ad selection by a consumer using different options. For
example, the traffic can be sent to an advertiser’s landing page
or the traffic can be directed to an affiliate’s/publisher’s land-
ing page. The landing page optionally provides additional
information on the advertisement of interest to the consumer.
With RingPools, the landing page displays a dynamically
allocated RingPool phone address. As shown in FIG. 51, the
affiliate/publisher/advertiser can optionally configure Ring-
Pool phone addresses to be displayed on an advertiser’s land-
ing web page by selecting the Advertiser landing page control
5110. Optionally, advertisers, affiliates, or publishers can use
the RingPool API (discussed below) by selecting the “My
application” or website control 5120. Optionally, the user
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interface includes website setting navigation controls 5130
which enable the user to advance to the next configuration
step/web page.

[0265] As shown in FIG. 52, affiliates/publishers/advertis-
ers can optionally configure RingPool phone addresses to be
used in paid search ad campaigns or in a traditional online
advertising campaign. In the case of paid search, the affiliate
or publisher selects the control 5210 or 5220 depending upon
whether a Search RingPool or Keyword ID Search RingPool
is to be used. A Keyword ID Search is used in paid search
where the media buyer (affiliates/publishers/advertisers)
assigns a single identifier to a group of similar keywords. This
is also referred to as an ad group. In this case, the PM system
tracks and reports at the group level rather than at the indi-
vidual keyword level. The affiliate or publisher can choose
any combination of parameters known to the PM system at
that point, including any parameters in the referring URL
(e.g., search engine, query string, Sub affiliate identifiers,
traffic source identifiers), and parameters passed to the land-
ing page (including keyword id) and any browser cookies. If
the ad campaign is not search related, the campaign manager
selects the Custom RingPools option 5230. Optionally, the
user interface includes website setting navigation controls
5240 and 5250 which enable the user to return to the previous
page or advance to the next page, respectively.

[0266] For both Custom and Search RingPools, the cam-
paign manager configures RingPool settings as shown in FI1G.
53. Optionally, the campaign manager assigns a name to the
RingPool by entering a descriptive name into the text field
5310. The RingPool name is used in reporting, and may be
used to distinguish multiple RingPools within a given cam-
paign. Next, the campaign manager optionally assigns a
RingPool minimum duration threshold in the pull down menu
5320 (e.g., 10 minutes, 2 days, etc.). A phone address
assigned from a RingPool is not reassigned/reused until the
minimum duration time period has been exceeded and the
phone addresses within the number pool have been
exhausted. If a phone address pool is exhausted and all phone
address assignments have occurred within the minimum
duration time period, an overflow number is assigned by the
PM system.

[0267] The campaign manager estimates the number of
click-throughs the campaign generates and enters the value in
the number field 5330. The PM system uses this estimate to
determine the number of RingPool numbers to allocate to the
campaign and displays the allocation in the display field
5340. For example, the PM system can assign the number of
RingPool numbers to equal the number of click-throughs ina
day or week. Optionally, the PM system can assign a number
of RingPool numbers using a percentage of click-throughs
and further based upon historical estimates and comparative
actual usage. Optionally, the system allocates a fixed number
ofRingPools to a campaign and the user adjusts the number of
phone addresses required based upon reporting feedback (as
shown in the example FIG. 53). Other assignment and allo-
cation techniques are also described above. Optionally, the
user interface includes website setting navigation controls
5350 and 5360 which enable the user to return to the previous
page or advance to the next page, respectively.

[0268] In order for the PM system to track each ad place-
ment on an affiliate’s or publisher’s web site(s), the campaign
manager uniquely identifies each ad. This identification is
accomplished by the campaign manager assigning one or
more parameters or identifiers to each ad. For example, these
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identifiers are passed to the PM system when a user selects the
ad and a corresponding RingPool phone address is assigned.
Because each ad is uniquely identified in this example, each
ad can be tracked individually. Optionally, the campaign
manager can aggregate tracking (and use the same RingPool
phone address) across multiple ads by using the same param-
eters on certain ads. Although the number of parameters used
in this example embodiment is limited to three, additional
parameters (e.g., 10 parameters) can be used.

[0269] For Custom RingPools, the campaign manager
specifies from one to three unique names in the parameter
fields 5410-5430, see FIG. 54. Optionally, the user interface
includes website setting navigation controls 5440 and 5450
which enable the user to return to the previous page or
advance to the next page, respectively.

[0270] After configuring Custom RingPools, the PM sys-
tem displays a general tracking link to be used by the pub-
lisher and/or affiliate as shown in FIG. 55. The campaign
manager/user can replace each click-through URL with the
general tracking link 5510 and set the parameters to unique
values (see FIG. 54). Or optionally, they can keep their exist-
ing tracking URL and web integration code which runs on the
page which can extract the parameters. With the parameters
configured to unique values the PM system tracks and reports
on the click-throughs and RingPool phone address associa-
tions (see also example embodiment State 63 below for an
example use of parameters). RingPool parameters can be
anything available to the call tracking system including:
parameters in the URL like keywords or keyword ids, param-
eters in the referring URL like search engine and search
query, parameters from cookies set on the consumer’s
browser earlier, or parameters passed from a partner through
the RingPool API (described below) including for example a
loyalty id or mobile phone info (phone device, carrier, geo-
location etc.). The advertiser/publisher/affiliate can use this
information to determine the effectiveness of each ad place-
ment.

[0271] Optionally, the system presents a Mobile Click-to-
Call selection control 5520. If the user selects this option the
consumer experience is slightly modified if the consumer is
viewing the ad on a smartphone device. In this case, the PM
system causes a pop up dialer to appear on the smartphone
with the RingPool number pre-populated, captures associated
mobile browser and/or user information (e.g., cookies or their
equivalent), and the mobile browser redirects to the advertis-
er’s landing page in the background. This Mobile Click-to-
Call configuration does not alter the consumer experience if
the click through is performed using a conventional computer.
Optionally, the user interface includes website setting navi-
gation controls 5530 and 5540 which enable the user to return
to the previous page or exit RingPool configuration steps,
respectively. Optionally, independent of the “mobile click-to-
call” selection here, the advertiser or publisher who controls
the landing page may choose to have that page display phone
numbers using mobile click-to-call.

[0272] Optionally, no phone numbers are required in the
case of click-to-call on a mobile phone as the tracking data
can be passed over the data network to the PM system. The
consumer’s phone number may not be readily available, but
can be inferred by correlating other data (e.g., identify data
received from an application running on the mobile device of
the user). Another option is to direct the mobile phone to call
a network-based server of the PM system which can analyze
the call signaling information to correlate a mobile phone 1D
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to the user’s actual phone number; this server does not have to
even answer the call because signaling data is presented to the
server when the call is received.

[0273] In another example embodiment, a phone number
(e.g., a RingPool number) is not required (such as in the case
when an app on a mobile device is utilized) as the connection
data can be passed over the data network to the system (e.g.,
via the app). For example, a merchant/business (e.g., Wal-
Mart) offering a branded application can integrate with and/or
create a VolP connection with the call bridging platform
(thus, obviating the need for a phone number) (see also con-
figurable/customizable app development disclosure in the
Marketing Automation section below). The consumer’s
phone number may not be readily available, but may be
inferred by correlating other data (e.g., by identifying data
received from the application running on the mobile device of
the user). Optionally, the application accesses the phone
dialer and places a call (e.g., to a RingPool number) in
response to a command/request from the customer/customer
prospect.

[0274] FIG. 56 illustrates an example RingPool report list-
ing a series of RingPool click-through transactions which
caused a RingPool to be displayed. The first column, 5610
lists a transaction identifier. The second column, 5620 lists the
campaign name (see also 3910, FIG. 39). The third column,
Source 5630, lists the RingPool phone address that was dis-
played to a consumer in response to a click-through. The
fourth column, Promo Number Description 5640, lists the
RingPool descriptive name set by the campaign manager (see
also 5310, FIG. 53). The fifth column, Pool Param 1 5650,
lists the first parameter passed to the PM system in response
to a consumer click-through (see also 5410, FIG. 54). The
sixth column, Pool Param 2 5660, lists the second parameter
passed to the PM system if configured in response to a con-
sumer click-through (see also 5420, FIG. 54). The seventh
column, Pool Param 3 5670, lists the third parameter passed
to the PM system if configured in response to a consumer
click-through (see also 5430, FIG. 54). The eighth column,
Search Type 5680, controls the selection of paid search versus
organic. The ninth and last column 5690, Date/Time, is the
date and time the consumer clicked on a link which caused a
RingPool number to be displayed.

Configuring Search RingPools

[0275] Search RingPools enable a campaign manager/user
to track online, offline, and/or mobile sources that are driving
traffic to their campaigns. With Search RingPools a text string
is passed to the PM system in response to a click-through on
a paid search ad. The text string is used to identify the traffic
source. The campaign manager (advertiser, publisher, or
affiliate) configures certain parameters and significant values
as described in the example embodiment web pages below.

[0276] For Search RingPools, the configuration process is
similar to that described for Custom ring pools. The campaign
manager selects where the RingPool numbers are to be dis-
played including, for example, the advertiser’s landing page
or a publisher’s website (see description of FIG. 60 above).
Next, the campaign manager selects which RingPool type
search 5210, keyword ID search 5220, or custom 5230 (see
description of FIG. 52 above). Next, the campaign manager
selects RingPool settings (see description of FIG. 53 above).
Unlike the configuration setting for Custom RingPools,
Search RingPools do not need the campaign manager to
define parameters. In effect, “search” is a simplified method
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to automatically obtain parameters from the referring URL.
Optionally, the PM system creates one or more default param-
eters. For example, a parameter 1 may be set to the purchased
keyword/phrase and a parameter 2 may be set to the search
engine used.

[0277] After establishing RingPool settings, the system
responds to the manager’s configuration settings by display-
ing a general tracking link the campaign manager uses in any
paid search ads. Similar to Custom Ring Pools, if the click-
through URL is replaced with the general tracking link, con-
sumers clicking on the paid search Ad are directed to the
defined landing page with a RingPool phone address dis-
played on the website. Optionally, the campaign manager
uses web integration code (described below) as an alternative
to URL replacement.

Configuring RingPool API

[0278] The configuration process for an example RingPool
Application Programming Interface is now described. Cus-
tom and Search RingPools described above enable advertis-
ers, affiliates, and publishers to use web integration code to
transit/redirect through the PM system where a phone address
is received prior to displaying a landing page. With the use of
the RingPool API, advertisers, affiliates, and publishers can
make a direct programmatic request for a RingPool phone
address without having to redirect through the PM system.
The RingPool API optionally supports custom, search, and
Keyword ID search RingPools. The process of configuring
RingPool API’s is very similar to the steps described above
for the three types of RingPools.
[0279] The steps of configuring a RingPool API are similar
to that described above for Custom and Search (see Figure
descriptions 51-54 above). After configuring RingPools
through the parameter steps, the system responds to the man-
ager’s configuration settings by displaying a unique RingPool
key which is used by the campaign manager in configuring
the RingPool API (see input parameters below).
[0280] Advertisers also can allocate RingPool phone
addresses on behalf of affiliates and publishers in order to
credit them for calls. In this case, advertisers include an
affiliate or publisher ID in the RingPool API in addition to the
key described above.
[0281] Optionally, the RingPool API supports the follow-
ing input parameters:

[0282] RingPool Key: An authentication key required for

each RingPool.
[0283] Paraml: The first parameter of a Custom Ring-
Pool. Used only in Custom RingPool configurations.
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[0284] ParamN: The nth parameter of a Custom Ring-
Pool. Used only in Custom RingPool configurations.

[0285] SearchEngine: The search engine used to process
a search query. Used in either Search RingPool type.

[0286] SearchKeywords: The search query the user
searched for. Used in either Search RingPool type.

[0287] SearchKeyword_id: The keyword ID that is asso-
ciated with the query string. Used only in the Keyword
ID Search RingPool type.

[0288] landing page: The landing page URL to be dis-
played in reporting. This is an optional parameter.

[0289] referrer: Can be used instead of the two param-
eters “Search_engine” and “SearchKeywords”. The PM
system determines the two parameter values by parsing
the referrer URL. This is an optional parameter.

[0290] mobile_click_to_call: If enabled, returns mobile
enabled links that populate smartphone’s dialers when
clicked while not affecting conventional personal com-
puters. This is an optional parameter.

[0291] Affiliate_ID An affiliate or publisher account ID
(or other identifier that is unique to the advertiser and
associated with affiliate or publisher) and is used to
allocate a RingPool number on behalf of the publisher or
affiliate.

[0292] Optionally the RingPool API returns a RingPool
phone address and a formatted click-through URL. The
response can be in any number of formats including for
example, xml (EXtensible Markup Language), json (JavaS-
cript Object Notation), or csv (Comma Separated Values).
[0293] Optionally, the PM system supports pixel tracking
whereby a pixel can be configured to “fire” when certain
criteria have been met in association with a call. Optionally,
“Firing” a pixel means to retrieve the pixel from its URL as if
a browser had rendered a page that contained that pixel in its
content. The parameters to be tracked are contained in the
URL. Many conventional systems use the approach for track-
ing online user actions. This enables users of the system (e.g.,
publishers and advertisers) to integrate conversion perfor-
mance and reporting into their existing ad serving infrastruc-
ture. Pixel tracking is configured via one or more user inter-
face display screens in which a user associates a campaign to
a set of criteria including, for example: all transactions, all
calls, paid calls, sales from web, sales from calls, etc. In
addition, the user specifies the specific pixel URL to be fired
when a transaction and/or call meets the defined criteria.
Optionally, the system substitutes one or more parameters
into the pixel URL as specified by the user including, for
example:

transaction__id

corrects__transaction__id

transaction__type

original order_id

advertiser_id

advertiser__id_ from_ network

Globally unique identifier for a transaction. For
example, an 11-character string like “29810-95701”.
Optionally, this is the Primary Key of the results.
[Correction only] Id of the original transaction that
this transaction updates. Values in this row are the
corrected ones and should replace the original values.
Same format as transaction__id.

A type of transaction - For example: Call, Sale,
WebSale, etc.

[Optionally only used in Sales reporting] Id of the
original transaction that this row is in reference to.
Same format as transaction__id of the call.

The PM system assigned identifier of the advertiser
Advertiser ID from the network as set on the PM
system by the advertiser.
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-continued

advertiser__name
advertiser__campaign_ id

advertiser__campaign_ id_ from_ network

advertiser__campaign_ name

affiliate_ id

affiliate_ id_ from_ network

affiliate__name

affiliate__commissions_ ranking
affiliate_ call_ volume_ ranking

affiliate_ conversion_ rate_ ranking

media_ type
call__source__description

call__result_ description_ detail
advertiser__payin__localized

affiliate_ payout_ localized
margin_ localized

call_fee_localized

advertiser__call_ fee_ localized

matching advertiser_ payin_ policies

matching affiliate payout_policies

payout__conditions

payin__conditions

city

region

qualified regions

calling phone_ number

mobile

duration

connect__duration

fax__pages
fax__conversion

ivr_duration
keypresses

keypress__1
keypress_2
keypress__3
keypress_4
start_time_ local

Name configured on the advertiser account

The PM system assigned identifier of the campaign.
The corresponding campaign on the network’s click
tracking platform. This id determines which
advertiser landing page to send the user to.
Campaign name

The PM system assigned identifier of the affiliate
The click tracking id of the affiliate. This is also used
for redirecting to a landing page. It is also used by
the network to credit the affiliate for online
conversion (e.g., no phone call occurs)

Affiliate name

Network wide ranking of commission earned by the
affiliate

Network wide ranking of call volume driven by the
affiliate

Network wide ranking of the affiliate’s conversion
rate

Media type of the transaction source

The description of the promotional number set by the
affiliate or advertiser

Status of the transaction

Amount paid in by advertiser

Amount paid out to the publisher

Difference between advertiser_payin_ localized and
affiliate_ payout_ localized

Telecommunications fee associated with transaction
Advertiser Telecommunications fee associated with
transaction

List of advertiser policies that matched (base,
bonusl, bonus2, etc.) to determine the advertiser pay-
in, separated by +. For

example, base+bonusl+bonus3. Note that if there
was any advertiser pay-in, this field is guaranteed to
start with base.

List of affiliate policies that matched (base, bonusl,
bonus2, etc.) to determine the affiliate payout,
separated by +. For example, base+bonus2. Note that
if there was any affiliate payout, this field guaranteed
to start with base.

Base condition with {highlighting} around the
term(s) that disqualified affiliate payout.

For example:

duration > 1 min and {in_ region}

Base condition with {highlighting} around the
term(s) that disqualified advertiser pay-in. For
example:

duration > 1 min and {in__region}

City where the calling phone number is from

State (or country if international call) where the
calling phone number is from

The list of regions that that the caller matched

Caller ID. Formatted as 10 digits like “8665551234”
“Landline” or “Mobile” or empty string if type is
unknown

Duration of the call in seconds. Optionally includes
any time spent in an IVR tree before transferring to
the call center.

Duration in seconds that the call that was connected
to the call center.

Number of fax pages received.

If the fax was converted into a document format
including the format type

Duration in seconds that the call spent in the IVR
tree.

List of unique keynames that were pressed during the
call

Name of the first key that was pressed

Name of the second key that was pressed

Name of the third key that was pressed

Name of the fourth key that was pressed

Start of the call in the API user’s time zone, followed
by offset from GMT.
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start_time_ utc

Start of the call in milliseconds since Jan 1, 1970.

Divide by 1000 to get Unix epoch time.

recording
corrected__at

URL to the call recording, if available
[Correction only] Date and time the transaction was

corrected, in user’s time zone, followed by offset

page visits, search, etc. Coincident with online marketing

from GMT.

opt_in_ SMS Whether the caller opted in to receive an SMS
promotion during the call.

Hosted Landing Pages

[0294] Inthe description above, the advertisers/publishers/

affiliates are responsible for embedding/integrating code
which maps trackable phone numbers from the PM system
provider into their landing pages/home pages. Optionally, the
PM system hosts the landing pages/home pages. This PM
hosting approach provides certain advantages to the advertis-
ers/publishers/affiliates including, for example, removing the
need for advertisers/publishers/affiliates to embed/integrate
code on their web site, alleviating technical issues related to
web site compatibility, etc. Optionally, the PM system utilizes
cloud computing-based services to host the advertisers/pub-
lishers/affiliates landing/home page. Optionally, the PM sys-
tem utilizes a web proxy layer (similar to Amazon Silk) that
precomputes/caches web pages to further improve the con-
sumer/web surfer response experience. These precomputed/
cached landing pages, loaded in the background before the
consumer/web surfer clicks on the link to the page, optionally,
include trackable phone numbers.

[0295] More specifically, the Web Integration Code is
optionally Javascript which an Advertiser or Publisher
includes on their web page(s) that receive traffic. It has one
required parameter that identifies the Advertiser or Publisher
who is hosting it. It also has optional parameters for them to
set preferences, for example, how they like to see phone
numbers formatted. It is designed to run unobtrusively, gath-
ering the pertinent browser-visible information such as cur-
rent URL, referring URL, cookies, mobile settings, etc., and
passing this information asynchronously to the PM system.
The PM system uses that information to decide which track-
ing number, if any, should be shown on their web page. The
PM system returns this tracking number and the Web Integra-
tion Code optionally inserts and/or replaces existing phone
numbers on their web page with the tracking phone number.
Optionally, other page elements can be shown or hidden to
facilitate a different look or a different call to action like “Call
now!” when a tracking phone number is present.

[0296] Conventionally, web browsers limit such asynchro-
nous access to have a URL with the same domain as the
current page URL. This would be inconvenient, as it would
require the Advertiser to host the PM code or proxy it through
the Advertiser’s servers. To address this, the Web Integration
Code sends its request to the PM system and receives its
response by rewriting the page using a convention like JSON-
P.

Marketing Automation & Telephony Integration

[0297] The marketing of goods and services via the Internet
continues to evolve. An early Internet marketing channel
included direct email marketing. Today there are various mar-
keting channels that can be used to promote goods and ser-
vices including, for example, blogs, social networking, web

channel evolution is the emergence of software-based tools
that are focused on automating the marketing process within
these various channels. This automation includes marketing
campaign creation, launch, tracking, and reporting. While
early, and generally rudimentary, marketing automation tools
were initially developed by a company internally to facilitate
marketing of the products they developed, more recently an
industry of third party/outsourced marketing automation
tools has emerged including for example companies such as
NetSuite, Salesforce, Eloqua, etc. that provide more sophis-
ticated tools, that may be used in conjunction with certain
online marketing channels, and are capable of providing
tracking and reporting. Disadvantageously, the conventional
marketing automation tools provided by these third-parties
are generally limited to the online/Internet medium, have not
been able to address the challenges posed by telephony inte-
gration, and provide limited or no telephony integration.
[0298] What is needed is user and system friendly integra-
tion of voice and fax telephony into marketing automation
software/computing platforms. Conventionally, for example,
a product manufacturer might use a marketing automation
system to create an email marketing campaign. To add tele-
phony features to the campaign, the manufacturer must
manually create a parallel and separate telephony campaign
to work in conjunction with the defined email marketing
campaign. The lack of an integrated campaign generally
results in campaign errors, cumbersome reporting and
account access, difficulties in monitoring and adapting active
campaigns, wasted effort and expense, etc.

[0299] Systems and methods for a marketing automation
system which includes integrated telephony are described.
Optionally, the marketing automation system is provided by a
single provider to an end user. Optionally, the marketing
automation system is provided by a conventional marketing
automation platform provider and the telephony features are
provided by a separate applications provider which may be
configured to integrate with the marketing automation plat-
form. In the latter case, the application, optionally purchased
or licensed separately, is hosted and operates within the data-
base and infrastructure of the conventional marketing auto-
mation platform.

Marketing Campaign

[0300] The creation, launch, tracking, and analysis/report-
ing of a marketing campaign involve a number of states.
Examples of such states in the creation of an example mar-
keting campaign/program are discussed below, with refer-
ence to example aspects of telephony integration.

Campaign Design

[0301] Before a sales campaign can be launched it needs to
be designed by, for example, a marketing manager. Campaign
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design includes but is not limited to establishing target sales
objectives, choosing campaign offline/online media and
channels, defining campaign elements, campaign messages,
etc. Optionally, the defined campaign elements and/or media
elements include, for example, direct mail templates, email
templates, web landing pages, web forms, web ads, search,
video programs, mobile ads, social media, microblogging,
social network account, virtual events, etc. (as further listed
and described below).

[0302] Optionally, the defined campaign element and/or
media element are assigned a phone address by a user/opera-
tor via the marketing automation platform. Optionally, the
defined campaign element and/or media element are assigned
a phone address automatically by the marketing automation
platform. Optionally, the automatic assignment of a phone
address to a campaign and/or media element occurs at least
partly in response to a triggering event or condition. Example
triggering conditions may include, but are not limited to, the
media elements described elsewhere herein with respect to
lead scoring and lead nurturing. For example, a triggering
event or condition may include the display of a web-based
landing page to a customer prospect or the download of an
application or media by a customer prospect. The triggering
event or condition of a number assignment (and which type of
phone address to use (e.g., toll-free or local)) can further be
configured by an operator via a set of filters (or additional
conditions) which are established based at least in part upon
information collected, known, or accessible by the marketing
automation platform about the customer prospect (e.g.,
explicit and implicit attributes used in lead scoring and/or a
lead score, as described elsewhere herein). For example, in a
marketing campaign, if the customer prospect is known or
determined to be younger than seventeen (a customer pros-
pect attribute), a phone address may not be assigned (a filter)
in an initial introductory email (a media element) or only a
toll-free number might be assigned (a type of phone address).
Optionally, as further described herein, the campaign/media
elements, triggering events or conditions, customer
attributes, lead scores, etc., are used to fixedly or dynamically
(e.g., in substantially real-time) route inbound and outbound
calls to configured destinations/phone addresses.

[0303] Optionally, in the campaign design stage, the user
also defines and/or configures dashboards and reports to be
used during the campaign. Optionally, the user also plans for
one or more test offers, optionally including A/B testing.
Optionally, at this stage (or at another stage), the integration
of voice and fax telephony services is included in the cam-
paign definition. For example, at this stage of the marketing
funnel, phone addresses are presented/placed in the online
and/or offline media (e.g., television advertisements, radio
advertisements, newspapers, etc.). Optionally, phone services
are included in initial emails to the target customers. Option-
ally, phone services are used later in the funnel, for example,
on a web landing page after the customer prospect has clicked
on a link in one or more emails that causes the landing page to
be presented to the user via a user browser hosted on a user
terminal. Optionally inbound calls to displayed phone num-
bers/addresses are routed to a call center or an inbound sales
center through a call processing platform.

Campaign Management

[0304] Once a campaign is designed, one or more cam-
paigns can be created or defined. A user, for example a mar-
keting manager, accesses over a data network an automated
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marketing system using, for example, a web-browser, a dedi-
cated application, or otherwise. The user is assigned a unique
identity within one or more accounts of the automated mar-
keting system. The user enters a unique identifier and/or
password to gain access to the automated marketing system.

[0305] After authentication by the system, optionally the
automation system presents a user interface, for example a
dashboard or home page, enabling the user to, among other
things, create a marketing campaign by selecting, for
example, an account marketing module user interface tab or
control. The user identifies the campaign, for example by
entering an identifier for the campaign (although the identifier
may be entered or edited later in the process).

[0306] The marketing manager configures the campaign
into the system. The following example embodiments of a
marketing automation system illustrate various example
types of marketing campaigns, campaign tactics, campaign
metrics, and associated system features in various marketing
channels, in conjunction with discussions regarding tele-
phony integration.

[0307] Once a marketing campaign is created, the market-
ing manager/operator/agent enters customer prospects into
the marketing campaign, for example, via a user interface of
the marketing automation platform. For example, customer
prospects may optionally be entered into a campaign for
campaign targeting by importing a list of email addresses,
instant message addresses, and/or telephone addresses asso-
ciated with the customer prospects. Optionally, customer
prospects for a marketing campaign are entered by the opera-
tor selecting existing customers from, for example, a list, by
selecting a database of customer prospects (e.g., operated by
a third party or maintained by the marketing automation
platform) and/or by the operator defining certain characteris-
tics/attributes of customers or customer prospects (e.g., gen-
der, age, household income, marital status, education, ethnic-
ity, location, interests, etc.) in a query.

[0308] Optionally, the operator selects customer (either
existing customers or customer prospect) attributes from a
user interface display of attributes (e.g., a menu of attributes)
or via entry into a field(s) of one or more search/data base
queries. Optionally, once the operator defines a criterion or a
set of criteria, the marketing automation system platform
automatically enters one or more (e.g., all) customers meeting
the criteria into the marketing campaign. Optionally, the cri-
teria and/or circumstance for entering a customer prospect
into a marketing campaign can include but is not limited to
one or more of the following examples (or any specified
combination thereof): a customer prospect visit to a specific
web site, a customer prospect action at a website, a customer
prospect action in an application (including any network-
based application such as a smartphone application), a social
media interaction (e.g., a visit to a social media page, a social
media like, a messaging event on a social media page, key-
words used on a social media page), the receipt of a commu-
nication (e.g., an instant message, a social networking mes-
sage, an email, a text message, an SMS/MMS message, etc.),
an application download, the detected/determined location of
a user (e.g., using the GPS of a customer prospects mobile
computing device (e.g., a tablet computer, a mobile phone,
etc.)), a telephony communication event (e.g., an inbound call
from the customer prospect, an outbound call to a customer
prospect, a video call, a Facetime session, a Skype or other
VoIP call, a received fax, etc.), etc. Other example triggering
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conditions, criteria, and circumstance for entering a user into
a campaign are discussed below including, for example, lead
scoring conditions.

[0309] Optionally, keywords detected in a communication
between two or more parties are used as a triggering event to
enter a customer prospect into a marketing campaign associ-
ated with such keywords (e.g., wherein an operator has speci-
fied keywords that are to be associated with the campaign and
the system stores the keywords and association). As an illus-
tration, an operator of a social network might monitor mes-
saging communications between users of their social net-
work. If a keyword “barbeque” is detected, all users in the
messaging communication may be entered into a marketing
campaign for barbeque supplies and/or accessories. Simarily,
in an audio communication, automated speech recognition
may be used to detect certain specified keywords, and if a
specified keyword is detected, the user is entered as a cus-
tomer prospect into one or more marketing campaigns.
[0310] Optionally, a unique identity and/or account are cre-
ated for each customer prospect. Optionally, an identifier/
handle used by the marketing automation system to register a
customer prospect is relatively minimalistic, such as a cus-
tomer prospect’s geographic location or the customer’s email
address. Optionally, the marketing automation system
assigns a unique account/customer number/identifier to the
customer prospect. Optionally, in response to an explicit cus-
tomer registration (e.g., customer prospect entering of a cus-
tomer login id and/or password) an account is created and,
optionally, an account number/identifier is assigned to the
account.

[0311] Optionally, a call to a phone address associated with
a marketing campaign, optionally including a Ring Pool
phone address, triggers one or more scheduled events or
response events. Scheduled events or response events may
optionally include but are not limited to one or more of the
following (or any specified combination thereot): a phone call
or return phone call (e.g., a return call from a sales person or
call agent); a conference call with one or more participants; a
social media chat session; an instant message, iMessage, or
other messaging/chat session; a Short Message Service/
Multi-Media Message Service message orreply; a FaceTime,
Skype, or other video-based call sessions or return call ses-
sion; facsimile call response; or other communication reply
or origination described herein.

Campaign Management—FEmail and Outbound Calling

[0312] An example embodiment of an automated market-
ing campaign is now described. In this example embodiment,
the campaign is based at least in part upon demand generation
using outbound email.

[0313] A user, for example a marketing manager, logs into
the system and is authenticated as described above. The user
selects or enters an identifier for the campaign via the mar-
keting automation system (e.g., one or more servers and asso-
ciated marketing automation application software). Option-
ally, the user configures the marketing campaign by, for
example, selecting a navigation control, such as campaign
creation tab. Optionally, the user interface includes a number
features including, for example, drag and drop, menu selec-
tions, short cut keys, auto fill, etc. to, for example, simplify
campaign management and editing.

[0314] Optionally, the user enters customer prospects by
configuring into the campaign one or more email campaign
lists from a data store of lists. Optionally, the user associates
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one or more emails (e.g., email templates) with the one or
more email campaign lists. Optionally, the user configures
(e.g., viaauser interface control) a phone number into the one
or more email templates with the one or more email campaign
lists. With respect to number configuration, a number (e.g., a
single number) is, for example, configured or assigned by the
marketing automation software in response to a user request.
Alternatively, a user configures or selects a single number
from a list of numbers (e.g., vanity numbers or easy to remem-
ber phone numbers) to be used in the campaign. Alternatively,
a different number, selected from a pool of numbers (e.g. a
Ring Pool) is used for each template with the one or more
email campaign lists. Optionally, a different number, selected
from a pool of numbers (e.g. a Ring Pool) is used for each
template and for each email campaign list. Optionally, a dif-
ferent number, selected from a pool of numbers (e.g. a Ring
Pool) is used for each template and for each email campaign
list or sub-campaign list where a sub-campaign list includes
certain attributes (e.g., sub-campaign lists relating to unique
user demographics, user behavior, funnel stage, etc.). In the
marketing automation system, each phone number may act as
a unique identifier, enabling the marketing automation sys-
tem to track, manage, record, and/or transcribe phone-based
customer interactions (offline interactions) throughout the
campaign based on calls involving the phone number. Option-
ally, the phone number and other attributes, for example, the
calling party’s number, together form the unique identifier to
facilitate tracking and campaign management.

[0315] Optionally, the marketing automation system
includes libraries of historical or pre-built marketing pro-
grams (e.g., best practice marketing programs) including, by
way of example attached email and landing page templates.
Optionally, these program libraries include integrated tele-
phony features and number assignments as described else-
where herein. Optionally, selected portions of, or entire mar-
keting programs, optionally including multiple email
campaigns and multiple landing pages can be cloned and
edited, and new and/or unique numbers are automatically
assigned to the cloned marketing program.

[0316] Optionally, different phone numbers and/or differ-
ent phone number pools can be associated with different date
and time triggers within the same marketing program. For
example, a phone number can be modified or selected for
insertion in an email template based on a send date and time.
[0317] Optionally, phone number assignments, tracking,
and/or reporting can be modified during the execution of the
marketing program without disrupting the campaign itself.
Optionally, call management and call treatment, as discussed
elsewhere herein (e.g., dynamic call routing to a backup call
center) may also be performed without campaign disruption.
[0318] Many or most sales do not occur in response to a
customer prospect’s first interaction with a company. Gener-
ally, there are multiple customer prospect interactions before
a customer decides to purchase a product or service. Conven-
tionally, marketing campaigns include a series of one or more
actions to build a relationship with a customer prospect in
order to get the customer prospect to actually purchase the
product or service. Certain example embodiments described
herein perform relationship building by providing high qual-
ity, personalized information in a timely manner through a set
of stages in a campaign. Optionally, unique phone numbers
are used in the presentation of information to the customer
prospect in association with the customized/personalized
information at a given campaign stage.
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[0319] An example embodiment of automated marketing
lead nurturing with integrated telephony is now described. In
the lead nurturing example embodiment, a series of actions
occur in response to triggering events and/or time period
transitions. Optionally, a customer prospect is entered into a
campaign in response to a triggering event (as further
described above). Optionally, upon entry into a nurturing
and/or marketing campaign one or more phone addresses are
associated with the customer prospect and are attached to
customer prospect communications. For example, a unique
and/or ring pool number can be included in an introductory or
initial response email or SMS/MMS communication. Option-
ally, as further described herein, offline/online calls to the
phone address are used to automatically associate the call
(and the call results) with the customer prospect (or customer
prospects, if a phone address is used in association with a
group or category of customer prospects). For example, the
called party phone address in the call signaling information of
the received call is compared against a list or pool of assigned
phone addresses. If the comparison results in a match, the
customer prospect(s) is determined to be associated with the
assigned phone address, and such association is stored in
memory. Optionally, a user interface of the marketing auto-
mation system enables an agent or operator to modify the
phone address to customer prospect binding, for example by
selecting a user interface control (e.g. a control to remove a
customer prospect from the association, a control to add a new
customer prospect, etc.). Optionally, a customer prospect
becomes a customer and exits the particular nurturing and/or
marketing campaign once the customer prospect has pur-
chased a product or service. Optionally, a customer prospect
is manually removed from a nurturing and/or marketing cam-
paign manually via a user interface control of the marketing
automation platform. Optionally, the customer prospect is
automatically removed from the nurturing and/or marketing
campaign by the marketing automation platform in response
to the detection of the sale. Optionally, the type of call
received and/or the content of the call and/or message deter-
mine a triggering event. For example, the receipt of a fax from
a customer or the detection of a signature in a received fax
from a customer triggers an exit from a campaign.

[0320] Ina first stage (e.g., day 1), an introductory email is
generated by the marketing automation system (or a system
integrated with the marketing automation system) and sent to
a customer prospect. Itis understood, that while the following
example may refer to an email communication, the commu-
nication may be instead or in addition be an instant message,
a short messaging service message (e.g., an SMS or MMS
message), etc. Optionally, the introductory email has a first
phone number (optionally selected from a RingPool).
Optionally, calls originated to the first phone number transi-
tion through a call bridging system which places a second
call, to a call/sales center by way of example. Optionally, the
calls terminate on a call processing/switching center or fax
processing server directly within the call/sales organization.
Optionally, in either example call processing scenario, data
about the caller, the call (including a recording of the call and
information associated with the call), and/or the call results is
stored in one or more data stores (e.g., a database). Option-
ally, the call data can be mined by the system for certain
keywords and/or phrases which indicate a purchase intent by
a customer prospect. The term “keyword” is optionally a
single word or a multiple word phrase, or other vocal expres-
sion, such as an affirmative grunt. Optionally, a purchase
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intent reflects a likelihood that the customer prospect will be
a customer for a good or service promoted in a marketing
campaign/program. Optionally, voice communications are
translated into text and the text data mined. Optionally, voice
communications are analyzed in substantially and/or near
real time for keywords and/or phrases using a voice/speech
recognition module. Optionally, the call data can be mined
and the prospect can be retargeted in a campaign (as described
below) or in a subsequent campaigns. For example, a record-
ing and/or transcription of the call can be data mined for
certain keywords. For example, if a prospect displays an
interest in baseball (e.g., the prospect mentions the keyword
“baseball” in a call with an agent), the prospect can be placed
in a baseball season ticket campaign. In another example, if a
prospect declines to pay using a credit/debit card or indicates
the lack of a credit/debit card, the prospect can be placed in a
credit card enrollment campaign. In another example, if the
customer prospect expresses a purchase intent (e.g., the cus-
tomer prospect uses the keywords “buy”, “credit card”, “yes,
I'would like to buy . . . 7, “bill me”, etc.) but does not make a
purchase during the call, the customer prospect might be
retargeted in a special offer/discount marketing campaign to
encourage the customer prospect to make the purchase.
Advantageously, the call bridging and voice recognition
capabilities of the system can distinguish those words and
phrases spoken by the customer prospect (e.g., caller) by
recording (and/or transcription)/eavesdropping on the voice/
data channel directed to the customer prospect (e.g., the voice
channel associated with a bridged inbound call or outbound
call from or to, respectively, the customer prospect) from
those spoken by the agent/advertiser (e.g., the voice channel
associated with a bridged inbound call or outbound call from
or to, respectively, the agent/advertiser). Optionally, data
mining analysis and/or simple keyword spotting can also be
used to facilitate the creation of a call report (e.g., a sale report
summary) alleviating the need for the sales person and/or call
center agent to file a formal sales report on each call. In
another example, if the customer prospect and/or sales agent
expresses a purchase intent (e.g., the customer prospect uses
the keywords “buy”, “credit card”, “yes, I would like to buy .
.7, “bill me”, etc.) the call report status optionally indicates
aregistered sale. In another example, if the customer prospect
faxes in a signed document, the detection of a signature on the
signature page optionally indicates a registered sale. Option-
ally, call recording/transcription data mining can be applied
by the system to outbound calls in addition to inbound calls.
Optionally, outbound calls are originated via a client appli-
cation (e.g., a network connected application) which is down-
loaded (or is preinstalled) on a sales agent’s fixed and/or
mobile computing device including, for example, an agent’s
smartphone and/or workstation. Optionally, outbound calls
are initiated by the user selecting a phone number from a
contact database, a customer prospect list, or entry by the user
via a user interface of the client application. Optionally, the
telephony subsystem of the marketing automation platform
generates a bridged call (one to the agent and another to the
customer prospect) in response to a selection by the customer
prospect. Optionally, the client application (e.g., network
connected application) provides call status (e.g., connecting,
ringing, etc.) via a call display on outbound/inbound calls.
Optionally, the network connected application provides
implicit and explicit information (see description below)
relating to the calling party on an inbound/outbound call.
Optionally, the inbound or outbound call information and call
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status or a portion thereof is provided on a display user inter-
face (e.g., web browser) generated by the marketing automa-
tion platform. For example, caller identification information
relating to an inbound call can be presented in the client
application while additional implicit and explicit information
(e.g., customer prospects program state, see also descriptions
below) relating to the call can be provided on a screen user
interface (e.g., a web browser) of the marketing automation
platform. Optionally, a pre-call session is presented to the
sales agent which captures important contextual data relating
to the sales call and can be used to generate an automatic sales
call report. Optionally, an Interactive Voice Response (IVR)
session is presented to the sales agent during the pre-call
session to facilitate sales call report data collection. Option-
ally, the IVR session is paced and responses are entered via
spoken and/or dtmf commands. Optionally, the pre-call ses-
sion can by skipped and/or terminated by a spoken and/or
dtmf command. Optionally, upon detection of the customer
prospect (called or calling party) terminating the call (e.g.,
hang up) the system prompts the user for a post-call session to
facilitate automated sales call reporting. Optionally, as with a
pre-call session, a post call session optionally uses an IVR
session to facilitate data collection. Optionally, the pre- and
post-call session recording and entered responses are stored
in association with the customer prospect’s account. Option-
ally, the sessions (e.g., pre-call, call, and post-call) recordings
are transcribed and stored in association with the customer
prospect’s account. Optionally, as further discussed below, an
inbound call from and/or outbound call to a customer pros-
pect results in the marketing automation platform automati-
cally changing the state of the account (e.g., changes a pros-
pect’s lead score). Optionally, the sales agent can change the
state of the account and/or recommend a specific action (e.g.,
schedule an appointment, set a reminder/alert, escalate
account to manager, etc.) in a pre- or post-call. Optionally, the
(next step) actions for a customer prospect are prompted via
an IVR user interface and/or the sales agent is directed to
speak a next step action. Optionally, additional information
associated with the next step action is collected during the
post-call session (e.g., an appointment time and date if an
appointment schedule action is selected).

[0321] Further with respect to retargeting a customer or
customer prospect, in an example embodiment, an inbound
call to a RingPool number from a customer prospect is asso-
ciated by the marketing automation platform with a specific
online media placement. The data regarding these associa-
tions may be provided or made available to marketers and/or
the marketing automation platform for subsequent online
advertisements (e.g., retargeting). In an illustrative example,
a customer prospect views an advertisement regarding an
airline’s sale on flights to Tahiti but does not take an online
action (e.g., does not click on the ad). Instead, the customer
prospect calls the displayed RingPool phone number in the
Tahiti sale advertisement (or selects an option on the cus-
tomer prospect’s mobile device to place a call to the displayed
number). The marketing automation platform receives the
inbound call and records/stores in the marketing automation
platform the customer prospect’s interest in flights to Tahiti.
In this example, the marketing automation platform associ-
ates the online session with the offline call (e.g., by associat-
ing the association of the web session and the RingPool phone
number as similarly discussed above). If retargeting is
enabled, subsequent visits by the customer prospect (e.g.,
optionally determined by using an http cookie) to the airline’s
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web site (and/or other campaign’s including search term mar-
keting campaigns) cause additional Tahiti sale advertise-
ments to be displayed to the customer prospect. Optionally,
the recording and/or transcription of the offline call is data
mined for certain keywords to determine whether the adver-
tisements/media placements can be further customized to the
specific customer prospect. In the example above, an analysis
of'the call determines that the customer is interested in flights
originating from Los Angeles (e.g., the keywords “Depar-
ture” and “Los Angeles” were detected during the offline
call). Subsequent advertisement presentations by the airline
(and/or its affiliates) to the customer prospect might describe
the advantages of direct flights from Los Angeles and/or
special fares from Los Angeles to Tahiti. In another example
of data mining the call interaction, the caller may have
expressed an interest to travel in the month of November (e.g.,
the keyword “November” was detected during the call). Sub-
sequent advertisement presentation by the airline (and/or its
affiliates) to the customer prospect might describe the
weather in November in Tahiti and/or a special fare from Los
Angeles to Tahiti in November. Advantageously, the market-
ing automation system can associate an offline transaction
(e.g., a phone call) with an offline presentation (e.g., a dis-
played advertisement) for retargeting and further enables
marketing personnel/operators to use data mining techniques
on speech and/or text transcription data to customize the
advertisements to the prospects need (e.g., solution to their
problem). In the example and description above, the term
offline was used to describe a conventional wireline or mobile
call and was not meant to limit the types of calls/or and type
of devices calls can originate from customer prospects when
viewing online/mobile advertisements and retargeted by the
marketing automation platform. Optionally, calls can include
VoIP calls (e.g., Skype) and can originate from a customer
prospect’s fixed and/or mobile devices.

[0322] With respect to inbound calls to call center agents
(e.g., sales agents) and outbound calls from call center agents
(e.g., sales agents), some or all calls are optionally recorded.
As described herein, optionally the system distinguishes the
customer prospect’s voice channel (e.g., an inbound call leg
from a customer prospect in a bridged call) from the call
center agent’s voice channel (e.g. an outbound call leg to a
call center agent in a bridged call). Optionally, some or all
transcriptions of the recorded calls include notations for their
respective speaker (e.g., customer prospect or sales agent or
sales agent(s) if more than one agent is conferenced on the
call). Optionally, the call recordings are stored in association
with the customer prospect’s account and/or the sales agent
account/record. Optionally, the marketing automation plat-
form data mines the recorded/transcribed calls and assigns a
score, such as a numeric or alpha score (e.g., a sales agent call
performance score) to each call based upon one or more
attributes of the call including, for example, one or more of
the following: the outcome of the call (e.g., a sale), keyword
spotting of the call (e.g., “buy”, “purchase”, “not at this time”,
“credit card”, “on-sale”, etc.), etc. Optionally, the agent
receives a higher score if the call results in a sales transaction.
Optionally, the agent receives a comparatively lower score if
a call does not result in a sales transaction. Optionally, the
agent’s score improves if there are indications of a potential
purchase and the score is lowered if there are contrary indi-
cations. Optionally, the marketing automation platform pro-
vides a call center monitoring manager with agent perfor-
mance status (e.g., cumulative totals, call score averages, call
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counts per time period, etc.). Optionally, the marketing auto-
mation platform also provides an assessment and/or alerts
managers of a call(s) based at least in part on the tone of the
customer prospect (e.g., soft spoken, yelling, excited, ram-
bling, incoherent, yelling, etc.) and/or keywords detected dur-
ing the call (e.g., “not happy”, “disappointed”, “supervisor”,
“manager”, swear words, etc.). Optionally, the sales agent’s
recordings and/or transcriptions are reviewed by, for
example, the sales agent’s manager.

[0323] Atalaterdate, for example within 10 days, a follow-
up email is generated by the marketing automation system (or
a system integrated with the marketing automation system)
and sent to the customer prospect. Optionally, the follow-up
email is personalized with respect to certain activity associ-
ated with the customer prospect including, for examples,
web-site activity, a download, any internal or external data
store mined demographic, psychographic, personal data, etc.,
since the introductory email was transmitted to the customer
prospect, any state change in the customer prospects demo-
graphic, psychographic, personal data, etc., since the intro-
ductory email (e.g., birth date, credit card purchases, credit
change, announcements, social media postings, tweets, etc.).
Optionally, the personalized/dynamic email is generated
from one or more templates (and/or template paragraphs)
based at least in part on the detected activity, user profile,
and/or state changes. Optionally, the personalization is
applied to some or all elements of an email including for
example, sender name, subject, body text, body images, sig-
nature, and/or post script. Optionally, the follow-up email
includes a second phone number (optionally selected from a
RingPool). Optionally, calls are processed, tracked, and data
mined as described above with respect to the first stage (day
D).

[0324] At yet a later date, for example within 15 days, a
personal email is generated by the marketing automation
system (or a system integrated with the marketing automation
system) and sent to the customer prospect where the sender
field is configured with a specific sales or call center agent.
Optionally, the email is personalized as described above.
Optionally, the personal email includes a third phone number
(optionally selected from a RingPool). Optionally, calls are
processed, tracked, and data mined as described above with
respect to the first stage (day 1). Optionally, inbound calls to
the third number (or the content of the calls (e.g., a fax or
recorded message)) route to a specific sales or call center
agent. Optionally, for example, the call bridging system
places the second call to an agent by calling a support center
and entering an agent’s extension (e.g. by generating one or
more dtmf tones). Optionally, in another example, a received
fax message is routed to a specific sales or call center agent(s).

[0325] At yet a later date, for example within 30 days, an
email is generated by the marketing automation system (or a
system integrated with the marketing automation system) and
sent from the sales department in which the email includes,
for example an item of interest, such as a whitepaper of best
practices and/or a product/service discount (e.g., included as
an attachment). Similar to the 10 day and 15 day emails, the
communication, including the attachment, is context aware of
and/or reflects the customer prospect’s state and position
within the funnel as described above. Optionally, the commu-
nication includes a fourth phone number (optionally selected
from a RingPool). Optionally, calls are processed, tracked,
and data mined as described above with respect to the first
stage (day 1). Optionally, inbound calls to the fourth number
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(or the content of the calls (e.g., a fax or recorded message))
route to a specific sales or call center agent.

[0326] Atyetalater date, for example within 45 days, a text
“check in” message is generated by the marketing automation
system (or a system integrated with the marketing automation
system) and sent to the customer prospect. Optionally, the text
communication body includes a fifth phone number (option-
ally selected from a RingPool). Optionally, calls are pro-
cessed, tracked, and data mined as described above with
respect to the first stage (day 1). Optionally, inbound calls to
the fifth number (or the content of the calls (e.g., a fax or
recorded message)) route to a specific sales or call center
agent. Optionally, the text communication is sent with the
sender address configured with the fifth phone number
enabling replies to the text communication to be tracked and
recorded. In this latter case, optionally, the fifth number is not
included in the text communication body.

[0327] At day 45, as an alternative to or in addition to the
text communication, a “check-in” call is originated from a
sales agent to the customer prospect. Optionally, the out-
bound call routes through the call bridging system so that the
call can be processed, tracked, recorded, and data mined as
described above (e.g., as described with respect to inbound
calls in the day 1 case above). For example, the system can
generate a sixth number presented to the agent which is asso-
ciated with the customer prospect. Optionally, the agent can
call a number of the bridging system and enter the phone
number of the customer prospect in response to an IVR inter-
face. In another example, the system can generate a “check-
in” fax call. Optionally, calls originated to the customer pros-
pect include as the calling number the sixth phone number
(optionally selected from a RingPool). Thereby any calls
returned by the customer prospect to the calling number route
through the call processing systems and can be processed,
tracked, and recorded as described above.

[0328] At yet a later date, for example within 60 days, an
email communication is generated by the marketing automa-
tion system (or a system integrated with the marketing auto-
mation system) and is sent to the customer prospect regarding
awebinar. Similar to the 10 day, 15 day, and 30 day email, the
text communication with the customer prospect is context
aware as described above. Optionally, the email communica-
tion includes a seventh phone number (optionally selected
from a RingPool). Optionally, calls are processed, tracked,
and data mined as described above with respect to the first
stage (day 1). Optionally, inbound calls to the seventh number
(or the content of the calls (e.g., a fax or recorded message))
route to a specific sales or call center agent.

[0329] At yet a later date, for example within day 75,
another text communication or “check-in” call is originated
from a sales agent to the customer prospect in which the text
communication is generated by the marketing automation
system (or a system integrated with the marketing automation
system). Optionally, the outbound call and/or text communi-
cation is processed, tracked, and recorded as similarly
described above with respect to the Day 45 communications.
Optionally, the text communication includes an eighth phone
number (optionally selected from a RingPool). Optionally,
calls are processed, tracked, and data mined as described
above with respect to the first stage (day 1). Optionally,
inbound calls to the eight number (or the content of the calls
(e.g., a fax or recorded message)) route to a specific sales or
call center agent.
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[0330] At yet a later date, for example within day 90,
another text communication or call is originated from a sales
agent to the customer prospect in which the text communica-
tion is generated by the marketing automation system (or a
system integrated with the marketing automation system).
Optionally, if the products and/or services warrant an in-
person meeting, the communication is oriented around sched-
uling such an in-person meeting or a free trial. Optionally, the
outbound call and/or text communication is processed,
tracked, and recorded as described above with respect to the
Day 45 communications. Optionally, the text communication
includes a ninth phone number (optionally selected from a
RingPool). Optionally, calls are processed, tracked, and data
mined as described above with respect to the first stage (day
1). Optionally, inbound calls to the ninth number (or the
content of the calls (e.g., a fax or recorded message)) route to
a specific sales or call center agent.

[0331] Optionally, one or more unique numbers (e.g., nUMmM-
bers one through nine) are assigned to different stages in the
customer prospect nurturing campaign as described above.
Optionally, the same number is used at one or more of the
different stages. In the example above, customer prospect’s
communications followed a generalized timeline. Optionally,
the timeline is accelerated for those leads that exhibit certain
behavior (e.g., active participation greater than the norm).
Optionally, A/B testing (e.g., moditying the order of commu-
nications) is applied to the nurturing funnel described above.
The unique tracking phone numbers facilitate the A/B com-
parison by enabling the monitoring/tracking of calls origi-
nated by the customer prospects in response to the program.

[0332] The example embodiment above illustrates an auto-
mated marketing campaign executed by a system using out-
bound email to generate demand for a product or service. Ina
similar manner, an outbound voice or fax telephony campaign
is used to generate product or service demand for those cam-
paign types that enable outbound calling (e.g., political and
non-profit fund raising campaigns). For example, the user
may create a campaign and configure into the campaign one
or more outbound calling campaign lists from a data store of
lists. Optionally, the user associates one or more calling
scripts with the one or more outbound calling campaign lists.
The marketing automation system manages (e.g., places out-
bound calls and waits for answer and speech detection before
connecting to an agent or before playing a voice prompt or
IVR tree/form), tracks, and/or records phone-based customer
interactions throughout the campaign. Optionally, campaigns
include a combination of textual communications and out-
bound phone calls as described above with respect to the Day
45 stage.

[0333] Optionally, an automated marketing campaign
using outbound calling follows a multi-stage process as simi-
larly described above. For example, in the first stage (e.g., day
1), an introductory call is placed by the marketing automation
system (or a system integrated with the marketing automation
system) to a customer prospect. Optionally, the marketing
automation system places an outbound call for each prospect,
waits for answer, and upon speech being detected bridges/
connects the call to a waiting live agent. Optionally, the mar-
keting automation system places a call to a waiting live agent,
places a call to a customer prospect, and bridges/connects the
two outbound calls. Optionally, the marketing automation
system plays a recorded message and/or interacts with the
prospect via an [VR/voice form using dtmf detection or
speech recognition controls. Optionally, in the example call
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processing scenario, data about the called party, the caller, the
call (e.g., a recording of the call) and/or the call results is
stored in one or more data stores (e.g., a database). Option-
ally, the call data can be mined and the prospect can be
retargeted in this campaign (as described below) or in subse-
quent campaigns. For example, a recording of the call can be
data mined for certain keywords as described above. Option-
ally, outbound calls are all placed with the same caller ID to
different customer prospects within the campaign. Option-
ally, outbound calls use different numbers (optionally
selected from a RingPool) which enables the system to
uniquely manage return calls, even if the caller is calling with
a private/blocked caller identification.

[0334] Atalaterdate, for example within 10 days, a follow-
up outbound call is placed by the marketing automation sys-
tem (or a system integrated with the marketing automation
system) to the customer prospect. Optionally, the follow-up
call is personalized with respect to certain activity associated
with the customer prospect including, for example, web-site
activity, a download, any internal or external data store mined
demographic, psychographic, personal data, etc., since the
introductory email was transmitted to the customer prospect,
any state change in the customer prospects demographic,
psychographic, personal data, etc., since the introductory
email (e.g., birth date, credit card purchases, credit change,
announcements, social media postings, tweets, etc.). Option-
ally, the personalized/dynamic email is generated from one or
more templates (and/or template paragraphs) based at least in
part on the detected activity, user profile, and/or state changes.
Optionally, the personalization is applied to some or all ele-
ments of a call script including for example, the greeting,
body text, and/or call close. Optionally, the follow-up call is
placed using the day 1 campaign phone number (e.g., to
manage a consistent interaction with prospects who have
caller identification features on their telephony device) or a
second phone number (a day 10 phone number optionally
selected from a RingPool). Optionally, calls are processed,
tracked, and data mined as described above with respect to the
first stage (day 1).

[0335] At yet a later date, for example within 15 days, a
personal call is optionally generated by the marketing auto-
mation system (or a system integrated with the marketing
automation system) to the customer prospect, where the caller
identification field is configured with a specific sales or call
center agent phone address and/or extension. Optionally, if
the system detects the call (or other outbound calls to cus-
tomer prospects as defined in this example campaign or other
campaigns) is answered by an answering machine, the system
can play a voice announcement (which is recorded by the
answering machine). Optionally, the voice announcement
can be configured to play, for example, dynamic data includ-
ing the name of a call agent, a phone number and/or extension
for a call agent, the name of the customer prospect, the phone
number of the customer prospect, date/time information,
days/hours before the expiration of an offer or event, eligible
discounts, web site address, campaign manager entered text,
customer prospect implicit and explicit data (e.g., as defined
in this specification below), scheduling, etc. Optionally, calls
are processed, tracked, and data mined as described above
with respect to the first stage (day 1).

[0336] Atyetalater date, for example within 30 days, a call
is placed by the marketing automation system (or a system
integrated with the marketing automation system) and
bridges/connects with the sales department and references an
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item of interest sent to the prospect, such as a whitepaper of
best practices and/or a product/service discount. Similar to
the 10 day and 15 day calls, the call is context aware of and/or
reflects the customer prospect’s state and position within the
funnel as described above. Optionally, calls are processed,
tracked, and data mined as described above with respect to the
first stage (day 1).

[0337] At yet a later date, for example within day 45,
another text communication or call is originated from a sales
agent to the customer prospect in which the text or call com-
munication is generated by the marketing automation system
(or a system integrated with the marketing automation sys-
tem). Optionally, if the products and/or services warrant an
in-person meeting, the communication is oriented around
scheduling such an in-person meeting or a free trial. Option-
ally, calls are processed, tracked, and data mined as described
above with respect to the first stage (day 1).

Lead Scoring

[0338] A feature of marketing automation is lead or pros-
pect scoring. Lead scoring is a method of assigning a value
(e.g., a numerical value) to leads in order to determine their
willingness to purchase a company’s product or service. Lead
scoring is often used in conjunction with customer prospect
nurturing. Leads with high scores can be accelerated through
the nurturing funnel or fast-tracked to sales and, correspond-
ingly, leads with low scores can be lead nurtured. In addition,
lead scoring improves the efficiency of the sales and market-
ing process by enabling the organization to focus more atten-
tion on the higher quality leads.

[0339] The method of assigning or calculating a value
(which may be calculated by the marketing automation sys-
tem) is based at least in part upon a determined collection of
attributes associated with the customer prospect. The
attributes may include some or all of the following: demo-
graphic attributes (e.g., gender, age, ethnicity, language, dis-
abilities, mobility, homeownership, employment status,
credit status, geographic location, computing devices, mobile
devices, telephony, etc.), psychographic attributes (e.g., per-
sonality traits, interests, lifestyles, values, attitudes, etc.),
behavioral attributes (e.g., online usage (e.g., read emails,
clicks, web visits, keywords, webinar participation, online
social media participation, etc.), loyalty, etc.), and/or organi-
zation/firm demographics (e.g., company size, industry, job
function, job title, etc.).

[0340] Lead/prospect scoring may be performed by the
marketing automation system or otherwise, optionally com-
bining explicit scoring and implicit scoring. Explicit scoring
may be based at least in part on information the prospect
declares (e.g., via an online or faxed registration form) and
implicit scoring may be based at least in part upon informa-
tion observed or inferred about the prospect (e.g., a link
selection on a web page).

[0341] With respect to explicit scoring, for example, a
value, such as a numerical value, is assigned to information
declared by the prospect. Optionally, one or more internal or
external data stores (e.g., a data service operated by a separate
company) are queried to determine additional facts about the
prospect based upon their declared data. Optionally, the mar-
keting automation supports auto-fill forms linked to a user’s
social media site. Optionally, certain declared data is
weighted by importance, for example, a prospects job title can
be weighted heavier than his/her age.
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[0342] With respect to implicit scoring, for example, a
value, such as a numerical value, is assigned to information
inferred about the prospect. Optionally, one or more external
databases are queried to determine additional facts about the
prospect based upon the inferred data. Optionally, certain
inferred data is weighted by importance, for example, a web-
site selection on a product associated link can be weighted
heavier than a website selection on a corporate information
associated link.

[0343] Optionally, the lead’s score is determined at least in
part by summing the weighted numerical values assigned to
the lead across the explicit and implicit attributes. Optionally,
the lead’s score is further modified by adding or subtracting
values, such as numerical points. For example, points might
be subtracted from a lead score if some or all of the data is
determined to be of low quality/relevance based upon, for
example, additional information acquired using a prospect’s
phone number. If a company is selling year round active wear
and it is determined the prospect’s phone number is based in
California, additional points might be added to the lead’s
score, as it is more likely that a California resident will be
more interested in such type of clothing due to its moderate
weather. In the same example, if the prospect’s phone number
is based in Michigan, additional points might be deducted
from the lead’s score, as it is less likely that a Michigan
resident will be interested in such type of clothing due to its
more extreme weather.

[0344] Optionally, lead scoring from online interactions is
combined with offline interactions, and in particular, lead
scoring associated with telephony/call processing. The com-
bined lead scoring provides a deeper and more valuable lead
scoring methodology than conventional marketing automa-
tion lead scoring. Optionally, attributes associated with, for
example, the length of the call and/or the disposition of the
call are included in the lead’s score and/or the weighting of
the lead’s score as further described below. Optionally, the
placement of calls to designated numbers may route calls
directly to an operator (e.g. sales and/or customer support) or
calls to such numbers may be configured to terminate in an
IVR interface to provide data to and/or collect data from a
user. Optionally, in both lead scoring and lead nurturing,
information about a customer prospect and/or a customer is
progressively assembled through a campaign and/or previous
campaigns and stored (e.g., in a data store) in association with
the customer prospect and/or customer (e.g., in alead record).
This information is used repeatedly to improve targeting of an
existing campaign and/or for future campaigns.

[0345] In certain embodiments of marketing automation
lead scoring there may be hundreds or thousands of possible
behavior, psychographic, demographic, and/or firmographic
attributes that can contribute to a lead score. The following
discussion describes example attributes that can be used in
telephony service environments, although additional, fewer,
or different attributes may be used.

[0346] Optionally, explicit data can be collected from a
customer prospect using a combination of menu selections,
voice recognition, and/or voice forms. For example, a pros-
pect may be prompted to enter their age using the telephone
key pad (e.g., press keys corresponding to the customer’s age
or age range). In another example, a prospect may be
prompted to audibly state the prospect’s years of experience
in a particular field, or with a particular product or service. In
another example, the prospect may be prompted to audibly
state the prospect’s company or employer name. The infor-
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mation audibly provided by the prospect may be recorded by
the system and/or translated into text using, for example, an
automated voice-to-text conversion system (which may
optionally be limited to converting names and number to text)
and/or by a human operator. The system may be further con-
figured to determine additional information about the cus-
tomer prospect using, for example, call signaling information
including calling party identification. For example, one or
more internal and/or external databases (e.g., the Edgar data-
base providing access to SEC filings, Dun and Bradstreet
database, etc.), web sites, social media sites, microblogs, etc.,
can be queried/searched to determine additional information
about the caller using the phone number of the caller (e.g., as
a search query term). Optionally, the calling party identifica-
tion or other attributes/characteristics of the customer pros-
pect/customer can be used to route inbound calls to the appro-
priate agent (e.g., an agent responsible for the customer/
prospect), call/sales center, etc. If the calling phone number is
notrecognized by the system, or not recognized by the system
as owned by a corporate entity the caller may be asked to
declare (for example via an IVR user interface) a work num-
ber and/or work extension. Optionally, in performing lead
scoring and lead nurturing, portions (e.g., 10 seconds of the
beginning of the call, 10 seconds of the end of the call, the
entire call, etc.) of a call interaction with a customer prospect/
customer may be recorded by the system. Optionally, the
recorded portions are made available to personnel, (e.g., mar-
keting personnel) for analysis to determine attributes/charac-
teristics of the customer prospect/customer, optionally
including attributes not listed below, including, for example,
the emotional state/reaction of the prospect during the call.
Optionally, the analysis impacts the prospect’s lead score
and/or nurturing state. Optionally, the analysis causes, at least
in part, a one or more marketing programs to be modified.
Optionally, the call data can be mined for certain keywords
and/or phrases which indicate a purchase intent by a customer
prospect. Optionally, a purchase intent reflects a likelihood
that the customer prospect will be a customer for a good or
service promoted in a marketing campaign/program as
described above. Optionally, if the customer prospect
expresses a purchase intent (e.g., the customer prospect uses
the keywords “buy”, “credit card”, “yes, I would like to buy .
.. 7, “bill me”, etc.) the customer prospect’s lead score and/or
nurturing state is enhanced. Enhancing a customer prospect’s
lead score reflects a corresponding inferred likelihood that the
customer prospect (or existing customer) will purchase a
good or service. Similarly, if the system does not detect a
certain keyword and/or phrase which indicates a purchase
intent by a customer prospect and/or detects a keyword indi-
cating a lack of intent and/or a specific intent not to purchase,
the customer prospect’s lead score and/or nurturing state is
decreased. Decreasing a customer prospect’s lead score
reflects a corresponding inferred likelihood that the customer
prospect (or existing customer) will not purchase a good or
service. Optionally, a data store is populated by a provider of
the marketing automation system with purchase intent key-
words (and or phrases). Optionally, the speech from the cus-
tomer prospect is compared by the system against the vocabu-
lary of words in the data store of purchase intent keywords to
determine keyword matches. Optionally, the data store is
populated with new keywords based on data mining experi-
ences of the provider. Optionally, the data store is populated
and/or complemented with new keywords based on the data
mining experiences and/or market of an operator. Optionally,
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the content of the operator’s data store becomes unique/pro-
prietary data of the operator. Optionally, a prospect’s lead
score is enhanced by a larger amount (e.g., by a factor such as
1.25) depending upon which keyword is detected in the cus-
tomer prospect’s speech. For example, the phrase “yes, I
would like to buy . . . ” increases the lead score more than the
phrase “I am thinking about purchasing . . . ” Optionally, other
attributes of the call are used to factor the lead score increment
including the location of the detected keyword in the call
session. For example, the detection of a purchase intent key-
word at the beginning of the call session may not be scored as
high as a purchase intent keyword expressed by the customer
prospect at or towards the end of the session. Other attributes
of the call can also be used to factor a lead score increment.
For example, the detection of a single keyword and/or phrase
may not increment the score to the same degree as the detec-
tion of multiple keywords and/or phrases. In another
example, keywords can be assigned to groups, with certain
groups having a higher lead score incremental given a higher
indication of a purchase. In another example, the intonation
pitch and/or volume of a keyword can be used as factor in
determining the lead score increment. In another example,
hesitation words (e.g., uh) and/or the length of a pause by the
customer prospect’s speech in the context of a keyword can be
used as a factor in determining the lead score increment.
These are only optional examples of attributes of the call that
can be used to factor a lead score increment. In another
example, optionally lead scoring can be decremented if a
purchase intent keyword is not detected or a keyword is
detected indicating the customer prospect is not going to
purchase a good or service. Optionally, a data store is popu-
lated by a provider and/or operator of the marketing automa-
tion system with “purchase intent lack thereof” keywords
(and or phrases) as similarly described above. Optionally,
analysis of the text is automatically performed in whole or in
part via the system.

[0347] The following table is a list of example explicit
individual attributes of the prospect, some or all of which may
be used in lead scoring:

TABLE 1

Corporate Title (e.g., manager, director, vice-president,
president, chief, etc.)

Organization Role

Purchasing thresholds

Count of staff reports

Years of experience within field

Unique skills including certifications

Number of web email accounts

Number of corporate email accounts

Years with company

Years in current role

Honors and awards received outside of present job
Social network accounts

Social network activity

Social network connections

Social network influence

Public recommendations

Microblogging accounts

Microblogging participation

Blogs

Affiliations - groups and associations

Career aspirations

Personal interests and aspirations

Degrees received

Educational institutions attended

Calling device type (e.g., cell phone, landline phone)
Calling carrier (e.g., Skype, wireline, wireless)
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TABLE 1-continued

Connection speeds
Camera capabilities
Privacy settings

Values

[0348] The following table is a list of example explicit
attributes of prospect’s employer, some or all of which may
be used in lead scoring:

TABLE 2

Rankings/Stock Indexes: Fortune 500/Inc. 500, etc.
Public/Private status

Number of employees

Company revenue

Revenue growth (growing, declining, etc.)
Company financial status

Number of divisions

Number of products sold (SKUs)

Locations (US and non-US)

City

State

Zip

Country

Phone area code

Headquarters or satellite

Location of branches

Size of branches

Number of web sites

Number of patents and patent applications

Website traffic

Website plug-ins

Applications (e.g., widgets, gadgets, smartphone apps, etc.)
Year founded

Organizational structure (proprietorship, partnership, corporation)
Geographic markets served

Competitors

Partners

Fiscal year end

Industry served (e.g., consumer, defense)Typical customer
Target marketing programs

Declared Mission

Declared Vision

Declared Values

Declared Strategy

Press release counts historic average

Press release trends

[0349] Followingtable is a list of example explicit relation-
ship attributes, some or all of which may be used in scoring:

TABLE 3

Prospective:
Customer
Partner
Competitor
Prospect
Investor
Current:
Customer
Partner
Competitor
Prospect
Investor
Ex-customer
Lost opportunity
Product(s) purchased from company or other companies
Complimentary marketing platforms used (e.g., Customer
Relationship Management)

45
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TABLE 3-continued

Recycled count
Lead source

Website

Sponsorship

PPC

Content syndication

Online ad

Offline media (e.g., radio, television, newspapers, etc.)
Marketing budgets (Monthly, Quarterly, Annually) corporate
and by division
Project milestones

[0350] The above tables list example explicit data used in
scoring. As discussed above, behavior (implicit) data and
other types of data (e.g., psychographic) may also be used in
scoring. Below is a list of example behavior-based attributes
(which may be detected by the marketing system) that can be
used in telephony integrated lead scoring (e.g., where the
marketing system may calculate the score), although fewer,
additional, or different attributes may be used. As discussed
below, optionally a number (e.g. a phone number, such as a
RingPool number) is associated with marketing media and/or
media elements (e.g., a landing page, such as a specified
landing page). Optionally, a number (e.g., a phone number/
phone address, such as a RingPool number, is dynamically
assigned in response to condition (e.g., a landing page dis-
play, display/view/play of a video, a request to download an
item and/or application, completion of a web form, a social
network action (e.g., a customer prospect “liking” a product
or web site, etc.) or threshold event. Optionally, a condition
triggering a lead scoring event can also include any single or
combination of implicit and/or explicit attributes associated
with a customer prospect as described herein. Optionally,
code (e.g., the web integration code described above) is
embedded in the marketing media to dynamically display
phone numbers based on known/customized parameters
(e.g., passed in the URL and/or via accessible cookies).
[0351] An example behavior attribute is a prospect’s view-
ing of an online demonstration, images, or a video. Option-
ally, a unique phone number (e.g., a RingPool number) is
included in association with or embedded in the viewable
material. Optionally, a call to the number associated with the
viewed material causes a positive change in the prospect’s
score (indicating that the prospect is more likely to be a good
prospect). Optionally, the same phone number, unique to the
individual during the tracked online session(s) (e.g., using
browser cookies) can be used if the prospect views multiple
demonstrations, images, or videos. Optionally, multiple dif-
ferent numbers (e.g., one or more RingPool numbers) can be
used within the viewable material where the numbers are
displayed at different physical or temporal points within the
material. Optionally, if a demonstration is viewed multiple
times by the same prospect, the same or a different number
(e.g., a RingPool number) is displayed in each viewing.
[0352] Another example behavior attribute is a prospect’s
participation in a free trial of a product or service. Optionally,
aunique phone number (e.g., a RingPool number) is included
in association with the free trial. Optionally, if the prospect,
which received the free trial, places a call to the number
associated with the free trial causes a positive change in the
prospect’s score.

[0353] Another example behavior attribute is a prospect’s
use of a coupon. Optionally, the marketing automation plat-
form creates coupons for specific customer segments, cus-
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tomer attributes, products, services, categories, seasonal,
day-of-week, time-of-day, etc. Optionally, a unique phone
number (e.g., a RingPool number) is included in association
with a coupon presentation (e.g., email coupon, website cou-
pon, ad banner coupon, etc.). Optionally, if the prospect that
received the coupon offer places a call to the number associ-
ated with the coupon offer, the call causes a positive change in
the prospect’s score.

[0354] Another example behavior attribute is a prospect’s
participation in a download of content, for example, a down-
load of an application, article, presentation, etc. Optionally, a
unique phone number (e.g., a RingPool number) is included
in association with the download screens/presentation.
Optionally, if the prospect, which downloaded the content,
places call to the number associated with download causes a
positive change in the prospect’s score.

[0355] Another example behavior attribute is a prospect’s
use of free software. Optionally, a unique phone number (e.g.,
aRingPool number) is included in in association with the free
software acquisition process, post-acquisition/utilization
screens/presentation, etc. Optionally, if the prospect places a
call to the number associated with free software acquisition
and/or use causes a positive change in the prospect’s score.
[0356] Another example behavior attribute is a prospect’s
access/search/perusal of an integrated or public application
directory (e.g., Apple AppStore, Microsoft Gadget Gallery,
etc.). Optionally, a unique phone number (e.g., a RingPool
number) is included in association with the application direc-
tory. Optionally, a call to the number associated with the
application directory causes a positive change in the pros-
pect’s score.

[0357] Another example behavior attribute is a prospect’s
use of a widget/gadget. Optionally, a unique phone number
(e.g., a RingPool number) is included in association with the
widget/gadget. Optionally, if the prospect, which used the
widget/gadget, places a call to the number associated with the
widget/gadget causes a positive change in the prospect’s
score. Optionally, a different unique phone number (e.g., a
RingPool number) is used in different uses of the widget/
gadget, including for example, the hosting of a version of the
widget/gadget on the prospect’s web site.

[0358] Another example behavior attribute is a prospect’s
viewing of a document authored and/or posted on a web site
in which the document includes, for example, an article,
presentation, press release, book/ebooks, product data sheet,
brochure, manuals, reference guides, workbooks, etc.
Optionally, aunique phone number (e.g., a RingPool number)
is included in association with the document. Optionally, if
the prospect, which received and/or viewed the document,
places a call to the number associated with the document
causes a positive change in the prospect’s score. Optionally,
the same phone number, unique to the prospect during the
tracked online session(s) (e.g., using a browser cookies) can
be used if the prospect receives and/or views the document
multiple times. Optionally, the same phone number or mul-
tiple different phone numbers (e.g., one or more RingPool
numbers) can be used within the viewed document where the
numbers are displayed at different points within the docu-
ment. Optionally, a unique phone number (e.g., a RingPool
number) is displayed if the prospect is intending to reference
one or more of the documents.

[0359] Another example behavior attribute is a prospect’s
viewing of a blog post. Optionally, a unique phone number
(e.g., a RingPool number) is included in association with the
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blog post. Optionally, if a prospect, which viewed the blog
post, places a call to the number associated with the blog post
causes a positive change in the prospect’s score. Optionally,
the same phone number, unique to the individual during the
tracked online session(s) (e.g., using a browser cookies) can
be used if the prospect views the blog post multiple times.
Optionally, different phone numbers (e.g., one or more Ring-
Pool numbers) can be used within the viewed blog post where
the numbers are displayed at different points within the blog
post. Optionally, if the blog post is viewed multiple times by
the same prospect, the same phone number or a different
number (e.g., one or more RingPool number) is displayed in
each viewing. Optionally, the same phone number or a dif-
ferent phone number (e.g., one or more RingPool numbers) is
included in association with the blog post if the prospect rates
and/or shares via a social sharing button the post.

[0360] Another example behavior attribute is a prospect’s
subscription to an RSS/XML feed. Optionally, a unique
phone number (e.g., a RingPool number) is included in asso-
ciation with the application directory. Optionally, if the pros-
pect, which subscribed and/or viewed the feed, places a call to
the number associated with the application directory causes a
positive change in the prospect’s score. Optionally, if a pros-
pect subscribes to multiple feeds, the same phone number or
a different phone number (e.g., one or more RingPool num-
bers) is included in association with the RSS/XML feeds.

[0361] Another example behavior attribute is a prospect’s
viewing of'a webinars or webcasts (including, for example, an
online course). Optionally, a unique phone number (e.g., a
RingPool number) is included in association with the webi-
nars or webcasts. Optionally, if the prospect, which viewed
the webinar or webcast, places a call to the number associated
with the webinars or webcasts causes a positive change in the
prospect’s score. Optionally, the same phone number, unique
to the prospect during the tracked online session(s) (e.g.,
using a browser cookies) can be used if the prospect views the
webinars or webcasts multiple times. Optionally, the same
phone number or multiple different phone numbers (e.g., one
or more RingPool numbers) can be used within the viewed
webinars or webcasts where the numbers are displayed at
different physical and/or temporal points within the webinars
or webcasts. Optionally, some or all of the following addi-
tional conditions, as monitored and determined by the sys-
tem, cause a positive change in prospect scoring calculated by
the system and/or the assignment and display on the pros-
pect’s terminal of the same or a new phone number (e.g., a
RingPool number): the prospect asking a questions during a
live webinar or webcast; the prospect viewing the webinar or
webcast live and then later viewing a recorded version; the
prospect posting a comment in association with the webinar
or webcast; the prospect registering for the webinars or web-
casts; the prospect rating and/or sharing via a the webinar or
webcast (e.g., by activating a social network sharing control
which causes information regarding the webinar or webcast
to be posted on a social network); and/or the prospect viewing
the webinars or webcasts (or recordings thereof) multiple
times.

[0362] Another example behavior attribute is a prospect’s
filling out a survey. Optionally, a unique phone number (e.g.,
a RingPool number) is included in association with the sur-
vey. Optionally, if the prospect, which received and/or filled
out the survey, places a call to the number associated with the
survey causes a positive change in the prospect’s score.
Optionally, some or all of the following additional conditions,
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as monitored and determined by the system, cause a positive
change in prospect scoring calculated by the system and/or
the assignment and display of the same phone number or a
different phone number (e.g., a RingPool number) on the user
terminal: the prospect visiting the survey; the prospect begin-
ning filling out the survey; the prospect completing the sur-
vey; the prospect viewing survey results; the prospect faxing
inthe survey (e.g., in the case of a signature); and/the prospect
participating in more than one survey.

[0363] Another example behavior attribute is a prospect’s
attending a tradeshow or roadshow/seminar. Optionally, a
unique phone number (e.g., a RingPool number) is included
in association with the show/seminar (e.g., placed in bro-
chures/handouts). Optionally, a call by the prospect to the
number associated with the tradeshow causes a positive
change in the prospect’s score.

[0364] Another example behavior attribute is a prospect’s
viewing a microsite (e.g., which is focused on and promotes
a single product or product family associated with a single
brand. Optionally, a unique phone number (e.g., a RingPool
number) is included in association with the microsite. Option-
ally, if the prospect, which viewed the microsite, places a call
to the number associated with the tradeshow causes a positive
change in the prospect’s score. Optionally, sharing (e.g., via
social media) of the website is a condition which causes a
positive change in the prospect’s score and/or the assignment
and display of the same phone number or a different phone
number (e.g., a RingPool number).

[0365] Another example behavior is a prospect’s viewing
one or more web pages. Optionally, a unique phone number
(e.g., a RingPool number) is included in association with the
one or more web pages. Optionally, if the prospect, which
viewed the web page(s), places a call to the number associated
with the one or more web pages causes a positive change in
the prospect’s score. Optionally, some or all of the following
additional conditions, as monitored and determined by the
system, causes a positive change in prospect scoring and/or
the assignment and display of a unique phone number (e.g., a
RingPool number): browser type used to view the web pages;
and/or the prospect: visiting a landing page; completing one
or more forms on the landing page; using one or more chat
services; viewing a product/service specific web page; view-
ing a pricing specific web page; viewing a customer page
and/or customer review pages; viewing more than one land-
ing page and/or associated web pages within a configurable
time period (e.g., one week, one month, etc.); and/or sharing
(e.g., via social media) one or more web pages.

[0366] Another example behavior is a prospect’s search
activity. Optionally, a unique phone number (e.g., a RingPool
number) is included in association with search activity.
Optionally, if the prospect, which viewed the web page(s),
places a call to the number associated with the search activity
(e.g., presented in the search results) causes a positive change
in the prospect’s score. Optionally, some or all of the follow-
ing additional conditions cause a positive change in prospect
scoring and/or the assignment and display of a unique phone
number (e.g., a RingPool number): a determination by the
system that the prospect submitted a query: for the company
name; for a specific product or service name/type; for specific
terms; via the company’s web site; and/or to a particular
search engine type.

[0367] Another example behavior attribute is a prospect’s
viewing information about or receiving one or more certifi-
cations. Optionally, a unique phone number (e.g., a RingPool
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number) is included in association with the certification infor-
mation or certification. Optionally, if the prospect, which
viewed the certification or received the certification, places a
voice or fax call to the number associated with the certifica-
tion information or certification causes a positive change in
the prospect’s score.

[0368] Another example behavior attribute is a prospect’s
listening to or viewing one or more podcasts. Optionally, a
unique phone number (e.g., a RingPool number) is included
in association with the podcasts. Optionally, if the prospect,
which listened to or viewed the podcast, places a call to the
number associated with the podcast causes a positive change
in the prospect’s score. Optionally, the following additional
conditions cause a positive change in prospect scoring and/or
the assignment and display of a unique phone number (e.g., a
RingPool number), the prospect: listening multiple times to
one or more podcasts; downloading a podcast; and/or sub-
scribing to one or more podcasts.

[0369] Some purchases, in particular certain Business-to-
Business purchases, are often made by a group of individuals
or a committee. Optionally, the marketing automation sys-
tem, for example, infers from certain information (e.g., from
prospects’ voice or fax phone numbers, IP addresses,
declared company name, etc.) connections between individu-
als. Optionally, a unique phone number (e.g., a RingPool
number) is included in association with the connected/group
of individuals/prospects as identified by the system. Option-
ally, the unique phone number supersedes other marketing
number assignments or not. Optionally, the phone numbers
assigned change during the marketing funnel but are the same
for each member in the identified connected/group of indi-
viduals.

[0370] As discussed above, some attributes can result in a
negative change in the prospect’s score. Optionally, a phone
number (e.g., a RingPool number) is changed in response to a
user action and/or a drop in a lead/prospect score. For
example, a prospect subscribing to a “Do-Not-Text” list
might have their score lowered, and accordingly henceforth
only a phone number which is directed to second or third level
sales/customer support is provided for display to the lower
scoring prospect. Other example conditions which may (in
some embodiments) lead to a negative change in a prospect’s
score and/or the assignment and display of the same phone
number or a different phone number (e.g., a RingPool num-
ber) include, for example, a determination of a prospect:
unsubscribing from an email list or a bounced email; visiting
press, investor, and about web pages; not visiting the website
within a configurable time period; changing their purchase
timeframe; not advancing in the sales funnel; subscribing to a
“Do-Not-Call” list; submitting a spam complaint; posting a
negative social media comment; non-renewing a contract/
warranty; not residing in a location served by the company; a
declared title indicating a low likelihood of purchase (e.g.,
student); one who doesn’t speak English; and/working in a
different industry/market. Additional, fewer or different con-
ditions may cause the system to reduce the score.

Sales Attribution

[0371] In many cases, a sale is attributable to one or a
number of marketing touch points (where a prospect encoun-
ters the marketing campaign, or where the prospect and com-
pany engage to exchange information, provide service, or
handle transactions), including for example the touch points
described above, such as telephony touch points. Optionally,
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the marketing automation system allocates/attributes a sale
across some or all those marketing elements/touch points the
prospect interacted with during the course of a marketing
program/campaign. This attribution improves Return-On-In-
vestment calculations and provides a clearer view into the
actual sales process.

[0372] As described above, the association of phone num-
bers with media elements enables marketing personnel (and
other personnel including the management team) to attribute
offline sales transactions and/or telephony sales transactions
with certain media elements (e.g., including online media
elements). This association enables marketing personnel to
assess the performance of their marketing campaign. Option-
ally, those marketing campaigns/programs with higher regis-
tered cumulative online and/or offline sales can be analyzed
and metrics generated (e.g., cost per acquisition) to enable an
efficient marketing spend of limited marketing budgets.
[0373] Optionally, a condition which registers and/or
attributes the sale of a good or service is the detection by the
system of a spoken purchase intent keyword and/or a defini-
tive purchase intent keyword. An example of a definitive
purchase intent keyword includes the spoken credit card
information of the customer.

Social Media

[0374] Optionally, activity on one or more social media
sites is monitored by a social media monitoring system to
detect company related interactions. These monitored inter-
actions optionally cause the system to generate an alert to
sales/customer support when the system determines that an
action should be taken. For example, a prospect might tweet
or place a post on a Facebook Fan Page that s/he is looking for
reviews on a product or service offered by the company. This
may be detected by or on behalf ofthe marketing system (e.g.,
by the social media monitoring system). Optionally, based at
least in part on such detection of the prospect interaction with
a social media platform, the marketing system increases the
lead score associated with the prospect. Optionally, an out-
bound call is manually or automatically originated from a
sales group (optionally with a modified calling party 1D as
discussed above) to the prospect and/or one or a series of
textual communications are sent to the prospect that include
one or more unique phone numbers (e.g., RingPool numbers)
as discussed above to help advance/trigger a sale. Similarly, a
detected negative social media interaction by a prospect may
cause the social media monitoring system to decrease the lead
score associated with the prospect and/or any networked
members of the prospect. Optionally, a manually or automati-
cally outbound call is originated from a sales group (option-
ally with a modified calling party ID as discussed above) to
the prospect and/or one or a series of fax or textual commu-
nications are sent to the prospect that include unique phone
numbers (e.g., RingPool numbers) as discussed above
intended to or configured to address the concern/negative
issue. Optionally, the social media monitoring system(s) is a
part of the marketing automation system platform or is inte-
grated, for example, via a data network connection.

[0375] In addition, with respect to scoring and tracking,
optionally the amount of social media activity associated with
a prospect can be a heavily weighted factor in determining a
prospect’s lead score. For example, a prospect with a large
number of “friends” may be an early adopter/influencer. Con-
sequently, the prospect may be treated as a VIP and provided
with special, enhanced treatment and privileges, such as, for
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example, a free trial of the product and/or service and a
hotline phone number that may bypass an IVR system.

Mobile

[0376] As described above, there are many elements that
may be associated with a marketing program which creates
marketing touches/customer interactions which may lead to a
sale. Historically, when marketing campaigns included an
“online” element, the customer prospect interacted with these
elements from a fixed computing environment (e.g., a work or
a home personal computer). With the proliferation of smart-
phones and tablets, it would be advantageous for at least some
customer interactions to take place via a prospect’s mobile
computing device. Optionally, the marketing automation sys-
tem accounts for the mobile device environment by modify-
ing the display to accommodate smaller screen displays and/
or by supporting first party cookies to support tracking on
mobile devices such as the iPhone. Optionally, lead nurturing
and lead scoring take into account that the interaction is
occurring on a mobile device and may change the weighting
and scoring. For example, if all interactions with the prospect
have been via a mobile device and the prospect switches to a
fixed device, the prospect’s lead score may be increased and/
or interaction with the prospect may be routed to a sale group.
Use of a mobile device may afford new and different infer-
ence opportunities. For example, dynamic location data of the
mobile device, if available, may be used by the marketing
automation system to determine how to modify lead scoring
and routing. For example, if the marketing automation system
determines a prospect is accessing a white paper or presenta-
tion from his/her company location, the prospect’s lead score
may be increased and the white paper/presentation may
include a VIP phone number (e.g., which may bypass an IVR
system or otherwise provide preferred access to support per-
sonnel).

[0377] In support of mobile devices, many of the large
eCommerce merchants provide to their customers and pro-
spective customers a mobile application. Merchant mobile
applications reinforce a merchant’s brand and reduce the
friction associated with purchases. In an example embodi-
ment, the Marketing Automation Platform (MAP) provides a
set of tools which can be used to create/configure customized
apps for mobile devices including for example iPhone, iPad,
iTouch, 108 platforms, Android platforms, etc.

[0378] Inan example embodiment, the marketing automa-
tion platform provides a set of a tools which the MAP cus-
tomer utilizes to create apps. For example, the MAP customer
downloads an apps configurator. The MAP customer custom-
izes their application using the downloaded apps configura-
tor. Optionally, the configurator supports feature customiza-
tion including for example some or all of the following:
customizing the skin of the app, colors, matte, etc.; integrat-
ing the merchant/company’s logo; customizing the app icon
which is displayed on the user’s screen; customizing the app
loading splash screen; customizing a small logo that is dis-
played on all or a selected set of app screens; customization of
a banner image displayed when the app is launched; customi-
zation of the copyright logo displayed on a copyright page;
customization of a background image page(s) displayed on
one or more app pages (e.g., a store view page); creating/
customizing a store view of offered products and/or services
with or without images; creating/customizing optional
thumbnail views of offered products and/or services;
dynamic RingPool number assignments for sales and/or gen-
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eral customer support for apps accessing the dialing capabili-
ties of the phone; Call/Chat/Text buttons (e.g., in which the
app directly interfaces with the phone dialer or connects via
an [P/data connection, for example a VoIP connection); short
and long app description pages; etc. Optionally, the app, once
configured by the MAP customer, is submitted, for example,
by the MAP provider to an online store including, for
example, iTunes or Android stores.

Metrics

[0379] The marketing automation system may measure the
effectiveness of marketing programs using a set of metrics.
For example, a company with one or more email programs
may measure the effectiveness of the programs using a set of
email metrics including, for examples, the unsubscribe rate,
bounce rate, open rate, and click-through rate. Telephony
metrics can be measured. For example, the effectiveness of
the telephony marketing program may be based at least in part
on one or more of the following: the number of callers added
to the “Do-Not-Disturb” and “Do-Not-Text™ list (e.g., where
the relatively higher the number, the less effective the tele-
phony marketing program is determined to be, and the rela-
tively lower the number, the relatively more effective the
telephony marketing program is determined to be), number of
dropped calls (inbound or outbound) after answer (e.g., where
the relatively higher the number, the less effective the tele-
phony marketing program is determined to be, and the rela-
tively lower the number, the relatively more effective the
telephony marketing program is determined to be), number of
dropped calls (inbound or outbound) after salutation/wel-
come (e.g., where the relatively higher the number, the less
effective the telephony marketing program is determined to
be, and the relatively lower the number, the relatively more
effective the telephony marketing program is determined to
be), call durations (e.g., where the relatively shorted the call,
the less effective the telephony marketing program is deter-
mined to be, and the relatively longer the call (or number of
fax pages received), the relatively more effective the tele-
phony marketing program is determined to be), call (inbound
or outbound) closure rates, tele-qualification success rates
(e.g., where the relatively higher the rate, the more effective
the telephony marketing program is determined to be, and the
relatively lower the rate, the relatively less effective the tele-
phony marketing program is determined to be), invalid phone
number rates (e.g., where the relatively lower the rate, the
more effective the telephony marketing program is deter-
mined to be, and the relatively higher the rate, the relatively
less effective the telephony marketing program is determined
to be), busy, no fax tone detected, or no-answer call rates (e.g.,
where the relatively lower the rate, the more effective the
telephony marketing program is determined to be, and the
relatively higher the rate, the relatively less effective the tele-
phony marketing program is determined to be), etc.

Service and Support Campaigns

[0380] The term “marketing campaign™ is intended to
encompass generally sales campaigns where a product or
service is on sale and/or sold to a customer prospect (wherein
the terms sale or sold include offered for license and licensed
respectively). For example, a marketing campaign may
include the management of service and support interactions
with a firm in a cohesive and integrated manner using the
techniques described above. In addition, a marketing cam-
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paign may include the management of product returns and
return authorization in association with a merchant using
some or all of the techniques described herein and including,
for example, defining the set of items which are returnable,
enabling partial-order returns, enabling individual-item
returns, determining and/or selecting shipping methods.
While the term marketing campaign may be used herein with
respect to certain embodiments for illustrative purposes,
other types of campaigns may be used as well.

[0381] In an example embodiment, lead nurturing with
integrated telephony as similarly described above is appli-
cable to inbound interactions with existing customers. For
example, a series of actions may occur at least partly in
response to triggering events and/or time period transitions.
Optionally, a customer exits the particular nurturing and
problem resolution campaign once the customer’s problem
has been resolved or other condition occurs (e.g., problem not
found, customer purchases an upgraded product or service,
customer purchases an extended service plan, etc.).

[0382] Inanexample embodiment, in a first stage (e.g., day
1) of a service campaign, a customer sends in an email
describing a problem and product identification information.
Optionally, a case number is assigned. Optionally, the
response email is personalized with respect to certain
detected activities associated with the customer including, for
examples, one or more of the following: problem resolution
suggestions, web-site activity, a download, any internal or
external data store mined demographic, psychographic, per-
sonal data, etc., since the first email was received, any state
change in the customer prospects demographic, psycho-
graphic, personal data, etc., since the first email was received,
the customer became a prospect, or the customer prospect
became a customer (e.g., birth date, credit card purchases,
credit change, announcements, social media postings, tweets,
etc.). Optionally, the personalized/dynamic email is gener-
ated by the system from one or more templates (and/or tem-
plate paragraphs) based at least in part on the reported prob-
lem and/or detected activity, user profile, and/or state
changes. Optionally, the personalization is applied to some or
all elements of an email including for example, sender name,
subject, body text, body images, signature, and/or post script.
Optionally, the response email includes a first phone number
(optionally selected from a RingPool). Optionally, calls origi-
nated to the first phone number transition through a call
bridging system which places a second call, to a support
center by way of example. Optionally, the calls terminate on
a call processing/switching center or fax server directly
within the support organization. Optionally, in either example
call processing scenario, data about the caller, the call, and/or
the call results are stored in one or more data stores (e.g., a
database). Optionally, some or all information gathered from
the user in a user email (or a web form filled in the by the user)
is stored in association with the user account.

[0383] At a later date, for example within 3 days (or other
time period), a follow-up email is generated by the marketing
automation system (or a system integrated with the marketing
automation system) and sent to the customer if a call has not
been received from the customer and/or a determination is
made that the problem has not been resolved. Optionally, the
follow-up email is personalized with respect to certain activi-
ties associated with the customer prospect including, for
example, one or more of the following: problem resolution
suggestions, web-site activity, a download, any internal or
external data store mined demographic, psychographic, per-



US 2014/0214530 Al

sonal data, etc., since the first customer email was received,
the customer became a prospect, or the customer prospect
became a customer, any state change in the customer pros-
pects demographic, psychographic, personal data, etc., since
the first email was received, the customer became a prospect,
or the customer prospect became a customer (e.g., birth date,
credit card purchases, credit change, announcements, social
media postings, tweets, etc.). Optionally, the personalized/
dynamic email is generated from one or more templates (and/
or template paragraphs) based at least in part on the reported
problem and/or detected activity, user profile, and/or state
changes. Optionally, the personalization is applied to some or
all elements of an email including for example, sender name,
subject, body text, body images, signature, and/or post script.
Optionally, the follow-up email includes a second phone
number (optionally selected from a RingPool). Optionally,
calls are processed, tracked, and data mined as described
above with respect to the first stage (day 1).

[0384] Optionally, the service campaign traverses states
similar to those described above with respect to the email
demand generation campaign. Optionally, a customer does
not exit the service campaign until a one or more conditions
have been satisfied, optionally including for example, prob-
lem resolved, no problem found, customer sale (e.g., upgrade
purchase, extended warranty, parts shipped, etc.). Optionally,
the marketing automation platform pays out a credit and/or
compensation (e.g., if the service team is commissioned for
sales, if the service team is an outsourced organization, etc.)
depending upon a transaction during the campaign (e.g., a
sale) and/or the exit from the campaign.

Very Important Person (VIP) Campaigns

[0385] Some purchases are often made by an individual or
group of individuals. These accounts may require special
attention and/or extraordinary service. In an example
embodiment, the marketing automation system enables the
assignment of unique phone numbers (e.g., VIP phone num-
bers) to each small group account and/or individual, or a
subset thereof. Advantageously, the marketing automation
platform manages, routes calls, tracks, and reports status (as
described above) on these small group accounts or VIP group
campaigns. Optionally, special/enhanced call treatment and
routing rules can be applied to VIP group campaigns. Option-
ally, calls to a VIP group assigned RingPool number route to
a specific customer account representative (e.g., assigned to
handle VIP customers). Optionally, automatic call escalation
rules are in place if the customer account representative is
unavailable. For example, in a very high mileage flier
account, calls to a uniquely assigned phone number route
directly to a personal representative familiar with and
assigned to the flier. If the personal representative is away
from the office, the marketing automation platform may route
incoming calls to a backup number (e.g., the personal repre-
sentative’s mobile number). If the personal representative
does not answer the incoming call (e.g., within 4 rings or a
specified period of time), the call is further routed by the
marketing automation platform to the personal representa-
tive’s manager. Advantageously, as described herein, the mar-
keting automation platform can optionally be used in various
marketing scenarios, including individuals or small groups,
with the same feature richness and call routing capabilities as
large account campaigns.
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Marketing Automation Platform

[0386] Inanexampleembodiment, a marketing automation
system includes one or more networked computing servers,
data stores (e.g., databases), networking infrastructure, tele-
phony capabilities including call routing, switching, and
bridging, and a collection of general purpose and specific
(e.g. voice recognition) application/system software as
described above. In addition to the some or all of the compo-
nents described above, a marketing automation platform
optionally includes a marketing automation software appli-
cation and centralized marketing data store, software analyt-
ics, user interfaces, dashboards, and reporting. Optionally, the
telephony capabilities/subsystem is configured remote and/or
separate from the marketing automation software applica-
tion/platform and its associated network-based servers and
data stores. Optionally, one or more network interfaces enable
data transfers between the telephony subsystems and market-
ing automation platform. Optionally, the telephony capabili-
ties/subsystem is offered by a provider separate from the
marketing automation platform provider and the systems are
integrated via one or more Application Programming Inter-
faces (APIs) over a network. Optionally, telephony sub-
system and marketing automation platform are provided via a
cloud-based service and/or Software-as-a-Service (SaaS)
model. Optionally, in a cloud or SaaS operational implemen-
tation, one or more of the subsystems (e.g., telephony, mar-
keting automation platform, web servers, etc.) are operated
by one or more service providers.

[0387] Optionally, the marketing automation platform
includes a centralized marketing application which is used to
create and manage the marketing programs and associated
program stages, tracks each customer prospect and stores
(e.g., in a centralized data store) the tracking information and
any inferred and declared data associated with each customer
prospect. Optionally, the marketing program is integrated
with and receives detailed tracking information from numer-
ous internal and external system providing the online and
offline (e.g., telephony and call processing subsystems) cus-
tomer prospect interactions including, for example, but not
limited to some or all of the following: email: list storage and
generation, sending, monitoring; web-site: corporate, landing
pages, and microsites; blogs: postings, monitoring, and man-
agement; webinars/webcasts/videos/online courses: invita-
tions, registrations, attendance, viewing, delivery, and post-
ing; free trials: invitations, registrations, activity, termination;
downloads: invitations, registrations, delivery status; free
software: invitations, registrations, activity, termination;
documents: postings, monitoring, and management; inte-
grated or public application directory: invitations, registra-
tions accessing, searching, perusal; widget: gadget; invita-
tions, registrations, delivery status, type, activity/usage,
updates; social media: monitoring (including a monitoring
service), postings, sharing, liking, modified status; RSS/
XML feed: postings, monitoring, and management; survey:
invitations, registrations, completion, acknowledgement;
search activity: term list management, monitoring; certifica-
tions: invitations, registrations, outcome determination,
award/denial management; podcasts: invitations, registra-
tions, activity, terminations, streaming, downloads. Option-
ally, the implicit and explicit data (including for example
recorded phone calls and associated transcriptions) and trans-
action data described above are stored in one or more data-
bases and/or general purpose data stores. Optionally, this data
is available for data mining. Optionally, one or more customer



US 2014/0214530 Al

prospects may be placed into a different and/or subsequent
marketing campaign/program based upon an indication from
the data mining that the customer prospect is likely to be
interested in and/or need a product and/or service. Optionally,
the customer prospect is retargeted in a marketing program
based at least in part upon an analysis of the stored data
associated with the marketing program. Optionally, other
data may be captured with respect to marketing programs/
campaigns includes, for example, program start/end dates,
converted prospects, program costs in terms of both expenses
and staft. Optionally, historical marketing campaigns and/or
best practice campaigns and the associated data/metrics are
stored and available for review, comparison, trend analysis,
and/or cloning for new campaigns.

[0388] Optionally, the marketing automation platform’s
one or more dashboards/reports provide staff (e.g., marketing
and/or sales personnel) real-time and/or near real-time infor-
mation on customers/prospects interacting with marketing
media associated with the company and/or marketing cam-
paigns. Optionally, the platform enables the distribution of
these real-time customer engagements to company personnel
(e.g., sales agents). Optionally, the marketing automation
platform enables the recipients (e.g., sales agents) to view
information associated with the customer’s/prospect’s cur-
rent engagement and/or other information associated with the
customer/prospect including for example, attributes/charac-
teristics, marketing program state, call events data (including,
for example: call type (e.g., voice, fax, cell, video, VoIP (e.g.,
Google Voice), Face time, Skype, etc.); inbound or outbound;
call duration; call signaling information (calling party, called
party, private, charge number, direct, forwarded, busy, etc.);
conferenced call; bridged call; call termination state (e.g.,
far-end termination, near-end, bridge); type of called number
(e.g., toll-free, local, long distance); called or calling device
type), etc.

[0389] Optionally, the marketing automation platform gen-
erates alerts or notifications to sales/marketing/support/ex-
ecutive staft personnel in response to a condition, including in
response to one or more conditions discussed herein. Option-
ally, the alerts are sent via messaging services such as email.
Optionally, the alerts are sent as a text message via SMS/
MMS, an instant message, a widget/gadget display, a custom-
ized client software application, and/or an outbound call.
Optionally, the condition is triggered, for example, by an
event such as, by way of example, one or more of the follow-
ing: a time period expiration, a marketing program state tran-
sition, an attribute/characteristic of a prospect/customer
determined by the system, an attribute/characteristic pros-
pect/customer state change, a type of call or message (e.g.,
inbound voice call/message, outbound voice call/message,
inbound fax call/message, outbound fax call/message, ), con-
tent of a voice call or message (e.g., as determined by an
analysis of a transcribed call or message), content of a fax call
(e.g., as determined by an analysis of the text in the fax and/or
certain completed fields, optionally including a signature
field), etc.

[0390] Optionally, the marketing automation platform
includes one or more sales/marketing/executive-level
friendly user interfaces (e.g., reports and/or dashboards)
which enable one or more views and/or analysis into the
stored data including, for example, trends, program perfor-
mance, alerts, efficiency, program design, etc. Optionally, the
marketing automation platform includes one or more cus-
tomizable views and/or analysis into the stored data which

Jul. 31,2014

can be used by business analyst or other technical resources to
build custom reports to meet specific needs of the organiza-
tion and/or to derive particular insights from the data. Option-
ally, the data stored in the marketing automation platform can
be exported to other analytic programs/processing systems.

[0391] Optionally, the marketing automation platform pro-
vides one or more real-time and/or near real-time information
via dashboards/reports to staft (e.g., marketing and/or sales
personnel) on customers/prospects interacting with market-
ing media or media elements associated with the company
and/or marketing campaigns. Optionally, the platform
enables the distribution of these real-time customer engage-
ments to company personnel (e.g., sales agents). Optionally,
the marketing automation platform enables the recipients
(e.g., sales agents) to view information associated with the
customer’s/prospect’s current engagement and/or other
information associated with the customer/prospect including
for example, attributes/characteristics, marketing program
state, etc. Optionally, the current information is made avail-
able (e.g., via a data network interface) to other applications/
systems including, for example, a CRM (customer relation-
ship management) application

[0392] Optionally, the marketing automation platform sup-
ports a collection of user interfaces for creating marketing
programs/campaigns and for routing leads out of the funnel to
the appropriate organization (e.g., customer care, sales, VIP
sales, etc.) and/or individual. Optionally, the user interface is
presented by a customized software client. Optionally, the
user interface is presented in one or more existing sales force
automation client interfaces. Optionally, the user interface is
presented via standard clients including, for example, a web
browser (e.g., Chrome, Firefox, Safari, Internet Explorer),
and/or a mail client application (e.g., Microsoft Outlook).

Example Embodiments of Workflows

[0393] FIGS. 33 through 38 illustrate a first example work-
flows of operation of the example ANCB system 1005 dis-
cussed above. Process states are listed on the left and elements
of the operating environment of FIG. 32 are listed across the
top.

[0394] FIGS. 33-38 depicts an example embodiment of the
system where a producer of baby fans, the advertiser 300,
enlists an affiliate 200 to promote their fans to consumers 400.
The embodiment below describes how the producer/adver-
tiser 300 creates a campaign and makes the campaign avail-
able to an affiliate 200. The affiliate then assigns a phone
number to the campaign and integrates the phone number into
the affiliate’s web site. A user/consumer 400 then places a call
to the phone number and is connected to the baby fan manu-
facturer’s call center. The call is tracked by the call bridging
system and the affiliate 200 is credited for the call.

[0395] In the example embodiment below, the advertiser
300 previously registered and created an account in the affili-
ate network system database 900. In addition, the affiliate 200
created an account in the affiliate network system database
900.

[0396] State 1 of FIG. 33 An advertiser 300, the producer of
baby fans in this example, accesses the Affiliate Network
(AN) 100 web site/system 1005. In this example, the adver-
tiser browses to the ANCB 100 web site/system 1005 using a
PC (personal computer or other type of terminal) 1300 con-
nected to data network 4000. Optionally, any data networking
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capable device can be used by advertiser 300 including for
example, a mobile phone 1500 with data networking capa-
bilities.

[0397] State 2. The ANCB web hosting server 800 receives
the web page URL request and presents an advertiser login/
registration web page, see FIG. 9, to the advertiser 300.
[0398] State 3. The advertiser 300 fills in their email
address (or user ID) in the email address field 1000 and
password in the password field 1001 in the web form FIG. 9
and clicks a Submit control 1002.

[0399] State 4. The server 800 receives the login requests.
The account information entered by the advertiser 300 is
authenticated against registered accounts in the database 900.
In this example, the account information is valid and the
server 800 responds by logging the advertiser 300 into their
account and displaying the advertiser home page, see FI1G. 4
for an example advertiser home page.

[0400] State 5. The advertiser 300 creates a campaign for
Baby Fans. The advertiser 300 creates a new campaign by first
selecting the campaign tab control 37 in FIG. 4.

[0401] State 6. The server 800 receives the advertiser’s
request. The server 800 responds by displaying the Cam-
paigns web page, see FIG. 5.

[0402] State 7. The advertiser 300 selects the new campaign
control 23 in FIG. 5.

[0403] State 8. The server 800 receives the advertiser’s 300
request and the server 800 responds by displaying the New
Campaign web page, see FI1G. 10.

[0404] State 9. The advertiser 300 enters a campaign name,
“Baby Fan Sale”, in field 111 and a campaign description, in
field 114 of FIG. 10. The advertiser 300 optionally selects a
product or service category “Family>Babies” using the pull
down menu control 113. The advertiser 300 optionally selects
the “ongoing” campaign control 115. In this example, the
advertiser 300 did not select a Network AID 112 or enter a
Campaign description 114. The advertiser 300 selects the
Next control 116, see FI1G. 10.

[0405] State 10. The server 800 receives the advertiser’s
request to create a campaign. Optionally, the server 800
ensures the campaign name is unique for the advertiser 300
and then creates a new campaign named “Baby Fan Sale” and
stores the entered/selected campaign information in the data-
base 900. The server 800 next responds by displaying the Call
Pricing web page, FIG. 11.

[0406] State 11. From the call pricing web page the adver-
tiser 300 specifies optionally whether calls are to be managed
in a fixed price scheme or to depend upon call quality. In this
embodiment, the advertiser 300 selects a fixed price per call
of $5 for high quality calls 136 and $1 for low quality calls
138 of FIG. 11. The advertiser 300 optionally selects the
$0.00 price for repeat callers control 11000. The advertiser
300 then selects the Next control 11100.

[0407] State 12. The server 800 receives the advertiser’s
300 campaign configuration data. Optionally, the server 800
stores the entered/selected campaign information in the data-
base 900. The server 800 next responds by displaying the
Target Regions web page, FIG. 13.

[0408] State 13 of FIG. 34. In this example, the advertiser
300 chooses not to designate a different call quality based
upon the region a call is originating from. The advertiser 300
selects the All U.S. control 13000 and then selects the Next
control 13100, see FIG. 13.

[0409] State 14. The server 800 receives the advertiser’s
300 campaign configuration data. Optionally, the server 800
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stores the entered/selected campaign information in the data-
base 900. The server 800 next responds by displaying the Call
Treatment web page, FIG. 14.

[0410] State 15. In this example, the advertiser 300 config-
ures two separate call treatments: a text message to be sent to
caller’s mobile phone after their call; and an Interactive Voice
Response (IVR) tree for incoming calls.

[0411] To configure text messaging, the advertiser 300
enters the text “Thank you for your interest in baby fans, if
you have any further questions please call 800-800-0000 or
visit our web site www.acmebabyfans.com” in field 145 and
selects the Immediately control from the pull down menu
146, see FIG. 14.

[0412] State 16. The server 800 receives the advertiser’s
campaign configuration data. Optionally, the server 800
stores the entered/selected campaign information in the data-
base 900.

[0413] State 17. The advertiser 300 next configures the
system to distinguish callers interested in infant baby fans
from toddler baby fans. Depending upon the caller’s interest,
calls are bridged to two different call centers in Phoenix, Ariz.

[0414] The advertiser 300 selects the Interactive Voice
Response (IVR) Tree control 148, see FIG. 14.

[0415] State 18. The server 800 receives the advertiser’s
request. The server 800 responds by displaying the Call treat-
ment [VR configuration web page, see FIG. 15.

[0416] State 19. The advertiser 300 selects “Menu” in the
pull down menu control 1497, see FIG. 15; enters the text
“You have reached ACME baby fans. If you are interested in
infant baby fans, press or say one. If you are interested in
toddler baby fans, press or say two.” in the text field 1494, see
FIG. 15; selects the direct connect configuration response
option in the pull down menu control 1495 if the user key-
presses or speaks “one”, see FIG. 15; enters the text “Now
connecting to an agent handling infant baby fans, please
hold.” in the text field 149¢ which is configured to be played
after the caller keypresses the dual tone multi-frequency
(DTMF) control one or speaks “one”; enters the destination
phone number of the Phoenix call center, infant baby fans
department 602-555-1234 in the phone number field 149c¢,
see FIG. 15; selects the direct connect response option in the
pull down menu control 149/ if the user keypresses the dtmf
two or speaks “two”, see FIG. 15; enters the text “Now con-
necting to an agent handling toddler baby fans, please hold.”
in the text field 149 which is configured to be played after the
caller keypresses the dtmf control two or speaks “two”, see
FIG. 15; enters the destination phone number of the Phoenix
call center, toddler baby fans department 602-666-1234 inthe
phone number field 149%. The advertiser 300 then selects the
Done control 149;.

[0417] State 20. The server 800 receives the advertiser’s
300 IVR configuration data. Optionally, the server 800 stores
the entered/selected IVR configuration in the database 900.
The server 800 next responds by displaying the Hours of
Operation web page, FIG. 16.

[0418] State 21. The advertiser’s 300 call center is open
Monday through Friday, 8:00 AM to 5:00 PM, Pacific Stan-
dard Time, and closed on the weekends. The advertiser 300
selects the closed Sunday check box control 1600 and closed
Saturday check box control 1610 to signify the call center is
closed on Sunday and Saturday, see FIG. 16. The advertiser
300 does not change the default open and close hours fields.
The advertiser 300 also selects Mountain Standard time in the
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time zone scroll control 1620, see FIG. 16. The advertiser 300
then selects the Next control 1630.

[0419] State 22. The server 800 receives the advertiser’s
300 call center hours of operation configuration data. Option-
ally, the server 800 stores the entered/selected hours of opera-
tion configuration in the database 900. The server 800 next
responds by displaying the Target Profile web page, FIG. 17.
[0420] State 23. Based on previous market research, the
advertiser 300 has determined if a caller is calling from their
cell phone, they are much more likely to purchase baby fans.
Inthis example, the advertiser 300 is willing to pay a premium
for these types of calls. The advertiser 300 selects the show all
fields control box 161, see F1G. 17.

[0421] State 24. The server 800 receives the advertiser’s
request to show all target profile fields. The server 800
responds by displaying a new web page depicting all of the
target profile configurable fields, see FIG. 18.

[0422] State 25. The advertiser 300 selects the calling from
control box 164 and moves the Mobile slider control 165, see
FIG. 18, to High to designate a high premium in this cam-
paign for inbound cell phone calls. The advertiser 300 then
selects the Done control 166 in FIG. 18.

[0423] State 26. The server 800 receives the advertiser’s
300 target profile configuration data. Optionally, the server
800 stores the entered/selected target profile configuration in
the database 900. The server 800 next responds by displaying
the Preferred Keywords web page, FIG. 19.

[0424] State 27 of FIG. 35. The advertiser 300 has deter-
mined that if a caller speaks the keyword “friend” they have a
higher probability of purchasing a baby fan. For example, a
caller may mention they heard about baby fans on sale from a
friend. The advertiser 300 identifies the keyword for the cam-
paign by typing in the word “friend” in the field 170 of FIG.
19. The advertiser 300 then selects the Next control 171.
[0425] State 28. The server 800 receives the advertiser’s
300 preferred keyword configuration data. Optionally, the
server 800 stores the entered/selected preferred keyword con-
figuration in the database 900. The server 800 next responds
by displaying the Upload Creative web page, FIG. 20.
[0426] State 29. In this example embodiment, the adver-
tiser 300 chooses not to upload any creatives such as a banner
ad for use by the affiliate. The advertiser 300 selects the Done
control 181 in FIG. 20.

[0427] State 30. The server 800 receives the request and
optionally updates the database to reflect the advertiser 300
has not selected to upload creative for the campaign and that
the campaign is now created. With the campaign created, the
server 800 displays the Campaign home web page, see FIG. 5.
The newly created campaign is displayed in the campaign
summary and is available to one or more affiliates.

[0428] Optionally, the server 800 displays a web page simi-
lar to that shown in FIG. 30 which allows the advertiser to
open or restrict access/visibility of the campaign to certain
affiliates. In this example embodiment, the advertiser’s 300
campaigns are accessible and visible to all affiliates.

[0429] State 31. In this example embodiment, an infant
newsletter web site, daycaretoday.com, is interested in
becoming an affiliate 200 and promoting baby fans. The
affiliate 200 registers and becomes a member of the affiliate
network 100 (not shown).

[0430] The affiliate 200, daycaretoday.com, accesses the
affiliate network (AN) web site. In this example, the user
browses to the AN web site using a PC 1310 connected to data
network 4000.
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[0431] State 32. The AN web hosting server 800 receives
the web page URL request and presents an affiliate login/
registration web page to the affiliate 200, see FIG. 9.

[0432] State 33. The affiliate 200 enters their email address
in the email field 1000 and password in the password field
1001 and selects the submit control 1002, see FIG. 9.
[0433] State 34. The server 800 receives the login requests.
The account information entered by the affiliate 200 is
authenticated against registered accounts in the database. In
this example, the account information is valid and the server
800 responds by logging the affiliate 200 into their account
and displaying the affiliate home page, see FIG. 21 for an
example affiliate home page.

[0434] State 35. The affiliate 200 applies to the Baby Fans
campaign by selecting the apply control 48, see FIG. 21.
[0435] State 36. The server 800 receives the affiliate’s 200
application for the Baby Fans campaign request and displays
a new campaign affiliate application web page to the affiliate
200; see FIG. 22 for an example campaign affiliate applica-
tion web page.

[0436] State 37. The affiliate 200 reviews information
about the campaign 48a, including some or all of the cam-
paign information established by the advertiser 300 in the
campaign creation steps detailed above. After reviewing the
campaign details and terms and conditions, the affiliate
selects the terms and condition control 4856, and then selects
the apply control 48¢, see FIG. 22.

[0437] State 38. The server 800 receives the affiliate appli-
cation request. The application request triggers a message
notification event to be posted to the advertiser 300 from the
notification module.

[0438] State 39 of FIG. 36. In this example, the advertiser
300 is logged into the server 800 and notices a new notifica-
tion 35, see FIG. 4. The advertiser 300 selects the notification
message which is a link to an affiliate 200 acceptance web
page, see F1G. 23.

[0439] State 40. The server 800 receives the advertiser 300
selection request and displays to the advertiser an affiliate
approval web page, see FIG. 23.

[0440] State 41. The advertiser 300 approves the affiliate
200, daycaretoday.com, application by selecting the approve
control 484.

[0441] State 42. The server 800 receives the approved
application request from the advertiser 300. The server 800
updates the database 900 and optionally posts a notification
message 41, see FIG. 21, to the affiliate 200 from the notifi-
cation module.

[0442] State 43. In this example, the affiliate 200, daycare-
today.com, is logged in to the server 800. The affiliate 200
reads the approval message 41, see F1G. 21. Additionally, the
campaign status displayed to the affiliate 200 is in the
approved/active state 43, see FIG. 21.

[0443] The affiliate 200 is now ready to manage the cam-
paign by assigning a phone number to the campaign. The
assigned phone number will be used by the affiliate 200 in
their creatives/advertisements relating to baby fans. The
affiliate 200 selects the numbers control 44, see FIG. 21.
[0444] State 44. The server 800 receives the affiliate’s 200
numbers request control. The server 800 queries the database
900 for one or more configurable number (e.g., S numbers) of
available phone numbers and displays a new web page listing
these numbers and associated fields, see FIG. 24.

[0445] State 45. The affiliate 200 selects a phone number,
866-683-1950, by selecting the control 4400 to the left of the
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displayed phone number, see FIG. 24. The affiliate 200
selects a media type, Internet, from a pull down menu control
4410. Optionally, the affiliate 200 enters a promotional
description, baby fans, in the promo description field 4420.
After configuring the phone number associated with the cam-
paign, the affiliate 200 selects the Done control 4430, see F1G.
24.

[0446] State 46. The server 800 receives the affiliate 200
phone number configuration request. In response, the server
800 updates the database with the number assignment to the
affiliate 200 and stores the media type and promotional
description. The server 800 then displays the affiliate 200
home page, see FIG. 21.

[0447] State 47. The server 800 configures the phone server
600 (telephony call bridge) to begin accepting calls to the
phone number 866-683-1950.

[0448] The affiliate modifies their Internet promotion (or
offline promotion) of baby fans to include the phone number
866-683-1950.

[0449] State 48. A reader of the newsletter (a customer 400)
who is interested in purchasing a baby fan notices the affili-
ate’s 200 Internet banner advertisement for baby fans. The
customer 400 places a phone call from their cell phone 1200
to the number 866-683-1950. The call is routed through the
public switched telephone network 3000 to the ANCB plat-
form 100, phone server 600.

[0450] State 49. The phone server 600 notifies the server
800 of the presented call along with the call signaling infor-
mation associated with the call (e.g., calling and called num-
bers, direct call, etc.).

[0451] State 50. The server 800 queries the database 900 to
determine the call handling treatment for the call and option-
ally external databases 950 to collect additional information
about the caller 400 (and calling device/type of device) for
call rating and tracking purposes. From the calling number
the server 800 determines the caller is calling from a cell
phone, thus, the call is noted for lead tracking purposes as a
premium call.

[0452] State 51 of FIG. 37. Since the called phone number
866-683-1950 is associated with the baby fans campaign, the
call treatment is to initially play an interactive menu to the
caller. The server 800 requests the phone server 600 answer
the call and play the voice menu configured for this campaign.
[0453] State 52. The phone server 600 answers the incom-
ing call and plays the voice prompt to the customer/caller 400
“You have reached ACME baby fans. If you are interested in
infant baby fans, press or say one. If you are interested in
toddler baby fans, press or say two”.

[0454] State 53. In this example, the caller presses two on
their phone keypad in response to hearing the voice prompt.
[0455] State 54. The phone server 600 detects a dual tone
multi-frequency tone (dtmf) two. The phone server 600 noti-
fies the server 800 of the dtmf event.

[0456] State 55. The server 800 requests the phone server
600 generate an outbound call to the configured phone num-
ber/address 602-666-1234 which is the advertiser’s 300 des-
tination phone number of the Phoenix call center, toddler
baby fans department.

[0457] State 56. The phone server 600 generates an out-
bound call to the phone number/address 602-666-1234.
[0458] State 57. The phone server 600 detects audible ring-
ing on the outbound call to the call center.
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[0459] State 58. The phone server 600 notifies the server
800 of the audible ringing on the outbound call to the call
center.

[0460] State 59. The server 800 requests the phone server
600 bridge the inbound call from the customer/caller 400 to
the outbound call to the call center.

[0461] State 60. The phone server 600 bridges the inbound
call from the customer/caller 400 to the outbound call to the
call center 3200.

[0462] Optionally, the phone server 600 continues to moni-
tor both legs of the call. The call center agent asks the caller
how the caller heard about ACME baby fans. The caller said
they heard about it from a friend and saw the advertisement in
a banner advertisement on the daycaretoday.com web site.
[0463] State 61. The phone server 600 detects the keyword
“friend” spoken by the caller 400. The phone server 600
notifies the server 800 of the keyword.

[0464] State 62. The premium keyword occurrence is
logged in the database 900 for the call. Optionally, a config-
urable number of seconds before and after the keyword is
recorded by the phone server 600 and stored in the database
for advertiser 300 review and auditing purposes. Optionally,
the entire phone conversation is recorded and the recording is
post-call analyzed for premium keywords.

[0465] State 63 of FIG. 38. In this example, the phone
server 600 detects the termination of the call by the caller
(e.g., caller hung up).

[0466] State 64. The phone server 600 notifies the server
800 of the call termination by the caller.

[0467] State 65. Inthis example, the server 800 requests the
phone server 600 terminate the call bridge between the cus-
tomer/caller 400 and the call center 220.

[0468] State 66. In this example, the phone server 600
terminates the inbound call from the customer/caller 400.
[0469] State 67. In this example, the phone server 600
terminates the outbound call to the call center 230.

[0470] State 68. The server 800 writes a call detail record to
the database, the call detail record including information
about the call (e.g., length of the call, calling party ID, etc.).
[0471] State 69. The call bridging platform calculates the
value of the call to the affiliate 200 and credits the affiliate 200
for the call by updating the database 900. In this example, the
call was determined to be of high quality because the keyword
“friend” was detected in the voice conversation with the call
center agent. (In this example, the call was also high quality
because the incoming call from the caller/customer origi-
nated from a cell phone.) The advertiser configured high
quality calls to be of $5 in value. Therefore, the affiliate was
credited in the amount of $5 for the call.

[0472] State 70. The campaign is configured to send SMS
messages if the inbound call is from a cell phone. The server
800 composes a text message, “Thank you for your interest in
baby fans, if you have any further questions visit our web site
www.acmebabyfans.com” and sends an SMS message to the
customer/caller’s 400 mobile phone 1200 from the notifica-
tion module. Optionally, the SMS message is sent at any point
in the call including when the caller/customer accepted the
offer. Optionally, the text message includes a telephone num-
ber.

Second Example Embodiment

[0473] FIGS. 67-72 depicts a second example embodiment
of the system where a Newspaper, The News Press, is inter-
ested in increasing their subscription through an online adver-
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tising campaign by driving call traffic to their call center. The
example embodiment below describes how the Advertiser
300, The News Press, creates a campaign and makes the
campaign available to publishers/affiliates 200. The cam-
paign created in this example is modified from the first
example to illustrate a second example embodiment of cam-
paign creation. The advertiser uses Custom RingPools in this
embodiment to track the phone calls driven by each adver-
tisement.

[0474] FIGS. 67 through 72 illustrate example worktlows
of operation of the example PM system 1005 discussed
above. Process states are listed on the left and elements of the
operating environment of FIGS. 67-72 are listed across the
top.

[0475] In this example below, the Advertiser 300, The
News Press, previously registered and created an account in
the system database 900. In addition, one or more publishers/
affiliates 200/100 created their respective accounts in the
system database 900. Further, in the example below, the pro-
cess steps of the advertiser and/or publishers/affiliates access-
ing the system and logging in are not shown (see previous
example for an embodiment of these steps).

[0476] State 1 of FIG. 67. The News Press 300 creates a
new advertising campaign for their newspaper. The News
Press creates a new campaign by first selecting the campaign
tab control 37 in FIG. 4.

[0477] State 2. The server 800 receives the News Press’
request. The server 800 responds by displaying the Cam-
paigns web page, see FIG. 5.

[0478] State 3. The News Press 300 selects the new cam-
paign control 23 in FIG. 5.

[0479] State 4. The server 800 receives the News Press’ 300
request and the server 800 responds by displaying the New
Campaign web page, see FI1G. 39.

[0480] State 5. The first step in creating a campaign is
establishing a name/identity for the campaign. An Ad cam-
paign manager for The News Press enters a campaign name,
“2011 Sale”, in field 3910 and a campaign description, in field
3950 of FIG. 39. The campaign manager enters the following
campaign description in field 3950 “Maximize your revenue
with The News Press. We specialize in providing comprehen-
sive local Santa Barbara county and national news. Average
annual subscriptions are $100.” The campaign manager
optionally selects the campaign type “Publisher promotion”
as the campaign is to be directed to publishers. The campaign
manager optionally selects a product or service category
using the scroll menu control 3940. The campaign manager
optionally selects the “ongoing” campaign control 3970 since
there is no planned expiration in the campaign. The campaign
manager selects the Next control 3980, see FIG. 39, to
advance to the second step in the creation of the campaign.
[0481] State 6. The server 800 receives the News Press
campaign manager request to create a campaign titled “2011
Sale’. Optionally, the server 800 ensures the campaign name
is unique to this advertiser and then creates a new campaign
named “2011 Sale” and stores the entered/selected campaign
information in the database 900. The server 800 next responds
by displaying the Step 2 Call Treatment web page, FIG. 41.
[0482] State 7. The campaign manager next configures the
system to screen inbound calls before speaking with a News
Press call center agent. In this example, the campaign man-
ager wants all calls to be recorded, and so selects the record
calls control 4110. Next, the campaign manager would like
the PM system to screen inbound calls by asking a filtering
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question. The manager selects the “Ask a question” option
from the scroll menu control 4120 and enters the text “If you
are trying to reach The News Press, press 1. If you misdialed,
please hang up.” into the text field 4130.

[0483] Next, the manager selects the New control 4180 to
cause the “1” key response option controls and fields to be
displayed. (Optionally, this web page refresh can be illus-
trated as two separate steps. For brevity, web page refreshes
are generally not represented as separate states.) For the Inter-
active Voice Response (IVR) Menu 1 key, the manager selects
the “forward to call center” option from the scroll menu
control 4140 and enters “Thank you for calling The News
Press. We are transferring your call.” into the text field 4150.
The manager also enters the phone number of the News Press
call center in the phone number field 4160.

[0484] The manager selects the New control 4180 to cause
the “2” key response option controls and fields to be dis-
played. For the IVR Menu 2 key, the manager selects the hang
up option from the scroll menu control 4170. Optionally, the
manager does not need to configure each key press option in
the IVR Menu. In this example, the manager does not specify
actions in response to keys 3-9, and 0. If these undefined keys
are selected by a caller, the PM system replays the prompt
entered in the text field 4150 up to 4 invalid key selections
before terminating the call. Lastly, the manager would like all
inbound calls to the News Press call center to include the
calling party ID so the default Call Forwarding configuration
is not modified. Having configured Call Treatment, the cam-
paign manager selects the Next control 4198, see FIG. 41, to
advance to the third step in the creation of an advertising
campaign.

[0485] State 8. The server 800 receives the News Press’
Call Treatment configuration data. Optionally, the server
stores the entered/selected Call Treatment configuration
information in the database 900. The server 800 next responds
by displaying the Hours (Step 3) web page, FIG. 45.

[0486] State 9. The News Press call center is open Monday
through Friday, 8:00 AM to 12:00 PM, Pacific Standard Time,
and closed on the weekends. The campaign manager edits the
open and closing time text fields 4510 and 4520 for Monday
through Friday. The manager selects the closed Sunday check
box control 4530 and closed Saturday check box control 4540
to signify the call center is closed on Sunday and Saturday, see
FIG. 45. The manager also selects Pacific Standard Time in
the time zone scroll control 4550. Having configured Hours,
the manager selects the Next control 4598, see FIG. 45, to
advance to the fourth step in the creation of an advertising
campaign.

[0487] State 10. The server 800 receives the News Press’
call center hours of operation configuration data. Optionally,
the server stores the entered/selected hours of operation con-
figuration in the database 900. The server next responds by
displaying the Target Regions web page, FIG. 46.

[0488] State 11. In this example, the campaign manager
chooses to create two targeted regions, California and the city
of Santa Barbara. The manager selects the Choose Target
Region control 4620 which causes the web page to refresh
with a collection of controls and a text field. The manager
enters into the Region Name text field 4630 “State Level”.
The manager selects “State or Province” from the Region
Type pull down menu control 4640. This selection causes the
web page to refresh with a new State selection field 4650. The
manager selects “California” from the pull down menu. The
manager selects the Add Named Region control 4690 which
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causes the web page to refresh with a collection of new
controls and a text field. The manager enters into the Region
Name text field 4655 “City Level”. The manager selects
“City” from the Region Type pull down menu control 4665.
This selection causes the web page to refresh with a new City
selection field 4660. The manager selects “Santa Barbara,
CA” from the pull down menu. The manager selects the Add
control 4670 to add the targeted region. Having configured
Targeted Regions, the manager selects the Next control 4698,
see FIG. 46, to advance to the fifth step in the creation of an
advertising campaign.

[0489] State 12. The server 800 receives the Targeted
Regions campaign configuration data. Optionally, the server
stores the entered/selected Targeted Regions campaign infor-
mation in the database 900. The server next responds by
displaying the Payout web page, FIG. 47.

[0490] State 13 of FIG. 68. In this example, the campaign
manager chooses to create a payout based upon one of the
defined targeted regions, California. The manager enters the
dollar amount 15 in the base payout text field 4710. The
manager selects the add condition control 4730 and selects
the condition “in_region State Level” from the pull down
menu. The manager selects the add condition control 4730
again and selects the condition “and” from the pull down
menu. The manager selects the add condition control 4730
again and selects the condition “duration >2 min”. In this
example, the duration of the call must exceed two minutes in
addition to the call originating from the in_region State. Hav-
ing configured Payouts, the manager selects the Next control
4798, see FIG. 47, to advance to the sixth step in the creation
of an advertising campaign.

[0491] State 14. The server 800 receives the manager’s
campaign Payout configuration data. Optionally, the server
stores the entered/selected campaign Payout information in
the database 900. The server next responds by displaying the
Target Profile web page, see FIG. 48.

[0492] State 15. Based on previous market research, the
campaign manager has determined the older the caller, the
more likely they are to purchase newspaper subscriptions.
The manager adjusts the 18-24 age control 4810 to low and
the 25-34 age control 4820 to medium. The manager leaves
the other age controls in their default position, high. Further,
the campaign manager has determined that married couples
purchase subscriptions at a higher rate than single individu-
als. The manager adjusts the Martial Status controls 4830
accordingly. Having configured Targeted Profile, the man-
ager selects the Next control 4898, see FIG. 48, to advance to
the seventh step in the creation of an advertising campaign.

[0493] State 16. The server 800 receives the manager’s
Target Profile configuration data. Optionally, the server stores
the entered/selected Target Profile configuration in the data-
base 900. The server next responds by displaying the Cre-
atives web page, FI1G. 49.

[0494] State 17. Inthis example embodiment, the campaign
manager adds a banner ad which has been used in other
campaigns with success. The manager selects the check box
control 4980 next to the list of banner ads to add the banner ad
to the campaign. Having added a creative to the campaign, the
manager selects the Next control (not shown) to advance to
the next step in the creation of an advertising campaign.

[0495] State 18. The server 800 receives the request and
updates the database to reflect the manager’s selected creative
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for the campaign and that the campaign is now created. The
server next responds by displaying the Visibility and Approv-
als web page, see FIG. 50.

[0496] State 19. The next step (which, in certain embodi-
ments, may be the last step) in creating a campaign is deter-
mining which publishers and affiliates can access the Adver-
tising campaign and for those whom access the campaign,
how the campaign manager approves their participation. In
this example embodiment, the campaign manager makes the
campaign available to all publishers (or all publishers within
a specified country or geographic area) by selecting the all
publishers control 5010. In this campaign the manager
decides to review all participant applications by selecting the
all applications control 5060. Having completed creating the
campaign and establishing campaign visibility/approvals, the
manager selects the Done control 5098, see FIG. 50.

[0497] State 20. The server 800 receives the visibility/ap-
provals selections and updates the database accordingly. In
the states above, the user configured data is stored at each step
transition. Optionally, all of the configured data can be stored
in this last step in campaign creation.

[0498] With the campaign created, the server 800 displays
the Campaign home web page, see FIG. 5. The newly created
campaign is displayed in the campaign summary and is avail-
able to one or more publishers/affiliates.

[0499] State 21. A publisher who has applied for the cam-
paign and been accepted would like to establish detailed
tracking by configuring a RingPool. The RingPool in this
example embodiment is used to track phone calls associated
with advertisements placed on the publisher’s web site(s).
The publisher selects a user interface control (not shown in
Figures) from within the newly created “2011 Sale” cam-
paign. The manager next selects the “Add New RingPool”
control (not shown in Figures).

[0500] State 22. The server 800 receives the request to add
a new RingPool and responds by displaying the Add New
RingPool web page, see FIG. 51.

[0501] State 23. In this example embodiment, the publisher
decides to send the traffic to the Advertiser’s landing page.
The publisher selects the Advertiser landing page control
5110, see FIG. 51. The publisher then selects the Next control
5130.

[0502] State 24. The server 800 receives the Advertiser
landing page selection, stores the publisher selection in the
system database 900, and displays the RingPool type web
page, see F1G. 52.

[0503] State 25 of FIG. 69. The publisher in this case is
tracking ad placements in the publisher’s web site(s) and
therefore selects the RingPool type “Custom” control 5230.
The publisher then selects the Next control 5250.

[0504] State 26. The server 800 receives the request to add
a custom RingPool, stores the publisher’s selection, and
responds by displaying the RingPool Settings web page, see
FIG. 53.

[0505] State 27. The publisher assigns a unique name to the
RingPool, by entering “Ad Placement” into the text field
5310. The media buyer next sets a minimum number-to-
parameter association lifetime by selecting 10 minutes in the
scroll menu control 5320. Next the publisher enters an esti-
mate of the number of clicks per day by entering 2500 in the
site visit number entry field 5330. The server 800 receives the
clicks per day estimate and displays 5340 a RingPool number
allocation of 500 (see FIG. 53). The publisher then selects the
Next Control 5360.
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[0506] State 28. The server 800 receives the RingPool Set-
tings, stores the publisher selections in the system database,
and responds by displaying the RingPool Parameters web
page, (see FIG. 54).

[0507] State 29. In this example embodiment, the publisher
has selected three parameters named website, location, and
path. The publisher enters “website” into the Parameter name
1 text field 5410. The publisher enters “location” into the
Parameter name 2 text field 5420. The publisher enters “path”
into the Parameter name 3 text field 5430. When the publisher
replaces the click-through URL with the generalized tracking
link into the ad placements, the publisher also configures the
URL with unique values for website, location, and path. The
publisher then selects the Next control 5450.

[0508] State 30. The server 800 receives the three param-
eters, stores the parameters in the system database. The server
generates a general tracking URL for the publisher. The URL
consists of the following key components: a) a path to the PM
system (e.g., so the PM system can track the click-throughs
and associate a phone address with the ad placement) b) a
unique identifier associated with the publisher (e.g., created
during account setup); ¢) the named parameters. The server
responds by displaying the Link Ready web page.

[0509] State 31. The publisher copies the displayed URL
5510 from the Link ready web page.

[0510] State 32. The publisher replaces each click-through
URL on the publishing company’s web site with the general
tracking link. For each ad placement, the publisher sets the
triplet parameters to unique values. In one example, the pub-
lisher displays an ad at the footer of the publisher’s home
page. The publisher replaces the click-through URL with the
general tracking URL described in State 30. The publisher
also specifies a unique website, location, and path for the
home page ad (e.g.,
website=one&location=footer&path=home). (Note: at some
point prior to state 32, in this example the News Press cam-
paign manager inserted javascript code (or its equivalent) in
the News Press landing page (optionally, code received from
the PM service provider personnel) which performs the task
of url parsing, phone address validation, and phone address
placement onto the landing page.)

[0511] State 33 of FIG. 70. After the publisher completes
the update to the publisher’s web site and the changes are live,
a consumer browses to the publisher’s web site and after
reading an article notices the News Press ad displayed on the
publisher’s site. The consumer clicks on the ad using, for
example, their data terminal 1320.

[0512] State 34. The PM system receives the web request.
The PM system parses the URL. The PM system queries the
system database using the publisher ID and parameters
(website=one, location=footer, path=home). The PM system
determines from the query that a phone number has not been
assigned to the publisher with parameters website=one,
location=footer, and path=home. The PM system allocates a
phone address, 888-869-5345 from the pool of numbers
assigned to the publisher. The assignment is stored in the
system database and, in this example, the web request is
redirected to the News Press’ landing page with the phone
address 888-869-5345 included as a parameter in the redirect.

[0513] State 35. The News Press’ web server 850 receives
the web request from the PM system. The News Press’ web
server 850 renders the landing page. When the landing page is
ready, the javascript (e.g., number placement code) inserted

Jul. 31,2014

by the campaign manager on the landing page (see State 32)
parses the url, validates the phone number and maps it onto
the page 5710, see FIG. 57.

[0514] State 36. The consumer, after reading the informa-
tion associated with the product decides to call the displayed
phone number, 888-869-5345. The consumer enters in the
number 888-869-5345 in his mobile device and selects the
send control. The call is routed through the public switched
telephone network 3000 to the PM platform 1005, phone
server 600.

[0515] State 37. The phone server 600 notifies the server
800 of the presented call along with the call signaling infor-
mation associated with the call (e.g., calling and called num-
bers, direct call, etc.).

[0516] State 38. The server 800 queries the database 900 to
determine the call handling treatment for the call and option-
ally external databases 950 to collect additional information
about the caller 00 (and calling device/type of device 1200)
for call rating and tracking purposes. From the calling number
the server 800 determines the caller is calling from a cell
phone.

[0517] State 39. Since the called phone number 800-123-
4567 is associated with the News Press campaign, the call
treatment is to record the call so the phone server 600 begins
to record the call and play an interactive menu to the caller.
The server 800 requests the phone server 600 answer the call,
begin recording the call, and play the call recorded warning
and voice menu configured for this campaign.

[0518] State 40. The phone server 600 answers the incom-
ing call and plays the voice prompt to the customer/caller 400
and/or customer’s mobile device 1200 “This call is being
recorded. If you are trying to reach The News Press, press 1.
If you misdialed, please hang up.”

[0519] State 41. In this example, the caller presses one on
their phone keypad in response to hearing the voice prompt.
[0520] State 42. The phone server 600 detects a dual tone
multi-frequency tone (dtmf) one. The phone server 600 noti-
fies the server 800 of the dtmf event.

[0521] State 43. The server 800 requests the phone server
600 generate an outbound call to the configured phone num-
ber/address 888-555-1234 that is the destination phone num-
ber of the News Press Santa Barbara call center 220.

[0522] State 44. The phone server 600 generates an out-
bound call to the phone number/address 888-555-1234.
[0523] State 45 of FIG. 71. The phone server 600 plays the
voice prompt to the customer/caller 400/1200 “Thank you for
calling The News Press. We are transferring your call.”
[0524] State 46. The phone server 600 detects audible ring-
ing on the outbound call to the call center.

[0525] State 47. The phone server 600 notifies the server
800 of the audible ringing on the outbound call to the call
center.

[0526] State 48. The server 800 requests the phone server
600 bridge the inbound call from the customer/caller 400/
1200 to the outbound call to the call center 220.

[0527] State 49. The phone server 600 bridges the inbound
call from the customer/caller 400/1200 to the outbound call to
the call center 220.

[0528] State 50. After closing the sale, the caller hangs up.
In this example, the phone server 600 detects the termination
of'the call by the caller 400/1200.

[0529] State 51. The phone server 600 notifies the server
800 of the call termination by the caller.
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[0530] State 52. Inthis example, the server 800 requests the
phone server 600 terminate the call bridge between the cus-
tomer/caller 400/1200 and the call center 220.

[0531] State 53. In this example, the phone server 600
terminates the inbound call from the customer/caller 400/
1200.

[0532] State 54. In this example, the phone server 600
terminates the outbound call to the call center 230. The phone
server terminates recording of the call.

[0533] State 55. The server 800 writes a call detail record to
the database 900, the call detail record including information
about the call (e.g., length of the call, calling party ID, etc.).
The server 800 also stores the recorded call in association
with News Press’ campaign.

[0534] State 56. The call bridging platform calculates the
value of the call to the publisher 200 and credits the publisher
200 for the call by updating the database 900. In this example,
the call originated in California and was greater than 2 min-
utes. Therefore, the publisher is credited the amount of $15
for the call.

[0535] State 57 of FIG. 72. Later that evening, the publisher
logged into the system (steps not shown) and requests a
transaction detail report by selecting the transaction report
control (not shown).

[0536] State 58. The server 800 receives the transaction
report control selection, and displays a listing of all transac-
tions associated with the publisher. Transaction number 754
details the call described. The RingPool number 888-869-
5345 is listed along with the unique tracking parameters
which it was associated with in State 34 above; website=one,
location=footer, path=home=1, see FIG. 56.

[0537] State 59. Sometime later, a second consumer, Sally,
browses to the publisher’s web site and reads several articles
on the publisher’s website. On the third page Sally notices the
News Press ad displayed on the publisher’s site. Sally clicks
on the ad displayed (not the same ad clicked on by John).
[0538] State 60. The PM system receives the web request.
The PM system parses the URL. The PM system queries the
system database using the parsed URL including publisher ID
and parameters: website=one, location=footer, path=page3.
The PM system determines from the query that a phone
number has not been assigned to the publisher with param-
eters website=one, location=footer, and path=page3. The PM
system checks the maximum size compared to the current
pool size and determines that additional numbers may be
allocated. The PM system allocates a phone address, 800-
123-8888 to the pool of numbers assigned to the publisher.
The assignment is stored in the system database and, in this
example, the web request is redirected to the News Press’
landing page with the phone address 800-123-8888 included
as a parameter in the redirect.

[0539] State 61. The News Press’ web server receives the
web request from the PM system. The News Press’ web
server parses the web request, extracts the phone address
800-123-8888, and displays the News Press’ landing page
with the phone address, see FIG. 56 for an example landing
page. Sally reads the subscription information displayed on
the News Press landing page but decides not to call.

[0540] State 62. Sometime later, a third consumer, Dylan,
browses to the publisher’s web site. Dylan notices the News
Press ad displayed on the publisher’s homepage. Dylan clicks
on the ad.

[0541] State 63. The PM system receives the web request.
The PM system parses the URL. The PM system queries the
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system database using the parsed URL including publisher ID
and parameters: website=one, location=footer, path=home.
The PM system determines from the query that a phone
number has been assigned to the publisher with parameters
website=one, location=footer, and path=home. The web
request is redirected to the News Press’ landing page with the
phone address 888-869-5345 included as a parameter in the
redirect.

[0542] State 64. The News Press’ web server receives the
web request from the PM system. The News Press’ web
server renders the landing page. When the landing page is
ready, the javascript (e.g., number placement code) inserted
by the campaign manager on the landing page (see State 32)
parses the url, validates the phone number and maps it onto
the landing page 5710, see FIG. 57, for example.

Third Example Embodiment

[0543] FIGS. 73-74 depicts another example embodiment
of the system. This example embodiment builds upon the
Newspaper Advertiser, The News Press described above. In
that example, a publisher participating in the campaign by
displaying ads on their website. In this example embodiment,
a media buyer participating in the campaign purchases key-
words on search sites and Search RingPool phone numbers
are used.

[0544] In the example below, the News Press (Advertiser
300) previously registered and created an account in the sys-
tem database 900. One or more publishers/affiliates 200 cre-
ated their respective accounts in the system database 900. The
News Press created an advertising campaign “2011 Sale” as
described above in example two. Further, in the example
below, the process steps of the advertiser and/or publishers/
affiliates accessing the system and logging in are not shown
(see first example for an embodiment of these steps).

[0545] State 1 of FIG. 73. A media buyer who has applied
for the campaign and been accepted would like to establish
detailed tracking by configuring a Search RingPool. The pub-
lisher selects the “Advanced” tab a user interface control (not
shown in Figures) from within the newly created “2011 Sale”
campaign. The manager next selects the “Add New Ring-
Pool” control (not shown in Figures).

[0546] State 2. The server 800 receives the request to add a
new RingPool and responds by displaying the Add New Ring-
Pool web page.

[0547] State 3. In this example embodiment, the media
buyer decides to send the traffic to the Advertiser’s landing
page. The media buyer selects the Advertiser landing page
control 5110, see FIG. 51. The media buyer then selects the
Next control 5130.

[0548] State 4. The server 800 receives the Advertiser land-
ing page selection, stores the publisher selection in the system
database, and displays the RingPool Type web page, see 52.
[0549] State 5. The media buyer in this case is tracking paid
Search and therefore selects the RingPool type Search
Engine+Keywords control 5210. The media buyer then
selects the Next control 5210.

[0550] State 6. The server 800 receives the RingPool Type
page selection, stores the media buyer selection in the system
database, and displays the RingPool Settings web page, see
FIG. 53.

[0551] State 7. The media buyer assigns a unique name to
the RingPool, by entering “Paid Search Ads” into the text field
5310. The media buyer next sets a minimum number-to-
parameter association period by selecting 10 minutes in the
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scroll menu control 5320. Next the media buyer specifies an
estimate of the number of clicks per day by entering 2500 in
the site visit number entry field 5330. The server receives the
clicks per day (or other time period) estimate and displays a
RingPool number allocation of 500, see FIG. 53. The media
buyer then selects the Next control 5360.

[0552] State 8. The server 800 receives the RingPool Set-
tings and stores the media buyer selections in the system
database. The server generates a general tracking URL for the
media buyer. The URL consists of the following key compo-
nents: a) a path to the PM system (e.g., so the PM system can
track the click-throughs and associate a phone address with
the ad placement) b) a unique identifier associated with the
media buyer (e.g., account ID created during account setup);
¢) the keyword and search engine. The server responds by
displaying the Link Ready web page.

[0553] State 9. The media buyer copies the displayed gen-
eral tracking link 5810 from the Link ready web page, see
FIG. 58.

[0554] State 10. The media buyer replaces each click-
through URL on the paid search ads with the general tracking
link. The media buyer purchases hundreds of search keyword/
phrases including “Local Newspaper” and “Santa Barbara
News” across multiple search engines.

[0555] State 11. A consumer, Jane, enters the search phrase
“Local Newspaper” into a search engine query field (e.g.,
associated with a third party search site, such as Google®).
The search engine responds to the search request by display-
ing a list of results and paid ads including the media buyer’s
ad. Jane clicks on the media buyer’s displayed ad.

[0556] State 12. The PM system receives the web request.
The PM system parses the received URL. The PM system
queries the system database using the parsed URL including
media buyer ID and parameters: keyword=Local Newspaper
and search engine=Google. The PM system determines from
the query that a phone number has not been assigned to the
media buyer with parameters keyword=[.ocal Newspaper and
search engine=Google. The PM system checks the available
pool of numbers and determines there are available numbers
to allocate. The PM system allocates a phone address, 800-
123-1111 from the pool of numbers assigned to the media
buyer. The assignment is stored in the system database and, in
this example, the web request is redirected to the News Press’
landing page with the phone address 800-123-1111 included
as a parameter in the redirect.

[0557] State 13 of FIG. 74. The News Press’ web server
receives the web request from the PM system. The News
Press’ web server renders the landing page. When the landing
page is ready, the javascript (e.g., number placement code)
inserted by the campaign manager on the landing page (see
State 32) parses the url, validates the phone number and maps
it onto the landing page 5710, see FIG. 57, for example (note
the phone number displayed in FIG. 57 in this example is
800-123-1111).

[0558] State 14. Sometime later, another consumer, Dick,
enters the search phrase “Local Newspaper” into a search
engine query field of another search site (e.g., Yahoo®) using,
for example, his data terminal 1320. Yahoo’s search engine
responds to the search request by displaying a list of results
and paid ads including the media buyer’s ad. Dick clicks on
the media buyer’s displayed ad.

[0559] State 15. The PM system receives the web request.
The PM system parses the received URL. The PM system
queries the system database using the parsed URL including
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media buyer ID and parameters: keyword=Local Newspaper
and search engine=Yahoo. The PM system determines from
the query that a phone number has not been assigned to the
media buyer with parameters keyword=Local Newspaper and
search engine=Yahoo. The PM system checks the available
pool of numbers and determines there are available numbers
to allocate. The PM system allocates a phone address, 800-
123-2222 from the pool of numbers assigned to the media
buyer. The assignment is stored in the system database and, in
this example, the web request is redirected to the News Press’
landing page with the phone address 800-123-2222 included
as a parameter in the redirect.

[0560] State 16. The News Press’ web server receives the
web request from the PM system. The News Press’ web
server renders the landing page. When the landing page is
ready, the javascript (e.g., number placement code) inserted
by the campaign manager on the landing page (see State 32)
parses the url, validates the phone number and maps it onto
the landing page 5710, see FIG. 57, for example (note the
phone number displayed in FIG. 57 in this example is 800-
123-2222).

[0561] State 17. Sometime later, another consumer, Jason,
enters the search phrase “Local Newspaper” into Google’s
Search using, for example, his data terminal 1320. Google’s
search engine responds to the search request by displaying a
list of results and paid ads including the media buyer’s ad.
Jason clicks on the media buyer’s displayed ad.

[0562] State 18. The PM system receives the web request.
The PM system parses the received URL. The PM system
queries the system database using the parsed URL including
media buyer ID and parameters: keyword=Local Newspaper
and search engine=Google. The PM system determines from
the query that a phone number has been assigned to the media
buyer with parameters keyword=[.ocal Newspaper and
search engine=Google. The web request is redirected to the
News Press’ landing page with the phone address 800-123-
1111 included as a parameter in the redirect.

[0563] State 19. The News Press’ web server receives the
web request from the PM system. The News Press’ web
server renders the landing page. When the landing page is
ready, the javascript (e.g., number placement code) inserted
by the campaign manager on the landing page (see State 32)
parses the url, validates the phone number and maps it onto
the landing page 5710, see FIG. 57, for example note the
phone number displayed in FIG. 57 in this example is 800-
123-1111).

[0564] State 20. Sometime later, another consumer, Rob,
enters the search phrase “Local Newspaper” into AOL’s
Search using, for example, their data terminal 1320. AOL’s
search engine responds to the search request by displaying a
list of results and paid ads including the media buyer’s ad.
Rob clicks on the media buyer’s displayed ad.

[0565] State 21. The PM system receives the web request.
The PM system parses the received URL. The PM system
queries the system database using the parsed URL including
media buyer ID and parameters: keyword=Local Newspaper
and search engine=AOL. The PM system determines from the
query that a phone number has not been assigned to the media
buyer with parameters keyword=[.ocal Newspaper and
search engine=AOL. The PM system checks the available
pool of numbers and determines there are no available num-
bers to allocate. The PM system then checks to see if any of
the assigned numbers have exceeded the 10 minute minimum
association time period. In this example, there is more than
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one number that has been assigned to a (keyword, search
engine) pair which has exceeded the minimum time. The PM
system determines which number of the numbers have
exceeded the minimum time has had the least activity. The
least active number, 800-123-3333 is assigned to the (“Local
Newspaper, AOL) pair, the association is stored in the system
database and, in this example, the web request is redirected to
the News Press’ landing page with the phone address 800-
123-3333 included as a parameter in the redirect.

[0566] State 22. The News Press’ web server receives the
web request from the PM system. The News Press’ web
server parses the web request, extracts the phone address
800-123-3333, displays the News Press’ landing page with
the phone address 5710, see FIG. 57 for an example landing
page display (note the phone number displayed in FIG. 57 in
this example is 800-123-3333).

[0567] State 23. Sometime later, another consumer, Colin,
enters the search phrase “Santa Barbara News” into AOL’s
Search using, for example, their data terminal 1320. AOL’s
search engine responds to the search request by displaying a
list of results and paid ads including the media buyer’s ad.
Colin clicks on the media buyer’s displayed ad.

[0568] State 24. The PM system receives the web request.
The PM system parses the received URL. The PM system
queries the system database using the parsed URL including
media buyer ID and parameters: keyword=Santa Barbara
News and search engine=AOL. The PM system determines
from the query that a phone number has not been assigned to
the media buyer with parameters keyword=Santa Barbara
News and search engine=Yahoo. The PM system checks the
size of the pool of numbers and determines that it has reached
its maximum size. The PM system then checks to see if any of
the assigned numbers have exceeded the 10 minute minimum
association time period. In this example, there are no numbers
that has been assigned to a (keyword, search engine) pair
which have exceeded the minimum time. The PM system
allocates the overflow number, 800-123-4444 in this
example, the web request is redirected to the News Press’
landing page with the phone address 800-123-4444 included
as a parameter in the redirect.

[0569] State 25. The News Press’ web server receives the
web request from the PM system. The News Press’ web
server renders the landing page. When the landing page is
ready, the javascript (e.g., number placement code) inserted
by the campaign manager on the landing page (see State 32)
parses the url, validates the phone number and maps it onto
the landing page 5710, see FIG. 57, for example (note the
phone number displayed in FIG. 57 in this example is 800-
123-4444).

[0570] Thus, as described above, certain embodiments
manage and track the sales/leads and conversion-to-purchase
associated with advertisements. Certain example embodi-
ments enable a business to track phone-based sales through
unique call processing techniques, number allocation, num-
ber pooling, web user interfaces, and reporting. In addition,
certain embodiments provide call enhancements (e.g., inter-
active voice response, call filtering, etc.), help manage call
volumes, and/or calculate affiliate/publisher payments.

[0571] The methods and processes described above may be
embodied in, and fully automated via, software code modules
executed by one or more general purpose computers or pro-
cessors, including mobile phones. The code modules may be
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stored in any type of computer-readable medium or other
computer storage device. Some or all of the methods may
alternatively be embodied in specialized computer hardware.
Further, components and tasks described herein can be imple-
mented as web services. Data described herein as being
received or generated by a computer system may optionally
be stored in and accessed from computer readable memory.

[0572] The computers described herein (including servers,
terminals, phones, interactive televisions, etc.) can include
one or more central processing units (CPUs) that execute
program code and process data, memory, including volatile
memory, such as random access memory (RAM) optionally
for temporarily storing data and data structures during pro-
gram execution, and/or non-volatile memory, such as a hard
disc drive, optical drive, or FLASH drive, optionally for stor-
ing programs and data, including databases, which may be
referred to as a “system database,” and a wired and/or wireless
network interface for accessing an intranet and/or Internet.
The computers can include a display for displaying user inter-
faces, data, and the like, and one or more user input devices,
such as a keyboard, mouse, pointing device, microphone
and/or the like, used to navigate, provide commands, enter
information, provide search queries, and/or the like.

[0573] The terms phone number, telephone number, phone
address, mobile device number, etc., as described herein, may
refer to phone addresses that are entered/selected by users and
used by public (e.g., wireline and wireless using E.164 num-
bering) and private networks (e.g., using Session Initiation
Protocol (SIP) address and attendant parameters) to route
calls/communications and create a network path between a
called party and calling party. Optionally, the network path
includes a transmission path for voice data and/or fax data.
The term phone address is in intended to encompass generally
an address identifying a party to whom (or a destination to
which) a voice call is being placed (e.g., a phone number, a
SIP address, etc.). While the term phone number may be used
herein with respect to certain embodiments for illustrative
purposes, other types of phone addresses may be used as well.
[0574] In addition, conditional language, such as, among
others, “can,” “could,” “might,” or “may,” unless specifically
stated otherwise, or otherwise understood within the context
as used, is generally intended to convey that certain embodi-
ments include, while other embodiments do not include, cer-
tain features, elements and/or steps. Thus, such conditional
language is not generally intended to imply that features,
elements and/or steps are in any way required for one or more
embodiments or that one or more embodiments necessarily
include logic for deciding, with or without user input or
prompting, whether these features, elements and/or steps are
included or are to be performed in any particular embodi-
ment.

[0575] Although this disclosure has been described in
terms of certain example embodiments and applications,
other embodiments and applications that are apparent to those
of ordinary skill in the art, including embodiments and appli-
cations that do not provide all of the benefits described herein,
are also within the scope of this disclosure. The scope of the
inventions is defined only by the claims, which are intended to
be construed without reference to any definitions that may be
explicitly or implicitly included in any incorporated-by-ref-
erence materials.
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What is claimed is:

1. A system, comprising:

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 opera-
tions, comprising:

receiving a first communication from a customer prospect;

entering the customer prospect into a marketing campaign;

automatically assigning one or more phone addresses to a

second communication, wherein the second communi-
cation 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; and

storing in the marketing campaign a record of the first call
in association with the customer prospect.

2. The system as defined in claim 1, 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.

3. The system as defined in claim 1, wherein storing, in the
marketing campaign 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.

4. The system as defined in claim 1, the operations further
comprising providing a user interface via which an operator
enters the customer prospect into the marketing campaign.

5. The system as defined in claim 1, the operations further
comprising automatically entering the customer prospect into
the marketing campaign at least partly in response to the
receipt of the first communication.

6. The system as defined in claim 1, the operations further
comprising 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.

7. The system as defined in claim 1, the operations further
comprising 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.

8. The system as defined in claim 1, wherein the first
communication, the second communication, or the first com-
munication and the second communication comprise an
email communication.

9. The system as defined in claim 1, wherein the first
communication, the second communication, or the first com-
munication and the second communication comprise a Short
Message Service communication.

10. The system as defined in claim 1, wherein the first
communication, the second communication, or the first com-
munication and the second communication comprise a social
networking message service communication.

11. The system as defined in claim 1, wherein the first
communication, the second communication, or the first com-
munication and the second communication comprise an
instant message service communication.

12. The system as defined in claim 1, wherein the first
communication, the second communication, or the first com-
munication and the second communication comprise a call.
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13. The system as defined in claim 1, wherein the first
communication is a transmission of a selection of a web page
control.

14. A method of campaign management, comprising:

receiving, at a computing 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 signaling information,
wherein the call signaling information includes a called
party phone address; and

storing, in the marketing campaign, by the computing sys-

tem, a record of the first call in association with the
customer prospect.

15. A system, comprising:

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 opera-
tions, comprising;

registering a customer prospect;

entering the customer prospect into a marketing campaign;

assigning at least one phone address to a first communica-

tion, wherein the first communication is directed to the
customer prospect;

receiving 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 a record of the first call

event in association with the registered customer pros-
pect.

16. The system as defined in claim 15, the system further
comprising a network interface configured to be coupledto a
Public Switched Telephone Network (PSTN) and an interface
coupled to an Internet Protocol network.

17. The system as defined in claim 15, wherein storing, in
the marketing campaign, 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.

18. The system as defined in claim 15, the operations
further comprising providing a user interface via which an
operator enters the registered customer prospect into the mar-
keting campaign.

19. The system as defined in claim 15, the operations
further comprising automatically entering the registered cus-
tomer prospect into the marketing campaign at least partly in
response to the customer prospect registration.

20. The system as defined in claim 15, the operations
further comprising 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.
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21. The system as defined in claim 15, the operations
further comprising 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.

22. The system as defined in claim 15, wherein the first
communication comprises an email communication.

23. The system as defined in claim 15, wherein the first
communication comprises a Short Message Service (SMS)
communication.

24. The system as defined in claim 15, wherein the first
communication comprises a social networking message ser-
vice communication.

25. The system as defined in claim 15, wherein the first
communication comprises an instant message service com-
munication.

26. The system as defined in claim 15, wherein the cus-
tomer prospect registration is performed via a web page.

27. The system as defined in claim 15, wherein the cus-
tomer prospect registration is associated with a download of
a mobile application.
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28. The system as defined in claim 15, wherein the cus-
tomer prospect registration is facilitated in part by a social
network association.

29. The system as defined in claim 15, wherein the first call
causes, at least in part a subsequent return call, a group con-
ference call, a Short Message Service (SMS) reply, or an
instant message chat session to be scheduled.

30. A method of campaign management, comprising:

registering, by a computing system, a customer prospect;

entering, by the computing 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 com-
munication 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 infor-
mation comprising a called party phone address; and

storing, in the marketing campaign, by the computing sys-
tem, arecord of the first call event in association with the
registered customer prospect.
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