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FIRST AMENDED EXHIBIT B

Where obviousness is asserted, an explanation of why the prior art renders the asserted
claim obvious, including examples of combinations of prior art showing obviousness, is set forth
in claim charts A-1 to A-39, which identify specific examples of where each limitation of the
asserted claims is found in the prior art references, or herein. The cited portions are only
examples, and Google reserves the right to rely on un-cited portions of the prior art references.

Because discovery is ongoing and Google has not yet completed their investigation,
discovery, or analysis of the issues raised by Rockstar’s claims, Google reserves it right to
supplement and amend its explanation of why the prior art renders the asserted claims obvious,
including an identification of any combinations of prior art showing obviousness, as they receive
additional information either through their own investigations or from Rockstar or third parties.
In particular, Google’s investigation and analysis is significantly impeded by the insufficiency

and incompleteness of Rockstar’s infringement contentions.



Table B1: Search References

To the extent the references addressed in claim charts A-1 to A-39 does not disclose the
limitations identified in each chart citing Table B1, one of ordinary skill in the art would be
motivated to combine the references addressed in claim charts A-1 to A-39 with any one or more
of the Table B1 references listed below because: it would have yielded predictable results; using
the techniques of the Table B1 references would have improved the primary or obviousness
references in the same way; and applying the techniques of the Table B1 references to improve

primary or obviousness references would have yielded predictable results.

Reference Disclosure

U.S. Patent No. See, e.g., PECKOVER, 11:20-26:

6,119,101 Consumers can launch ongoing searches for products, and the

(“PECKOVER”) searches can continue even when the consumer is not online.
Consumers use search engines that have data that is more up-
to-date.

Consumers access search engines that are easier to use,
especially for non-technical users.

PECKOVER, 12:7-8:
The system provides results faster than mobile or wandering
agents.

PECKOVER, 12:13-21:
Referring to the fundamental problems of the flow of market
information in electronic commerce, the fundamental objects
of the system for consumers are:
to assist consumers in gathering market information quickly
and easily;
to protect consumer identity and private information while
gathering market information; and to assist consumers in
performing ongoing searches.

PECKOVER, 14:45-49:
Consumers use Decision Agents to gather the information that
helps consumers make purchasing and usage decisions.
Decision Agents can search for ads meeting various criteria,
and order the matching ads according to the consumer’s fs.

PECKOVER, 15:22-36:
Referring to the left side of the figure, actions of Consumer 20
generate market data. Consumer 20 controls a Consumer
Personal Agent 12 that represents the Consumer to the system.
The Consumer Personal Agent is capable of creating a
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Decision Agent 14 to carry out a search, within a Market 18,
for products that satisfy certain constraints and preferences.
For example, a Consumer might query for the local retailers
that carry a certain brand of sports shoes. Decision Agent 14
gathers data without knowing, and therefore without revealing,
the identity of the Consumer 20. Both Decision Agent 14 and
Market 18 store data about the search. Decision Agent 14
returns a set of product recommendations, which Consumer
Personal Agent 12 further filters and orders according to
Consumer preferences before presenting to Consumer 20.

PECKOVER, 19:65-20:5:
Continuing to refer to FIG. 4B, a Decision Composer 74 assists
the user in composing queries to be executed by Decision
Agents. Decision Composer 74 retrieves a Product Template
174 (described later in conjunction with FIG. 9B) for a
particular product from a Market 18 in which the user wishes
to search, present instructions to the user for completing
Product Template 174 to describe the object of the search, and
produces the appropriate query.

PECKOVER, 21:15-24
Referring to FIG. 6, a Decision Agent 14 comprises the
functional components of:
a Unique ID 98,
a Personal Agent Reference 100,
a Market Reference 102,
an Expiry function 104,
a Query 106,
a Response Manager 108,
and a Log function 110.

PECKOVER, 21:57-61:
A Query 106 describes the product or product category for
which to search. Query 106 includes data from Product
Template 174 completed by the consumer and relevant data
from the consumer’s preferences, as assembled by Decision
Agent Factory 76 of the consumer’s Personal Agent 12.

PECKOVER, 21:63-64:
A Response Manager 108 receives search results and returns
them to the consumer’s Personal Agent 12.

PECKOVER, 24:3-6:
An Immediate Agents function 156 keeps track of Decision
Agents 14 that are performing an immediate search. An
immediate search is a search that is to be performed and results
returned as soon as practical.

PECKOVER, 24:23-24:
Results from an extended search may be returned periodically
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during the time that the search remains active.

PECKOVER, Fig. 1:
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PECKOVER, Fig. 40:
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PECKOVER, Fig. 41:
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Fig. 41

Dow Jones Services
References

See, e.g. Dow Jones unveils new, unique knowledge indexing system
(April 17, 1997) (“Dow Jones Interactive Publishing today announced
it has developed and implemented a sophisticated automated
knowledge indexing system that will allow Dow Jones
News/Retrieval(R) subscribers to get highly targeted results from one
search in the services Publications Library, a compilation of more than
3,600 authoritative business sources.”); Personal Library Software
Announces Release Of Dow Jones News/Retrieval Text Library (June
12, 1995) (“Personal Library Software today announced that Dow
Jones News/Retrieval(R) is the latest major online publisher to release
a new service using the PLS search engine.”)

U.S. Patent No.
5,710,884 (“DEDRICK
PATENT”)

DEDRICK PATENT, 11:22-34:
In one embodiment, the software tools also provide an
interactivity builder to allow the end user to interact with the
electronic information. For example, the electronic information
may be a content database that is analogous to the “yellow
pages” of a phone book. The yellow page content database
may contain a plurality of advertisements that can be viewed
by the end user. The software tools may allow the publisher to
build an object that allows the end user to search the contents
of the content database. The software tools may also allow the
publisher/advertiser to combine different types of information.
For example, the publisher can combine video, audio, graphics,
animation and text all within the same unit of electronic
information provided to the end user.

U.S. Patent No.
6,374,237 (“REESE”)

REESE, 1:22-30:
Search engine servers have been developed to allow a user to
transmit a request from a client to retrieve data. Search engines




Reference

Disclosure

rely on a user formulated query to retrieve data. In this case, a
client transmits a request to a search engine server to search
content sites (e.g., other servers) on the Internet for
information based on user-selected “keywords.” The search
engine searches the web and retrieves data that matches the
keywords, then transmits the matching data to the client.
REESE, 7:47-52:
Next, in step 930, the matching server receives a search request
that includes a user profile from a client. In step 940, the
matching server compares the data in the aggregate database to
the user profile supplied by the client. The matching server
then delivers the matching data to the client in step 950.

Another Search
Engine? Hotwired
Introduces Hotbot,
Powered By Inktomi,
PR Newswire, May 20,
1996 (“ANOTHER
SEARCH ENGINE”)

See, e.g., ANOTHER SEARCH ENGINE, p. 1: “HotWired Ventures, a
premier Internet media company, today introduced HotBot
(www.hotbot.com), a unique search engine that indexes and searches
every word on the World Wide Web. Powered by Inktomi's advanced
parallel-processing engine, HotBot will change the way people search
for and retrieve information on the Internet.”

ANOTHER SEARCH ENGINE, p. 1: “’The rules of the search engine game
have changed. Internet users thought they’d get what they needed from
traditional search engines, but they found the result to be thin on
content, rigid in context, and often totally irrelevant,” said Andrew
Anker, president and CEO of HotWired Ventures. ‘Our quest to find a
better search engine led us to Inktomi. By combining the best
technology, the most relevant searches, and an innovative interface,
we created HotBot -- a bigger, better, smarter way to search the
Web.””

ANOTHER SEARCH ENGINE, p. 1: “Most search engines aren’t keeping
up with the tremendous growth of the Web. HotBot’s underlying
Inktomi engine indexes more than 50 million full-text Web documents
plus Usenet and mailing-list archives, and its scalable architecture can
match the growth of the Web.”

ANOTHER SEARCH ENGINE, p. 2: “HotBot includes a number of unique
features. Users can get the most current information quickly,
efficiently view and use that information, and interact with the search
engine in a personal manner. Daily Updates: The HotBot spider crawls
the Web every day, offering users the most current information.
Reliable and Fast: HotBot's fault-tolerant engine reliably delivers
query results in seconds, without frequent downtime. Convenient
Previews: HotBot allows users to preview documents without leaving
the search page, reducing search time. Personal Searching: The
HotBot interface allows users to personalize their search engine to fit
their own surfing style.”

ANOTHER SEARCH ENGINE, p. 2: “HotBot identifies, customizes, and
ranks millions of Web documents using an algorithm developed by a
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team of the world's leading experts in information retrieval. HotBot
recognizes that users desire varying levels of information detail, so it
allows users to control the amount and type of information searched.
The computing power available to HotBot enables the user to define a
search query using a wide range of criteria in a way that is not possible
with more traditional search engines.”

ANOTHER SEARCH ENGINE, p. 1: Users can perform advanced queries
within an interface that closely mirrors the progressive look and feel of
HotWired’s site, recognized worldwide as one of the most engaging,
innovative sites on the Web.

ANOTHER SEARCH ENGINE, p. 2: “Reliable and Fast: HotBot’s fault-
tolerant engine reliably delivers query results in seconds, without
frequent downtime.”

ANOTHER SEARCH ENGINE, p. 2: “ The computing power available to
HotBot enables the user to define a search query using a wide range of
criteria in a way that is not possible with more traditional search
engines.”

The ‘Hottest’ Search
Engine,” Business
Communications Co.,
Vol. 3, No. 3, June
1996

See, e.g., THE ‘HOTTEST’ SEARCH ENGINE, p. 1: “HotWired Ventures
(520 3rd St., San Francisco, CA 94107) has introduced HotBot
(http://www.hotbot.com), a new search engine that indexes and
searches every word on the World Wide Web, powered by Inktomi's
advanced parallel-processing engine.”

THE ‘HOTTEST” SEARCH ENGINE, p. 1: “HotBot is touted as ‘a bigger,
better, smarter way to search the Web.’ It allows users to attain
extremely fast, high quality search results without the need to learn
complex query languages. HotBot's underlying Inktomi engine
indexes more than 50 million full-text Web documents plus Usenet
and mailing-list archives, and its scalable architecture can match the
growth of the Web. The closest competitor, Alta Vista, currently
indexes approximately 30 million Web pages and its traditional, single
machine architecture is limiting their ability to grow.”

THE ‘HOTTEST” SEARCH ENGINE, p. 1: “The computing power
available to HotBot enables the user to define a search query using a
wide range of criteria in a way that is not possible with more
traditional search engines. HotBot can also be reached by clicking on
the HotBot icon on HotWired (http://www.hotwired.com).”

THE ‘HOTTEST” SEARCH ENGINE, p. 1: “It allows users to attain
extremely fast, high quality search results without the need to learn
complex query languages.”

U.S. Patent No.
7,072,849 (“FILEPP”)

See, e.g., FILEPP, 8:21-24:
Messages are information provided by the user or the network
and are used in fields defined within the constructs of an
object, and are seen on the user’s RS monitor 412, or are used
for data processing at RS 400.

FILEPP, 15:52-57:
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Further, DIA provides common data structure between
applications run at RS 400 units and applications that may be
run on external computer networks; e.g. Dow Jones Services,
accessed through gateway 210. As well, DIA provides support
for utility sessions between backbone applications run within
network 10.

FILEPP, 20:59-21:18:
The Jump command 296 as seen in FIG. 3a, can be selected, by
the user from command bar 290. When Jump command 296 is
selected, a window partition 275 is opened. In window 275, the
user is presented and may select from a variety of displayed
options that include among others, the Directory command, the
Index command, and the Guide command, which when
selected, have the effect noted above. Additionally, the user
can select a command termed Viewpath which will presents
the keywords that currently make up the list of keywords
associated with the user’s Path command, and from which list
the user can select a desired keyword. Still further, and with
reference FIG. 11, which shows the sequence where a user
offers a term to identify a subject of interest, the user may enter
a keyword at display field 270 within window partition 275 as
a “best guess” of the mnemonic character string that is
assigned to a partitioned application the user desires (e.g., the
user may input such english words as “news,” “pet food,”
“games,” etcetera). Where the user enters a character string it
is displayed in field 270, and then searched by RS 400 native
code (discussed below) against the sequence sets above noted
to identify the object-id for the appropriate table of keywords
(not shown) that RS 400 may request from host 205. While as
noted above, a table may include 10 to 20 keywords, in the
preferred embodiment, for the sake of speed and convenience,
a typical keyword table includes approximately 12 keywords.

FILEPP, 21:35-49:
If after selecting the Jump command, the user selects the Index
command, RS 400 will retrieve the keyword table residing at
RS 400, and will again build a page with initialized, cursorable
fields of keywords. The table fetched upon invoking the Index
command will be comprised of alphabetic keywords that occur
within the range of the keywords associated with the page
template object (PTO) from which the user invoked the Index
command. As discussed above, the user may select to navigate
to any of this range of PTOs by selecting the relevant keyword
from the display. Alternatively, the user can, thereafter, select
another range of alphabetical keywords by entering an
appropriate character string in a screen field provided or move
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forward or backward in the collection by selecting the
corresponding option.

FILEPP, 21:50-64:
By selecting the Directory command, RS 400 can be caused to
fetch a table of keywords, grouped by categories, to which the
PTO of the current partitioned application (as specified by the
object set field 630 of the current PEO) belongs. Particularly,
by selecting the Directory command, RS 400, is causes to
displays a series of screens each of which contains
alphabetically arranged general subject categories from which
the user may select. Following selection of a category, a series
of keywords associated with the specified category are
displayed in further screens together with descriptive
statements about the application associated with the keywords.
Thereafter, the user can, in the manner previously discussed
with regard to the Index command, select from and navigate to
the PTOs of keywords which are related to the present page set
by subject.

FILEPP, 21:65-22:21:
The Guide command provides a navigation method related to a
hierarchical organization of applications provided on network
10, and are described by a series of sequentially presented
overlaying windows of a type known in the art, each of which
presents an increasing degree of detail for a particular subject
area, terminating in a final window that gives keywords
associated with the relevant applications. The Guide command
makes use of the keyword segment which describes the
location of the PTO in a hierarchy (referred to, in the preferred
embodiment, as the “BFD,” or Building-Floor-Department) as
well as an associated keyword character string. The BFD
describes the set of menus that are to be displayed on the
screen as the sequence of pop-up windows. The Guide
command may be invoked by requesting it from the Jump
window described above, or by selecting the Menu command
on Command Bar 290. As noted above, in the case of the
Guide command, the PTO and object-ids for the application
entry screen are directly associated with the graphic of the
keyword presented in the final pop-up window. This enables
direct access of the application entry screen without need to
access the sequence set and keyword table, and thus, reduces
response time by reducing the number of objects that must be
processed at RS 400.

FILEPP, Fig. 3a:

10
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Knoblock, Craig;
“Searching the World
Wide Web,” in IEEE

See e.g., KNOBLOCK, “SEARCHING THE WORLD WIDE WEB,” IEEE
EXPERT', at 8 (“the Lycos search engine comprises the Lycos Catalog
of the Internet and the Pursuit retrieval program); id. (“In July 1994,

its developer added the Pursuit retrieval engine to allow user searching

' References to Knoblock are to Knoblock, Craig; “Searching the World Wide Web,” in IEEE

Expert.

11
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Expert. (“KNOBLOCK”)

of the Lycos catalog.”); id. at 10 (“the final step is to process queries
from individual users and to return lists of links to matching
documents.”)

World Wide Searching
for Dummies, by Brad
Hill, IDG Books
Worldwide, 1996.
(“DUMMIES™)

See e.g., DUMMIES, CHAPTER 5 (describing how Yahoo!’s search
engine operates); id., p. 78 (““You can begin searching with Yahoo!
with just three simple steps: 1. Go to the main Yahoo! Web page (see
Figure 5-1) by entering this URL in your Web browser:
http://www.Yahoo.com/ . . .2. Type a keyword, or more than one, in
the Search form. 3. Click on the Search button next to the keyword
form. . . . Within a second or two, a new page (called Search Results)
appears on your screen, displaying (Surprise!) the search results. . . .
Yahoo! deluges you with only 25 results per page.”); id., p. 85 (“The
best place to begin a keyword search in Lycos is at the Lycos
directory, called a2z (see Figure 6-1). To begin using Lycos keyword
searches right away, you need to follow a few basic steps: 1. Direct
your Web browser to the a2z page by using the URL shown
previously. 2. Type a keyword, or more than one, in the Find box.
Click on the Go Get It button.”); id. (‘“‘After you click on the Go Get It
button, Lycos searches the default database—the Lycos catalog
database. In a few seconds, you see the results page, which displays
links to all the sides that match your keywords.”); id., p. 99 (“Use
more keywords. If you’re looking for sites about cars, add the names
of the actual automobile models, manufacturers, and years. Use the
match all terms (AND) Search option. Combined with more
keywords, this option narrows the results drastically.”); id., p. 101
(“Enter the Excite search engine, offering a blissful promise: Just tell
it in plain English what you want, and it will find it for you.”); id., p.
102-103 (“The Excite home page is the starting point for concept-
based Web searches. You get there by entering this URL into your
Web browser: http://www.excite.com/. . . 1. Place your cursor in the
keyword form and click once. 2. Type either a single keyword, more
than one keyword, or a simple phrase describing what you want to
find. . . 3. Click on the Search button, which is next to the keyword
form.”); id., p. 102 (“A few seconds after you click on the Search
button, you see the Query Results page, which lists your hits (see
Figure 7-2). At this point, Excite has found Web sites that match any
one (or more) of your keywords. Excite presents the sites that match
your keywords in the order that the Excite search engine determines is
most useful.” ); id., p. 104 (“You can have Excite sort the Query
Results page in two ways: Sort by confidence: This setting is the
default. Your first search will sort the results this way, with the most
confident links (presumably the most relevant and useful) at the top.
What does confidence mean, exactly? Excite has a certain amount of
confidence in the matches it gives you, based on how many of your
keywords it matches, how many times each word is matched, and

12
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other criteria known only to Excite. . . . Sort by site: When you choose
this option, the confidence rating scheme is scrapped in favor of listing
the matched Web sites in a directory style. Individual Web page links
are grouped under the home page to which they belong (see Figure 7-
3). In this fashion, you can see at a glance when multiple links all
belong to a single, inclusive site.”); id., p. 106 (“Even though Excite
features its ability to understand phrase concepts and search on them,
it also accepts run-of-the-mill keywords. The default setting is to
search by concept. Change this setting by clicking on the small arrow
next to the second search option, and selecting the by keyword option.
Excite will then take a more literal approach to the words you enter.”);
id., p. 155-158 (describing how WebCrawler’s search engine
operates.); id., p. 155-156: “Above the keyword search form are two
other forms that give you some choice in how the results are
presented: . . .Summaries or titles . . . Number of hits. . .”)

W09721183to Naqvi
(“NAQVI WO”)

See, e.g., NAQVI WO? at Abstract - “The advertisements on the server
are not tied to any particular page containing information on the
network, but rather, are retrieved in response to a query entered by the
user (17)”

NAQVIWO, p. 2 — “That is, when a user uses certain search engines
for conducting a search, the user will be shown advertisements while
doing the searching.”

NAQVIWO, p. 4 — “The present invention provides a new process and
system for online advertising. This new process will be

referred to throughout this application as query-based

advertising ("QBA"). In the QBA process, advertisements

are primarily triggered by user queries. User queries, as

15 used herein, refer to requests from an information consumer

for one or more pages of information from a computer

network. As a result of a query, a user is exposed to

advertisements with the present invention, i.e., the query

triggers advertisements.”

NAQVIWO, p. 5 - “When the user requests a certain page or a certain
topic of information, the relevant pages are retrieved from

the computer network and shown to the user. The present invention,
upon receiving the user's request, retrieves advertisements that are
related to the user's action, dynamically mixes the advertisements with
the content of the pages according to a particular layout, and displays

References to “NAQVI WO’ are to W0O9721183 to Naqvi et al. .

13
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the pages with focused, targeted advertisements as a part of the page.
The advertisements can be made to satisfy a set of constraints
requested by the advertiser, as well as the constraints of the publisher
of the page, as further discussed below.

The advertisement triggering mechanism of the present
invention is not random or coincidental, but rather, is
prespecified in advance. This specification will be
referred to in this application as a contract. A contract
specifies the marketing rules that link advertisements with
20 specific queries. For example, a diet soft drink
advertisement may be shown when a user asks for a page
about exercising equipment. These rules are specified by
advertisers implementing the concept of "focus" or
"relevance" of advertisements and help the advertisers to
25 target a specific audience. Owners of pages specify the
focus content of their pages through special tags within a
page. These tags are not displayed to the information
consumer; the tags are used to decide what advertisement
can be shown when the page is requested by a consumer.”

NAQVIWO, p. 15-16 — “Initially, a user requests a particular piece of
information through one of the clients 17. The user's

10 request is given to the WWW Daemon 16, which passes the
information to the gate 15. The gate 15 at this point

decides what piece of information is being requested by the

user and finds other relevant pieces of information that

can be commingled with what the user has asked. The user,

15 for example, might ask the system to see certain car

dealers, to find a phone number of a car dealer, or to get

a page of a particular magazine. The gate 15 at this point gives the
request to the matching rule engine 18 ("MRE"). The purpose of the
MRE 18 20 is to look at the content of the user's query and to find a
category within its active index SIC 19 that matches the

same type. If the user has asked for car dealers, the MRE

18 invokes its rules to determine that car dealers are part

of a class of things relating to transportation. Based on

25 the classification determined by the MRE 18, the system now
knows that the user is asking about cars or about

transportation or about whatever else that the user might

be interested in. The MRE 18 at this point then returns to the gate 15
30 the category index of the user's query. If the user had

asked about cars or about family sedans or about sports

cars, at this point the MRE 18 would have figured out that

the user's interest falls into a certain category. Based

14
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on the user's interest category, the system then retrieves
the advertisements that are relevant to that category.
Thus, the purpose of the MRE 18 is to figure out what the
5 user requested, to place the user's request in a category
of a classification system (i.e., the active index SIC 19)
and, based on that classification, to retrieve relevant
advertisements.”

NAQVI WO, p. 21-22 — “The information brokers or content providers
shown in Fig. 1 include a home page dispatcher 25, a search engine 5
INFORMIX 26, and a generic HTML 27. For purposes of the present
invention, it is assumed that there are three broad classes of publishers
that can utilize the advertising

features of the present invention. A "publisher" can

include virtually anyone that provides content to the

10 network. For example, anyone who is a home page owner is a
publisher in the category shown as Generic HTML 27. A

second kind of publisher is the search engine publisher 26,

which includes phone company yellow page providers, such as
NYNEX. And a third kind of publisher is the so-called home

15 page dispatchers, which include traditional magazines and
newspapers, such as Business Week.

The second kind of publisher that the present

invention is used with is the search engine publisher 26.
Currently, there are many companies on the WWW that permit
30 users to query their database and then return a set of
answers from the database to the user. For example, a
telephone company may have a site that allows a user to
obtain a set of phone numbers and business names for a
particular type of business (i.e., a yellow page

directory) .

For purposes of the present invention, the search

5 engine publisher 26 is distinguished from the home page
dispatcher 25 in the sense that the content returned by the
search engine publisher 26 does not contain any special
tags or meta comments put in by the publisher to define the
layout of the content and the ads. In this case, the

10 layout manager 10 of the present invention computes the
optimum layout based upon the rules and layout templates,
as described above. The final result, therefore, is that
output is taken from the search engine publisher 26,
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adorned with certain relevant advertisements, and then
15 shown to the users.”

NAQVIWO, p. 34 — “To start (step 80), the user enters a query. For
example, the user may enter restaurants or cars as a query.
The query has a focus, as described above. The system
determines what the focus is and, as described above, the

25 system provides the user with a list of categories that
relate to the query. For example, if the user requests
restaurants, the user might be shown a list of restaurant

types, such as Chinese, American, French, Italian, and so
forth. The query entered by the user is evaluated by a

30 query form manager (step 81) to determine the focus of the
query.”

NAQVIWO at Claims 1, 2, 4

Figures 1, 2, 7, 8B, 10, 11 (and associated text)

U.S. Patent No.
5,901,287 to Bull et al.
(“BuLL”)

BULL at Col. 3 - “The user is presented with a variety of search,
display and output options. The search options include: 1) Search
using keywords or combinations; 2) Use of complex software text
search agents that have been predefined by the information
aggregation and synthesization system site operators. These agents
take advantage of the expansive subject matter expertise in
understanding which search parameters will best serve the user’s
search needs; 3) Use of search patterns and agents from this user’s
previous sessions, perhaps expanded by available specials and
promotions; 4) Natural Language Query; and 5) Some combination of
1), 2), 3) and 4). During a user session or when a user completes a
session, the user’s looking activity is analyzed for patterns,
preferences and trends and the proile annotated or updated so that
when they next use the information aggregation and synthesization
system, the nominated searches will be custom

ized to their individual desires.”

BULL at Col. 6 — “A theme or definition of a class of information (e.g.,
central California travel and tourism or new automobiles) is

identified. Data sources (Local DataStores (500 . .. N) and

Network Accessible DataStores (300 . . . N)) are screened

for relevance, quality of information and appropriateness (or

may be included de facto based on their title or description).

These are indexed using a text indexing software tool 2981

and the indices stored on the system index DataStore 220.

An initial set of Preestablished Software Text Agents are
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defined. These agents are words or combinations of words
that form a word based search pattern. This initial set of
agents is relevant to the searches that might be performed
against the class of information that was indexed. (i.e.,
Agents about automobiles would be developed to search a
class of indexed information about new cars). These are
stored in the Preestablished Software Text Agent DataStore
231. The System 200 uses any multipurpose computer
central processing units with the ability to handle multiple
inputs and outputs with the necessary hard disk storage and
to run World Wide Web (WWW) or other network server
software.”

BULL at Col. 7-8 — “The user is also presented with browsing options
based on: activity from a previous session in the browsing activity
datastore 240; predeveloped software text agents and personalized
software text agents (developed in the Post Session Activity) stored in
the Personal Search Text Agent

DataStore 232; or combinations of all as well as situational
opportunities developed by the user greeting subsystem 291.

The user selects the search options to be used (or simply

enters search criteria directly). This search criteria is used to

search the index datastore 220 and a list of data sources is

presented to the user for selection. The user indicates the
information to be viewed. The user will also be presented

with options to refine his search through the altering of

search agent criteria (Search Reduction System 293).”

BULL at Col. 12 — “Certain criteria will be entered which delineates a
pattern that is requested to be monitored. When this pattern is seen (or
is in close match) in the user’s WWW activity, the insertion
mechanism is activated. If a certain web page is

requested, the present invention will display a particular
advertisement. The ad will be inserted based on the content

of the existing web page being read. An analysis of the text

stream of the user’s interactive session will be performed

online. When certain text patterns are observed (or close

matches are observed), an advertisement is inserted into the

display. The advertising may be static or connected to the adver
tiser’s computer datastore which designates specific ads or

coupons based on the pattern match and other conditions

which may be required. The software agent criteria is entered by the
merchant in the agent data store 230 which delineates a pattern that
needs to be monitored.

As an example, if the user accesses web pages for
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“Holiday Inns on the West Coast”, the insertion mechanism
Would be established to automatically insert ads for “Hilton
Inns on the West Coast.””

BULL at Figs. 1 - 7 (and associated text)

HealthGate BUSINESS WIRE at 2 - “After entering a query, HealthGate's search
engine will display to users the most relevant titles of articles.”
InfoSeek QUINT at 1: Identifying InfoSeek as a search engine.

QUINT at 1: “InfoSeek Search, introduced in February 1995, offers
subscribers full-text searching of over 400,000 pages on the World
Wide Web (WWW), the last four weeks of over 10,000 Usenet
newsgroups, articles from over 100 computer publications,

and articles from the major wire services. InfoSeek also has databases
of health articles, book and movie reviews, and technical support
information.”

QUINT at 3: “Kirsch: We have several databases, one in each subject
area. We do that for reasons of usability, speed, and superior
precision/recall. Our WWW collection contains 1.5 bytes of data and
it's currently the largest collection of WWW pages on the Net. Our
Usenet collection has over 4,000,000 articles and it's also the largest
single collection of searchable information about the Internet and
computer-related topics.”

PRNEws * at 1: “Major engines—including Alta Vista, Excite,
Infoseek, Lycos, Yahoo! and WebCrawler—use a dataset indexed by
the spider to provide a set of related sites.”

FROOK’ at 1: “These advertisements work by delivering a sales pitch
along with the results of a key-word search on a search engine. For
example, a user searching under the subject "cars" might receive a
Web ad for Genetal Motors Corp. or Chrysler Corp., while a search for

3 References to QUINT are to Barbara Quint, “An Internet ‘virtual library’ builder: Steve Kirsch,
president, CEO, InfoSeek Corporation,” Business & Company Resource Center (July-Aug

1995).

4 References to PRNews are to PRNews, “Make Sure Search Engines Find Your Site,” May 6,

1996.

5

(Oct. 9, 1995)

References to Frook are to John Evan Frook, “Web marketing push,” Communications Week
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modems might delivervan ad for online computer superstore NECX
Direct.

Open Text Index

CNET® - “Open Text is offering to help those publishers by allowing
them premium slots in its search engine without requiring them to buy
more expensive advertising banners. Under the company's Preferred
Listing [http://www.opentext.com/omw/preferred_c.html] service, a
merchant that sells personal computers online, for example, could
ensure that its Web site appears as the top listing in searches for the
terms PC and computer.”

FAIN’ - “Paid search reconciled this dilemma by tying
the search engine’s revenue to the act of transferring
the user to an advertiser’s site. In 1996, the search
engine Open Text briefly offered preferred listings,
in which sites would pay to be inserted into the
search result set for particular keywords.”

WWW SEARCHING FOR DUMMIES® at 109-118 — The Open Text Web
searching site is aptly named, because it treats the entire World Wide
Web like a gigantic cauldron of words. With the Open Text tools, you
can search the Web for keywords as if it were a single immense text
file. Open Text also shows that it has some smarts: It allows you to
refine your search by narrowing it to certain portions of Web sites,
such as the summaries, titles, or URLs. That feature may seem like
Nobel-quality intelligence, but it sure comes in handy when you’re
trying to find the perfect Star Trek site (which is a big concern for
most Nobel laureates).

Power and friendliness are nicely blended in Open Text. You can use
keyword operators, but you don’t have to know much about them --
the system makes it all clear with drop-down lists that are built into its
Web page. All in all, Open Text has emerged as a major searching
service. Just keep reading along to find out how to use it. . . ”

“Make Sure Search

PR NEWS at 1: “a Web user looking for Time Warner Inc.'s home page

® CNET refers to “Engine sells results, draws fire,” CNET (June 21, 1996)

" Fain refers to Daniel C. Fain and Jan O. Pedersen, “Sponsored Search: A Brief History,”
Bulletin of the American Society for Information Science and Technology (Dec./Jan. 2006

¥ WWW Searching for Dummies shall refer to Brad Hill, “World Wide Web Searching for
Dummies,” IDG Books Worldwide, Inc. (1996)
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Engines Find Your
Site,” PR News, May 6,
1996 (“PR NEWS”)

by entering the query term "Time Warner' in a search engine may find
the right site buried beneath many other sites”

Id. at 1: “Time Warner could thus ensure that anyone who enters the
term ‘Time Warner’ will see its home page or ad at the top of the
search results.”

See also, e.g. PRNEWS (“Major engines—including Alta Vista, Excite,
Infoseek, Lycos, Yahoo! and WebCrawler—use a dataset indexed by
the spider to provide a set of related sites.”); id., (*“...users must learn
more about query techniques to define a search. Alta Vista and
WebCrawler offer their users tips on searching.”); id. (“[S]earch
engines like WebCrawler and InfoSeek use ‘spiders’ or ‘robots’ to
index the Web. These programs automatically search the Web by
indexing one page and then indexing all documents that are
hyperlinked to it.”)

“Ubiquitous
Advertising on the
WWW: Merging
Advertisement on the
Browser,” Computer
Networks and ISDN
Systems, Vol. 28, Nos.
7-11, pp. 1493-1499
(May 1996), available
at
http://www.ra.ethz.ch/C
DStore/www5/www37

O/overview.htm
(“KOHDA ’96”)

KoHDA 96, §1: “An advertising agent is placed between the
advertisers and the users. Advertisements fetched from advertisers'
Web servers are merged with Web pages from ordinary Web servers
by the agent, and the merged pages are displayed on the users' Web
browser. Thus, the users see advertisements on any server around on
the Internet. Moreover the agent has chances to deliver appropriate
advertisements which suit each user's taste.”

Id., §2.2: “When a user clicks an anchor on a page displayed on the
browser, the browser contacts the Web server and returns a Web page
designated by the anchor. Simultaneously, the browser contacts the
advertising agent's Web server. The agent's Web server returns a Web
page of one of its advertisements. Then the browser merges those
returned Web pages, and displays a composite page on the screen.”

Id., §3.1: “At invocation, environment information is passed to each
filter program as invocation parameters. The environment information
includes at least the identity of the user and information about the
selected anchor. The contents of a Web page designated by the anchor
are input into the pipe of filters, and the output from the pipe is
displayed on the browser's window as an HTML document.”

Id., §3.2: “The filter keeps in memory the contact path (URL) to the
agent's Web server. When it is invoked, it forwards the invocation
parameters passed from the browser to the agent's Web server, and
waits for a reply.”
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Kohda U.S. Patent No.
7,136,853 to Kohda et
al. (“KOHDA ’853”)

KOHDA ’853 at 4:32-42: “The information providing method according
to the present invention is used to provide information through an
information communications network, and comprises the steps of
receiving the first information from a contract user through the
information communications network; selecting a piece of advertising
information from among plural pieces of stored advertising
information according to the first information; and transmitting the
selected advertising information to the user through the information
communications network.”

Id. at 15:30-45: “In response to the [user] request, the information
retrieving server 101, which is a WWW server, retrieves its own
information and transmits the retrieved information 106 specified by
the information retrieving apparatus 100 to the information retrieving
apparatus 100 in the format of an HTML document. ... Then, after a
request to obtain the above described retrieved information, the
advertising function 104 in the information retrieving apparatus 100
requests the information server 102 specified by the information server
specifying unit 42 to retrieve the additional information specified by
the additional information specifying unit 42.”

KOHDA ’853 at 6:37-42: “When retrieved information acquisition data
is input to an input/output unit 1 in the information retrieving
apparatus 100, the retrieved information obtaining unit 3 obtains
object retrieved information from an information retrieving server
according to corresponding retrieved information acquisition data.”

KoHDA 853 at 6:56 to 7:3: “The user inputs data for use in obtaining
requested retrieved information (for example, articles from a
newspaper relating to a specified item) through the input/output unit 1.
Then, the information retrieving apparatus 100 obtains the retrieved
information from the information retrieving server through the
retrieved information obtaining unit 3, automatically obtains
additional information such as advertising information from the
information server through the additional information obtaining unit 4,
incorporates the obtained information into the retrieved information
obtained from the information converting unit 2, and outputs the result
on a display unit.”

Id. at 9:19-42: “The retrieval condition input unit 11 is used to input
data when the user requests to retrieve data and obtains retrieved
information. ... The retrieval conditioning input unit 11 can be a text
input devices such as a keyboard, etc. In this case, the user inputs the
data to the retrieval condition input unit 11 by directly inputting the
data using a keyboard, etc.”
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Id. at 6:56 to 7:3: “The user inputs data for use in obtaining requested
retrieved information (for example, articles from a newspaper relating
to a specified item) through the input/output unit 1. Then, the
information retrieving apparatus 100 obtains the retrieved information
from the information retrieving server through the retrieved
information obtaining unit 3, automatically obtains additional
information such as advertising information from the information
server through the additional information obtaining unit 4,
incorporates the obtained information into the retrieved information
obtained from the information converting unit 2, and outputs the result
on a display unit.”

Fig. 1:
3
INFORMATION RETRIEVED
RETRIEVING INFORHMATION
SERVER OBTAINING UNIT (2 1 II__
INFORHATION INPUT/
4 CONVERT ING OUTPUT UNIT USER
( UNIT
ADDITIDNAL [
INFORMATION INFORMATION ]
SERVER OBTAINING UNIT
[NFORMATION RETRIEVING APPARATUS ™ 10l
FIG. 1

Fox, et al., “Users, User
Interfaces, and Objects:
Envision, a Digital
Library,” Journal of the
American Society for
Information Science,
44(8):480-491, 1993
(“Fox 1993”)

Fox 1993, p. 484 (“The Envision user interface will run as a client
process on a user’s desktop computer, communicating with the
Envision retrieval system via network.); id., (“Our interface
specification calls for separate windows or groups of windows for
each of the major phases or types of interaction with the Envision
system. These include: Query window (with four query fields and a
query history); Search Results Windows (Graphic View, Item
Summary, Item Preview); and Browsers.”); id., p. 484-85: “The Query
Window has two categories of use: New queries are created and
searches performed from this window.”); id., p. 485 “The Query
Window offers a user three ways to create new queries: By entering
document descriptors in four new query fields for authors, title words,
words related to content, and words found in other parts of the
document as specified by a pop-up menu labeled ‘Special Query.” By
editing earlier queries. By combining results of previously completed
searches, using set operations.”); id., p. 485 (“When creating a new
query or editing an old one, the user may make changes in addition to
or instead of simply editing the text in the four fields. Other options
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include changing the matching types (explained further below) used
for each field, changing the relationship among fields, and changing
filters that restrict search results.”); id., p. 487 (“‘Central to the search
results display design is the concept of viewing each document (item)
as a node within the Envision database graph and representing the
document graphically as an icon. Results of a search are presented in
a Graphic View Window as a scatterplot of icons.”)

Fox, Chen, and France,
“Integrating Search and
Retrieval with
Hypertext”, 1991.

See e.g., FOx 1991, p. 333 (“In the area of library information
retrieval, the Z39.50 standard has been developed so that a user of one
library system can cause that system to have a query processed on
another system, and then indirectly receive the search results.”); id., p.

("Fox 19917) 339 (“Many people are familiar with keyword-based search
approaches . . ., in which the reader searches for a particular string of
characters in a database or uses entries from a controlled vocabulary
for searching.”)

“Short History of Early | See e.g., SHORT HISTORY (identifying search engines)

Search Engines,”
available at
www.thehistoryofseo.c
om/The-
Industry/Short_History
of Early Search Engi

nes.aspx. (SHORT
HISTORY)

Pinkerton, “Finding
What People Want:
Experiences with the
WebCrawler”, Second
International WWW
Conference, 1994.
(PINKERTON)

PINKERTON, ABSTRACT (“The WebCrawler indexes both document
titles and document content using a vector space model. Users can
issue queries directly to the pre-computed index or to a search
program that explores new documents in real time. The database the
WebCrawler builds is available through a search page on the Web.”);
id., p. 2 (“Users . . . can run the WebCrawler client itself,
automatically searching the Web on their own”); id., p. 4 (“To find an
initial list of similar documents, the WebCrawler runs the user’s query
against its index.”); id., p. 5 (“Users enter keywords as their query, and
the titles and URLs of documents containing some or all of those
words are retrieved from the index and presented to the user as an
ordered list sorted by relevance.”)

“Search-Engine
Advertising; Web
Marketing Push” by
John Evan Frook in
Communications Week,
October 9, 1995.
(FROOK)

See e.g., FROOK, p. IA11 (describing Yahoo! as a search engine.); id.
(““Yahoo Corp. unveiled an alliance with Open Text Corp. to add
search functions to its Internet directory.”)

“What Hath Yahoo
Wrought,” by John W.

See e.g., VERITY (identifying search engines)
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Verity, Bloomberg
Businessweek, February
11, 1996 (VERITY)

Sullivan, “Where Are
They Now? Search
Engines We’ve Known
and Loved,” available
at
http://searchenginewatc
h.com/article/2064954/
Where-Are-They-Now-
Search Engines-Wev..

See e.g., SULLIVAN (identifying search engines)

(SULLIVAN)
The Internet MEEKER at 6-6: “Search engines, by definition, use text input by users
Adbvertising Report, to conduct searches of relevant content on the Web. Since

Mary Meeker, Morgan
Stanley, December
1996 (“MEEKER”)

advertisements are displayed along with the search results, these
companies allow advertisers to buy “key words,” which display the
advertiser’s banner when a user searches for the word purchased. It
follows that the word or words purchased are generally related in some
way to the advertiser’s products or services. Infoseek and Yahoo!
charge $1,000 per month per keyword, and based on a target of 20,000
impressions, this would yield a CPM of $50. For example, Figure 6-3
shows how the results of a search for the word “router” yielded a
typical list of sites but also netted an advertisement for Cabletron
Systems (a maker of switches, considered an alternative to routers). In
fact, any time this word was searched for, the same ad came up. A
search for “hub” consistently resulted in a different ad for the same
company. (Yes, we searched for “beer,” and each time we got a Miller
Genuine Draft ad).”

Rick Dedrick,
Interactive Electronic
Advertising, IEEE 1994
(“DEDRICK 1994”)

See e.g., DEDRICK 1994, p. 59 (“All consumers having access to the
local electronic yellow pages can search these yellow pages . . .”); id.,
p. 60: “Other included data may include key words and other variables
used by consumption agents to go out on the network and find both
electronic content and electronic advertisements that have a certain
“hit-rate” when matched against a consumer’s profile.”); id. (“Acting
upon the consumer’s personal profile data, an agent might send out
queries to electronic yellow pages service providers, either locally or
with a wider scope of interest.”)

Rick Dedrick, A
Consumption Model for
Targeted Electronic
Advertising, IEEE 1995
(“DEDRICK 1995”)

See e.g., DEDRICK 1995, p. 44 (“All consumers having access to the
local electronic yellow pages can search these yellow pages . . .”); id.,
p. 46 (““Acting upon the consumer’s personal profile data, an agent
might send out queries to electronic yellow pages service providers,
either locally or with a wider scope of interest.”)

Katherine Gallagher
and Jeffrey Parsons, A

See e.g., GALLAGHER, p. 2 (“In this paper, we restrict our discussion to
banner advertising that appears in the course of users’ browsing and
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Framework for
Targeting Banner
Advertising on the
Internet, Proceedings of
the Thirtieth Annual
Hawwaii International
Conference on System
Sciences, 1997 IEEE
(“GALLAGHER”)

searching activities on information services, such as Yahoo!
(http://www.yahoo.com) and Excite (http://www.yahoo.com), that
provide an entry point to Internet resources.”)

Lycos, Inc. Registration
Statement No. 333-354,
dated April 3, 1996
(“LYcos PROSPECUS™),
produced at GOOG-
WRD-00872476-
GOOG-WRD-
00872549

See LYCOS PROSPECUS at GOOG WRD 00872477
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Id. at GOOG-WRD-00872482:
pmdmd&Mgmof&c&mpm)’sum@tmmmewmmof&eCompmp

and services are other Internet catal including America Online’s
Web Crawler, Architest Software, Incs excite,

Company ﬁﬁmmnhmthﬂ.ﬂuwlumhwmh&ednmhswdmmlngsmd
directories simultanecusly. The also competes indirectly with datsbase vendors that offer
information search and retrieval with their core database products. In the future, the Company
may encounter competition from dWebhumsn&wmnndo&erlwpmﬂuﬁxmdm
that search and retrieval features into their offerings. Many of the Company's existing competitors,
as well as a number of potential new competitors, have significantly greater financial, technical and marketing

Id. at GOOG-WRD-00872498:
Catalogs, Directories and Rrviews
To address these needs, users are increasingly relying on catalogs, directories and reviews of information

and resources on the Internet.
. Cntdoy. are computer-generated indexes of Web used to conduct a focused
information about millions of Web pages. A catalog must be comprehensive
mdpmmhmlevuntrupmquuermmadmdymmwbemaﬁﬂwnﬂmrTnnmm
its usefulness, a catalog must be able to scale effectively as the size of the Web grows and as the
number of queries per day incresses.

Id. at GOOG-WRD-00872500:
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Lycos Solution

The Company offers a family of products and services that enables users to sort, find, filter and access
the tremendous amount of information and resources on the Internet. The Company believes that its Lycos
Catalog is one of the most comprehensive indexes of the Web and is differentiated from other catalogs hased
on its size, ability to index non-textual information, relevancy of search results and ability to scale along with
the continuing growth of Internet content. Using the Lycos Catslog, a user may enter a search term or terms
and review a list of the best matches from all indexed Web pages, along with a relevancy ranking of those
pages, lhmwbynﬂwmgamﬁwﬁthmghthemfnmaﬂmawhbkmtheWequnklymdeﬁmmHy
The Company's a2z Directory and Point Reviews provide added value to users beyond the search
oftheLymleoghymgammgmdmviewmgthenmtpopuhrmmtheWeh More thap a single
directory or search engine, the Company’s family of complementary products p vi with a single
source to meet the full range of users’ information needs from ing detailed hes on specific
m‘hjectstabmwsinggmenlmpduandmua]wmmng_tnmsmgmﬁmlmﬂemnfpupularWebmms

Id. at GOOG-WRD-00872501:
Technology

The foundation of currently available Internet catalogs is a database comprised of the indexed content
and addresses of Web pages. The underlying database for most Internet catalogs is created through the use of
“spiders,” which are software programs that autonomously roam the Web by following hypertext links,
automatically identifying and collecting material to be included in the database index. Catalogs also provide
TMM@MaMmMam&mmMMaMdWebmﬁn
match the search.

The Lycos Catalog is built with the Company’s proprietary spider indexing technology that enables it to
collect and organize information on millions of Web pages and links in a highly efficient manner. The Lycos
technology creates and stores abstracts of Web pages in the Lycos Catalog database instead of only indexing
limited information such as Web addresses or headers or copying the full text of indexed Web pages. The

believes that this approach best balances a useful amount of information without the limitations on
scalability and comprehensiveness imposed by copying full text. The Company’s abstracts are a concise
summary of the content and key words of a Web page, as well as its address. These abstracts include the title,
outline, 100 most important words and the smaller of the first 20 lines or 20% of each page. The Lycos spider
eliminates approximately 50 of the most common function words such as “the,” “a,” “and,” “or” and *“it,”
which the Company believes add no value and slow down a search. The Company’s spider technology allows
it to differentiate its Lycos Catalog and related products and services in the following ways:

Size. A catalog with a larger underlying database will generally produce a higher number of results to a
query. Lycos currently has indexed over 25 million Web pages which the Company believes is one of the
largest catalogs of Internet resources. By comstructing abstracts of Web pages, Lycos’ spider technology
facilitates the ability of the Lycos Catalog to scale proportionally with the growth of the Internet.

Relevancy. Relevancy measures how closely the results of a search conform to a specific query. The
Mdnuﬂhgmdelﬁumhvm depends upon the comprehensiveness of the underlying
&mmmmmymmnmmmm

frequmcy proximity of words to assign relevancy scores, together with the
m&md&elm&d@wbhhhm%hgbd&mmmhmtmm

Id. at GOOG-WRD-00872502:
Response Speed. Inmdermbepmcﬁcnlim-mnstusersmn]ogmusnetummsulutoqueﬂesquickly
"l’heab;.btyufacatahgm. d qui fundamentally on its underlying indexing
hnology. The Comg smedubsmuxmdumthemuntofmfmmmmmqumdmbestomdmﬂm
daubmmdthglnfashermspmesmqueﬂes Moreover, as the number of Web pages and viewers
the C believes that its method of creating abstracts should enable the Company to continue
toupthhemdummﬂnnmberdWebpngmmdmdmthﬁ[mleogwﬂlmﬂﬂgmﬁmndydegmdmg
response time,

The Lycos Catalog

The Lycos Catalog provides what the Company believes to be one of the most comprehensive indexes of
the Web available and also one of the most popular and widely known destinations on the Internet. To use
the Lycos Catalog, a user accesses the Lycos home page through a Web browser and enters a query consisting
of one or more keywords in the search field such as “Shakespeare.” The search results then appear on the
screen showing the number of matches, title, relevancy ranking, ahstract and Web address of the Web pages
relevant to Shakespeare. The Lycos Catalog also provides a direct hypertext link to the actual pages matching
the search. As of February 29, 1996, the Lycos Catalog had indexed over 25 million Web pages, up from
approximately 4 million in June 1885, The Company believes that its proprietary search and indexing
technology enables the Lycos Catalog to service more queries to a larger database while producing more
relevant results. The Lycos Catalog serviced tens of millions of queries in January 1996, compared to
approximately 6 million in June 1885. The Web address for the Lycos Catalog is www. lycos.com.
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a2z Directory

The a2z Directory, introduced on the I in February 1996, provides a convenient way to &
and locate the most popular Web sites on the Internet grouped into 16 general categories, which in turn are
&memmm&mm&hnmhﬂd&almmm
collections of pages grouped into preselected categories. In this manner, viewers may browse
ofmwmdmmmpﬂuMusm&T@mhyASpmanmwM&mkhr
smUmmmmm-mdmmmmmmm&mmmmmmmd
a hypertext link to each site. The Company believes that its directory has advantages over competing
directories because of the capability of the Lycos search and indexing technology to index Web pages by
popularity, thereby sllowing the a2z Directory to be built upon the most popular Web sites. The Web address
for the a2z Directory is a2z lycos.com.

Id. at GOOG-WRD-00872502-503:

Point Reviews

Point Reviews is a collection of criticsl reviews of what the Company considers to be among the most
sites on the Web. Point Reviews permits users to focus on high quality sites and read critical reviews
to determine if the sites are likely to be of interest, Each review includes a link that allows the viewer to visit
any chosen site or destination. Web sites are selected for inclusion in one of three ways: by being among the
most popular Web sites as measured by the number of hypertext links to the site, by being selected by the
meq"sedhom]suﬂuamafgmcralumst or by being nominated for review by Point viewers.
lnfomnﬂveandenteﬂmungrmmmpmpmed the Company’s professional writers and editors. Point
ic rating for the selected Web sites based on content, presentation and viewer
upedanceﬂntallowsulersmdlferenhntenmungm(ed“?ehsm:s.Asnff]mum'ylll, 1986, the Company had
reviewed over 6,000 sites and is adding hundreds of Web site reviews each month.

Id. at GOOG-WRD-00872505:
FProduct Development

Lycos believes that its future success will depend in large part on its ability to continue to enhance its
products and services and to develop other products and services based on or complementary to its core
catalog and search and indexing technology. An important factor in the future success of the Lycos Catalog
will be the Company's ability to provide more content, functionality and features than those typically available
in other competitive offerings and to continually refine the search and indexing technology such that the Lycos
Catzlog will be sble to scale with the growth in Web pages. Accordingly, theGumpmf:pnductduvdnpmmt
uﬁmhmfomedmmhmmgmoﬁermgwhﬂueﬁlmmamﬂnmdmg capabilities of the
Lycos Catalog by improving its user interface and interoperability with other Web technologies. In order to
respond to rapidly changing competitive and technological conditions, the Company may seek to enhance or

Id. at GOOG-WRD-00872506:

The Company is also continuing to develop products that are complementary to the Lycos Catalog,
including specialty directories and navigational services designed to assist viewers in locating information and
resources on the Internet. The Compeny is currently developing “clustered” versions of the Lycos Catalog,
which are subcatalogs segmented by general interest areas. These snbsets of the Lyeos Catalog will be linked
to the a2z Directory and Point Reviews in order to provide users with the opportunity to conduct focused
searches of that part of the Lycos Catalog that is relevant and to conduct a more rapid search than in the full-
sized catalog.

Lycos, Inc. Form S-1

Registration Statement,

dated February 14,
1996 (“Lycos S-17),
produced at GOOG-
WRD-00872550-
GOOG-WRD-
00872923

See LYCOS S-1 at GOOG-WRD-00872554:
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Id. at GOOG-WRD-00872558:

Competition. The market for Internet products and services is highly competitive. In addition, the
Company expects the market for Internet advertising, to the extent it develops, to be intensely competitive.
There are no substantial barriers to entry, and the Company expects that competition will continue to
intensify. Although the Company believes that the diverse segments of the Internet market will provide

ties for more than one supplier of products and services similar to those of the Company, it is
passible that a single supplier may dominate ane or more market segments. The Company believes that the

principal competitive factors in this market are name gnition, perfor ease of use, variety of value-
added services, functionality and features and quality of mppm-t A number of companies offer competitive
products addressing certain of the Company’s target ts. The y competitors of the Company’s

mdmmmherlnmmlog.dlmmd mwm,mdudingﬁmem&dms
Web Crawiler, Architext Software, Inc.s excite, Digital Equipment Corporation’s Alta Vista, Infoseek
Carpontnn, The McKmh.'y Groop, Open Text Corporation and Yahoo! Corporation. In addition, the
h services that allow & user to search the databases of I catalogs and
dhecwries simuitanems]y The Company also competes indirectly with datshase vendors that _ offer
information search and retrieval capabilities with their core database products. In the future, the Company
may encounter competition from providers of Web browser software and other Internet products and services
that incorporate search and retrieval features into their offerings. Many of the Company’s existing competitors,

Id. at GOOG-WRD-00872574:
Catalogs, Directories and Reviews
To address these needs, users are increasingly relying on catalogs, directories and reviews of information
and resources on the Intemet.

® Catalogs. Catalogs are ted indexes of Web used to conduct a & d
search from detailed information about millions of Web pages. A catalog must be comprehensive
and provide relevant responses to queries in a timely manner to be useful to a viewer. To maintain
its usefulness, a catalog must be able to scale effectively as the size of the Web grows and as the
number of queries per day increases.

®  Directories. Directories are manually compiled categorizations of a selected universe of Web sites
organized into broad subject areas. Directories are useful when an Internet user wishes to browse
Web content within general, popular topics of interest. Deliberately small in scale and focused,
directories provide the Intemet user with a quick and easy means of locating basic summary
information on Web sites. To be useful, directories must offer topics that are of appeal to vsers and
correctly define such topics so that relevant information is captured.

®  Reviews. Reviews are brief descriptions and critical assessments of Web sites. Reviews are useful
when an Internet user wishes to find the highest quality sites within a subject, as identified and
evaluated by an independent source. Reviews are also used by a user as a quick and easy means to
stay current with what's new and most popular on the Web. To be useful, reviews must be credible,
consistent and timely.

Id. at GOOG-WRD-00872576:
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Lycos Solution

The Company offers a family of products and services that enables users to sort, find, filter and access
the tremendous amount of information and resources on the Internet. The Company believes that its Lycos
Catalog is one of the most comprehensive indexes of the Web and is differentiated from other catalogs based
on its size, ability to index non-textual information, relevancy of search results and ability to scale along with
the continuing growth of Internet content. Using the Lycos Catalog, 2 user may enter a search term or terms
and review a list of the best matches from all indexed Web pages, along with a relevancy ranking of those
pages, thereby allowing a user to sort through the information available on the Web quickly and efficiently.
The Company’s A2Z Directory and Point Reviews provide added value to users beyond the search capabilities
of the Lycos Catalog by organizing and reviewing the most popular sites on the Web. More than a single
directory or search engine, the Company's family of complementary products provides viewers with a single
source to meet the full range of users’ information needs from conducting detailed searches on specific
subjects to browsing general topics and casual viewing, to accessing eritical reviews of popular Web sites.

Id. at GOOG-WRD-00872577:
Technology

The foundation of currently available Internet catalogs is a database comprised of the indexed content
and addresses of Web pages. The underlying database for most Internet catalogs is created through the vse of
“spiders,” which are software programs that autonomously roam the Web by following hypertext links,
automatically identifying and collecting material to be included in the database index. Catalogs also provide
retrieval software that enables a user to conduct a search of the database and extract a list of Web pages that
match the search.

The Lycos Catalog is built with the Company’s proprietary spider indexing technology that enables it to
collect and organize information on millions of Web pages and links in a l'li.ghly efficient manner, The Lycos
technology creates and stores abstracts of Web pages in the Lycos Catalog database instead of only indexing
limited information such as Web add or headers or copying the full text of indexed Web pages. The
Company believes that this approach best balances a useful amount of information without the limitations on
scalability and comprehensiveness imposed by copying full text. The Company's abstracts are a concise
summary of the content and key words of a Web page, as well as its address. These abstracts include the title,
outline, 100 most important wards and the smaller of the first 20 lines or 20% of each page. The Lycos spider
eliminates approximately 50 of the most common funetion words such as “the,” “a,” “and,” “or” and “it,”
which the Company believes add no value and slow down a search. The Company's spider technology allows
it to differentiate its Lycos Catalog and related products and services in the following ways:

Size. A catalog with a larger underlying database will generally produce a higher number of results to a
query. Lycos currently has indexed over 19 million Web pages which the Company believes is one of the
largest catalogs of Internet resources. By constructing abstracts of Web pages, Lycos” spider technology
facilitates the ability of the Lycos Catalog to scale proportionally with the growth of the Intemnet.

Using Popularity to Guide the Exploration. Popular Web pages are more likely to be interesting and
useful. The popularity of Web pages can be measured by the number of pages on other computers that have
hypertext links to that page. The Company believes that the Lycos spider technology is the only indexing
technology that uses popularity as a basis for searching Web pages. The Lycos spider explores the most
popular pages on the Web by using proprietary algorithms to track the number of external hypertext links to
each Web page. The Company also uses popularity ranking to determine how frequently the Web pages
should be revisited, ensuring that the most popular pages in the Lycos Catalog are updated frequently.

Relecancy. Relevancy measures how closely the results of a search conform to a specific query. The
ability of a catalog to deli levant responses depends upon the comprehensiveness of the underlying
database and the accuracy of the retrieval software. The Company believes that its retrieval software, which
uses position, frequency and proximity of words to assign relevancy scores, together with the
comprehensiveness of the Lycos Catalog, enables the Lycos Catalog to deliver more relevant search resuits.

Id. at GOOG-WRD-00872578:

Response Speed. In order to be practical for most users, catalogs must retumn results to queries quickly.
The ability of a catalog to respond quickly to queries depends fundamentally on its underlying indexing
technology. The Company's use of abstracts reduces the amount of information required to be stored in the
database, resulting in faster responses to queries. Moreover, as the number of Web pages and viewers
increases, the Company believes that its method of creating abstracts should enable the Company to continue
to update and increase the number of Web pages indexed in the Lycos Catalog without significantly degrading
response time.
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The Lycos Catalog

The Lycos Catalog provides what the Company believes to be one of the most comprehensive indexes of
the Web available and also one of the most popular and widely known destinations on the Internet. To use
the Lycos Catalog, a user accesses the Lycos home page through a Web browser and enters a query consisting
of one or more keywords in the search field such as “Shakespeare.” The search results then appear on the
screen showing the number of matches, title, relevancy ranking, abstract and Web address of the Web pages
relevant to Shakespeare. The Lycos Catalog also provides a direct hypertext link to the actual pages matching
the search. As of January 31, 1896, the Lycos Catalog had indexed over 19 million Web pages, up from
approximately 4 million in June 1995. The Company believes that its proprietary search and indexing
technology enables the Lycos Catalog to service more queries to a larger database while producing more
relevant results. The Lycos Catalog serviced tens of millions of queries in January 1996, compared to
approximately 6 million in June 1995. The Web address for the Lycos Catalog is wiww.lycos.com.

A2Z Directory

The A2Z Directory, introduced on a limited basis on the Internet in February 1896, provides a
convenient way to browse and locate the most popular Web sites on the Internet grouped into 15 general
categories, which in turn are divided into over 150 subcategories, The A2Z Directory, which is a subset of the
Lycos Catalog, organizes collections of pages grouped into preselected categories. In this manner, viewers may
browse through a series of categorics and subcategories such as Science & Technology—Space &
Astronomy—Planets & the Solar System. Users may then view a listing of the titles with bath short
descriptions of the sites in the category and a hypertext link to each site. The Company believes that its
directory will have advantages over competing directories because of the capability of the Lycos search and
indexing technology to index Web pages by popularity, thereby allowing the A2Z Directory to be built upon
the most popular Web sites.

Id. at GOOG-WRD-00872578-579:

Point Reviews

Point Reviews is a collection of critical reviews of what the Company considers to be among the most
popular sites on the Web, Point Reviews permits users to focus on high quality sites and read critical reviews
to determine if the site is likely to be of interest. Each review includes a link that allows the viewer to visit
any chosen site or destination. Web sites are selected for inclusion in one of three ways: by being among the
most popular Web sites as measured by the number of hypertext links to the site, by being selected by the

Company’s editorial staff as a site of genera] interest, or h} h::-.ing nominated for review b} Point viewers,
Informative and entertaining reviews are prepared by the Company’s professional writers and editors. Point
Reviews provides a numeric rating for the selected Web sites based on content, presentation and viewer
experience that allows users to differentiate among rated Web sites. As of January 31, 1996, the Company had
reviewed over 6,000 sites and is adding hundreds of Web site reviews each month.

Id. at GOOG-WRD-00872581:
Product Development

Lycos believes that its future success will depend in large part on its ability to continue to enhance its
products and services and to develop other products and services based on or complementary to its core
catalog and search and indexing technology. An important factor in the future success of the Lycos Catalog
will be the Company’s ability to provide more content, functionality and features than those typically available
in other competitive offerings and to continually refine the search and indexing technology such that the Lycos
Catalog will be able to scale with the growth in Web pages. Accordingly, the Company’s product development
efforts are focused on enhancing its offerings with these features as well as expanding the capabilities of the
Lycos Catalog by improving its user interface and interoperability with other Web technologies. In order to
respond to rapidly changing competitive and technological eonditions, the Company may seek to enhance or
expand its product offerings through acquisitions of complementary technologies, products or businesses.

Id. at GOOG-WRD-00872582:

The Company is also continuing to develop products that are complementary to the Lycos Catalog,
including specialty directories and navigational services designed to assist viewers in locating information and
resources on the Internet. The Company is currently developing “clustered™ versions of the Lycos Catalog,
which are subcatalogs segmented by general interest areas. These subsets of the Lycos Catalog will be linked
to the A2Z Directory and Point Reviews in order to provide users with the opportunity to conduct focused
searches of that part of the Lycos Catalog that is relevant and to conduct 2 more rapid search than in the full-
sized catalog.

Excite, Inc. SB-2
Registration Statement
No. 333-2328-LA,
March 11, 1996
(“Excite SB-2”)

NetSearch and NetDirectory
Excite's NetSearch and NetDirectory target the mass Internet market. Consumers
can conduct concept-based searches on the fuli text of more than 1.6 million

Web pages, browse a database of over 50,000 Web site reviews

and search postings on more than 10,0600 Usenet discussion groups.
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Personal Excite
Personal Excite is a personalized page that selects and compiles Web
content, including advertising, to match each individual's unique interests.
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Despite explosive growth of the Web as a new medium for ¢ icating, marketing, selling,
educating and entertaining, the limitations of existing navigational technologies and services have
restricted effective interaction among consumers, content providers and advertisers. With the Web's
Erowlh‘ consumers are having more difficulty finding relevant information, content providers are

nding it increasingly difficult to improve the visibility of their Web sites, and advertisers are
becoming less effective in delivering tgair messages to appropriately targeted groups of consumers.
The Company’s consumer segmented services and products are designed to overcome these limita-
tions. NetSearch targets a mass market audience of Web consumers.?elping them find content and
other people throu%l:ﬂsits roprietary navigation technology, including concept-based searching.
NetDirectory is a database ufp professionally-authored Web site reviews targeting both mass market and
affinity group consumers that provides information about high-quality Web sites in a lively and
entertaining manner. To date, the Company’s team of 30 professional authors and editors have written
over 50,000 reviews. Personal Excite allows consumers to personalize their interaction with the Web,
Through its City.Net and planned ional Editions, Excite offers or will offer navigation services
targeted to geographic affinity groups by providing specific databases of local and regional content.

Id. at GOOG-WRD-00872013.
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Intense Cnmpel:iﬁcm

The market for Internet services and products, particularly Internet advertising and Internet
search and retrieval services and prodm:ts is intensely competitive. Since there are no substantial
barriers to entry, the Comp petition in these markets to intensify. The Company
believes that the principal cumpebtwe fu:turs in these markets are name recognition, performance,
ease of use and functionality, The primary competitors of the Company’s services and products are
Internet search and retrieval ies such as Infoseek Corporation, Lycos, Inc., The McKinley
Group, Ine., Open Text Curparnnun and Yahoo!, Ine. and specific search and retrieval services and
products aﬂered by other companies, such as AOL's Web Crawler and Digital Equipment Corpora-

tion’s Alta Vista. The Company also competes indirectly with services from other database vendors
such as Lexis/Nexis and Dialog and other companies that offer information search and retrieval
capabilities with their core database produets. In the future, the Company may encounter competition
from online s:rvice providers, Web site operators, providers of Web browser software (such as
Netscape or N ft Corporation {“Microsoft™)) and other Intermet services and products that
i ate }h and retrieval features into their offerings, whether through internal development or
by acquisition of one or more of the Company’s direct petitors. Many of the Company's existing
competitors, as well as a number of potential new i hawe longer operating histories in the
Interui mtr]w!. greater name recogrﬂtion. larger customer bases and databeses and significantly
ical and marketing resources than the Company. Such competitors may be able
lo undertake more extensive marketing campaigns and make more attractive offers to p
employees, distribution partners, advertisers and content providers. Further, there can be no assurance
that the Company”s competitors will not develop Internet search and retrieval services and products
that are equal or superior to those of the Company or that achieve greater market acceptance than the
Company's offerings in the area of name recognition, performance, ease of use and functionality. Since
a ber of the Company”s current advertising customers and strategic partners also have established
relationships with certain of the Company’s competitors, there can be no that the Company
will be able to retain a customer base of advertisers or that strategic partners will not sever or will elect
to renew their as;-uuuems with the Company. There can be no that the Company will be
able to compet fully against its current or future competitors or that competition will not have
a material adverse: effect on the Company’s business, results of operations and financial condition.

Id. at GOOG-WRD-00872017-18.

NetSearch. NetSearch service targets a mass market audience of Internet consumers, helping
consumers find content as well as other people on the Internet. NetSearch was first launched
commercially in October 1995. NetSearch permits users to find Web content by searching on Excite’s
index of over 1.5 million Web documents. The Company believes that Excite’s proprietary navigation
technology provides the following enhanced searching and browsing capabilities:

Concept-based searching, which permits co s to find doc ts that are relevant to
their query even if they do not contain the actual words used in the query and which improves the
relevancy ranking of retrieved decuments.

Browsing tools, consisting of query-by-example, let consumers find other similar documents by
simply clicking on the query-by-example icon, and automatic abstracting technology, which
creates a concise summary of a Web document, lets users evaluate the relevancy of Web
documents without taking the time to visit them or to read the entire document.

Distributed spider data collection technology, which periodically updates the Company’s
indices, thus maintaining their currency and comprehensiveness.

NetSearch also permits consumers to search for other people on the Internet by searching on a
database containing an index to the full text of Usenet discussion groups and Usenet classifieds. When
consumers find an article of interest, they can send an electronic mail message directly to the author
or, if they have access to Usenet, launch directly into the discussion thread, reading the entire
sequence of articles for that topic of discussion.

Id. at GOOG-WRD-00872040.
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Aggressively distributing Excite for Web Servers

The Company markets EWS directly to those individuals who build and maintain Web sites —
Web developers, Web creators and Web publishers who are hired to design and implement a Web site.
The Company believes that these people are key influences in the content provider marketplace and in
many cases may not only build a corporate Web site but alse influence corperate buying decisions for
subsequent on-line advertising.

The Company markets to the Web development com ity direetly using both the Internet and
traditional marketing channels. Efforts include: (i) providing a prominent link from its services to
EWS’ online store front; (ii) encouraging all Web sites using EWS to provide links to this on-line store
front and Excite; (iii) directly contacting many Web sites and Web site developers using email;
{iv) advertising on Web sites frequented by Web developers, such ss iWorld and NCSA: and
(v) pursuing an aggressive print advertising campaign and tradeshow schedule.

The Company maintains an on-line “store front” where EWS can be downloaded for no charge
using 3 Web browser. The site contains a wide range of promotional, sales and marketing materials for
Excite services and products. In addition to direct distribution over the Internet, EWS is distributed by
software and hardware vendors who market products to the Web development community. Currently,
OpenMarket, Spry, BSDI and Luckman Interactive distribute EWS with their Web server software, and
Silicor Graphics, Inc. and Sun Microsystems distribute EWS with their Web server hardware.

Id. at GOOG-WRD-00872043.

Technology

The Company's services and products are based on proprietary retrieval technology designed to
permit highly effective searches on the Internet by emphasizing quality and precision in the search
process. This technology combines a true concept-based retrieval technology with sophisticated
browsing tools. In addition, the Company has developed a proprictary spider designed to enhance the
guantity and quality of information contained in the Company's databases, thereby enhancing the
quality of information retrieved in a search. The Company’s retrieval technology is also designed to
search across distributed databases as effectively as searching a single, local database.

Id. at GOOG-WRD-00872045.

Concept-Based Retrieval

The Company believes that most Internet navigation companies use “keyword” searching in their
retrieval process, in which only those documents that contain the keywords specified in the query are
retrieved. While keyword searching is effective in some instances (and may be enhanced by the use of
a built-in thesaurus), it does not allow the user to retrieve information relevant to a search that does
not include the exact text of a keyword (or synonym, if a thesaurus is used). For example, a keyword
search of the words “intellectual property” may not return documents relating to software piracy or
copyright law if such documents do not contain the words “intellectual” or “property.” Keyword
searching may also result in the retrieval of a great deal of irrelevant information that happens to
contain the keyword. The Company's concept-based retrieval technology uses advanced statistical
methods which it believes increase the precision or relevance of information retrieved. The Com-
pany's retrieval technology analyzes information for statistical correlations between terms and
documents, These correlations (which can be loosely described as “concepts”) are then used to
improve the retrieval process. Accordingly, a search can retrieve information that is relevant to the
consumer’s query even if that information contains nene of the keywords in the original query.
Furthermore, most keyword systems rank the relevance of returned documents by simple heuristics
such as the frequency of keyword oceurrence within a document. The Company uses its determination
of concepts to augment and improve the ranking of the retrieved documents, so that the most
important documents are first shown to the consumer, even when thousands of documents are found.

Id.

34




Reference

Disclosure

Distributed Search Capabilities

The Company's information retrieval technology has been designed to address the complex
problems that arise in information retrieval when a database is distributed across multiple nodes in a
wide-area network. The primary goal in distributed information retrieval is to ensure that the results of
a search of a database distributed across multiple nodes closely approximate the results that would
have been achieved if the search had been performed on the same data collected on a single, local
database. Although the Company believes that most distributed retrieval systems unse a protocol that
does not yield results that are similar to those that could be obtained on a search of a single, local
database, the Company's distributed information retrieval protocol has been engineered to provide
distributed results that are very similar to the concept-based results that the Company's technology
yields for a single, local database. The Company believes that this distributed protocol will enable the
Company’s services and produets to scale with, and thereby benefit from, the rapid growth of the
Internet.

The Company believes that its distributed information retrieval capability will permit it to
continue to provide accurate, reliable information retrieval as the Internet grows. The Company plans
to include a program called the notifier in its next release of EWS, This program is designed to allow
the EWS administrator to send a copy of its Web site to the Excite service without waiting for the
Company's spider to retrieve the current index. The cost to the EWS server is minimal, and Exeite is
spared the cost of retrieving and indexing those pages since the task of indexing has been distributed to
the remote hines. The Company beli that this notifier technology will assist in increasing the
number of Web pages that can be indexed and kepl current by its services. The Company has not yet
implemented its notifier technology, and there can be no assurance that the Company will be able to
release such notifier technology successfully.

Id. at GOOG-WRD-00872046.

Excite, Inc. Prospectus,
dated April 3, 1996
(“Excite Prospectus™)
produced at GOOG-
WRD-00871928-
GOOGL-WRD-
00872005

NetSearch and NetDirectory
Excite's NetSearch and NetDirectory target the mass Internet market. anslnn1crs
can conduct concept-based searches on the full text of more than 1.5 rmllhon

Web pages, browse a database of over 50,000 Web site I'EIVIGWS

and search postings on more than 10,000 Usenet discussion groups.

Id. at GOOG-WRD-00871929.
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Despite explosive growth of the Web as a new medium for communicating, marketing, selling,
educating and entertaining, the limitations of existing navigational technologies and services have
restricted effective interaction among consumers, content providers and advertisers. With the Web's
E‘rowlh consumers are having more difficulty finding relevant information, content providers are

nding it increasingly difficult to improve the visibility of their Web sites, and advertisers are
becoming less effective in delivering lgmr messages to appropriately lnrgeted groups of consumers.
The Company’s consumer segmented services and products are desi to overcome these limita-
tions. NetSearch targets a mass market audience of Web consumers.?elpmg them find content and
ather people thmug‘,!n its proprietary navrgauon technology, incleding concept-based searching.
NetDirectory is a dat fp ly-authored Web site reviews targeting both mass market and
affinity group consumers that provides information about high-guality Web sites in a lively and
entertaining manner. To date, the Company’s team of 30 professional authors and editors have written
over 50,000 reviews. Personal Excite allows consumers to personalize their interaction with the Web.,
Through its City Net and planned Rciumnl Editions, Excite offers or will offer navigation services
targeted to geographic affinity groups by providing specific databases of local and regional content.

Id. at GOOG-WRD-00871933.

Intense Competition

The market for Internet services and products, particularly Internet advertising and Internet
search and retrieval services and prodm:ts is intensely competitive. Since there are no substantial
barriers to entry, the Comp petition in these markets to intensify. The Company
believes that the principal cumpebtwe fu:turs in these markets are name recognition, performance,
ease of use and functionality, The primary competitors of the Company’s services and products are
Internet search and retrieval ies such as Infoseek Corporation, Lycos, Ine., The McKinley
Group, Ine., Open Text Curparnnun and Yahoo!, Ine. and specific search and retrieval services and
products aﬂered by other companies, such as AOL's Web Crawler and Digital Equipment Corpora-

tion’s Alta Vista. The Company also competes indirectly with services from other database vendors
such as Lexis/Nexis and Dialog and other companies that offer information search and retrieval
capabilities with their core database produets. In the future, the Company may encounter competition
from online s:rvice providers, Web site operators, providers of Web browser software (such as
Netscape or A ft Corporation {“Microsoft™)) and other Intermet services and products that
i ate }h and retrieval features into their offerings, whether through internal development or
by acquisition of one or more of the Company’s direct petitors. Many of the Company's existing
competitors, as well as a number of potential new i have longer operating histories in the
Interui mtr]w!. greater name recogrﬂtion. larger customer bases and databeses and significantly

hnical and marketing resources than the Company. Such competitors may be able
to undertake more extensive marketing campaigns and make more attractive offers to p
employees, distribution partners, advertisers and content providers. Further, there can be no assurance
that the Company”s competitors will not develop Internet search and retrieval services and products
that are equal or superior to those of the Company or that achieve greater market acceptance than the
Campnny s uﬂ‘eringl in the area of name recognition, performance, ease of use and functionality. Since
a pany’s current advertising customers and strategic partners also have established
uhtionshtps with certain of the Company’s competitors, there can be no that the Company
will be able to retain a customer base of advertisers or that strategic partners will not sever or will elect
to renew their as;ruuuems with the Company. There can be no that the Company will be
able to compet fully against its current or future competitors or that competition will not have
a material adverse: effect on the Company’s business, results of operations and financial condition.

Id. at GOOG-WRD-00871937-38.

NetSearch. NetSearch service targets a mass market audience of Internet consumers, helping
consumers find content as well as other people on the Internet. NetSearch was first launched
commercially in October 1995. NetSearch permits users to find Web content by searching on Excite’s
index of over 1.5 million Web documents. The Company believes that Excite’s proprietary navigation
technology provides the following enhanced searching and browsing capabilities:

Concept-based searching, which permits co s to find doe ts that are relevant to
their query even if they do not contain the actual words used in the query and which improves the
relevancy ranking of retrieved decuments.

Browsing tools, consisting of query-by-example, let consumers find other similar documents by
simply clicking on the query-by-example icon, and automatic abstracting technology, which
creates a concise summary of a Web document, lets users evaluate the relevancy of Web
documents without taking the time to visit them or to read the entire document.

Distributed spider data collection technology, which periodically updates the Company’s
indices, thus maintaining their currency and comprehensiveness.

NetSearch also permits consumers to search for other people on the Internet by searching on a
database containing an index to the full text of Usenet discussion groups and Usenet classifieds. When
consumers find an article of interest, they can send an electronic mail message directly to the author
or, if they have access to Usenet, launch directly into the discussion thread, reading the entire
sequence of articles for that topic of discussion.
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Id. at GOOG-WRD-00871960.

Aggressively distributing Excite for Web Servers

The Company markets EWS directly to those individuals who build and maintain Web sites —
Web developers, Web creators and Web publishers who are hired to design and implement a Web site.
The Company believes that these people are key influences in the content provider marketplace and in
many cases may not only build a corporate Web site but alse influence corperate buying decisions for
subsequent on-line advertising.

The Company markets to the Web development com ity direetly using both the Internet and
traditional marketing channels. Efforts include: (i) providing a prominent link from its services to
EWS’ online store front; (ii) encouraging all Web sites using EWS to provide links to this on-line store
front and Excite; (iii) directly contacting many Web sites and Web site developers using email;
{iv) advertising on Web sites frequented by Web developers, such ss iWorld and NCSA: and
(v) pursuing an aggressive print advertising campaign and tradeshow schedule.

The Company maintains an on-line “store front” where EWS can be downloaded for no charge
using 3 Web browser. The site contains a wide range of promotional, sales and marketing materials for
Excite services and products. In addition to direct distribution over the Internet, EWS is distributed by
software and hardware vendors who market products to the Web development community. Currently,
OpenMarket, Spry, BSDI and Luckman Interactive distribute EWS with their Web server software, and
Silicor Graphics, Inc. and Sun Microsystems distribute EWS with their Web server hardware.

Id. at GOOG-WRD-00871963.

Technology

The Company's services and products are based on proprietary retrieval technology designed to
permit highly effective searches on the Internet by emphasizing quality and precision in the search
process. This technology combines a true concept-based retrieval technology with sophisticated
browsing tools. In addition, the Company has developed a proprictary spider designed to enhance the
guantity and quality of information contained in the Company's databases, thereby enhancing the
quality of information retrieved in a search. The Company’s retrieval technology is also designed to
search across distributed databases as effectively as searching a single, local database.

Id. at GOOG-WRD-00871965.

Concept-Based Retrieval

The Company believes that most Internet navigation companies use “keyword” searching in their
retrieval process, in which only those documents that contain the keywords specified in the query are
retrieved. While keyword searching is effective in some instances (and may be enhanced by the use of
a built-in thesaurus), it does not allow the user to retrieve information relevant to a search that does
not include the exact text of a keyword (or synonym, if a thesaurus is used). For example, a keyword
search of the words “intellectual property” may not return documents relating to software piracy or
copyright law if such documents do not contain the words “intellectual” or “property.” Keyword
searching may also result in the retrieval of a great deal of irrelevant information that happens to
contain the keyword. The Company's concept-based retrieval technology uses advanced statistical
methods which it believes increase the precision or relevance of information retrieved. The Com-
pany's retrieval technology analyzes information for statistical correlations between terms and
documents, These correlations (which can be loosely described as “concepts”) are then used to
improve the retrieval process. Accordingly, a search can retrieve information that is relevant to the
consumer’s query even if that information contains nene of the keywords in the original query.
Furthermore, most keyword systems rank the relevance of returned documents by simple heuristics
such as the frequency of keyword oceurrence within a document. The Company uses its determination
of concepts to augment and improve the ranking of the retrieved documents, so that the most
important documents are first shown to the consumer, even when thousands of documents are found.

Id.
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Distributed Search Capabilities

The Company's information retrieval technology has been designed to address the complex
problems that arise in information retrieval when a database is distributed across multiple nodes in a
wide-area network. The primary goal in distributed information retrieval is to ensure that the results of
a search of a database distributed across multiple nodes closely approximate the results that would
have been achieved if the search had been performed on the same data collected on a single, local
database. Although the Company believes that most distributed retrieval systems use a protocol that
does not yield results that are similar to those that could be obtained on a search of a single, local
database, the Company's distributed information retrieval protocol has been engineered to provide
distributed results that are very similar to the concept-based results that the Company's technology
yields for a single, local database. The Company believes that this distributed protocol will enable the

Company’s services and produets to scale with, and thereby benefit from, the rapid growth of the
Internet.

The Company believes that its distributed information retrieval capability will permit it to
continue to provide accurate, reliable information retrieval as the Internet grows. The Company plans
to include a program called the notifier in its next release of EWS, This program is designed to allow
the EWS administrator to send a copy of its Web site to the Excite service without waiting for the
Company's spider to retrieve the current index. The cost to the EWS server is minimal, and Exeite is
spared the cost of retrieving and indexing those pages since the task of indexing has been distributed to
the r hines. The Company beli that this notifier technology will assist in increasing the
number of Web pages that can be indexed and kepl current by its services. The Company has not yet
implemented its notifier technology, and there can be no assurance that the Company will be able to
release such notifier technology successfully.

Id. at GOOG-WRD-00871966.

InfoSeek Corporation
S-1 Registration
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The Infoseek Solution

Infoseek develops and provides branded, comprehensive Web-based navigational services that
help users access and personalize the vast resources of the Internet. Infoseek's primary service
offering, Infoseek Guide, not only provides specific and relevant responses to consumer searches,
but also aggregates and packages the resources of the Internet in order to serve a consumer’s unique
and personal interests. By integrating the capabilities of a search engine and a directory, Infoseek
packages specific responses 1o search queries with communities of related Web, USENET and
branded third party content and rargeted, related adverntising. By creating communities of related
information in real-time for users, fnfoseek Guide satisfies the needs of consumers to access relevant
and related information, the needs of content providers 1o reach interested audiences, and the needs
of adventisers to deliver advertisements to a targeted group of potential buyers.

Id. at GOOG-WRD-00872403.

With every search on Infoseek Guide, the consumer receives some or all of the following:
specific and relevant Web site listings in response to the query, a directory of other related Web sites,
related and appropriate advenising, unique editorials on relared subjects by well-known third pany
content providers, links 1o relevant discussion groups and other resources. For example, a user who
enters the query “rock music conceris in San Francisco” would find not only a listing of relevant
Web pages, but would also find a link to the Billboard Online section of the iZene (a third-pany
sponscred editorial feature related to popular music) and a directory of related topics including
regional music, alternative music, music stores, and jazz that would be linked to other related Web
sites. The user may also see advenising appropriate to the user's interests in rock music. The
Company believes that the creation of real-time content enhances a user's Internet experience by
immediately linking the user to an environment of relevant and related content and information.

Id.

The Company also believes that its service has the following advantages:

» Stote-ofthe-Art Searching. The search engine underlying infoseek Guide, which has been
licensed from ACSIOM, is noted for its high accuracy and ability 10 quickly perform complex
searches. The Company's search engine has won a number of indusiry awards, including
“Number 1 Rated Search Engine’ (PC Computing Sept 93), “Best of the Test™ (internet
World May 96) and “MVP: Internet Tools™ (PC Computing Dec 95). The Company is
currently working on its next generation search engine, Utraseek, which the Company plans
to release in the second half of 1996, Litraseek will enable the searching of a much greater
number of Web sites at even faster speeds with the same level of accuracy for which Frifoseck
Guide is currently known.

Search-in-Context. Infoseek Guide inegrates search and directory funcrions, providing not
only specific responses 10 user queries, but also direct links in real-time to areas of content of
interest that contain relevant content related to the specific request. Through this approach,
consumers can either find specific answers to a search query or access a broader environment
of other relevant and related information on the Internet,

Id.
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Infoseek Guide

Infoseek Guide, the Company's primary navigation and content aggregation service, assisis users
in locating relevant information on the Internet. frifoseek Guide provides to the user fast and
relevant search resulis in response to the user's query. Moreover, Infoseek Guide 'sintegrated search
and browse functions guide the user to a real-time generated, personalized, Web community related
to the area of inquiry. Infoseek Guide is offered free of charge to laternet users. Introduced in
January 1996, Infoseek Guide is a successor to the Company's initial search service launched in
April 1995,

Infoseek Guide integrates multiple methods of obining information from the Intemet. Users
are presented with four principal resources — Search, Directory, iZones and Toolbar — from which
they can launch specific queries, browse or access proprietary conient.

» Search. The Search function allows the user to effect query-based searches of the Web,

USENET News and other premium content daabases or the Directory. To perform a search, a
user fypes 2 query in the search box and is then presented a highly specific response from a
search of the entire database. A search can be effected using either simple keywords, full text
(nawral languages) or more formalogic formats such as boolean. For example, a user can
search for "QOlympics and Atlanta” or type in “Tell Me About the Atlanta Olympic Games.”
The Search function utilizes sophisticated techniques to allow users to obtain specific results
for queries, such as “AT&T", “NeXT," "49ers” or “Vitamin C,” which can pose significant
challenges 1o other search services, due to the case sensitive, numerical or singular letter
aspect of the query. Infuseek Guide has won a number of industry awards including ' Number
1 Rated Search Engine" (PC Computing Sept 95), “Best of the Test"' {Internet World May
06) and “MVP: Intemet Tool" (PC Computing Dec 95). In addition, the Company is
currently working on its next generation search engine, Ultraseek, which the Company plans
to release in the second half of 1996, Ultraseek will enable the searching of 2 much greater
number of Web sites at even faster speeds with the same level of accuracy for which Infoseek
Guide is currently known,

Id. at GOOG-WRD-00872406.

Core Search Engine Technology

The Company's current search engine technology is based upon technology licensed perpetu-
ally from ACSIOM to the Company. The Company’s search engine has won a number of industry
awards, including ** Number 1 Rated Search Engine” (PC Computing Sept 95), " Best of the Test”
(Intemet World May 96) and “MVP: Internet Tools” (PC Computing Dec 95).

The Company's search engine seeks to deliver high accuracy, which is characterized by the
level of precision and the level of recall. Precision and recall are two criteria by which the
effectiveness of a search engine technology is ofien measured. Precision is 2 measure of how
effectively a search engine calculates the relevance of documenis that maich the query. Recall is a
measure of what percentage of the total number of relevant documenis in the database are found
during the search. Together, these two measures of search engine performance tend 10 be the most
important factors to users in evaluating the accuracy and usefulness of a search engine. For example,
in a database of 100 documents with two documents thar exactly match the desired query, the ideal
search engine would retrieve only the two matching documents, thereby achieving both 100%
precision and 100% recall.

Id. at GOOG-WRD-00872408.

Infoseek's search engine is able to recognize proper nouns and analyze keyword proximiry. A
request in /nfoseek Guide for “'Pete Rose™ will return the former baseball player and not a large
selection of flowers or other persons named “Pete,” thereby retrieving more accurate resulis. In
addition, the technology is case-sensitive, so that it can distinguish berween a search for “NeXT,”
the computer company, and “next,” the common word. Another key element of the technology
include its ability to “stem’ words so that all tenses and inflections of a word (such as stop, stops,
stopped and stopping) are considered in the search. Stemming, improperly performed, results in the
retrieval of large volumes of irrelevant information. The rechnology also makes use of operators that
can filter documents by either requiring a specific term to appear in all search results or rejecting any
results containing a specific term. Field operators are also used so that a search term may be linked
to or excluded from 4 specific portion, or field, of a document, such as the title of a document.

To facilitate the ease of use of the service, Infoseek Guide includes a sophisticated technology
to interpret “natural language™ queries. Although most current search engines also provide natural
language capabilities, the results achieved may differ dramatically. The Infoseek technology is based
upon a weighting of various factors such as the case of the words in the search phrase, how common
the words appear in usage, word proximity and how the words appear in the pages searched. By
using the stemming, case-sensitivity, word proximity, operators and other algorithms in the search
engine, /nfoseek Guide is able to retrieve highly accurate and relevant resulis.
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Id. at GOOG-WRD-00872408-09.

The Company has also provided a proprietary Web spider which works in conjunction with the
original ACSIOM technology to enhance the performance of the search engine. A Web spider is
software that identifies and catalogs pages on the Web. This catalog, when indexed with text
retrieval software such as the Company's search engine, can be quickly accessed by keyword or
phrase. Together, the search engine technology and the Web spider technology are used to index
Web pages, the Directory, iZene pages, and other sources of content. When the user submits a query,
such as “Explain the lyrics to Penny Lane", the engine searches the Web index created by the Web
spider, the indices for the iZone and other content, to provide a list of *hits’ ordered by the relevance
of the hits to the user's query.

The Company is currently working on its next generation search engine, Ultraseek, which the
Company plans 1o release in the second half of 1996. Ultraseek will enable the searching of a much

greater number of Web sites at even faster speeds with the same level of aceuracy for which Frifoseek
Guide is cumrently known.

Id. at GOOG-WRD-00872409.

A number of companies offer competitive products and services addressing centain of the
Company's target markets. These companies include America Online, Digital Equipment Corpora-
tion, Excite, Inc., Lycos, Inc., The McKinley Group, Open Text Corporation, CompuServe, Prodigy
and Yahoo! Corporation. In addition, the Company competes with metasearch services that allow a
user 1o search the databases of several catalogs and directories simultaneously. The Company also
compeses indirectly with darabase vendors that offer information search and rewrieval capabilities
with their core damabase products. In the future, the Company may encounter competition from
providers of Web browser software, including Netscape and Microsoft, online services and other
providers of other Internet products and services who elect 10 incofporate their own search and
retrieval features into their offerings.

Id. at GOOG-WRD-00872413.
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Yahoo Prospectus
Registration Statement
No. 333-2142, dated
April 12, 1996 (“Yahoo
Prospectus”) produced
at GOOG-WRD-
00874251-GOOG-
WRD-00874328

Yahoo! offers a branded Internel navigational service that is among the most widely used guides 1o information and
discovery on the World Wide Web.
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Id. at GOOG-WRD-00874252.

The Company

Yahoo! offers a branded Internet navigational service that is among the most widely used guides to
information and discovery on the World Wide Web (the “Web™). Yahoo!, one of the first comprehensive and
popular navigational services for the Web, was developed and made available in 1994 by the Company's
founders, David Filo and Jerry Yang, while they were graduate students at Stanford University. The Company
believes that by providing an intultive, context-based guide to Web content, Yahoo! has played a significant role
in the development and growth in usage of the Web. As a result, the Gompany believes that Yahoo! has
achieved a strong, globally prominent brand presence among Web users and is one of the most visible and
recognizable names generally associated with the Intemet. According to an independent audit report, Yahoo!
averaged In excess of 1 million user visits and 6 million page views per day in February 1996,

The large and rapidly growing number of Internet users and ease of creating Web sites have led 10 a
dramatic increase in content available on the Web. This rapid growth of Web content presents significant
challenges for users searching for information and for content providers attempting to reach their target
audience. To address these challenges, Yahoo! developed a context-based directory structure, which permits
users 10 search for information online within interest-area categories, as well as a Web-wide search engine that
is seamlessly integrated with the Yahoo! directory service. Yahoo! offers these services tree of charge to Web
users. The Company believes that by providing & branded “navigational gateway™ to Internet resources and a
familiar context for user navigation of the Web, Yahoo! is well-positioned to capitalize on the emergence of the
Web as a new advertising mass medium.

Id. at GOOG-WRD-00874255.

Technology and infrastructure

The Company has licensed Web-wide search engine technology from Open Text Corporation
{"Open Text") under a non-exclusive, long term agreement. Dus to the complexities of the Open Text
technalogy, the Company remains substantially dependent upon ongoing maintenance and technical
support from Open Tex! 1o ensure effective operation of the search engine. The Company also depends
upon its joint efforts with Open Text to design and implement improvements to the integration of the
search engine within Yahoo!, which the Company believes will be an important factor in the Company's
future ability to compete favorably with other Internet navigational guides. Any failure of Open Texd to
provide prompt and effective support and maintenance to the Company, or to effectively participate in
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any such improvements, could have a material adverse effect on the Company's business, results of
operations and financial condition. The Company &lso relies on a private third party provider, internet
Systems, Inc. (“ISI'"}, to provide the Company with access to two partial T3 (45 megabit per second)
Internet connections. Any disruption in the Internet access provided by ISI or any failure of ISI to handle
higher volumes of queries could have a material adverse effect on the Company's business, results of
operations and financial condition. See “Business — Strategic Alliances — Technology Alllance” and
*— Infrastructure, Operations and Technology.”

Id. at GOOG-WRD-00874261-62.

Competition

The market for Intemet products and services is highly competitive and competition is expected to
continue 1o increase significantly. In addition, the Company expects the market for Web-based advertis-
ing, to the extent it devalops, to be intensely competitive. There ara no substantial barriers to antry, and
the Company expects that competition will continue to intensify. Although the Company believes that the
diverse segments of the Internet market will provide opportunities for more than one supplier of products
and services similar to those of the Company, It Is possible that a single supplier may dominate one or
more market segments. The Company competes with other providers of Internet navigational tools and
services, inciuding directory and Wab site review services and search engine services. Many companies
offer competitive products or services addressing certain of the Company’s target markets, including,
among others, AOL (Web Crawler), Digital Equipment Corporation (Alta Vista), Excite, Inc. (Excite
NetSearch and NetDirectory), inktomi, Infoseek Corporation {InfoGuide), Lycos, Inc. (Lycos and A2Z),
The McKinley Group (Magellan), MCI/Newscorp (I-Gulde) and Open Text Corporation (Open Text Index).
In addition, the Company competes with metasearch services, such as C|NET's search.com service,
that allow & user lo search the databases of several directories and catalogs simuitaneously. The
Company also competes indirectly with database vendors that offer information search and retrieval
capabilities with thelr core database products. In the future, the Company may encounter competition
from providers of Web browser software and other internet products and services, such as Microsoft and
Netscape, that incorporate search and retrieval features into their offerings. In addition, entities that
sponsor or maintain high-traffic Web sites could develop or acquire Internet search and navigation
functions that compete with those offered by the Company. Many of the Company's existing competi-
tors, as well as a number of potential new competitors, have significantly greater financial, technical and
marketing resources than the Company. In addition, providers of internet navigational tools and services
may be acquired by, receive investments trom or enter into other commercial relationships with larger,
well-established and weli-financed companies, such as Microsoft or Netscape. For example, AOL

recently made a significant equity investment in Excite, and Excite has licensed its search service for use
by AOL’s subscribers. Greater compestition resulting from such relationships could have a material
adverse effect on the Company's business, results of operations and financial condition.

Id. at GOOG-WRD-00874263-64.

Ovarview

Yahoo! offers a branded Internet navigational sarvice that is among the most widely used guides to
information and discovery on the World Wide Web (the “Web"). Yahoo! was one of the first comprehen-
sive and popular navigational services for the Web, and the Company believes that by providing an
intuitive, context-based guide to Web content, Yahoo! has played a significant role in the development
and growth in usage of the Web. From March 5, 1995 (Inception) to December 31, 1995, the Company’s
operating activities related primarily to recruiting personnel, raising capital, purchasing operating assets
and performing research and development. The Company commenced selling advertisements on ils
Web pages and recognized its initial revenues in August 1895,

The Company believes that the Web represents an important new means for advertisers to reach
consumers through a targeted, interactive and highly measurable medium. The Company derives
substantially all of its revenues from the sale of advertisaments. Advertising revenues are recognized in
the period in which the advertisement is displayed, provided that no significant Company obligations
remain and collection of the resulting receivable Is probable. Company obligations typically include
guarantées of minimum number of “impressions,” or times that any advertisement appears in page
views downloaded by users of Yahoo!. To the extent minimum guaranteed impressions are not met, the
Company deférs recognition of the comresponding revenues until guaranteed impression levels are
achieved. Deferred revenue is comprised of billings in extcess of recognized revenue relating to advertis-
ing contracts. The Company records advertising revenue net of any amounts allocable to third parties
under the terms of revenue sharing agreements. The Company's revenues are derived principally from
the sale of adverlisements on short-term contracts. The Company's standard rates for advertising
currently range from $0.02 to $0.06 per impression. To date, the duration of the Company’s advertising
commitments has ranged from one week to one year.

Id. at GOOG-WRD-00874275.
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Overview

Yahoo! offers a branded Internet navigational service that is among the most widely used guides to
information and discovery on the World Wide Web. Yahool, one of the first comprehensive and popular
navigational services for the Web, was developed and made available in 1994 by the Company's
founders, David Filo and Jerry Yang, while they were graduate students at Stanford University. The
Company believes that by providing an intuitive, context-based guide to Web content, Yahoo! has played
a significant role in the development and growth in usage of the Web. As a result, the Company believes
that Yahoo! has achieved a strong, globally prominent brand presence among Web users and is one of
the mosl visible and recognizable names generally associated with the Intermnet. According to an
independent audit report, Yahoo! averaged in excess of 1 million visits and 6 million page views per day
in February 1996. The Company believes that by providing a branded “navigational gateway™ to Internet
resources and a familiar context for user navigation of the Web, Yahoo! is well-positioned 1o capitalize on
the emergence of the Web as a new advertising mass medium.

Id. at GOOG-WRD-00874279.

Navigation and Context

The rapid growth in the number of Web sites and volume of Web content presents significant
challenges for users seeking information and for content providers attempting to reach their target
audience. Because information and content are made available on the Web through decentralized and
independent network servers, the Web inherently lacke means for users to place Web site information in
a broader context by source, subject matter, geography, quality or other factors. As a result, a number of
1ools have emerged to provide this context, including Web directories and Web-wide search engines,
which are made available from a Web site and accessible to users with a Web browser. Web directories
are manually compiled hypertext listings of Web sites organized Into predetermined subject areas,
which enable users to focate relevant Web sites based on & specific topic of interest. Directories may
include summaries or reviews of listed Web sites. Search engines offer users the ability to search Web

sites based upon words or phrases relating to the user's inquiry and typically use automated software
that “crawls" the Web to continuously capture and store text from Web sites. The text is then indexed to
provide immediate retrieval of relevant Web site listings that match words or phrases specified by the
user. The Company believes that in order to optimize the process ol navigating the Web and to provide
better context for Web information, users increasingly require navigational tools and services that
integrate these different search methods.

Id. at GOOG-WRD-00874279-80.

Yahoo! Today

Yahoo! was first developed and made available in 1994 by the Company’s founders, David Filo and
Jerry Yang, while they were graduate students at Stanford University, and became one of the first widely
used navigational guides available for the Internet.

The Company believes that Yahoo! currently is among the most widely used Intemet navigational
sarvices available and that Yahoo! currently enjoys the strongest brand presence among offerings in this
category. According to a Nielsen |/PRO independent audit report, Yahoo! averaged in excess of 1 milllon
visits (defined as individual user sessions), & million page views (defined as electronic page displays)
and 11 million file accesses or "hits” {defined as client requests to the Web server, several of which may
be requested in viewing a single page) per day in February 1996; these levels represented increases
from approximately 546,000 visits, approximately 3 million page views and approximately 5 million file
accesses per day in September 1995. The Company believes that Intemet users generally view Yahoo!
as independent, comprehensive, intuitive, user-friendly, fast, fun and current. Yahoo! has been recog-
nized with a number of industry awards, including the “Best of the Internet” and ““Qutstanding Service”
awards at Internet World in April 1985 and "Best of the Net” for Internet Navigation as determined by
GNN in December 1995, As an indication of the strength of the Yahoo! brand, the Company also has
received hundreds of citations and references per month in newspapers and popular publications,
including features in business and general interest publications.

The Company believes that Yahoo! also has achleved a preeminant position among Web content
and service providers as a means to make Web users aware of their content offerings. As a result, Yahoo!
receives an average of 3,000 new Web site listing submissions per day. Yahoo! now encompasses over
230,000 Wab site listings, substantially all of which have been submitted by Web site providers.

Id. at GOOG-WRD-00874281.
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* Intultive and Easy to Use. Yahoo! is designed to minimize the visibility to the user
of the technical elements of Web navigation. Yahoo!l was the first widely used
Interniet navigational tool to offer a context-based directory structure, which parmits
users to search for Information within interest-area categories. Also, the Company
believes It was one of the first Internet navigational guides to offer a Web-wide
search engine that is seamlessly integrated with a directory service, which efiec-
tively combines hierarchical, subject matter listings with broad text-based indexing
in a manner ihat is transparent to the end user. Yahoo! offers these services free of
charge o Web users,

« Comprehensive, Contexi-Based Orientation. Yahoo! currently organizes over
230,000 Web site listings under 14 principal categories and approximataely 16,000
hierarchically organized subcategorias, with Wab sites appearing in muliiple sub-
calegories as appropriate. The Company's contexi-based orientation enables users
to search for information on the internet both through browsing within subject areas

as well as through word-based searching of directory listings, inciuding searches
that are limited to narrow context categories. In addition, the Company's integrated
search technology allows context-based Web-wide searching among millions of

Web pages.
Id. at GOOG-WRD-00874281-81.

* Responsive and Scalable Technology Architecture. The Company believes that
Yahoo! has achieved a high level of user satisfaction by implementing and oplimiz-
ing state-of-the-art Web server and communications technologies. The Company
has engineered the hierarchical Yahoo! database structure and directory search
features to provide rapid user response times even with low bandwidth connec-
tions, and to permit growth in the size of the Yahoo! directory listings while maximiz-
ing performance. The Company’s open and scalable architecture also has enabled
Yahoo! 1o incorporate advanced search engine, database and communications
technologies to make the user experience more productive and enjoyable.

Id. at GOOG-WRD-00874282.
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Yahoo Form SB-2
Registration Statement
No. 333-2142, dated
March 7, 1996 (“Yahoo
Form SB-2”’) produced
at GOOG-WRD-
00874329-GOOG-
WRD-00874418

Yahoo! offers a branded Internet navigational service that is among the most widely used guides
to information and discovery on the World Wide Web.
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Id. at GOOG-WRD-00874332.
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THE COMFANY

Yahoo! offers a branded Intemet navigational service that is among the most widely used guides to
information and discovery on the World Wide Web (the "Web"). Yahoo!, one of the first comprehensive
and popular navigational services for the Web, was developed and made available in 1994 by the
Company’s founders, David Filo and Jerry Yang, while they were graduate students at Stanford Univer-
sity. The Company balieves that by providing an intuitive, context-based guide to Web content, Yahoo!
has played a significant role in the development and growth in usage of the Web. As a result, the
Company believes that Yahoo! has achieved a strong, globally prominent brand presence among Web
users and is one of the most visible and recognizable names generally associated with the Internet. The
Company estimates that Yahoo! averaged in excess of 1 million visits and 7 million page views per day in
February 1996, The Company believes that by providing a branded “navigational gateway” to Inlernet
resources and a familiar context for user navigation of the Web, Yahoo! is well-positioned to capitalize on
the emergence of the Web as a new advertising mass medium.

The rapid growth in the number of Web sites and volume of Web content presents significant
challenges for users searching for information and for content providers attempting to reach their target
audience. Yahoo! offers a context-based directory structure, which permits users to search for informa-
tion online within interest-area categories, as well as a Web-wide search engine that is seamlessly
integrated with the Yahoo! directory service. Yahoo! offers these services free of charge to Web users.

The Company believes that the Web represents an important new medium for sponsors to reach
consumers through targeted, interactive and highly measurable advertising. A report by Forrester
Research in June 1995 estimated that the market for advertising on the Internst will reach $74 million in
1996 and will exceed $2 billion by the year 2000, This amount would represent approximately 1% of
projected advertising expenditures in traditional print, television and radio broadcast media by the end
of the decade, according to published industry estimates. The Company's objective is to capitalize on
this opportunity by providing the most popular and widely used guide to information on the Intemet and
o leverage the Company's strong brand position by developing a global family of branded media
properties in targeted subject, demographic and geographic areas. The Company also intends to
enhance and extend the features and functionality of the Yahoo! main site, continue to promote its
Yahoo! brand and build additional aliances with strategic third party content, technology and distribution
partners. By mid-199€, the Company, with its strategic partners, expects to introduce Yahooligans!, an
Internet navigational guide for children ages 8 to 14; Yahoo! Japan and Yahoo! Canada, localized
versions of Yahoo!; Yahoo! Computing, an online guide focused on computing topics; and Yahoo!
Internet Life, a print and online magazine which provides in-depth editorial coverage, including reviews,
of particular subject areas of interest on the intemnet.

Id. at GOOG-WRD-008743438.

Technology and Infrasiructure

The Company has licensed Web-wide search engine technology from Open Text Corporation
{“Open Text") under a non-exclusive, long term agreement. Due to the complexities of the Open Text
technology, the Company remains substantially dependent upon ongoing maintenance and technical
support from Open Text to ensure effective operation of the search angine. The Company also depends
upon its joint efforts with Open Text to design and implement improvements to the integration of the
search engine within Yahoo!, which the Company believes will be an important factor in the Company's
future ability 10 compete favorably with other Intarnet navigational guides. Any failure of Open Text to
provide prompt and efiective support and maintenance to the Company, or to effactively participate in
any such improvements, could have a material adverse effect on the Company's business, resuits of
operations and financial condition. The Company also relies on a private third party provider, Intemet
Systems, inc. (“ISI"), to provide the Company with access to two partial T3 (45 megabit per second)
Intemnet connections. Any disruption in the Intemnet access provided by ISI or any faiture of ISt to handle
h|ghef.volum of queries could have a material adverse effect on the Company's business, resuits of
operations and financial condition. See "Business -— Strategic Alliances — Technology Alliance” and
"— Infrastructure, Operations and Technology.”

Id. at GOOG-WRD-00874340.
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Competition

The market for Intemet products and services is highly compelitive and competition is expected to
continue to increase significantly. In addition, the Company expects the market for Web-based advertis-
ing, to the extent it develops, to be intensely competitive. There are no substantial barriers to entry, and
the Company expects that compalition will continue to intensify. Although the Company belleves that the
diverse segments of the Internet market will provide opportunities for more than one supplier of products
and sarvices similar to those of the Company, it is possible that a single supplier may dominate one or
more market segments. The Company competes with other providers of Internet navigational tools and
services, including directory and Web site review services and search engine services. Many companies
offer competitive products or services addressing certain of the Company's target markets, including,
among others, AOL (Web Crawler), Architext Software, Inc. (Excite), Digital Equipment Corpaoration (Alta
Vista), Infoseek Corporation {infoGuide), Lycos, Inc. {Lycos and A2Z), The McKinley Group {Magellan),
MCI/Newscorp (I-Guide) and Open Text Corporation (Open Text Index). In addition, the Company
competes with metasearch services that allow a user to search the databases of several directories and
catalogs simultaneously. The Company also compestes indirectly with database vendors that offer
information search and retrieval capabilities with their core database products. In the future, the Com-
pany may encounter competition from providers of Web browser software and other Internet products
and services that incorporate search and retrieval features into their cfferings. In addition, entities that
sponsor or maintain high-fraffic Web sites could develop or acquire Internet search and navigation
functions that compete with those offered by the Company. Many of the Company's existing competi-
tors, as well as a number of potential new competitors, have significantly greater financial, technical and
marketing resources than the Company. In addition, to the extent that smaller providers of Internet
navigational tools and services may be acquired by or enter into other commercial relationships with
larger, well-established and well-financed companies, such as Microsoft or Netscape, the Company
could face greater competition, and consequently the Company's business, results of operations and
financial condition could be adversely affected,

Id. at GOOG-WRD-00874342.

Overview

Yahoo! offers a branded Intemet navigational service that is among the most widely used guides to
information and discovery on the World Wide Web (the "Web"). Yahoo! was one of the first comprehen-
sive and popular navigational services for the Web, and the Company believes that by providing an
intuitive, context-based guide to Web content, Yahoo! has played a significant rote in the development
and growth in usage of the Web. From March 5, 1995 (inception) to December 31, 1995, the Company's
operating activities related primarily to recruiting personnel, raising capital, purchasing operating assets
and performing research and deveiopment. The Company commenced seliing advertisements on its
Web pages and recognized its initial revenues in August 1995,

The Company believes that the Web represents an important new means for advertisers to reach
consumers through a targsted, interactive and highly measurable medium. The Company derives
substantially all of its revenues from the sale of advertisements. Advertising revenues are recognized in
the period in which the advertiserment is displayed, provided that no significant Company obligations
remain and collection of the resuiting receivable is probable. Company obligations typically include
guarantees of minimum number of “'Impressions,” or times that any advertisement appears in page
views downloaded by users of Yahoo!. To the extent minimum guaranteed impressions are not met, the
Company defers recognition of the corresponding revenuss until guaranteed impression levels are
achieved. Deferred revenue is comprised of billings in excess of recognized revenue relating to advertis-
ing contracts. The Company records advertising revenue net of any amounts allocable to third parties
under the terms of revenue sharing agreements. The Company’s revenues are derived principally from
the sale of advertisements on short-term contracts. The Company's standard rates for advertising
currently range from $0.02 to $0.06 per impression. To date, the duration of the Company's advertising
commitments has ranged from one week to one year.

Id. at GOOG-WRD-00874353.

Overview

Yahoo! offers a branded Internet navigational service that is amang the most widely used guides to
infarmation and discovery on the World Wide Web. Yahoo!, ane of the first comprehensive and populgr
navigational services for the Web, was developed and made available in 1994 by the Corqpany s
founders, David Filo and Jerry Yang, while they were graduate students at Stanford University. The
Company believes that by providing an intuitive, context-based guide to Web content, Yahoo! has pl_ayed
a significant role in the development and growth in usage of the Web. As a result, the Company kbelleves
that Yahoo! has achieved a strong, globally prominent brand presence among Web users and is one of
the most visible and recognizable names generally associated with the Intemnet. The Campany estimates
that Yahoo! averaged in excess of 1 million visits and 7 milion page views per day in February 1996. The
Company believes that by providing a branded “navigational gateway” to Intemet resources and a
familiar context for user navigation of the Web, Yahoo! is well-positioned 10 capitalize on the emergence
of the Web as a new advertising mass medium.
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Id. at GOOG-WRD-00874357.

Navigation and Context

The rapid growth in the number of Web sites and volume of Web content presents significant
challenges for users seeking information and for content providers attempting to reach their target
audience. Because information and content are made available on the Web through decentralized and
independent network servers, the Wab inherently lacks means for users to place Web site information in
a broader context by source, subject matter, geography, quality or other factors. As a result, a number of
tools have emerged to provide context, including Web directories and Web-wide search engines, which
are made available from a Web site and accessible to users with a Web browser. Web directories are
manually compiled hypertext listings of Web sites organized into predetermined subject areas, which
enable users to locate relevant Web sites based on a specific topic of interest. Directories may include
summaries or reviews of listad Web siles. Search engines offer users the ability to search Web sites

based upan words or phrases relating to the user's inquiry and typically use automated software that
"grawls” the Web to continuously capture and store text from Web sites. The text is then indexed to
provide immediate retrieval of relevant Web site listings that match words or phrases specified by the
user. The Company believes that in order to optimize the process of navigating the Web and to provide
better context for Web information, users increasingly require navigational tools and services that
integrate these different search methods.

Id. at GOOG-WRD-00874357-58.

Yahoo! Today

Yahoo! was first developed and made available in 1994 by the Company’s founders, David Filo and
Jerry Yang, while they were graduate students at Stanford University, and became the first widely used
navigational guide available for the Internet.

The Company believes that Yahoo! currently is among the most widely used Internet navigational
services avallable and that Yahoo! currently enjoys the strongest brand presence among offerings in this
category. The Company estimates that Yahoo! averaged in excess of 1 million visits (defined as individ-
ual user sessions), 7 milion page views (defined as electronic page displays) and 12 million file
accesses or "hits” (defined as client file requests, several of which may be made for each single page
viewed) per day In February 1996; these levels reprasented increases from approximately 546,000 visits,
approximately 3 million page views and approximately 5 million file accesses per day in Septem-
ber 1995. The Company believes that Internet users generally view Yahoo! as independant, comprehen-
sive, Intuitive, user-friendly, fast, fun and current. Yahoo! has been recognized with a number of industry
awards, including the “Best of the Intemet” and “Best Internet Service” awards at Internet World in
April 1895 and "“Best of the Net” for Internet Navigation as determined by GNNin December 1995. As an
indication of the strength of the Yahoo! brand, the Company also has received hundreds of citations and
references per month in newspapers and popular publications, including features in business and
general interest publications.

The Company believes that Yahoo! also has achieved a preeminent position among Web content
and service providers as a means to make Web users aware of their cantent offerings. As a result, Yahoo!
receives an average of 3,000 new Web site listing submissions per day. Yahoo! now encompasses over
230,000 individual Web site listings, substantially all of which have been submitted by Web site
providers.

Id. at GOOG-WRD-00874359.

* Intultive and Easy to Use. Yahoo! is designed to minimize the visibility to the user

of the technical elements of Web navigation. Yahoo! was the first widely used
Internet navigational tool to offer a context-based directory structure, which permits
users to search for information within interest-area categories. Also, the Company
believes it was one of the first Internet navigational guides to offer a Web-wide
search engine that is seamlessly integrated with a directory service, which effec-
tively combines hierarchical, subject matter listings with broad text-based indexing
in a manner that is transparent 1o the end user. Yahoo! offers these services free of
charge to Web users.

Comprehensive, Context-Based Orientstion. Yahoo! currenlly organizes over
230,000 intemet destinations under 14 principal categories and approximately
16,000 hierarchically organized subcategorles, with Web sites a ppearing in multiple
subcalegories as appropriate. The Company’s contexi-based orlentation enables
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users to search for information on the Internet both through browsing within subject
areas as well as through word-based searching of directory listings, including
searches that are limited to narrow context categories. In addition, the Company’s
integrated search technology allows context-based Web-wide searching among
milliens of Web pages.

Id. at GOOG-WRD-00874359-60.

* Responsive and Scalable Tachnology Architecture. The Company believes that
Yahoo! has achieved a high level of user satisfaction by Implementing and optimiz-
ing state-ai-the-art Web server and communications technologies. The Company
has engineered the hierarchical Yahoo! database structure and directory search
features to provide rapid user response times even with low bandwidth connec-
tions, and to permit growth in the size of the Yahoo! directory listings while maximiz-
ing performance. The Company's open and scalable architecture also has enabled
Yahoo! to incorporate advanced search engine, database and communications
technologies to make the user experience more productive and enjoyable.

Id. at GOOG-WRD-00874360.

Open Text Form F-1
Registration Statement
No. 33-98858, dated
November 1, 1995
(“Open Text Form F-
1”’) produced at
GOOG-WRD-
00873727-GOOG-
WRD-00873878

Id. at GOOG-WRD-00873601.
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Id. at GOOG-WRD-00873602.

TllleComn-nr
Open Text Corporation (the *“Company ') devel Li and supports software for use on local and wide
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ive p and distribute or make available to users across networks or the Internet the resulting work product

anddlrrmfm'ml.h.on The Company’s search engine enables users to transparently search vast amounts of data stored in a
wide variety of formats and in disparate locations, including World Wide Web sites. The Company's scarch technology is
characterized by rapid response times that do not increase materially as the amount of data searched increases from gigabytes
to terabytes, if adequate server mcnmnmmmwmamcmplcyad mc:umpanysmkﬂw and document
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Employing its search engine and related technologies, the Company has created the Open Text Index, an index of the
World Wide Web (the *“Web'"), that it licenses together with its scarch technology to major Web information providers,

including Yahool, i ACI and IBM infoMarket. The Company also offers the Open Text Index as a search tool to Web
users on the Company's own Web site in order to i of the Company's technology and products and to
pitalize on the ging advertising opportunity on the Internet.

The Company's search engine, currently marketed as Open Text 5, has application as a stand-alone search tool for use
on local and wide area networks and the Internet and as part of more comprehensive information management solutions. For
example, the Company’s search engine is a key component of Latitude, the Company's document distribution product that
enables an organization's users 1o find and view, in native format, documents in large collections of information stored on
local or remote servers and CD-ROMs spread across local and wide arca networks and the Internet.

The Comapany also markets Livelink, a workflow and document management system that combines the features of a
mmmmmmmnwswmwmmwmlmdmmmnummm The Company
is integrating Latitude and Livelink to enable users to find and retrieve information stored on an organization's networks and
the Internel, establish collaborative workgroups and manage: and track the progress of their work, and manage the distribution
of the resulting work product and other information using networks or the Internet.

Id. at GOOG-WRD-00873603.
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Competition; New Entrants

The markets for the Company's products are new, intensely competitive, subject to rapid technological
change and evolving rapidly. The Company expects competition to persist, increase and intensify in the future as
the markets for the Company's products continue to develop and as additional companies enter each of its
markets.

The primary competitors of the Company's Open Text Iadex are Architext Software, Inc., InfoSeek
Coarporation, Lycos, Inc. and America Online's Web Crawler. Both InfoSeek and Lycos have been operating on
the Intemnet for a Jonger period of time than the Open Text Index, are displayed on Netscape Communications
Corporation's (*‘Netscape'') MNetscape Navigator user interface and have superior name recognition. The
Company's strategy for obtaining advertising revenues from the Open Text Index is dependent in part on the
success of the Company's gateway relationships. Accordingly, competition between the Internet gateways with
which the Company has relationships and competing Internet gateways or failure of the Internet gateways with
which the Company has relationships to achieve or maintain market acoeptance may have a material adverse
effect on the Company’s business, operating results and financial condition.

In the market for information search and retrieval software, the Company competes with Excalibur
Technologies Corporation, Fulcrum Technologies, Inc., Information Dimensions, Inc., Personal Library
Software, Inc., Verity, Inc. and others. The Company also competes indirectly with database vendors that offer
information search and retrieval capabilities with their core database products. In the future, the Company may
encounter competition from companies that enhance products such as document management systems, groupware
applications, Internet products and operating systems to include information search and retrieval functions.

Id. at GOOG-WRD-00873611.

Dependence on Internet Gateway Providers

The Company is relying on a number of strategic relationships to achieve market acceptance of certain of
its products. In particular, the Company has entered into agreements with several Internet '“gateways,'” including
Yahoo! Corporation, internetMCI and IBM infoMarket (the ““Gateways''), and intends to enter into similar
agreements with others. The agreements with Yahoo! and imtemetMCl allow these Gateways to use the
Company's Open Text Index in exchanpe for a share of advertising revenues generated by the sale of advertising
space visible to the user during the course of a search for information using the Open Text Index initiated through
the Gateway, and the agreement with [BM infoMarket provides for payments to the Company based on the
number of subscribers to the service. Accordingly, the success of the Company is dependent to a large degree on
the success of the Gateways and other gateways with which the Company may have a relationship in the fowre,
and the continued attractiveness to customers of their service offerings. Although the Company views these
relationships as important factors in achieving market acceptance of certain of its products and the development
and commercialization of its technologies, the agreements with the Gateways are not exclusive and may be
terminated at the convenience of the other party. There can be no assurance that the Gateways or any other
Intemet gateways with which the Company may form relationships in the future will regard their relationships
with the Company as strategic to their own respective businesses and operations, that they will not reassess their
commitment to the Company's technologies at any time in the future or that they will not develop or acquire
their own competitive technology. Furthermore, there can be no assurance that the service offerings of the
Company’s gateway alliances will achieve or maintain market acceptance or commercial success. Failure of one
or more of the Company's gateway alliances to achieve or maintain market acceptance or commercial success or
termination of one or more successful gateway alliances would have a material adverse effect in the Company's
business, operating results and financial conditions,

Id. at GOOG-WRD-00873612.

Risk of Capacity Constraints and System Failure Relating to Open Text Index

A key element of the Company’s marketing strategy and promotional efforts is its use of the Open Text
fndex, which the Company makes available at no charge to users of the Internet, as a highly visible demonstration
of the capabilities of the Company's search engine software. Accordingly, the performance of the Open Text
Index is critical to the Company’s reputation, the success of its relationships with Internet gateways and its ability
to attract advertisers to the Open Text Index. Any system failure that causes interruptions in the availability or
speed of the Company's Open Text Index could have a material adverse effect on the Company. An increase in
the volume of searches conducted at the Open Text Index could strain the capacity of the Company's search
engine or the hardware deployed at the Open Text Index, which could lead to slower response times or even a
complete system failure. Recently, the Open Text Index experienced a period of significandy slower response
times due to an increased volume of searches, until the Company added additional servers and communications
capacity. The Company has made certain commitments under its gateway agreements to provide rapid response
times and consistent system availability, and, accordingly, any slower résponse times or system failure could
result in the termination of, or exposure to damages under, one or more of these agreements. The Company is
also dependent on hardware suppliers for prompt delivery, installation and service of servers and other equipment
used to provide the Open Text Index. Copies of the Company's Open Text Index are located at computer facilities
located in Toronto, Ontario and Mountain View, California. While this system provides a redundant copy of the
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Open Text Index, there can be no assurance that a system failure at either of these locations would not adversely
affect the performance of the Qpen Text Index. These systems are vulnerable to damage from fire, earthquakes,
power loss, telecommunications failures and similar events. Despite the implementation of network security
measures by the Company, its servers are also vulnerable to computer viruses, break-ins and similar disruptive
problems. Computer viruses, break-ins or other problems caused by third parties could lead io interruptions,
delays or cessation in service to the Company's Open Text Index users.

Id. at GOOG-WRD-00873613-14.

Liability for Information Retrieved from the Internet

Because materials may be uploaded by the on-line or Internet services operated or facilitated by the
Company or the [nternet gateways with which it has a relationship and be subsequently distributed to others,
there is a potential that claims will be made against the Company for defamation, negligence, copyright or
trademark infringement or other theories based on the nature and content of such materials. Such claims have
been brought, and sometimes successfully pressed, against on-line services, including a recent, successful high-
profile case against Prodigy. Although the Company carries general liability insurance, the Company’s insurance
may not cover potential claims of this type, or may not be adequate to indemnify the Company for all liability
that may be imposed. Any imposition of liability that is not covered by insurance or is in excess of insurance
coverage could have a material adverse effect on the Company. In addition, recent legislative proposals aimed at
limiting the use of the Internet to transmit indecent materials could, if successful, result in significant potential
liability to Internet service providers including the Company, as well as additional costs and technological
c] s in complying with any such legislation.

Id. at GOOG-WRD-00873615.

BUSINESS

Open Text Corporation (the **Company’ ") develops, markets, licenses and supports software for use on local
and wide area networks and the Internet that enables users to find electronically stored information, wock together
in creative and collaborative processes and distribute or make available to users across networks or the Internet
the resulting work product and other information. The Company's search engine enables users to transparently
search vast amounts of data stored in a wide variety of formats and in disparate locations, including World Wide
Web sites. The Company's search technology is characterized by rapid response times that do not increase
materially as the amount of data searched increases from gigabytes to terabytes, if adequate server and
communications resources are employed. The Company's workflow and document management software enables
psers to establish and manage document-oriented collaborative work processes that involve a diversity of
workers, computing platforms and data. In addition, the Company's products enable organizations to flexibly
manage the distribution and availability of information. The Company's strategy is to offer information search,
work process management and information distribution products that collectively represent an information
management solution addressing the needs of the spectrum of users of local and wide area networks and the
Internet.

Id. at GOOG-WRD-00873633.

The Company's suite of software products addresses the following nesds:

®  Find Information. The Company’s proprictary string search technology enables users to search the
full text of databases and documents in response to a user query that is not limited to document titles
or keywords, The Company’s search technology is characterized by rapid response times that do not
increase materially as the amount of data searched increases from gigabytes to terabytes, if adequate
server and communications resources are employed. The Company's search engine and related
products, including Open Text 5 and Lanifude, enable users to find and view information, thus
supperting both the creative and storage-related functions critical to individual and collaborative work
processes. The Company's search and retrieval solutions address the needs of a variety of information
users and include the Open Text Index, a service that allows computer users to search the Company's
index of the Web, and Latitude Web Server, which will enable organizations to index and search for
nformation on their local and wide area networks and the Internet,

Id. at GOOG-WRD-00873636-37.
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The Open Text Strategy

The Company’s objective is to be the leading provider of information search, work process management
and information distribution solutions to the spectrum of users of local and wide area networks and the Internet.
Key elements of the Company’s strategy are summarized below:

®  Build Awareness of the “‘Open Text'" Brand and Increase internet Exposure through Alliances with
Internet Goteways. The Company believes that awareness of the Company and its software solutions
will increase as Internet users are exposed to the Company’s search and retrieval technology through
their use of the Open Text Index. The Company has entered into agreements with popular Internet
gateways, including Yahoo!, internetMCI and IBM infoMarket, to license its Open Text Index and
search and retrieval technology for use with the Intemet resource products offered by the Gateways.
Each Gateway identifies the Open Text Index on the user interface when the Company's search
technology is employed. The Company intends to pursue similar arrangements with other Internet
gateways.

®  Provide Integrated Information Search, Work Process Management and Information Distribution
Solutions. 'The Company intends to integrate Latitude, its document search and distribution product,
with Livelink, its workflow and document management system. The Company’s goal is to offer an
integrated information management solution addressing the needs of the spectrum of users of local and
wide area networks and the Internet.

Id. at GOOG-WRD-00873637.

Technology
Search and Retrieval Technology

Development History. Much of the technology that characterizes the Company’s full text retricval
indexing and search products evolved out of the work of the Oxford English Dictionary project undertaken at
the University of Waterloo in 1984 and completed in 1989, This project, undertaken in cooperation with Oxford
University Press, IBM and the Government of Canada, required the development of technology suitable for
searching large databases containing complex, multilingual, highly irregular data structured in SGML format.

Modem text search and retrieval technologies are based on the full text index model. Full text retrieval
software builds a comprehensive index of all terms that appear in the documents to be searched and completes
searches by reading the index, rather than by accessing and reading the documents themselves. Unlike traditional
relational database management systems, full text retrieval does not require that information be rigorously
structured in row and column formats.

Traditionally, full text retrieval systems have been based on the creation of an ““inverted word index,”
which is a list of each indexed term that appears in a database. The inverted word index also lists the locations
in the documents where the tenm appears. This approach is best suited to collections of documents that are
relatively small, stored in one location, and in languages that employ the standard Buropean alphabet. Inverted
word search technology cannot practically index common words such as **and,” *'the’* and **is,”” because these
words occur in numerous locations in each document, rendering searches for phrases such as **The Limited,”
““We, the people™” and “‘to be or not to be'" impractical. By contrast, string search algorithms, such as those
cmployed by the Company, permit efficient searches for such phrases,
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Core Algorithm. The Company's search engine is noi based on the traditional inverted word index
approach, but on a *‘string search’” algorithm that enables a user to search for strings of data of arbitrary length,
whether partial words, complete words or phrases. This algorithm indexes complete word series and phrases in
coniext, in additon to individual terms. String search technology is also more easily adaptable 1 searches of
databases in languages such as Chinese, Japanese, Korean and other languages that are not based on the European
alphabet. These languages require multiple bytes to represent each character, and string search technology simply
treais these characters as sequences of bytes in a string. Electronically stored audio and video information may
also be represented as strings. A version of Open Texr 5 that supports Japanese Kanji is available for use in the
Japanese market. The Company currently is developing software to search other Asian language character sets
and audio information and is investigating the feasibility of video string searching technology.

The index required in the application of string search technology requires the use of more memory than an
inverted word index. Recent increases in computing speeds, memory size and hard drive capacity and reductions
in the cost of memory have increased the size of data files that can be built and processed economically, making
string search technology practical and cost effective.

Structured Documents and SGML. The Company’s search engine also differs from conventional
technologies in that it recognizes that documents are often characterized by complex structures. For example,
documents often contain titles, headings, sections, subsections and paragraphs. The Company's search engine
can search any number of different user-defined document structures without loss of performance, It fully
supports SGML, the key international standard for structured documents.

Parallel Execution Monitor. The Company's search technology also includes a routing function called the
Parallel Execution Monitor {the *'PEM"). The PEM provides a single point of access for distributed parallel
searching of large databases in networked environments, including the Internet, in which it is difficult or
impossible to unify all data on a single server or to build a single index of the data to be searched, The PEM
performs all the network connection and remote process management functions necessary to accomplish this task.
Accordingly, the index may reside on a number of servers in a variety of locations, and the use of the PEM
enables the search to be simultaneously conducted across a number of servers that contain the index. The PEM
enables the user o conduct searches quickly and without concem for the specific location of the data for any
given query. The use of the PEM also enables the Company's search engine to deliver consistent response times
regardless of database size or configuration, if adequate server and communications resources are employed.

Indexing.  Most information retrieval products, including those developed by the Company, automate the
index-building function. In addition, Open Text 5 creates and maintains indexes through the use of *‘crawlers,”
software programs that search for and retrieve material to be indexed. Crawlers move from site to site,
automatically idemifying documents that need to be included or updated in the index. The Company's crawlers
are designed to be ‘‘intelligent,” avoiding duplicated material and updating material based in part on an
assessment of its relevancy. Thus, new data added to a database can be added to the index without re-indexing
the eatire database. Deleted data similarly is removed from the index.

Graphical User Interface. The Company's search engine is accessible from a wide variety of user-friendly
Graphical User Imerfaces (**GUIs™"). The GUI may be an ‘‘Internct browser,” such as Netscape Navigator,
Spyglass, Microsoft Internet Explorer, or a shrink-wrapped software package. Altemnatively, the GUI may be
custom-built to suit the needs of the application using the Open Texr 5 application programming interface
(“"API""). With the aid of the GUI, the user formulates a simple query or one that uses advanced search
techniques such as weighted searching and ranking in order to achieve more accurate search results. The search
engine uses. the index to find the requested information, based on the specific query. Search results are presented
back to the user via the GUI. Search results are revealed to the user in a progressive disclosure format that allows
the user to work through the search results in an organized fashion and select data items to pursue further. As
requested by the user, the software invokes a viewer that displays the relevant documents or, more typically, the
specific chapter, paragraph or subsection that contains the selected data item.

Open Architecture. The architectare of the search engine is modular and open, which allows applications
of the Company’s search technology to grow with a customer’s requirements and databases and facilitates the
customization of the product by the customer. The search engine is currently compatible with over 40 document
formats, including major word processing and spreadsheet formats, which allows an organization o leave all of
its data in original locations and formats. This eliminates the need for data duplication and conversion, which
can create a significant risk of loss of high value data.

Comparison to Traditional Architecture:  The Company's search engine supports the standard features
expected of a commercial full text retrieval system. In addition, the Company believes that its search engine
offers advantages over conventional systems, including the following:

®  Search response time does mot increase materially as the amount of data searched increases from

gigabytes to terabytes, if adequate server and communications resources are employed.

®  Searches are not adversely affected by the use of common wards, Using the Company’s search engine,

searches for phrases including common words, such as *“The Limited,"’ **We, the people™ and *‘to be
or not to be,”” retumn results rapidly.

& The Company's search engine is fully SGML compliant and can search for words or phrases that
appear in specific structural elements of a document, such as titles, headings or footnotes.

® The Company's search technology does mot depend on the word structure of European languages and
supports searches in languages that require the use of multiple bytes for each character.
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Id. at GOOG-WRD-00873638-40.

Products

The Company markets a modular suite of information search, work process management and information
distribution products to organizations and individuals. The following table sets forth certain data with respect to

the Company's products:
Distribution Current Version Initial Version
Product Application Channel Release Date Release Date
Open Text Index | On-line Internet Direct sales March 1995 Same
directory service
Latitude Web Directory tool kit for Direct sales November 1995% Same
Server enterprise libraries VARs (Beta version
enabling organizations October 1995)
to index internal and
external Web pages
Latitude Information retrieval Direct sales March 1995 Same
and viewing system VARs
for data located
in disparate
locations and formats
Livelink Workflow and Direct sales May 1995 March 1992
document management | OEMs
software enabling VARs
workgroup Distributors
collaboration
Open Text 5 Indexing and search Direct sales Jamuary 1995 September 1991
product resident on a OEMs
SErver VARs
Internet Client-based Internet OEMs October 1995 June 1994
Anywhere access tools Retail
PC Search Indexing and search Direct sales November 1995*% Same
product resident on VARs October
aPC (Beta version
October 1995)

* The ability of the Company o meet scheduled product relense dates is subject to a variety of factors, incliding its shility 1o

salve technical

1| and test d

competing prionities of the Company, ithe availability of development and other

resources and other factors outside the control of the Company. There can be no assurance that the Company will mot
experience difficulties that could delay or prevent the fial [

that new producis and product enhancements willpufmnmit&mp:u'lnwnhﬁmwm

L dnction dr mark

Id. at GOOG-WRD-00873641.

Open Text Index

ing of ngw p o

mariket acceplance.

The Open Text Index uses the Open Tex: 5 search engine and the Company's crawlers to index information
located on the Web. The Open Text Index indexes every word of every page of information indexed, rather than
a selection of key words. Although the amount of information available on the Internet is increasing rapidly, the
Company seeks to keep pace with this growth by increasing the coverage of the Open Text Index. The Company
believes that its crawlers have identified a substantial portion of the sites located on the Web. As of October 19,
1995, the Open Text Index had indexed over 1.7 billion words, numbers and addresses, which have been indexed
from more than 1.1 million pages. The Open Text Index has also indexed over 16 million hyperlinks to

other pages.
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The Open Text Index enables a user to search for terms appearing in particular elements of document
structure, conduct weighted searches and search for other documents with similar content, The Open Text Index
also provides a “‘results sampling™* feature, which permits the user to view the searched term in context from the
Open Text Index without being required to access the documents in which the term appears,

The Company has licensed the Open Text Index and ongoing updates to Yahoo!, internetMCI and IBM
infoMarket. The Gateways provide the Open Text Index to their customers as part of their Web access service.
The Open Text Index also represents a source of advertising revenue for the Company. Pursuant to an agreement
with Yahoo! in October 1995, the Company will operate an Open Text Index search service for users of the
Yahoo! home page. The Company will receive a portion of any revenue received from advertisements visible {o
Yahoo! users who access the Open Text Index, Pursuant to an agreement with internetMCl, a portion of any
advertising revenue received by internetMCI will be remitted to the Company on a similar basis. Advertisers can
place ““billboard" advertisements on the Open Text Index, which are visible on a portion of the screen displaying
the Open Text Index user interface. Also available will be *‘embedded’" advertisements, which are presented with
the other results of a search using the Open Text Index. Embedded advertisements enable an advertiser to target
users who have demonstrated an interest in selected subject matters by searching for similar or related
information. The Company also offers an Open Text Index search service on its own home page Web site at no
charge to the user. The Company has begun to sell billboard advertising space on the Open Text Index user
interface and also intends to sell embedded advertising. The Company's agreement with IBM infoMarket
provides for the Company to receive an annual license fee and 2 monthly fee based on the number of subscribers
to the service.

The Company intends to market the Open Text Index or selected portions thereof to organizations for use
on their private networks. The terms and conditions of a license to use the Open Text Index will be negotiated on
an individual basis but are expected to typically include fees based on a combination of periodic fees and fees
from advertising revenue.

Id. at GOOG-WRD-00873641-42.

Latitude Web Server

The Company recently announced Latitude Web Server, a tool kit that will facilitate an organization’s
creation: of a Web site or a Private Web that enables users to find and retrieve information and documents using
an index of the organization’s network and other Web sites and enables the organization to make selected
documents and information available to the public over the Internet. Latifude Web Server consists of publicly
available internet protocol software, Open Text 5, the Company’s crawlers that create and maintain the index, an
application programming interface that permits integration of the Company’s indexing and search technology
with network- and Web-based applications and administrative tools that track and monitor the use of the index.

Latitude Web Server will be marketed by the Company's direct sales force to organizations that are
publishing on the Web or building Private Webs and 1o OEMs that wish to embed the Company’s indexing and
search technology in their Internet-based applications. Lafitude Web Server is installed in *‘beta’ version in
several test sites and is expected to be available before the end of calendar 1995. The Company expects that
Latitude Web Server will be offered for prices generally ranging from approximately US$12,000 to US$25,000
or more, depending on the desired features and the mumber of servers containing information to be indexed.

Latitude

Latitude enables organizations to find and view information and documents spread across multiple servers
on local and wide area networks and the Internet. Information can be viewed “‘as is'"’ in native file formats
without first having to be converted into a proprietary format. Latitude employs the Company’s search engine
and PEM technology to index and retrieve information and documents, and incorporates a set of viewers that are
automatically invoked depending on the type of data or document. Latifude enables a user to view, in native
format, documents and information in over 40 different formats, including major word processing and
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spreadsheet formats, SGML, Adobe Acrobat files, CAD drawings and multimedia files. Additional viewers can
be added for customers with specially formatted information.

Latitude is designed for organizations that need to make organized information, such as service manuals,
parts information and safety bulletins, available to users. For example, Caterpillar has purchased and is
implementing Latifude as a search tool for information found in the electronic repair and maintenance manuals
that are used by 180 Caterpillar equipment dealers. Laritude will cnable Caterpillar’s dealers 1o find and view
repair and maintenance-related information requested by a user, including instructional video clips, on hundreds
of thousands of equipment parts and maintenance procedures.

The product is currently availuble as Latitude Office. The Company currently plans to introduce Latitude
Depariment, an enhancement of Laritude Office, in the second quarter of calendar 1996. One of the additional
features of Latitude Department is a directory similar in format to a table of contents that will enable users to
locate documents by category. The Company also currently plans to introduce Latitude Enterprise, a further
enhancement of Latitude Office that will support SQL, in calendar 1996. Latitude Department and Latitude
Enterprize are both designed to support larger and more complex environments by providing additional viewers
and more advanced server and routing capabilities for greater search efficiency.

Latitude is marketed by the Company’s direct sales force and through VARs. The price of Laritude is
US$28,000 per server, plus a fee of US$200-5350 per client license depending on the number of licenses and
other factors. In a typical configuration, the price of a Latifude Office system ranges from US$50,000 to
US$60,000.

Id. at GOOG-WRD-00873642-43.

Open Text 5

Open Text 5 is the search engine upon which several of the other products and applications marketed by the
Company are based, It is sold as a stand-alone indexing and search product that can be added to or employed
in custom designed document management systems. For example, Boeing's component cost department uses
Open Text 5 to search its intemnal files for previously prepared cost change estimates involving parts for which
similar cost change estimates are required. The underlying indexing and retrieval technology also is licensed to
OEMs for inclusion in their systems.

The Company currently is finalizing Open Text 6, which is currently expected to be available for shipment
and integration with other products in the first quarter of calendar 1996. This new version of the Company's
search engine is expected to include several new features, including faster index updating, indexes requiring less
storage capacity and fuzzy logic searches, which expand the scope of a search to include words and phirases that
are similar to the search terms.

Open Text 5 is marketed by the Company’s direct sales force, and the price of a typical system ranges from
US$30,000 1o US$50,000.

Id. at GOOG-WRD-00873644.

Customers
The Company's customers include:
Opén Text Index Open Text § Livsllak
Intemational Business Andersen Congulting BankAmerica Corporation Nippon Telephone and
" ¢ The Do The Bocing Telegraph Corporation
nerworkMCT, Toc California Continming The British Petroleumn p.L.C, ~ Omele Corporation
Yahoo! Corporation Education of the Bar Canon Sales Co., Inc. Qualoomm, Inc.
Latitude Interational Business General Electric Company Sony Mimalectscaloi Fu
Amdah! Corparstion fachines Corg i Hitachi, Lud. c.,.,,m;m“
CAE Electronics, Lud. Ma : Com. Mt ions Corp. ver
Caterpilla hnc, Oracle Corporation " ics and US Food and Drug Administration
werpillar Prati & Whitney Space Administeation US Missile Commang
Union Bank of Switzerland
US Depariment of Defense
US Depariment of Energy

Id. at GOOG-WRD-00873646.
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Gateway Agreements

The Company has entered into gateway agreements with Yahoo!, internetMCl and IBM infoMarket.
PnrmntmﬂmeagmammthsfhmpanyhuHmnwdﬂwOpenTmSmhmgmmmamrm!mx
for use with the Internet information resource products offered by the Gateways.

The agreements with Yahoo! and internetMCI each provide for the Company to receive an annual license
foeamlafeebasedmamm;edmcmmmivedbymecmmyﬁomadvmmmmuy
gateway users who use the Open Text Index. Advertising revenue is generated by advertisers placing either
hd]lboudormbeddcdadvuﬂsmmmlhemeusﬂmmvisibhmamdminghmuofamhfur
information using the Open Text Index. The intemetMCI agreement also provides for monthly fees for ongoing
updates of the Open Text Index. The agreement with IBM infoMarket provides for the Company to receive an
annual license fee and a monthly fee based on the number of subscribers to the service, See “'Risk Factors—
Dependence on Gateway Providers."'

Id. at GOOG-WRD-00873646.

Competition

The markets for the Company's products are new, intensely competitive, subject to rapid technological
change and evolving rapidly. The Company cxpects competition to increase in the future as the markets for the
Company's products continue to develop and as additional companies enter each of its markets.

The primary competitors of the Company’s Open Text Index include Architext Software, Inc., InfoSeck
Corporation, Lycos, Inc. and America Online's Web Crawler. Both InfoSeek and Lycos have been operating on
the Internet for a longer period of time than the Open Text Index, are displayed on the Netscape Navigator user
interface and have superior name recognition. The Company believes thar the principal competitive factors in
this market include relationships with Internet gateways, product name recognition and reputation, ease of use,
reliability, search response time, and the extent to which the index covers the Internet, The Company believes
that the Open Text Index is competitive with respect to these factors. The Company's strategy for obtaining
advertising revenues from the Open Text Index is dependent in part on the success of the Company's Intornet
gateway relationships. Accordingly, competition between the Internet gateways with which the Company has
relationships and competing Internet gateways, or failure of the Internet gateways with which the Company has
relationships o achieve or maintain market acceptance may have a material adverse effect on the Company's
business, operating results and financial condition,

Inmmmwmmmmmmvﬂmﬂm.hmmmnymmmmibur
Technologies Corporation, Fulcrum Technologies, Inc., Information Dimensions, Inc., PLS, Verity, Inc. and
others. The Company also competes indirectly with database vendors that offer information search and retrieval
capabilities with their core database products. In the future, the Company may encounter competition from
companies that enhance products such as document management systems, groupware applications, Internet
products and operating systems to include information search and retrieval functions. The Company believes that
the principal competitive factors in this market include the ability to search large amounts of data rapidly without
degradation in performance, the ability to find and view information on disparate platforms in a variety of
formats and locations, vendor and product reputation, the ability io index information comprehensively, ease of
use, product architecture, product quality and performance, quality of product support and price. The Company
believes that its search and retrieval technology competes favorably with respect to these factors.

Id. at GOOG-WRD-00873647.
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Open Prospectus, dated
January 23, 1996
(“Open Text
Prospectus”) produced
at OT03652-3758

The Company

Open Text Corporation {(the **Company™) develops, markets, licenses and supports software for use on local and wide
area networks, Intranets and the Intermet thal pnables users (o find clectronically stored information, work together in crealive
and collaborative processes and distribute or make availaile o users across networks or the Intermet the resulting work
product and other imformation. The Commpany’s search engine enables users 1o parenily search vast amounts of daia
stored in a wide vadety of formats and in disparute Jocations, including World Wide Web sites. The Company's search
technology is chasucterized by rapid response times 1hat do notincrease materially as the umount of data’ searched increases,
if adequate server uni communications: resources are- employed. The Company's workflow and document management
software enables users 1o cstabilish and manage document-oriented collaborativie work' progesses that invalve a diversity of
workers, computing platfornis, and datw. In-addition, the Company's products enable organizations to-flexibly manage the
distribution and availability 6f information, The Company's stmiegy is to offer information search, work pracess
managemert and informarion disuibittion’ prodacts thai collectively represent  suife of infornation management solutions
adidressing e needs of the specirum of wsers of Jocal and wide area networks, Intravets aid the Internet.

Employing its search engine and related techmologies, the Company has created the Gpen Text Inder. an index of the
Waorld Wide Web (the “Web'"), that it liconses together with its seatch teehaology to major Web information providers,
including Yahoo!, internetMCl and IBM infoMarker. The Company also offers the Open Texr Index as a search wol 1o Web
users on (he Company’s-owa Web sitc.in onder to increase awareness of the Company's technology and products and to
capitalize on the emerging advertising revenue epporunity on the Internel. Metscape Commniunications Corporation
{“"Metscape’™) has agreed 10 list the Open Tewr Index on the Netseape Navigator under the **Net Search”” button.

The Company’s seacch engine, currently marketed as Open Text 5, has-application as a stand-aloae search ol for use
an local nad wide area networks and the Tnternet and a8 part of more cumprehensive information management solutions. For
‘example. the Company’s ssarch engine is a key component of Eatiiide, the Company*s document distrbution product thar
enables an organization’s users to find and view, in nitive formal, documents in large collections of mformation stored on
local or remote servers and CD-ROMs spread across local and wide aréa networks and e Internet: Tn November 1995, the
Company introduced Latitude Web Server, a-software ool Kit that facilitues ag organization’s creation of aninternal Internet-
protocol network, or “lntranet,” that enables ‘users 1o find and retrieve information and docaments available on the
organization’s Intranet and on other Web sits, and ¢nables the organization w0 make selected documents available 1o the

« public aver the Interner. )

The Company’s workflow and document manigemet system, Livelink, combiges the features of an integraed
ducument nanagement system with workflow g “and collaborative computing functions on-local and wide aren
networks, The Company is developing Livelink o engble users (o mabiage documents, establish collaboeative workgroups
and manage and track the progress of their work: using otranets and the Imemet, The Company is also integrating Livelink
and Latitude Wel Server 1o enable users to-find and reidieve infinnation Tron 1he organization™s Intranet and from ather
Web sites and manage the distribution of this information uging Intranets and. the Intermet,

Id. at OT03653.

Cumpetition; New Entrants

The markets for the Company's products are néw, intensely competitive, subject to rapid technological
change and elmlvi ng tapidly. The Company expects competition to persist, increase and intensify in the future as
the markets for the: Compuny's produets continue to develop and us additional’ companies enter. each of its

The primary competitors of the Company's Open Text dncdex wre Architext Software; Inc, InfoSeek
Corporation, Lycos, Inc. and America Online’s Web Crawler, Digital Equipment Corporation has recently
imroduced an Tnternet search service named Alta Vista that will compete with the Open Text Index, Both
InfoSeek and Lycos have been operating on the Intemet for a longer period of time than 'the Open Text Tndex,
are displayed on the Netscape Navigator user interface and have superior name recognition. While Metseape has
agreed to list the Open Text Index on Netscape Navigator, this listing corently has less prominence than that of
InfoSeek, and, in (he future, might have less prominence than: those of other gearch services, The Company's
strategy for obtaining advettising revenues from the Open Texr fudex is dependent in part on- the sviccess of
the Company’s gateway relationships. Accordingly, compefition between the: Inermel galeways with which the
Company has relationships and competing Intemnet pateways or failure of the Intemel gateways with which
the Company has relationships to achicve or maintain market acceptance may have a material adverse effect on
the Company’s businiess, npl.’raL{ug results and Gnincial condition.

Id. at OT03662-63.
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Dependence on Internet Gateway Providers

The Compuny is relying on & number of straleégic relationships 10 achieve markel sceeplanices of certain of:
its products: In particular, the Company has-éntered into arrangements with several Internet *‘gateways,”
including Yahoo! Corporation (“Yahoo!™), networkMCI, Tne. (“internetMCI"), International Business
Machines, Inc. {*‘IBM infoMarket™) and Netscape (collectively, the “'Gateways’ ), and intends o enter imto
similar agreeruents with others. The agreemients with Yahoa! and internetMCL allow these Gateways to use the.
Company’s Open Text Index in exchange for a share ol advertising revenues generated by the sale of advertising
space visible to the user during the course of asearch:-for information ushng the Open Text fndex initiated through
the Gateway, and the agreement with-1BM infoMarket provides for payments Lo the Company based on the
nuniber of subscribers to the service. Netséape has agreed to 15t the Open Text Index on the Netseape Navigator,
Thé suceess of the Company is dependent, o a large degree, on the success of the Gateways and other gateways
with-which the Company may have a relationship in. the future, and the continued attractiveness Lo customers of
their service offenngs Ailhough the Company views these relationships as important factors in schieving miarket
acceplance of cerlain of its products and the development and commercialization of its fechnologies, the
agreements with the Gatewnys are nol exclosive and can be werminated by the Gateways under  ceriafy
circumstances. There can bt to’ assurance that the Galeways or any olher [ntemet gaieways with which the
Company may form relationships in the future will regard their relationships with the Company as strategic 1o
their own respective businesses and operations, that they will not reassess their commitment to the Company's
technologics at any time in the futiire or that they will not develop of acguire their own competitive technology.
Furthermore, there ¢an be-no assurance that the service offerings of the Company’s gateway alliances will
achieve or mainlain market acceptance or commercial success. Failure of one or more of the Company’s gateway
allionces to achigve or maintain market acceptance or commercial success or the termination of one or more
suceessful gateway alliances would have a material adverse effect in the Company's business, operating results
and ﬁ.‘nalm:ipi condition. '

Id. at OT03663.

Risk of Capasity Counstraints snd System Fallure Relating to Open. Text Index

A key element of the Company's marketing strategy and promotional efforts is its use of the Open Text
Index, which the Company makes available at no'charge to usors-of the Immje! as & highly visible demonstration
of the capabilities of the Company's s¢arch engine software. Accondmgly. the performance of the Open Text
Index is critical 1o the Company’s reputation, the success of its relationstips with Intemet gateways and its ability
ti aternct-advertisers to-the Open Text Index. Any sysiem failure thot causes Interruptions: in the availability or
speed of the Company’s Opén Text Index could have a material adverse effect on the Company. An incréase in
the yolume of seirches conducted using the Open Text Index could strain the capacity 'of the Coripany's search
engine ar the hardware deployed at the Open Text Index; which could lead to slower réspanss times or even a
.mmp]cm system failure, The Open Text Index has experienced brief periods of service interruption, normally

associated with implementation of software: changes 1o the system, all of which to date have been promptly
corrected. In October 1995, the Open Text Index experienced a period of significantly slower response times due
o an increased volume of scarched ontil the Company added additiona) servers and communications capacity.
On several oecasions since that time, increased usage of the Open Texr Index, changes w hardware and software
configuration related to the implementations of the Yahoo! gateway agreement and the establishment of related
services in Mountain View, California have resulted in brief periods during which the Open Texr Index produced
slow response times. While the Company menitors' the perforiitance of the Open Text fidex and seeks to take
prampt action to comect any deterioration In response times. periods of slow response may occur in the future,
and there can be no assurance that the Company will be able 1o ke prompt und cffmti'fs comrective actipn. The
Company has made elrtadn corumitents under ity gateway agreements 1o provtdn rapid responss times and
consistent syshemamlabiill?. ‘and, sceordingly, any slower response tmes or system failure could result in the
termination.of, or exposure mdamagu under, one oF more of these agreements. The Company is also dﬁpemicnl.
on hardware suppliers for prompt delivery, instailation-aid service of servers and other equipment used to
provide the Open Text Index. Copies of the Company’s Open Text Index are located at compurter facilitics located
in Toronto, Ontario aqd Mountin View, Califorpia. There can be no assurance that a system failure at either of
thess locations would not adversely affect the performance of the Open Text Index. These systems are vulnerable
1o damage from fire, carthgoukes, pawer loss, telecommunications failures and similar events, Despite the
implementation of network security measures by the Company, its servers: are also vulnerable to computer
viruses, break-ins and similar disroptive problems. Computer virses, hre.ak -ing or-other problems eaused By third
parties could lead 1o interruplions, delays or cessation in service to (he Company's Open Text Index tsers.

Id. at OT03665.

Because materigls may be uploaded by the on-line or Internet services operated or facilitated by the
Comgrny or the Intemet gateways with which it his a relationship and he subsequently distributed to others,
there is a potential that claims will be made against the Company for defamation, negligence, copyright or
wademiark inftingement or other theories based on the naturs and-content-of such materials. Such claims have
been brovght, and sometimes successfully pressed, against on-line services, including recent, successful high-
profile cases against Prodigy and NETCOM. Although the Company carries general liability insurance, the
Company's insurance may nol cover potential claims of this type -or may not be adequate to indemnify the
Company for all liability that may be imposed, Any imposition of ability that 18 not covered by insurance or is
in excess of insurance coverage could have a material advérse effect on the Company.
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Id. at OT03667.

The Open Text Solution

The Company's suite of software products enahles users to find information, work together and distribute
the resulting work produet and other information to wsers across:loeal and wide aren netwarks or the Intemer.
The Company's software supports original, native file formats. and applications and does. not require gither the
conversion of the' information into niew formats or the replacement of existing desktop computing, toolk, A key
element of the Company’s Srategy s 10 develop the capability of'irs producis to enable the formation of work
groups and collaboration on Intranets and the Interuet.

The Company's suile of software products addresses the following needs:

& Find Information. The Compuny's proprietary string scarch technology enables users to search the
full text of databases and documents in response 104 user query that is not limited to document titles
or keywords. The Company’s search wchnology is characterized by rapid response times that do not
increase materially as the amount of data searched increases, if adequate server and communications

resources are emploved. The Ccmpuny s search engine: and related products,, including Gpen Text §
and Latituide, enable users to find and view information, thus supporting boih the ereative and storage:
refated functions eritical o individual nd collaborative work processes. The Company’s search and
retrieval solutions address the needs of a variety of information users and jnclude the Open Text lndvx,
whiel alfows computer users 1o search the Company’'s index of the Web, and Latitude Web Server.
which enables organizations to index and search for infonmation on their local and wide area networks
and the Internet,

Id. at OT03692-93.

The Open Text Strategy

The Company's objective.is to:be the leading provider of information search, work-process manaj
and information disiribution solutions 1o the spa.trum of users of local and wide area networks,. Inlranw.
Internet. Key elements of the Company's stralegy are summarized below:

®  Build Awareness of the “Open Text™ Brand and. Incredse Iuérner Exposure througlh Alliances with
Internet Gareways. The Company. believes that awareness of the Company and its software solutions
will incrense ‘as Internet users dre exposed to the Company®s search and retrieval technology thiough
their use of the Open Text Index. Thie Company lins amungemients with popular Tuternet gattwdys,
including Yaohoo!, internetMCl, 1BM infoMarket and Netscape Navigalor, 1o provide its Operr T
fndex and search and retrieval technology as one of the Internet resource producis offered: by-the
Guteways. Bach Gateway will identify the Opeit Texe Index on the user interfiice when the Compa ¥'s
search technology is- employed. The Company intends Lo pursue similar nmm,g&lncnl.s w1[i1 uhz.‘.:'
Internet gutewnays. it}

®  Provide lniegrared Information Search, Work Process Management and ﬁnfamaﬁm Dmnfm!im
Solutions.  The Compaﬂg intends to develop the capability of Lweﬁ‘nk to operaie over litran a‘ru:l

the Internet, and to iritegrate Livelink, its collaboralivi workflow and document mianagement s¥stam,
with Latitude Wel Server, its ool kit for creating 3 Web site or Intranet capable of fuding and
reirdeving documients using an index of an organization's network and other Web siies, and making
sélected: documents and information available (o the public over the Internet. The/Company’s goal is

to offer an integrated suire of informution management selutions addressing the needs of the spectrum

of users 6f local ariﬂ'w:dc area networks, Intranets and the Tnternet: The Company has entered into an
with- Netseape  that makis Netscape WNavigator technology available for inclusion in the

Compnn)- s client-based products and certain Netscape server technalogy available for inclusion in

the Company's server-based products. The Company believes that this arangement will coniribute
to the Company's ability to offer integraled solutions by assuring c-empauhnhly of both its client- and
server-based software solutions with this poapular industry standard,

Id. at OT03693-94.

Techpology
Search.and: Retrvieval Technology

Development History. Open Texr .5 and previous versions of the Company's indlexing and sewch
technology evolved out of the work of the Onford English Dictionary pmpct undertaken at the University of
Waterloo o 1984 and completed in 1989, This project, undertaken in cooperation with Oxford University Press,
[BM and the Government of Canada, requited the development of technology suitable for searching large
databases containing complex, multiingual, highly iregular data structured i SGML formar.

Madarn text search and retrieval technologies are based on the full wext index model, Foll text retdeval
software builds a comprehensive index of all terms that appesr in the documents o be searched and: completes:
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' searches hy reading the index, rather than by accessing and reading the documents themselves. Unlike traditional
‘relational database management systems, full text retrieval -does not require that information be rigorously
structured in row and column fermats.

Traditionally, full text retrieval systems have been based on the creation of an “‘inverted wond index,”™
which is a list of each indexed term that appears in a database. The inverted word index also lists the locations
it the doctmients where the term appears, Invered word search technology does not efficiently index common
words such as “and,”" “the’” and *'is,”" because these words oceur in nemerous locations in each document,
rendering searches for phrases such as “*The Limited,”” **We, the people™ and “to be or not to be'' relatively
slower, By contrast, string search algocithms, such as those employed by the Company, permit efficient searches
for such phrases.

Core. Algerithm.  The Company's search engine is not based on the- traditional inveited word indéx
approach, but on & “*string search’” algorithm that enables 2 user to search for'strings of data of arbitrary length,
whether partial words, complete words or phrases. This algorithm indexes complete word series and phrases in
context, In addition to individual terms. Siring search iechnology is also more easily adaptable 1o searches of -
databases in languages such as Chinese, Japanese, Korean and other languages that are ool based on the European
alphabét. These languages require multiple bytes (o rep each charscter, and string search technology simply
treats these characters as sequences of bytes in a string, Electronically stored audio and video information may
also be represented as strings. A version oF Open Tear 5 that supports Japanese Kanji is available for use in the
Japanese market, and the Company” currenily is developing software to search other Asian language character
sets, The Company is also working on the development of capabilities w search non-iextual information, soch as
dudio dats.

Thie index required in the apphication of string search technology requires the use of siore meniory than dn
inverted word index. Recent increases in computing speeds, memory size and hard drive capacity and mducnrms
in the cost of memory have increased the size of data files that ¢an be built and processed economically, making
siring search technology practical and cost effective.

Smriictured Dociiments and SGML. The Company’s search engine also differs from conventional
technologies in that it recognizes that documents are often characterized by complex structures. For example,
doctments often contain fitles, headings, sections, subsections and paragraphs. The Company's search engine
can search gny number of different user-detined document structures wWithout loss of perfurm:e Tt fully
supports SGML, the key international stanidard -for structured documeénts.

Parallel Execution Monitor.  The Compan y‘s'wnﬂ:h technology also includes a routing function called the
Paralle] Bxecution Monitor (the “PEM™). The PEM provides a single point of dceess for distributed paraflel
searching of large databases in networked environments, including the Intemet, in ‘which it is difficult or
impossible to onify all data on @ single server or to build a single index of the data to be scarched. The PEM
performs all the network connection and remote process management. functions tiecessary to accomplish this task.
Accordingly, the index may reside on a number of servers in u vaiety of Iocations, and 'the use of the PEM
enables the search 1o be simultaneously conducted aeross a number of servers that contain the index, The PEM
enables the vser to conduet seurches quickly and without ¢oncern for the specific location of the data for any
given query. The use of thé PEM also enables the Company’s search engine to deliver consistent response. times
rcgnrdius of database §ize or configurition, if-udeqiiste server ind communications resources are employed.

Indexing.  Most information retrieval products, including those developed by the Company, automate the
indix-builifing function. Open Text 5 creates and maintains indexes through the use of “‘crawlers,” software
programs that sedsrch for and reirieve miterial to be indexed, Crawlers move from site to site, atomatically
idcnljfyi ng documents that need to be included or updated in the index. The Company's crawlers are designed to

be “intelligent,’” avoiding duplicated material and updating material based in part on an assessment of its
relevancy, Thus, new datn added to a database cancbe added to the index without re-indexing dw entire datpbase.
Deleted data similarly is removed from the index.

Id. at OT03694-95.
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Products

The Company markets & modular suite of information search, work process management and information
distribution products to organizations and individuals. The following table sets forth certain data with respect to
the Company's prodicts:

Distribution Current YVersion Initinl Version ]
Product Application Channel Release Date Relense Date
Open Text Index | On-line Internet Direct sales March 1995 Same
directory service ;
Lititude Web Diectory fonf kit | Directsales | Movember 1995 | Same
Server | enabling organizations. | OEMs
to index internal and | VARs
. external Wceh papes
Latitude ‘Information retrieval Direct sales Marich 1995 Same
and viewing system VARs
for data located
in disparate
locations and formats
Livelink Workflow and Direct sales May 1995 March 1992
document management | OEMs 1
software enabling VARs
workgroup Distributors
collaboration
Open Text 5 - Indexing and search Direct sales - | January 1993 " September 1991
-product resident on a OEMs
server VARs
Tnternet Client-based Internet OEMs October 1995 June 1994
Anywhere acoess toals Retail
PC Search Indexing-and search Direct sales Noveinber 1995 Same
product resident on VAR:
afC

Id. at OT03697.

Open Text Index

The Chpen Text Index uses one of the Company’s search engines and the Company’s crawlers to ind
information located on the Web, The Open Text Index indéxes every word of every page of information indext

rather than a selection of key words. Although the amount of information available on the Intemet is. jncreasing
rapidly, the Company secks to keep pace with this growth by increasing the coverage of the Open Text Index,
The Company believes that its erawlers have idestified a subgtantial portion. of the sites located on the Web. Ag
of December 7, 1995, the Open Text Index had indexed over 2.4 billion words, nunibers and addresses, which
have been indexed from approximately 1.6 million Web pages. The Open Text Index has also indexed over 23
million hyperdinks from indexed Web pages to other Web pages.

The Open Text Indéx enables & user to search for torms appearing in particular elements of a docoment's
structure, conduct weighted searches and search for other documents with similar content. The Open Text Index
also provides a *‘resulis samipling” feature, which permits a user 1 view the searched term in-context from the
Orpen Text Index withoat being reguired 1o acéess the documents in which the term appéars.

The Company has licensed the Open Text Index and ongoing updates o Yahoo!, inémertMCI and’ BN
infoMarket 1o enable.these Galeways (o provide the: Open Texr Index to their customers s part: of their Wel
access service, The Opén Text Irdex also represents & source of advertising revenue for the Comipany. Pursuanit
ta ‘an agreement with Yahoo! in October 1095, the Comproy will operate an Open Tewr Iidex sisarch service for
users of the Yahoo! heme page. The Company will receive a portion of any revenue received from
ddvertisements visible to Yahoo! users whi access the Open Text Index. Pursuant to an agreement with
intemetMCI, & portion of any advertising revenue received by internetMCT will be reminted to the Company on a
similar basis. Advertisers can place “'billboard™ advertisements on the Open Text Index, which are visible on a
portion of the screen displaying the Open Texr fndex user interface. Also available will be “‘embedded”
advertisements, which are presented. with the other results of a search using the Open Text Index. Embedded
advertisements enable an advertiser to target users who have demonstrated an interest in selected. sub]cql malters
by searching for similar or related inforfiation. The Company alsa offérs an Open Text Index search service o
its own home page Web site at tio charge: to thie iser, and Neweape has agreed to listthe Open Text fndex on the:
Netscape Navigator under the “*Net Search” button. The Company has begun to sell billboard advertising space
on the Open Text Index user interface and also intends to sell embedifed advertising, The ‘Company's agrcoment
with TBM infoMarket provides for the Company to receive an annual Heense fee and a monthly foe based on the
number of subscribers to the service.

Id. at OT03697-98.
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Latitude Web Server

In November 1995, the Campany introduced Latitude Web Server, a wool kit that facilitates an organization’s
creation of a Weh site or an Intranet that enables users to find and retrieve information and documents using an
index of the erganization’s network and other Web sites and cnablés the organization to make sclected
documents and information available to the public over the Internel. Latitude Web Server consists-of publicly
available Internet protocol software, Opewn Text 5, the Coltlpany s crawlers that ereate and maintain the index, an
application programming interface that permits integration of the: Compdny’s indexing and sesireh: technalogy
with network- and Web-based applumluns and administeative tools that track and monioc the vse of the index.
The Company hag licensed certain Netscipe server technology’ or bundling with Latirude Web Server which will
provide.a_ giteway between Latisude Web Server and the: Intemet while providing for security and log-in-and
access control to protéct-an organization’s confidential information.

Ford Motor Company, Northern Telecom, Siemens AG and Silicon Graphics, Inc. have purchased Lavitiude
Web Server to assist in the manggement of information.,

Latitude Web Server is marketed by the Company’s direct sales force to organizations that are publishing
on the Web or establishing Intranets, 10 OEMs that wish 10 embed the Company’s indexing and search
technology in their Internet-based applications and to VARs, The. price Bf a Laiftude Web Server ranges from
approximately US$12,000 10 USS25,000 or more, depending on he desired features anil the number of sérvecs
containing information to be indexed.

Latitude

Latitude enables organizations to find and view information and documents spread across muliiple servers
on local and wide area networks and the Internet. Information can be viewed *'as is,"” in native file formats,
without first having to be converfed infv, a proprietary format, Lastude employs the Company's scarch engine
apd PEM technology to index and retrieve information and documents, and incorporates w set-of viewers that are
automatically invoked dependiog on the type of data or document. Lafitude enables a user 1o view, in native
format; documents and infonmation in: over 40 different formats; ‘including major word procéssing and
spreadsheet formats, SGML, Adobe Acrobat files; CAD drawings and multimedia files. Additional vigwers can
be added for customers with specially farmatted information.

Latitude is designed for organizations that need: to make organized information, such as service manuals,
parts information and safety bulletins, available 10 uscrs. For example, Catcrpillar has purchased and s
implementing Latinde s a search tool for information found in the electronic repdir and maintenance manuals
that are used by 180 Caterpillar equipment dealers. Latitude will enable Caterpillar’s dealers to find and view
repair and maintenance-related iriformation tequested by o user, including instructional video elips, on hundreds
of thousands of equipment parts and mainienance procedures,

The product is.currently available as Latitude Office. The Company currently plans to-introduce Latitudde
Department, an enbancement of Latitude Qffice, in the second quarter of calendar. 1996, One of the additional
features of Lasitude Department is a directory similar in format to 2 table of coments that will enable users 1o
locate docoments by category. The Company -also currently plans to inwoduce: Latifude Enterprise, a further
enharicement of Latitude Qffice that will support SQL, in caléndar 1996. Latitiide Department and. Latitude
Erterprize ire both designed (o support larger ind more complet envirmhiments by providing additiondl viewers
and more advanced server and routing capabilities for greater search cificiency:

Latirude Oﬁce is marketed by the Chnipany’s direct sales force and through VARs. The price of Laritude
Office is USS28,000 per server, plus i foe of USS200-§350 per client license depending on-the number of licenses
and other factors. Tn & typical ‘configuration, the price of a Larimde Office sysmrn ranges from US$50,000 to
LISS60,000.

Id. at OT03698-99.

Open Text 5

Opent Text 5 s the search eoging upon which several of the othier produets and applications marketed by the
Company are based. [t 15 -Sold a5 o stand-alone indexing and seatch product that can ba added (o or employed
in custom désigned document management systems. For example, Boeing™s component cost depariment uses
Cpen Text 5 wo searchi ils totemnal fles for previously preparcd cost change estimates involving parts for which
similar cost change estimates aro required. The underying indexing and retrieval technology-also is licensed fo
OEMs For inclision in their systems.

The Company is fnalizing Oper Texr 6, which is currently. expea:lzd to be available for shipment and
integration with other products in the first quarter of calendar 1996, “This new. search engine is expected to include
faster index updating, indexes requiring loss storige Sapiicity and fizzy logjc s senrches, \'«'hic]i expand the ’ﬁcape
of a search 1o include words and phrsises that are sirilar o the search verms,

Open Text 5 is marketed by the Cunpany's ditect sales force, and the price of # typical system ranges from
US$30.000 1o USSS0,000.

Id. at OT03700.
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Customers

The Company’s customers include:

Open Text Index Open Text 5 Livelink
Iivte rantional Business Andersen Consillling BankAmerica Corpotation Nippon Telepleime and
Machines Corpearation The Bosing Company The Boting Company Telegraph Corporation
networkMCL Ine. Califomia Cominuing “The British Peiroteum PLIC,  Cricke Corparation
Yahoo! Corperation Education of the Bar Canan Sales Co., Tnc. Qualcomm, [nc:
Tnernational Baiiness General Elstisic Conipany Sony Mictoelectronies/Texas
Latitude eianid : it eiric. . : i
- Cary Hitachi, L, TransCanaita Pipeﬁnf.s
Amndahl Corponition MCIL Communicaions Conp. HCI'CW' iiciicire Corg: VAL Corporation
CAE Electronics, Lud. Oracle Corporation  Wutiorial: mumm A S Food nd Drug Adwinistiion
Caerpiltar Ine.  Prati & Whitney Space @d,,;niim;m US Missile Coritmaind
Unbo: Bank of Switzériand
Latitude Web Server U5 Department of Defense
Ford Motod Cornpany S Department of Energy
Northern Télezom
Siemens AG

Silicon Graphics, Tet

Id. at OT03702.

Gatewdy Agreements

The Company has entered into gateway agreements with- Yaboo!, internetMCL and [BM infoMarket.
Pursuant to these agreements, the Company has licensed the Open Text 5 search engine and the Open Text Index
for use with the Internet inforination resource products offered by the Gateways. Netscape lias apreed to list the-
Open Text index on the Netscape Navigator under the “*Net-Search’* button. InteraetMCI and IBM infolMarket.
began offering the Open Text Index in November 1995 and the Company anticipates that access to the Gpen
Teat Index through Yahoo! and Netscape Navigator will begin in Janyary 1996 and the first quarter. of. 19986,
respectively.

The agreements. with Yahoo! and interne{MCI each previde for the Company to reccive an annudl Heense
fee and @ fee based on @ percentage of the revenue received by the Gateway from adverisements viewed by
gateway users who use the Upen Text Index. Advertising revenue is generated by advertisers placing -either
billbosrd or embedded advéitiséments on the scréens that are visible to a user during the courss of a search for
information using the Open Text fndex. The internetMCI agreement also provides for mouthly fees for ongoing
updates of the Open Text Index. The agreement with IBM infoMarket provides for the Company 1o receive an

amnual license fee and 2 monthly fee based on the ounmber of subscribers to the serviee. The ammgement with
Netscape does not initially provide for payments by the Company fo Netscape, but such payments will be
required in the future,

Id. at OT03702-03.

Competition

The markets for the Company's products are déw, intensely competitive, subject to rapid technological
chinge and evolving rapidly. The Company expects compétition (o incrense in the future ds the markets for the
Company"s products continue 1o develop and a8 additdonal companies enter each of its markets.

The primary competitors of the Company’s: Open’ Texr Index include Architext Software, Inc.; InfoSeck
Corporittion; Lycos, loc, and América Online's Web Crawlor. Both TafoSeek and Lycos hive heén operiting'on
the Internet for a longer petiod of tima than the Open Text Tndex, are displayed ot the Netscape Navigator user
interface and have superipr nume recognition. Digital Bquipment Corporation has recently inwoduced an Internet
seuirch service named Alta Vista that will compete with the Open Texr Index. Although Netscupe Has agreed to
list the: Chpeti Text fndex on Netscape Navipator, this listing currently has less prominetice than that.of TnfoSeek
and, in the future, might have less prominence than those of other search services. The Coripany believes that
\he piincipal competitive factors in this market include rélationships with Interner pateways, product name
recognition and reputation, ease of use, reliability, scarch résponse time, and the extent to which the index covers
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the Internet. The Company believes that tte Open Text fmclex is competitive with respect [o these factors. The
Company's strategy for obwining advertising revenues from the Open Text Index is dependent in part on the
success of the Company's Intemct gateway relationships.. Accordingly, competition between the Imtemet
gateways with which the Company has relationships and competing Internet gateways, or failure of the Intemnet
gateways with which the Company has relationships to achieve or maintain market aqeepianm may hzwe a
material adverse effect on the Company’s business; operaling resulls and financidl r:cn.dﬁwn

In the mavket for fnformation search and retrieval software, the Company compeies with Excalibur
Technologies Cmporatmn Fulertm Technologies, Inc., Information Dimensions, Inc., PLS, Verity, Inc. and
others. The Company also compeles indicectly with: da;abm vendors that offer information search and retrieval
capabilities with their core dutabase producis, In the future, the Company may encounter competition from
companies that enhance products such as document management systems, groupware applications, Internet
products and operating sysiems 1o include information search and retrieval functions. The Company believes that
the principal competitive factors in this market include the ability to search large amonnts of data rapidly without
degradation in performance, the ability to find and view information on disparate platforms in a variety of
formats and locations, vendor and product ceputation, the ability 1o index information comprehensively, ‘ease of
use, product architecture, product quality and performance, quality of product support and price. The Company
believes that its search and retrieval rechnology competes favorably with respeet to theser factors,

Id. at OT03703-04.

Product Development

As of Decernber L, 1995, the Company’s research and development organization included 49 employees. A
numbér of key technical stalf have been developing text rerrieval solwire since the 1970s, The Company’s roots
in the Oxford English Dictionary project provide eleven years of experience with full text retrieval sbfvware. The
Company also funds research: projects at the University of Waterloo, where Dr: Frank Tonypa, a founder, director
and sharefolder of  the Compuny, is a professor and q researcher, Sec “Cenain Tmrwa.cuam—-i{mmh

Funding.”™

The Company’s current product development effonts are focused on enhancing and broadening its
information search, work process management and information distribution products. Areas of parieular
emphasis are the development of the capability of Lwefmk o Opcfita on Infrinets and the Tnternet, the integration
of Livelink technology with Lariide Web Server and the integration of technolcgmx acquired in the acquisitions
of assels. of Intunix and [oternet Anywhere with the Company’s other technologies and prodicts. See
“Management’s Discussion and Analysis of Financial Condition and Resulls of Operation—Overview.”
Tmprovement of séarch engine speed, development of more cfficient Web crawler technalogy, integration of
refational datahase management sysiems with the Company’s software and enhancements of the user interfaces
for all of the Company's produets are other dreas of ongoing activity for the product development organization.
The Company intends 6 entiance Lariiiide by increasing its ability 16 handle Jarger and: more- coniplex

enviranments, adding feanires such aé a direetory simifar to 2 wble of contents and enabling the product to.
suppon SQL. Although the principal technology of the Company’s products have been- developed mlema!iy or
sequired, the Company also may license and incorporate thind-party ‘technology 1 supplement internal efféits.

The Company's ability to suceessfully deveop and relzase now products and product énhiancements in-a
timsely manner is subject to a variety of factars, including its ability to solve technical probilems and test products,
competing priorities of the Company, the avaifability of development and other resources and atfier factors
outsids the control of the Company. There can be no assurance that the Company will not experience difficulties
that could delay or prevent the suceessful development, introduction or marketing of new products and product
gnhancements.

Id. at OT03705.
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Table B2: Searching Another Database for Advertisements.

To the extent the references addressed in claim charts A-1 to A-39 does not disclose the
limitations identified in each chart citing Table B2, one of ordinary skill in the art would be
motivated to combine the references addressed in claim charts A-1 to A-39 with any one or more
of the Table B2 references listed below because: it would have yielded predictable results; using
the techniques of the Table B2 references would have improved the primary or obviousness
references in the same way; and applying the techniques of the Table B2 references to improve

primary or obviousness references would have yielded predictable results.

Reference Disclosure

U.S. Patent No. See, e.g., PECKOVER, 11:23-24:

6,119,101 Consumers use search engines that have data that is more up-
(“PECKOVER™) to-date.

PECKOVER, 12:11-12:
Information used by both consumers and providers is more up-
to-date.

PECKOVER, 17:6-10:
Various specialized agents are described in conjunction with
other Figures. Agents and other components operating in
Agent Marketplace 28 have access to a Product Database
(Product DB or PDB) 32.

PECKOVER, 21:57-61:
A Query 106 describes the product or product category for
which to search. Query 106 includes data from Product
Template 174 completed by the consumer and relevant data
from the consumer’s preferences, as assembled by Decision
Agent Factory 76 of the consumer’s Personal Agent 12.

PECKOVER, 23:17-20:
A Product Listing function 124 maintains a list of the products
that can be advertised in this market. Each product references
detailed product data that is kept in a Product Database (PDB)
32 described in conjunction with FIG. 9A.

PECKOVER, 23:43-47:61:
An Active Ads function 146 maintains the ads that are
currently active. As each new add is accepted by Active Ads
function 146, an Active Decision Agent Manager 152 (see
below) is notified so that pending searches can be matched
against the new advertisement.

PECKOVER, 24:53-61:
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A Template Dispenser function 134 retrieves the Product
Template 174 for a particular product. Product Template 174
describes the data that is available within the system about the
particular product. Personal Agents 12 or 13 use the Template
Dispenser 134 when consumers or providers are constructing
ads or product search queries. Template Dispenser 134
consults the Product Template Manager 170 in a Product
Database 32 (described in conjunction with FIG. 9A) to collect
the template data.

PECKOVER, 25:10-36:

A Remote Database Adaptor 140 provides communication and
session management services to connect to a database (a
“remote database”, not shown) belonging to a manufacturer or
a provider. Remote Database Adaptor 140 also provides
translation services to translate between the data formats used
by a remote database and the data formats used by PDB 32.
Remote Database Adaptor 140 allows a provider to submit ads
directly from the provider’s remote database into Market 18.
Remote Database Adaptor 140 also allows access “by
reference” to advertisement data that remains stored in a
remote database; that is, the data is not copied into Agent
System 10, but is accessed as needed. Market 18 includes a
Remote Database Adaptor 140 for each provider that chooses
to supply ads in this manner; alternatively, a provider uses
various functional components accessed via provider’s
Personal Agent 13 to place ads manually.

PECKOVER, 25:36-57:

Referring to FIG. 9A, a Product Database 32 (PDB) comprises
functional components:

a Database Administration function 166,

a Product Data Storage function 168,

a Product Template Manager function 170,

and, (optionally) some number of Remote Database

Adaptors 172.

PDB 32 maintains generic data about products, to be
referenced by ads placed by providers. Although PDB 32 is
illustrated here as a single database (with several internal
components) for ease of understanding, the contemplated PDB
32 will be split across several processors 38, as illustrated
previously in FIG. 3A.

Referring to FIG. 9A, a Database Administration function 166
provides conventional add, delete, update, query, and backup
access for a System Administrator user to the other
components of PDB 32.

A Product Data Storage function 168 stores data about
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different products, for example, product name, product model
number, manufacturer’s suggested retail price for product, etc.

U.S. PATENT NoO.
5,999,912 (“WODARZ”)

See, e.g., WODARZ, 3:17-37:

The invention also makes use of a list or database of ads
that are candidates for insertion at each ad location specified
by ad tags. Following is an example of a table of ads that
could be used to fill positions defined by ad tags:

TABLE 1
Ad
Number Advertiser Type [mage Link
A Tracer 0 tracergif  http:/www.tracer.com/
B Netscape 0 ns.gif http:/fwww.netscape.coml
C Budweiser 0 boggif httpz/fwww.bud.weiser.corn/
D Tracer 1 hofgif httpefwww.tracer.com/

Type 0 = banner, type 1 = button, and type 2 = special.

In the preferred embodiment, a second table is used to
associate ad tag locations with ads. The table may be, for
example, a simple two-dimensional matrix where ad tag
locations are matched to acceptable ads. However, other
means of linking ad tag locations to ads can be used, such
as be expanding TABLE 1 to include a column of associated
ad tag locations.

U.S. Patent No.
7,072,849 (“FILEPP”)

See, e.g., FILEPP, 1:17-32:
This invention relates generally to a distributed processing,
interactive computer network intended to provide very large
numbers of simultaneous users; e. g. millions, access to an
interactive service having large numbers; e.g., thousands, of
applications which include pre-created, interactive text/graphic
sessions; and more particularly, to a method for presenting
advertising to service users during interactive sessions, the
method featuring steps for presenting advertising concurrently
with applications, the advertising being organized as data
which is stored for presentation and replenished at the user
sites so as to minimize interference with retrieval and
presentation of application data; the method also featuring
steps for individualizing the advertising presented based on
user characterizations defined by service interaction and/or
other data such as user demographics and geographical
location.

FILEPP, 10:7-27:
Individualized queues of advertising object ids are constructed
based upon data collected on the partitioned applications that
were accessed by a user, and upon events the user generated in
response to applications. The data are collected and reported
by RS 400 to a data collection co-application in file server 205
for later transmission to business system 130. In addition to
application access and use characteristics, a variety of other
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parameters, such as user demographics or postal ZIP code,
may be used as targeting criteria. From such data, queues of
advertising object ids are constructed that are targeted to either
individual users or to sets of users who fall into certain groups
according to such parameters. Stated otherwise, the advertising
presented is individualized to the respective users based on
characterizations of the respective users as defined by the
interaction history with the service and such other information
as user demographics and locale. As will be appreciated by
those skilled in the art, conventional marketing analysis
techniques can be employed to establish the user
characterizations based on the collected application usage data
above noted and other information.

Another Search
Engine? Hotwired
Introduces Hotbot,
Powered By Inktomi,
PR Newswire, May 20,
1996 (“ANOTHER
SEARCH ENGINE”)

See, e.g., ANOTHER SEARCH ENGINE, p. 1: “HotWired Ventures, a
premier Internet media company, today introduced HotBot
(www.hotbot.com), a unique search engine that indexes and searches
every word on the World Wide Web. Powered by Inktomi's advanced
parallel-processing engine, HotBot will change the way people search
for and retrieve information on the Internet.”

ANOTHER SEARCH ENGINE, p. 1: “’The rules of the search engine game
have changed. Internet users thought they’d get what they needed from
traditional search engines, but they found the result to be thin on
content, rigid in context, and often totally irrelevant,” said Andrew
Anker, president and CEO of HotWired Ventures. ‘Our quest to find a
better search engine led us to Inktomi. By combining the best
technology, the most relevant searches, and an innovative interface,
we created HotBot -- a bigger, better, smarter way to search the
Web.””

ANOTHER SEARCH ENGINE, p. 1: “Most search engines aren’t keeping
up with the tremendous growth of the Web. HotBot’s underlying
Inktomi engine indexes more than 50 million full-text Web documents
plus Usenet and mailing-list archives, and its scalable architecture can
match the growth of the Web.”

ANOTHER SEARCH ENGINE, p. 2: “HotBot includes a number of unique
features. Users can get the most current information quickly,
efficiently view and use that information, and interact with the search
engine in a personal manner. Daily Updates: The HotBot spider crawls
the Web every day, offering users the most current information.
Reliable and Fast: HotBot's fault-tolerant engine reliably delivers
query results in seconds, without frequent downtime. Convenient
Previews: HotBot allows users to preview documents without leaving
the search page, reducing search time. Personal Searching: The
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HotBot interface allows users to personalize their search engine to fit
their own surfing style.”

ANOTHER SEARCH ENGINE, p. 2: “HotBot identifies, customizes, and
ranks millions of Web documents using an algorithm developed by a
team of the world's leading experts in information retrieval. HotBot
recognizes that users desire varying levels of information detail, so it
allows users to control the amount and type of information searched.
The computing power available to HotBot enables the user to define a
search query using a wide range of criteria in a way that is not possible
with more traditional search engines.”

https://web.archive.org/
web/1996110
6235936/http://
www.inktomi.com/

The first commercial application of Inktomi's innovative technology is
the HotBot™ search engine service, offered in conjunction with
HotWired, Wired magazine's electronic sibling. By leveraging this
scalable technology, HotBot was the first search engine to index and
search the entire World Wide Web, and represents the only search
engine technology in existence that can expand to match the Web's
growth as it doubles and doubles again.

https://web.archive.org/
web/19961107001258/
http://www.inktomi.
com/whitepap.html

See, e.g., Database access. Audiencel comes with Dynamic tags that
can access a DBMS for arbitrary persistent information and customize
the HTML tracking, using either cookies or fat URLs. Unlike other
offerings, while Audiencel supports SQL, it does not require
publishers to know SQL to access the database. This allows Inktomi
servers to store and recall a user's preferences for user interface and
query results presentation. More generally, Audiencel is ideal for
allowing servers to access pre-existing databases such as products,
inventory, etc. Browser targeting. Audiencel allows publishers to
exploit leading-edge HTML features (such as Netscape's frames and
Java, and Microsoft's font changes and embedded audio tags), without
frustrating users who do not have those features. Audiencel's browser
targeting can be performed at various levels of detail, ranging from
tags that are easy to use, but don't provide a lot of publishing control,
to exposing the raw browser capabilities to the publisher. For
example, advertisers on HotBot are shown as progressive JPEG if the
client browser supports it, otherwise they are shown as JPEGs or GIFs
for less-capable browsers. This allows Inktomi to make the most of
each browser, rather than resorting to a least-common denominator.
Access to high performance, scalable services. Dynamic Tags make it
possible for publishers to introduce new, high performance, scalable
services, without requiring the publisher to understand the intricacies
of computing programming. For example, access to the Inktomi search
engine is encapsulated into a single Dynamic Tag, hiding the
complexity of interfacing to a parallel program such as Inktomi. In
addition, Dynamic Tags can be multi-threaded, interleaving long-
latency operations such as Inktomi queries and customized content
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selection (i.e. targeted advertisements). We know of no other Web-
based publishing system with this capability and ease-of-use.
Publishing support hides the complexity of creating and managing
sites of dynamic Web pages, allowing sites with large amounts of
content to control the publishing process. Unlike the CGI-based tools
that are emerging, Audiencel's publishing support is fault tolerant,
high performance and scales to millions of users and millions of hits
per day. In summary, Audiencel and Dynamic Tags allow a
customizable and sophisticated user-interface to Web services such as
search engine. HotBot's interface, including saved searches,
personalization, and browser targeting, would have been nearly
impossible without the simplification provided by the Audiencel
toolset.”

U.S. Patent Nos.
5,948,061 (“MERRIMAN
I’) and 7,844,488
(“MERRIMAN II””)

See, e.g., MERRIMAN I (AND CORRESPONDING DISCLOSURE IN

MERRIMAN II), 2:59-3:4:
The basic architecture of the network 10 comprises at least one
affiliate web site 12, an advertisement (ad) server web site 19
and one or more individual advertiser’s web sites 18. Affiliates
are one or more entities that generally for a fee contract with
the entity providing the advertisement server permit third party
advertisements to be displayed on their web sites. When a user
using a browser accesses or “visits” a web site of an affiliate,
an advertisement provided by the advertisement server 19 will
be superimposed on the display of the affiliate’s web page
displayed by the user’s browser. Examples of appropriate
affiliates include locator services, service providers, and
entities that have popular web sites such as museums, movie
studios, etc.

MERRIMAN I (AND CORRESPONDING DISCLOSURE IN MERRIMAN II), 3:5-

23:
The basic operation of the system is as follows in the preferred
embodiment. When a user browsing on the Internet accesses
an affiliate’s web site 12, the user’s browser generates an
HTTP message 20 to get the information for the desired web
page. The affiliate’s web site in response to the message 20
transmits one or more messages back 22 containing the
information to be displayed by the user’s browser. In addition,
an advertising server process 19 will provide additional
information comprising one or more objects such as banner
advertisements to be displayed with the information provided
from the affiliate web site. Normally, the computers supporting
the browser, the affiliate web site and the advertising server
process will be at entirely different nodes on the Internet. Upon
clicking through or otherwise selecting the advertisement
object, which may be an image such as an advertisement
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banner, an icon, or a video or an audio clip, the browser ends
up being connected to the advertiser’s server or web site 18 for
that advertisement object.
MERRIMAN I (AND CORRESPONDING DISCLOSURE IN MERRIMAN II),
3:24-63:
In FIG. 1, a user operates a web browser, such as Netscape or
Microsoft Internet Explorer, on a computer or PDA or other
Internet capable device 16 to generate through the hypertext
transfer protocol (HTTP) 14 a request 20 to any one of
preferably a plurality of affiliate web sites 12. The affiliate
web site sends one or more messages back 22 using the same
protocol. Those messages 22 preferably contain all of the
information available at the particular web site 12 for the
requested page to be displayed by the user’s browser 16 except
for one or more advertising objects such as banner
advertisements. These objects preferably do not reside on the
affiliate’s web server. Instead, the affiliate’s web server sends
back a link including an IP address for a node running an
advertiser server process 19 as well as information about the
page on which the advertisement will be displayed. The link by
way of example may be a hypertext markup language (HTML)
<img> tag, referring to, for example, an inline image such as a
banner. The user’s browser 16 then transmits a message 23
using the received IP address to access such an object
indicated by the HTML tag from the advertisement server 19.
Included in each message 23 typically to the advertising server
19 are: the user’s IP address, (ii) a cookie if the browser 16 is
cookie enabled and stores cookie information, (iii) a substring
key indicating the page in which the advertisement to be
provided from the server is to be embedded, and (iv) MIME
header information indicating the browser type and version,
the operating system of the computer on which the browser is
operating and the proxy server type. Upon receiving the
request in the message 23, the advertising server process 19
determines which advertisement or other object to provide to
user’s browser and transmits the messages 24 containing the
object such as a banner advertisement to the user’s browser 16
using the HTTP protocol. Preferably contained within the
HTTP message is a unique identifier for the advertiser’s web
page appropriate for the advertisement. That advertisement
object is then displayed on the image created by the web user’s
browser as a composite of the received affiliate’s web page
plus the object transmitted back by the advertising web server.
MERRIMAN I (AND CORRESPONDING DISCLOSURE IN MERRIMAN II), Fig.
1:
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FIG. 1
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MERRIMAN II (AND CORRESPONDING DISCLOSURE IN MERRIMAN II),
9:38-41:
2. The method of claim 1, wherein selecting an advertisement
based upon stored information about said user node comprises
selecting an advertisement based upon a prior content request
sent from said user node to an affiliate node.

PRNEWS See e.g., PRNEWS at 1 (“WebCrawler, Lycos and InfoSeek offer
advertisement banner links . . .”); id. (“It is possible for a company to
buy its own name or an ad to ensure it is listed at the top of a search
results page.”).

KNOBLOCK See e.g., KNOBLOCK, “SEARCHING THE WORLD WIDE WEB,” IEEE

EXPERT, at 10 (“The Lycos service, like many other Interest search
services generates income mainly through advertising, both targeted
and generic. For targeted advertising, the service checks the user’s
query terms against a list of keywords that have been sold at a
premium to the advertisers. For example, if the user queries for ‘cars,’
an automobile advertisement can be shown.”)

“Search-Engine
Advertising; Web
Marketing Push” by
John Evan Frook in
Communications Week,
October 9, 1995.
(“FrROOK™)

See e.g., FROOK, p. IA11 (“Lycos Inc. . . . announced the launch of
search-engine ads in recent weeks.); id., p. IA11 (“These
advertisements work by delivering a sales pitch along with the results
of a key-word search on a search engine. For example, a user
searching under the subject ‘cars’ might receive a Web ad for General
Motors Corp. or Chrysler Corp., while a search for models might
deliver an ad for online computer superstore NECX Direct. . . . Yahoo
executives have confirmed to Interactive Age that advertising sales
will be made against the new search function as early as next
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month.”); id., p. IA15 (“Tim Brady, marketing director at Mountain
View, Calif .-based Yahoo, said advertisers debuting on the Yahoo
site, at http://www.yahoo.com, next month also will be featured in
Yahoo’s search-engine . . . areas.”)

Search Engines Take a
Risky Step: Porn
Banners Yahoo!, Excite
and Lycos Test
Keyword Sales to Adult
Sites, by Kim Cleland,
adage.com, December
16, 1996. (“CLELAND”)

See e.g., CLELAND, p. 1 (“Yahoo!, Excite, Lycos and HotWired’s
HotBot have all recently begun to sell banners to a handful of
pornographic Web sites. Although the banners only appear when
certain profane keywords are searched, some in the industry are
questioning the practice.”)

“Lycos signs key
advertisers for popular
Internet catalog;
Microsoft, AT&T and
NECX charter sponsors
on leading Web Index,”
Business Wire,
September 18, 1995.
(“BUSINESSWIRE”)

See e.g., BUSINESSWIRE (Lycos provides keyword search advertising,
which links advertisements to Lycos’ search engine. When linked
keywords are selected in a user’s search, the company’s advertisement
will appear on the Lycos results page above the results listing. This
enables an advertiser to purchase keywords related to its business and
to have its ad appear whenever a search is conducted using that
keyword.”); (“Users may return back to that advertisers’ sites,
enabling users to access information from Lycos from an individual
advertiser’s site. Users may then return back to that advertiser’s site
via a hotlinked button — usually the advertiser’s logo appearing on the
Lycos home page. Backlinking provides the advertiser’s site with a
readily available Internet search option.”)

NAQVIWO

NAQVI WO discloses correlating the received search argument to a
particular advertisement in a second database having advertisement
related information. See, e.g.:

NAQVI WO at Abstract - “The advertisements on the server are not
tied to any particular page containing information on the network, but
rather, are retrieved in response to a query entered by the user (17) and
dynamically mixed with the content of the pages returned in response
to the query (16).”

NAQVI WO at Abstract — “The system uses contracts (21) to specify
the marketing rules (18) that link ads with specific queries, to permit
advertisers to target a specific audience, and to guarantee a certain
amount of exposure of the advertisement in prime advertising space.”

NAQVIWO, p. 2 - “That is, when a user uses certain search engines for
conducting a search, the user will be shown advertisements while
doing the searching. These advertisements are sometimes referred to
as "banner" advertisements because they simulate a banner that the
user sees as the user is traveling down a "road" on the computer
network. These advertisements are typically tied to a
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particular search page that the user encounters during the
search.

The current state of the art is such that when the user uses a search
engine, a randomly selected advertisement is shown as if it is part of
the search page. For example, the user may enter a search request to
see a home page on cooking and, as a part of that page, the existing
systems might display an advertisement about cars. This is a problem,
of course, because there is no connection made between the content of
the advertisements or the message of the advertisements and what the
user is actually searching.”

NAQVIWO, p. 3 — “It is a further object of the present invention to
provide a method and system for advertising on a computer
network in which advertisements are more focused and

targeted, for example, by user queries and user profiles,

including the past history of the user's interactions with

the system.”

NAQVI WO, p. 4 — “The present invention provides a new process and
system for online advertising. This new process will be

referred to throughout this application as query-based

advertising ("QBA"). In the QBA process, advertisements

are primarily triggered by user queries. User queries, as

15 used herein, refer to requests from an information consumer

for one or more pages of information from a computer

network. As a result of a query, a user is exposed to

advertisements with the present invention, i.e., the query

triggers advertisements.”

NAQVIWO, p. 4-5 - “The advertisements on the server are not tied to
any particular page containing information on the computer network.
Rather, the advertisements are contained on the server, distinct from
the pages that may or may not later carry the advertisements. The
pages by themselves have no advertisements. Thus, the pages are
analogous to a newspaper or magazine devoid of any advertisements.
When the user requests a certain page or a certain topic of
information, the relevant pages are retrieved from

the computer network and shown to the user. The present invention,
upon receiving the user's request, retrieves advertisements that are
related to the user's action, dynamically mixes the advertisements with
the content of the pages according to a particular layout, and displays
the pages with focused, targeted advertisements as a part of the page.
The advertisements can be made to satisfy a set of constraints
requested by the advertiser, as well as the constraints of the publisher
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of the page, as further discussed below.”

NAQVIWO, p. 5-6 — “The advertisement triggering mechanism of the
present invention is not random or coincidental, but rather, is
prespecified in advance. This specification will be referred to in this
application as a contract. A contract specifies the marketing rules that
link advertisements with specific queries. For example, a diet soft
drink advertisement may be shown when a user asks for a page about
exercising equipment. These rules are specified by advertisers
implementing the concept of "focus" or "relevance" of advertisements
and help the advertisers to target a specific audience. Owners of pages
specify the focus content of their pages through special tags within a
page. These tags are not displayed to the information consumer; the
tags are used to decide what advertisement can be shown when the
page is requested by a consumer. The notion of a contract, however,
goes well beyond

just marketing rules. First of all, the advertising space

on the online medium, although technically unlimited, is

severely restricted by the user's attention span. Placing advertisements
on the first page which constitutes the answer to a query gives the
advertisements much higher probability to be seen than on later pages
of the answer.”

NAQVIWO, p. 7-8 — “A consequence of QBA is that ads cannot be
placed on pages a priori because it is the query that determines what
ads are to be placed on a page. This is referred to as

dynamic advertising. The query asks for a page that has a

30 focus. Ads that are resident in the system are checked to
determine which ads can potentially be placed on the page

in question. This decision is based on matching the focus

of a page with the focus of the ad. When not all matching

ads can be placed on a page because of space limitations,

the contract enforcement feature of the present invention

ensures that the ads that are placed on the page are

5 consistent with the contracts signed by the system with the
advertiser.”

NAQVIWO, p. 9 — “In summary, the present invention provides a
system

and method for advertising on a computer network,

comprising a server containing a plurality of

advertisements, means for electronically connecting the

server to a computer network, and means for selecting and

15 retrieving an advertisement from the server in response to

a query entered on the network. The selecting means
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comprises means for ensuring that a selected advertisement

is relevant to the query. A mixer means is provided for
combining a retrieved advertisement with a content page

20 returned by the computer network in response to the query.
The mixer means comprises a layout manager means for
computing an optimum layout of a combined page containing
the retrieved advertisement and the content page. The

mixer means also comprises a typography manager means for
25 detecting special tags and HTML rules in the content page
and for determining which part of the content page the
selected advertisement can be displayed on. The content

page is provided by a home page dispatcher, a search

engine, or a generic HTML content provider in response to
30 the query.”

NAQVI WO, p. 24-25 — “In using a yellow page publisher there are two
broad 20 distinctions for a query. A client may be asking for a
certain category of listings, or the client may be asking

for a particular vendor. For example, the user could ask

for car dealers in Morristown, NJ (i.e., a category of

listings), or the user could ask for Morristown BMW located
25 on South Street in Morristown, NJ (i.e., a particular
vendor) . The system determines which of the two types of
queries or searches the user has made, as illustrated by

box 32 in Fig. 2. If the query is for a certain category,

the process will go to the left hand side of the flow chart

30 of Fig. 2, and if the query is for a certain vendor, the
process will go to the right hand side of the flow chart of

Fig. 2. The left hand side of the flow chart will be

explained first.

After determining the type of query, the category

search engine 33 next determines which category best fits
5 the user's request. The user may have asked for "car," but
the category in the yellow page provider's index may in
fact say "automobile." Or, the user may have asked for
"spectacles," and the category in the yellow page provider
may be called "optician." The matching of these variations
10 of terms is performed by the category search engine 33.

Once it has been determined which category the user's
request falls into, the advertisement selection process
comes into play with the ad selector 34. The ad selector
34 determines what advertisements are best suited to be
15 mixed in with what the user has requested. The content
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from the category search engine 33 and the ad(s) from the
ad selector 34 are then given to a mixer 35. The mixer 35
functions to mix the content coming from the search engine
with the ad(s) selected by the ad selector 34. The result

20 is the creation of a page that is of interest to the user.”

NAQVIWO, p. 32-33 — “Referring to Fig. 6, a process flow of the
mixer and ad selector will be described. The purpose of the mixer 35
(as previously described in reference to Fig. 2) is to take

publishers' content and advertisements and combine them

15 together so that the content and the advertisements are

mixed on the same page.

In Fig. 6, the mixer 35 is shown receiving two inputs

from the publishers: data 50 (which is the content) and EHTML
61 (which contains the special tags). The layout

20 manager 10 and parser 60 both form a part of the mixer 35.
The data 50 is input to the layout manager 10, and the
E_HTML 61 is input to the E_HTML parser 60, as previously
discussed. Both of these sub-modules then determine where
the advertisements can be placed on the publisher's page.

25 The advertisement list is then input from the ad

selector 34. The ad selector 34 receives a focus input 43,
retrieves relevant ads (step 70), and creates the

advertisement list using the prime space manager 20 (step
71). These advertisements are then placed in the parser 60

30 and the layout manager 10 (step 72), as described above.
The mixer 35 then logs all the essential billing and other

user information (step 73) for keeping track of the

system's placement of an advertiser's ad. At this point, a
refresh tag is inserted (step 74) and the system outputs an
HTML page (step 75).”

NAQVIWO, p. 39-40 - “Referring to Fig. 10, the flow of an ad
placement

process 110 according to the present invention will be
described. The purpose of ad placement is to allow
advertisers to enter their advertisements into the system.
For entering an ad, the system provides a screen that is
shown to the user asking whether the user wants to enter an
ad. If the user indicates yes by clicking on that

20 particular choice, the system enters the start 111 of the
ad placement mode. At this point the system asks the user
for the focus (step 112). The advertiser may say, for
example, that he is in the car business, the car washing
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business, or that he is a physician, a lawyer or whatever

25 other category name that he wants to give. The user is
also asked for an advertisement name at step 112. This is
just a name for future reference.

The purpose of the focus in step 112, as discussed

above, is to prevent an advertisement from being shown that
30 is not relevant to the query at hand. The system of the
present invention always shows advertisements that are
relevant to what the user has asked for. Therefore, it is

of paramount importance that the system know the context of
the ad. Thus, when the advertiser places an ad, the system
establishes the focus.”

NAQVIWO at Claims 1, 2, 8

Figures 1, 2, 7, 8A, 8B, 10, 11 (and associated text)

BULL

BULL at Col. 4 - “Along with displays, including those for data entry,
searches, search results, information retrieval, the user will
be presented with advertisements and/or coupons based on
criteria entered by advertisers. This criteria may take the
form of simple logic, linking an ad/coupon with a display or
be derived from complex software text search agents that
analyze one or more of the following: The user’s looking
pattern, the user’s psychographic profile, the user’s personal
profile, the availability of the advertiser’s/couponer’s goods
or services at the instant in time that the criteria is being
exercised. The placement of the ad/coupon will be logged
along with user profile information and provided to the
advertiser/couponer in some form of report.”

BULL at Col. 4 - “II. Software Agent Advertising Insertion.
Currently, advertisements in WWW pages are tightly tied

to each page, are inserted based on keywords or on a

psychographic profile of the user. Certain criteria will be entered
which delineates a pattern that is requested to be monitored. When this
pattern is seen or is in close match) in the user’s WWW activity, the
insertion mechanism is activated. If a certain web page is requested,
the present invention will display a particular

advertisement. The ad will be inserted based on the content

of the existing web page being read. An analysis of the text

stream of the user’s interactive session will be performed

on-line. For instance, if the user accesses web pages for

Holiday Inns on the West Coast, the insertion mechanism

could be established to automatically insert ads for Hilton
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Inns on the West Coast.”

BULL at Cols. 6-7 — “Initial Setup for Advertisers and Lead Generation
Advertisers: Advertisers, using a user access system 100 enter criteria
that should met for an advertisement/coupon placement. These criteria
are in the form of the complex software text search agents described
above. This includes a match

“threshold.” When this threshold is met or exceeded, an

ad/coupon will be appended to a system session. Statistical

analysis known as clustering is used to evaluate the data.

The ad/coupon may be resident on the user access system

100, an advertiser’s computer system (400 . . . N) or stored

in the Advertising DataStore 250. Additionally, the Advertiser may
include conditional criteria for ad/coupon place

ment (available inventory, in stock levels, excess capacity,

etc.). This criteria is referenced when the “threshold” is met

and if satisfactory, the ad/coupon is appended. This criteria

may be tested against data input through the user access

system 100, data on the advertising datastore 250 or data on

the advertiser’s computer system (400 . . . N). Additionally,
advertisers can input World Wide Web referential

information (hot links) to be displayed with ads/coupons or

on geographic map displays. These are stored on the adver

tising datastore 250

BULL at Col. 8 — “Ad/Coupon Insertion:

During the session, ads/coupons are inserted alongside
displayed data (text, picture or index displays) from the ad
datastore 250, based on ad/coupon insertion agents 233 and
inserted by the session management system 292. A Record
of Insertion along With appropriate user information (may be
general or precise to the name of the user) is stored in the
advertising activity datastore 260.”

BULL at Col. 10 —“233 Ad/Coupon Insertion Agents

These are complex software text search patterns that when
matched within the text being reviewed within a given
session, cause an advertisement/coupon to be added into the
display. These can be direct insertion or conditioned from
criteria on the Advertiser’s Computer Systems (400 . .. N)
and/or the user’s profile from the user profile datastore 210

BULL at Col. 13 - “III. Software Agent Advertising Information
Advertising is provided which benefits the user while
optimizing the advertiser’s expenditure by only presenting
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ads or coupons (or ads and coupons in a rotation if multiple
ads/coupons qualify) that are pertinent to that particular user.”
BuULL at Col. 11 - “250 Advertising DataStore

This is the storehouse of ads to be presented When a match

is made by the Ad/Coupon Insertion Agent 233”

BULL at Col. 12 —“296 Ad/Coupon Insertion System

This looks at the current display requested by the user

with a Ad/Coupon Insertion Agent 233, determines which

ads should be placed (or rotated) and makes the placement

(or establishes the rotation). . . 400 Advertiser’s Computer Systems
401 ... N These are DataStores established by advertisers to store
ads/coupons to be presented or to set additional conditions

for display.”

BULL at Col. 12 — “Certain criteria will be entered which delineates a
pattern that is requested to be monitored. When this pattern is seen (or
is in close match) in the user’s WWW activity, the insertion
mechanism is activated. If a certain web page is

requested, the present invention will display a particular
advertisement. The ad will be inserted based on the content

of the existing web page being read. An analysis of the text

stream of the user’s interactive session will be performed

online. When certain text patterns are observed (or close

matches are observed), an advertisement is inserted into the

display. The advertising may be static or connected to the adver
tiser’s computer datastore which designates specific ads or

coupons based on the pattern match and other conditions

which may be required. The software agent criteria is entered by the
merchant in the agent data store 230 which delineates a pattern that
needs to be monitored.

As an example, if the user accesses web pages for

“Holiday Inns on the West Coast”, the insertion mechanism

Would be established to automatically insert ads for “Hilton

Inns on the West Coast.””

BULL at Figs. 1 - 7 (and associated text)
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SUBMIT-IT

TECHCRUNCH’ at 2-3 - “But we weren’t the first to appreciate the true
value of search. Submit-It, founded a few years earlier in a dorm
room by Scott Banister, helped website owners submit their URLSs to
multiple search engines and directories. Banister saw how badly his
customers wanted to secure placement on search results. In 1996, he
brilliantly conceived an idea he called “Keywords”: to sell search
listings based on pay-for-placement bidding — more or less the same as
today’s AdWords. Banister began pitching the idea to anybody who
would listen to him, including, among others, Bill Gross of Ideal.ab,
and the principals of LinkExchange: Tony Hsieh, Sanjay Madan, and
me.”

HEALTHGATE

HEALTHGATE.COM ' - “Due to our aggressive pricing and volume

discount plans, the actual cost per thousand (CPM) impressions may
vary. Our Keyword Plan gives you the ability to ensure that your ad
will be displayed whenever a user enters your pre-defined keyword.”

INFOSEEK

PRNEWS at 1: “It is possible for a company to buy its own name or an
ad to ensure it is listed at the top of a search results page.”

PRNEWS at 1: “Advertisements that appear only with the results of a
specific key word search are a minimum of $1,000 for a four-week
period. WebCrawler, Lycos, and Infoseek offer advertisement banner
links, however Alta Vista’s product is still in beta-test.”

FROOK at 1: “These advertisements work by delivering a sales pitch
along with the results of a key-word search on a search engine. For
example, a user searching under the subject "cars" might receive a
Web ad for Genetal Motors Corp. or Chrysler Corp., while a search
for modems might delivervan ad for online computer superstore
NECX Direct.

InfoSeek Corp. introduced the first search-engine ads in March,
but imponant developments in recent weeks point toward increased
use of the technique on the Web.”

OPEN TEXT INDEX

CNET - “Open Text is offering to help those publishers by allowing

® TechCrunch shall refer to Ali Partovi, “Bubble Blinders: The Untold Story of the Search
Business Model,” posted Aug. 29, 2010

' HEALTHGATE.coM will refer to the HealthGate.com website at the webpage currently

available at

https://web.archive.org/web/19961105192255/http:/www.healthgate.com/HealthGate/product/sp

onsorship.html
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them premium slots in its search engine without requiring them to buy
more expensive advertising banners. Under the company's Preferred
Listing [http://www.opentext.com/omw/preferred_c.html] service, a
merchant that sells personal computers online, for example, could
ensure that its Web site appears as the top listing in searches for the
terms PC and computer.”

FAIN - “Paid search reconciled this dilemma by tying
the search engine’s revenue to the act of transferring
the user to an advertiser’s site. In 1996, the search
engine Open Text briefly offered preferred listings,
in which sites would pay to be inserted into the
search result set for particular keywords.”

PR NEwS

PR NEWS at 1: “The general solution to avoid getting buried by others'
words is to buy a ‘search word,” an option introduced last year by
several search engines.

For example, it is possible for a company to buy its own name or an
ad to ensure it is listed at the top of the search results.

Time Warner could thus ensure that anyone who enters the term ‘Time
Warner’ will see its home page or ad at the top of the search results.

Charges for banner ads in search engines vary, but tend to be
expensive, according to Beth Lanahan, spokesperson for one of the
Web's more popular search engines, InfoSeek. Depending on
Impression and specific topic, advertisements that rotate through
directories range from $7,500 to $73,000 for a four-week period.
Advertisements that appear only with the results of a specific key
word search are a minimum of $1,000 for a four-week period.

WebCrawler, Lycos and Infoseek offer advertisement banner links,
however Alta Vista's product is still in beta-test.”

KoOHDA ’96

KOHDA °96, §1: “An advertising agent is placed between the
advertisers and the users. Advertisements fetched from advertisers'
Web servers are merged with Web pages from ordinary Web servers
by the agent, and the merged pages are displayed on the users' Web
browser. Thus, the users see advertisements on any server around on
the Internet. Moreover the agent has chances to deliver appropriate
advertisements which suit each user's taste.”

Id., §2.1: “First of all, the advertising agent company makes a contract
with advertiser companies. Remark that ordinary users can become
advertisers or advertising agents if they are ready to pay for it, but we
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use the word, company, to make the explanation brief. The agent
company is responsible for delivering advertisements to users. The
advertisements are stored on the agent's Web server.”

Id., §2.2: “When a user clicks an anchor on a page displayed on the
browser, the browser contacts the Web server and returns a Web page
designated by the anchor. Simultaneously, the browser contacts the
advertising agent's Web server. The agent's Web server returns a Web
page of one of its advertisements. Then the browser merges those
returned Web pages, and displays a composite page on the screen.”

Id., §2.2: “Note that the agent is aware of the identity of the user and
which page the user is about to read on the browser, so the advertising
agent can tailor advertisements for individuals and their current
interests. Thus it prevents the user from having to see advertisements
that are unrelated to their current interests.”

Id., §3.2: “The filter keeps in memory the contact path (URL) to the
agent's Web server. When it is invoked, it forwards the invocation
parameters passed from the browser to the agent's Web server, and
waits for a reply. Then, the agent's Web server returns one of its
advertisements or other useful information. The filter merges the reply
from the agent's Web server before the input from the pipe, i.e., Web
pages from other Web servers.”

Fig. 2:
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KOHDA ’853

KOHDA ’853 at 38:30-35: “the advertising information server provides
the advertising information automatically based upon the retrieval
condition data, wherein another predetermined tag is added to the
provided condition data to retrieve advertising information, and is
derived from the retrieval information.”

Id. at 23:60 to 24:7: “When the user is obtaining the information about
the sales conditions of the latest automobiles, the information server
100 to obtains and analyzes the retrieval information to be obtained by
the user, and recognizes that the information relates to the sales
conditions of the latest automobiles.... Then, the information server
102 selects the advertising information about, for example, sports cars
from a large volume of advertising information relating to
automobiles, and transmits the selected information to the information
retrieving apparatus 100. As a result, the advertising information in
which the user may be interested can be transmitted to the user,
thereby enhancing the advertising effect.”

A Framework for
Targeting Banner
Advertising on the
Internet, by Katherine
Gallagher and Jeffrey
Parsons, Proceedings of
the Thirtieth Annual
Hawaii International
Conference on System
Sciences, 1997 IEEE.
(“GALLAGHER”)

See e.g., GALLAGHER, p. 1 (“In this paper, we address the challenge of
attracting a defined target audience to a Web site via banner
advertising. We propose a framework for effectively targeting banner
advertising in an electronic marketplace in a manner that benefits both
advertisers and consumers.”); id., p. 2 (“In this paper, we restrict our
discussion to banner advertising that appears in the course of users’
browsing and searching activities on information services, such as
Yahoo! (http://www.yvahoo.com) and Excite (http://www.yahoo.com),
that provide an entry point to Internet resources.”)

For advertisers, Web
offers wide audience,
pinpoint accuracy, The
Boston Globe (May 5,
1996) (“BRAY”)

See e.g., BRAY, p. 1 (“DoubleClick has assembled a network of about
30 Internet sites, including the Excite search engine, the SportsLine
sports news service and the Travelocity travel-planning service. The
members sell ad space to major companies such as Microsoft, Intel
and Bank of America. But instead of displaying the ads to all comers,
DoubleClick targets them to particular viewers.”)

Poppe Tyson Partners
With Atlanta Software
Leader To Form
Doubleclick -- The First
Advertising Network
For The Internet, PR
Newswire (Feb. 6,
1996). (“PoPPE
TYSON”)

See e.g., POPPE TYSON, p. 1 (“DoubleClick’s network, which is
currently live on a number of major sites as part of a beta test, is
anticipated to have in excess of 200 quality Web sites by the end of
the year. The network will go live in early April. Currently,
DoubleClick represents two leading Web sites, Netscape and Excite!.
In addition, the DoubleClick network will offer advertisers a unique
ability to customize and target ads to specific users and to measure
results.”)
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See e.g., BOSTON GLOBE, p. 1 (“Try this experiment: go to Yahoo
(www.yahoo.com) and enter in the search term, sex. On the results
page, you’ll see a banner ad at the top for ‘Amateur Hardcore, the
Net’s only XXX search engine.” Yahoo has taken the liberty of
identifying you as a dirty trenchcoat type, and served up an ad aimed
at your kind.”)

“Start-Ups Plot to Make
the Web Comfortable
for Advertisers,” The
New York Times
CyberTimes, February
13, 1996. (FLYNN)

See e.g., FLYNN, p. 2 (“Yahoo!, for example, uses [NetGravity’s]
AdServer . . . AdServer offers Yahoo! several features for targeting
ads to specific visitors. For starters, when a visitor to the Yahoo! site
conducts a search by inputting a keyword, advertising related to that
keyword appear on the screen. A visitor might, for example, conduct
a search for Web pages related to cars. The server would then display
an ad related to cars when it displays the results of the query.”

“NetGravity Launches
AdServer, the Premier
Advertising
Management System
Software for World
Wide Web Publishers,”
dated January 31, 1996.
(NETGRAVITY
LLAUNCHES ADSERVER)

See e.g., NETGRAVITY LAUNCHES ADSERVER, p. 1 (“Yahoo!, the first
web site to use NetGravity’s ad management software, is now able to
schedule, deliver and track its advertising with maximum
effectiveness and efficiency using NetGravity AdServer.”); id.
(“AdServer provides Web sites the means to sell targeted ad displays
by delivering ads on the context of a search or a news feed.”)

ABOUT NETGRAVITY
ADSERVER

See e.g., ABOUT NETGRAVITY ADSERVER, Targeting Ads, p. 1 (“When
a browser connects to your content server, it announces its identify,
including its type and version, domain, and platform. AdServer
receives and interprets this announcement, and uses that information
to target an ad and show it only to someone matching criteria that you
specify.”); id., p. 2( “By targeting ads, you can offer your advertisers a
vastly more efficient way to reach their desired audience. instead of
showing an ad to a mass audience, you can show the ad to those few
people most likely to respond to it. AdServer is preconfigured to
support targeting based on browser type and version, domain,
platform, and time of day. In addition, you can modify the supported
values for these criteria, or introduce your own criteria on which to
target ads.”); Scheduling Ads, p. 1 (“Rotating multiple ads through a
single space allows you to: . . . provide your site visitors with
changing ad content.”); id., Working With Space Groups, p. 1 (“A
group also has a rotation period. This specifies how often the ads that
are currently running in the group will rotate through the spaces in the
group.”); id. (“Rotating multiple ads through a single space allows you
to: sell a single ad space to more than one advertiser, give a single
advertiser the ability to show a variety of ads, provide your site
visitors with changing ad content.”)

NETGRAVITY

See e.g., NETGRAVITY ADSERVER HELP, Installing the Redirection
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ADSERVER HELP

Utility (“When a visitor to your site clicks on an ad, AdServer
redirects them to the advertiser’s site.”); id., What is an Advertiser?
(“An advertiser is an entity that requests the placement of one or more
ads. The advertiser typically provides you with the ad that should
appear in an ad space, along with a URL to which a user is sent when
they click on the ad.”); id., Working with Advertisers, p. 1 (“An
advertiser is an entity that requests the placement of one or more ads.
The advertiser typically provides you with the ad that should appear in
an ad space, along with a URL to which a user is sent when they click
on the ad.”); id., Rotating Multiple Ads Through a Single Space (“To
place multiple ads into a space, create an ad family that contains those
ads. When you place the family into a space, the ads in the family
rotate through the space according to the family’s Rotation Period
setting.”)

MEEKER

MEEKER at 6-6: “Search engines, by definition, use text input by users
to conduct searches of relevant content on the Web. Since
advertisements are displayed along with the search results, these
companies allow advertisers to buy “key words,” which display the
advertiser’s banner when a user searches for the word purchased. It
follows that the word or words purchased are generally related in
some way to the advertiser’s products or services. Infoseek and
Yahoo! charge $1,000 per month per keyword, and based on a target
of 20,000 impressions, this would yield a CPM of $50. For example,
Figure 6-3 shows how the results of a search for the word “router”
yielded a typical list of sites but also netted an advertisement for
Cabletron Systems (a maker of switches, considered an alternative to
routers). In fact, any time this word was searched for, the same ad
came up. A search for “hub” consistently resulted in a different ad for
the same company. (Yes, we searched for “beer,” and each time we
got a Miller Genuine Draft ad).”

“Study: Search Engine
Vendors Adopt New
Strategies,” Phillips
Business Information’s
Internet Week, Aug. 5,
1996 (“PHILLIPS
BUSINESS”)

PHILLIPS BUSINESS at 1: “Another approach to selling ads is through
leasing key search words. Advertisers can purchase the rights to a key
word not necessarily one derived from their own products. If a search
term matches a key word, their ad will be placed. Lycos Marketing
Manager Sarah Garnsey said users who enter the key word
"Windows" on the Lycos engine, for example, will see an ad for IBM.
She added that AT&T {T} once owned the key word "telephone."

DEDRICK 1994

See e.g., DEDRICK 1994, p. 57 (“To enable electronic advertising to
subsidize the consumption of electronic content, these yellow pages
services are also integrated with a variety of related services.”);id., p.
58 (“Each object may have attributes consisting of hot links to other
objects, each of which may have attributes such as viewing time and
desired consumer target variables.”); id., p. 59 (“*“a dynamic linking
(“hot-link™) capability is a very important feature that is being
incorporated into electronic advertisements. Objects may contain
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dynamic link attributes which are embedded by the author of the
electronic advertisement at the time of the object creation. . . . This

dynamic upgradeability is gained by enabling the dynamic link to
point across the content distribution network to objects residing on
remote servers. These objects may contain actual advertising content
or they may themselves be dynamic links, pointing to other objects.
Invocation of a dynamic link may be the result of a process-triggered
function or consumer interaction (such as a consumer clicking on a
hot-spot in a graphic or digital video clip within an electronic
advertisement. Dynamic links that exist within regular electronic
content may also point to related electronic advertising objects.”); id.,
p. 62 (“the currently suggested attribute extension list is as follows: . .
.Dynamic (e.g. hypertext) links to associated objects, residing on both
local and remote servers . ..”)

DEDRICK 1995

See e.g., DEDRICK 1995, p. 42 (““An electronic yellow pages might
consist of various types of advertising . . .”); id., p. 42 (“enables the
creation of ads with embedded demographic and psychographic
variables, allowing the distribution network to concentrate delivery of
ads to the most desirable consumers (or to all connected consumers at
the advertiser’s option).”); id., p. 44-45 (“A hyptertext linking (hot-
link) capability is a very important feature in electronic ads. Elements
can contain hypertext link attributes embedded by the electronic ad’s
author during element creation. This hypertext link capability allows
the advertiser to change an element, and thus the ad, dynamically at
any time. This dynamic upgrade-ability is gained by enabling the
hypertext link to point across the content distribution network to
elements residing on remote servers. These elements can contain
actual advertising content, or they might themselves be hypertext links
pointing to other elements. Invocation of a hypertext link might be the
result of a process-triggered function or consumer interaction (such as
a consumer clicking on a hot spot in a graphic or digital video clip
within an electronic ad.) Hypertext links within regular electronic
content might also point to related electronic advertising elements.
For example, if an author publishes an article electronically, the author
could insert a hot spot into the article that, when selected by the
consumer, will point to a related electronic ad. By selecting the hot
spot, the consumer triggers the ad to be downloaded to the local
consumption device.”); id., p. 45 (“Other profile data might include
key words and other variables used by consumption agents for finding
both electronic content and electronic ads that have a certain ‘hit rate’
when matched against a consumer’s profile.”); id., p. 45 (‘2. When a
consumption device presents one of these labeled electronic ads to a
consumer, all input and output between the consumer and the
multimedia element currently being consumed is monitored. 3. Each
of these I\O interactions is correlated to the labels associated with the
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particular multi-media element being displayed on the consumption
device. 4. Relations between the elements of the electronic ad that are
not chosen for interaction by the consumer are also correlated with the
labels associated with each multimedia element. 5. The correlations
made in the previous steps are entered into the consumer’s profile,
representing data on what a consumer likes and dislikes.”); id., p. 46
(““As personal consumption profiles become more robust, consumers
might begin to see ads focusing on their favorite subjects, presented
primarily in their favorite colors, sizes and shapes. Also, their agents
might report the availability of electronic content and ads matching
their personal profiles.”)

GALLAGHER

See e.g., GALLAGHER, p. 1(“In this paper, we address the challenge of
attracting a defined target audience to a Web site via banner
advertising. We propose a framework for effectively targeting banner
advertising in an electronic marketplace in a manner that benefits both
advertisers and consumers.”); id., p. 2 (“We define a banner
advertisement as: . . . embedded within, and visually distinct from,
information provided by an online service.”); id. (“We define a banner
advertisement as . . . with hypermedia links to the sponsor’s Web
site.”); id., p. 3 (“As of August 1996, both Yahoo! and Excite offered
advertisers three options: general rotation, geographic or content
targeting, and keyword-based targeting. . . . The third option,
keyword-based targeting makes greater use of the targeting potential
of information services. A company can buy keywords so that
whenever a user enters one of those keywords during a search, s/he
will be exposed to the company’s banner advertisement. This ensures
that that the banner advertisement is presented only to people with a
demonstrated interest in the area. For instance, a marketer of golf
equipment might buy the keyword ‘golf.” Every time a user enters
“golf” in a search, a banner advertisement for the equipment would

appear.”)

“NetGravity AdServer
Chosen by GNN to
Standardize
WebCrawler
Advertising
Management,” dated
June 17, 1996.
(NETGRAVITY
ADSERVER CHOSEN BY
GNN)

See e.g., NETGRAVITY ADSERVER CHOSEN BY GNN (“NetGravity, the
leader in Internet advertising technology, today announced GNN, a
service of America Online Inc., will take advantage of the NetGravity
AdServer technology for WebCrawler. . . . This allows GNN to . . .
dynamically deliver targeted ads. . . . Now, through NetGravity’s
relationship with I/Pro, Web sites will be able to develop and place
advertising much more effectively using management tools with
demographic profiles for targeted ad placement.”)

Lycos, Inc. Registration
Statement No. 333-354,
dated April 3, 1996
(“LYcos PROSPECUS™),
produced at GOOG-

See LYcos PROSPECTUS at GOOG-WRD-00872477:
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Id. at GOOG-WRD-00872482:

products addressing certain of the Company's target markets. The primary competitors of the Company's
products and services are other Internet catalog, directory and review services, including America Online’s
Web Crawler, Architest Software, Inc.s excite, Digital Equipment Corporation’s Alta Vista, Infoseek
Cmpnmﬂnu,TheMcxmhme:p,meTmCotpunbunmdﬁhmTCorpnnhm lnaddlmm.the
Company competes with metasearch services that allow a user to h the dat | catalogs and
me.mmmwwmmmmmo&
information search and retrieval with their core datsbase products. In the future, the Company
may encounter competition from providers of Web browser software and other Internet products and services
that incorporate search snd retricval features into their offerings. Many of the Company's existing competitors,
as well as a number of potential new competitors, have significantly greater financial, technical and

Id. at GOOG-WRD-00872500:

advertisers to help them exploit the capabilities of the Internet as an advertising medium.

Strategy
The Company's abjective is to establish its Internet navigational products and services as a ubiquitous,
branded media service that millions of viewers routinely o to or go through to find information and resources
on the Internet, The Company seeks to leverage the high volume of traffic created by its products and services
Lﬁn;ﬂnﬁmhaﬂmnwmmwﬁmmdmdmmmﬁmQ
ude:

Id. at GOOG-WRD-00872500-501:

Pursue Innovative Advertising Solutions. The Company is actively seeking to develop innovative ways
for advertisers to reach their target audiences through the Internet effectively. The designs and
offers customized packages which include the ability to change advertisements quickdy and frequently, to link
a specific search term to an advertisement, to conduct advertising test campaigns with rapid result delivery
and to track daily usage statistics,

Id. at GOOG-WRD-00872503-504:

Advertising Sales and Services
The Company has to date derived substantially all of its revenues from the sale of advertisements on its
Web pages. For the six months ended January 31, 1996, advertising ted 90.2% of the

Company’s total revenues. In addition, bmdonxmhblehdumymformaﬁm,theCumpmybebemthnlt
has already established itself as a premier site for advertisers as evidenced by its ranking as one of the top ten
recipients of Internet advertising revenues in the fourth quarter of 1995. The Company has established a
direct sales force experienced in the advertising business to address the new and evolving requirements of the
Internet advertising market. The Company’s direct sales force consists of four individuals from the
industry who are focused on ensbling Lycos’ advertising customers to take advantage of the Internet as an
advertising medium. The Company believes that an experienced sales force is critical to initisting and
maintaining relationships with advertisers and advertising agencies. The Company’s sales personnel are based
in Boston, New York, San Francisco snd Pittsburgh, The Company’s sales force sells advertising space on each
of the Company’s mmlhdwmofﬂm(bmpmy’a]imaew the Company’s sales force also
sells advertising space on the Company's services as offered by the licensee, for which the Company receives
a sales commission in addition to a percentage of the advertising revenue as specified in the license agreement.
Advertising revenue is generated by advertisers placing billboard advertisements on any of the multiple
screens that are displayed on the Lycos Catalog, a2z Directory and Point Reviews services. The Compeny's
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example, when yellow pages is hed, a NYNEX Interactive Yellow Pages advertisement appears), Keyword
advertising permits advertisers to target advertisements to selected audiences. The Company advises
advertisers on advertisement placement and design to enable them to develop advertisements and monitor
them for effactiveness. To assist advertisers in monitoring the effectiveness of their advertisements and
mahngwﬂchmgu.&e%wmmﬂeaﬂvwﬂemwﬂ&daﬂywpmmm
impressions and the number of times users “click on” an ad to visit the advertiser's site. The Company’s
standard rates for advertising range from $20,000 to $50,000 per million impressions. These advertising rates
vary depending upon whether or not the advertising package is keyword based. To date, the duration of the
Gnmpmfsdvuumgmmmmhwermgedﬁmmswmkmmemdepepdhgmdnnumbmuf
impressions purchased. Because the Internet as an advertising medium is new and developing, it is diffcult to

predictthepumlmmgpmermuh&wmmn

Id. at GOOG-WRD-00872505:

Froduct Development

Lycos believes that its future success will depend in large part on its ability to continue to enhance its
products and services and to develop other products and services based on or complementary to its core
catalog and search and indexing technology. An important factor in the future success of the Lycos Catalog
will be the Company's ability to provide more content, functionality and features than those typically available
in other competitive offerings and to continually refine the search and indexing technology such that the Lycos
Catzlog will be able to scale with the growth in Web pages. Accordingly, theOumpmf:pmductduvdnpmmt
uﬂbrumfomedmnhmmgluoﬂermgwﬂhﬂmeﬁnmmamﬂnmﬂng capabilities of the
lmthgb'mpwngﬂ:mmﬁu interoperability with other Web technologies. In order to
respond to rapidly changing competitive and technological conditions, the Company may seek to enhance or
expand its product offerings through acquisitions of complementary technologies, products or businesses,

Lycos, Inc. Form S-1
Registration Statement,
dated February 14,
1996 (“Lycos S-17),
produced at GOOG-
WRD-00872550-
GOOG-WRD-
00872923

See LyCos S-1 at GOOG-WRD-00872554:
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Id. at GOOG-WRD-00872558:

Competition. The market for Internet products and services is highly competitive. In addition, the
Company expects the market for Internet advertising, to the extant it develops, to be intensely competitive.
There are no substantial barriers to entry, and the Company expects that competition will continue to
intensify. Although the Company believes that the diverse segments of the Internet market will provide

ties for more than one supplier of products and services similar to those of the Company, it is
possible that a single supplier may dominate one or more market segments. The Company believes that the
principal competitive factors in this market are name recognition, performance, ease of use, variety of value-
added services, functionality and features and quality of support. A number of companies offer competitive
products addressing certain of the Company’s target markets. The primary petitors of the Company’s
products and services are other Inmatalog.dlwcmaﬂd review services, including America Online’s
Web Crawler, Architext Software, Inc.'s excite, Digital Equipment Corporation’s Alta Vista, Infoseek

Corporation, The McKinley Group, Open Text Corporation and Yahoo! Corporation. In addition. the
Company competes with h services that allow & user to search the databases of | catalogs and
directories simultaneously. The Company also competes indirectly with datsbase vendors that offer
information search and retrieval capabilities with their core database products. In the future, the Company
may encounter competition from providers of Web browser software and other Enternet products and services

that incorporate search and retrieval features into their offerings. Many of the Company’s existing competitors,

Id. at GOOG-WRD-00872576:
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The Company believes that the sizable traffic flow generated from its products and services provides an
attractive platiorm for measurable, targeted, cost-effective and interactive advertising on the Internet. The
Company combines technical skills with advertising industry expertise to provide differentiated solutions to
advertisers to help them exploit the capabilities of the Internet as an advertising medium.

Strategy

The Company's objective is to establish its Internet navigational products and services as a ubiquitous,
branded media service that millions of viewers routinely go to or go through to find information and resources
on the Internet. The Company seeks to leverage the high volume of traffie ereated by its products and services
into & platform for advertisers to reach their targeted audiences. Key elements of the Company's strategy
include:

Id. at GOOG-WRD-00872576-577:

Pursue Innovative Advertising Solutions. The Company is actively seeking to develop innovative ways
for advertisers to reach their target audiences through the Internet effectively. The Company designs and
offers customized packages which include the ability to change advertisements quickly and frequently, to link
a specific search term to an advertisement, to conduct advertising test campaigns with rapid result delivery
and to track daily usage statistics.

Id. at GOOG-WRD-00872579-580:

Advertising Sales and Services

The Company has to date derived substantially all of its revenues from the sale of advertisements on its
Web pages. For the six months ended January 31, 1696, advertising revenues represented 90.2% of the
Company’s total revenues. In addition, based on available industry information, the Company believes that it
has already established itself as a premier site for advertisers as evidenced by its ranking as one of the top ten
recipients of Internet advertising revenues in the fourth quarter of 1995. The Company has established a
direct sales force experienced in the advertising business to address the new and evolving requirements of the
Internet advertising market. The Company's direct sales force consists of four individuals from the advertising
industry who are focused on enabling Lycos’ advertising customers to take advantage of the Internet as an
advertising medium. The Company believes that an experienced sales force is eritical to iniliating and
maintaining relationships with advertisers and advertising agencies. The Company's sales per | are based
in Boston, New York, San Francisco and Pittsburgh. The Company’s sales force sells a.dveru:mg space on each
of the Company's services. Under one of the Company’s li ts, the Company's sales force also
sells advertising space on the Company’s services as offered by the licensee, for which the Campany receives
a sales commission in addition to a percentage of the advertising revenue as specified in the license agreement.

Advertising revenue is generated by advertisers placing billboard advertisements on any of the multiple
sereens that are displayed on the Lycos Catalog, A2Z Directory and Point Reviews services. The Company’s
advertising revenues are derived principally from short-term advertising contracts in which the Company
guarantees a minimum number of impressions (an impression is a one-on-one view of an advertisement by
the end user) for a fixed fee or on a per impression basis with an established minimum fee. The Company
also sells advertising on a keyword basis that links an advertisement to a specific search term or topic (for
example, when yellow pages is searched, a NYNEX Interactive Yellow Pages advertisement appears). Keyword
advertising permits advertisers to target advertisements to selected audiences. The Company advises
advertisers on advertisement placement and design to enable them to develop advertisements and monitor
them for effectiveness. To assist advertisers in monitoring the effectiveness of their advertisements and
making appropriate changes, the Company can provide advertisers with daily reports showing advertising
impressions and the number of times users “click on™ an ad to visit the advertiser's site. The Company’s
standard rates for ad\rert‘ising range from $20,000 to $50,000 per million impressians. These ad\.mising rates
vary depending upon whether or not the advertising package is keyword based. To date, the duration of the
Company's adw::rl.lsmg commitments have ranged from one week to one year depending on the number of

ns d. B the Internet as an advertising medium is new and developing, it is difficult to
predlct the purchasmg patterns of advertisers.

Id. at GOOG-WRD-00872581:
Product Development

Lycos believes that its future success will depend in large part on its ability to continue to enhance its
products and services and to develop other products and services based on or complementary to its core
catalog and search and indexing technology. An important factor in the future success of the Lycos Catalog
will be the Company’s ability to provide more content, functionality and features than those typically available
in other competitive offerings and to continually refine the search and indexing technology such that the Lycos
Catalog will be able to scale with the growth in Web pages. Accordingly, the Company’s product development
eflorts are focused on enhancing its offerings with these features as well as expanding the capabilities of the
Lycos Catalog by improving its user interface and interoperability with other Web technologies. In order to
respond to rapidiy changing competitive and technological conditions, the Company may seek to enhance or
expand its product offerings through acquisitions of compl y technologies, products or businesses.
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Excite, Inc. SB-2
Registration Statement
No. 333-2328-LA,
March 11, 1996
(“Excite SB-2")
produced at GOOG-
WRD-00872006-
GOOG-WRD-
00872094

NetSearch and NetDirectory
Excite's MetSearch and NetDirectory target the mass Internet market. Consumers
can conduct concept-based searches on the full text of more than 1.5 million

Web pages, browse a database of over 50,000 Web site reviews

and search postings on more than 10,000 Usenet discussion groups.
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97




Reference

Disclosure

Personal Excite
Personal Excite is a personalized page that selects and compiles Web
content, including advertising, to match each individual's unique interests.
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Id. at GOOG-WRD-00872011.

Intense Competition
The market for Internet sewlces and pmducts. pm'uc-ula:])r Internet advertising and Internet

search and retrieval services and p is i itive. Since there are no substantial
barriers to entry, th,e Comp t petition in t]:e:e markets to intensify. The Company
beli that the principal comp titive factors in these markets are name recognition, performance,

ease of use and functiunality.. The pr(mu'y competitors of the Company’s services and products are
Intérnet search and retrieval companies such as Infoseek Corporation, Lycos, Inc., The McKinley
Group, Inc., Open Text Corporation and Yahoo!, Inc. and specific search and retrievsl services and
products offered by other companies, such as AOL's Web Crawler and Digital Equipment Corpora-

tion's Alta Vista. The Company also competes indirectly with services from other database vendors
such as Lexis/Nexis and Dialog and other companies that offer information search and retrieval
capabilities with their core database products. In the future, the Company may encounter competition
from online service providers, Web site operators, providers of Web browser software (such as
Netscape or Microsoft Corporation {*Microsoft’")) and other Internet services and products that
incorporate search and retrieval features into their offerings, whether through internal development or
by acquisition of one or more of the Company’s direct competitors. Many of the Company's existing
competitors, as well as a number of potential new competitors, have longer operating histories in the
Internet market, greater name recognition, larger customer bases and databeses and significantly
greater financial, technical and marketing resources than the Company. Such petitors may be able
to undertake more extensive marketing campaigns and make more attractive offers to potential
employees, distribution partners, advertisers and content providers. Further, there can be no assurance
that the Company's competitors will not develop Internet search and retrieval services and products
that are equal or superior to those of the Company or tlu.l achieve greater market acceptance than the
Company’s offerings in the area of name Ty , ease of use and functionality. Since
2 number of the Company’s current advertising custmers and strategic partners also have established
relationships with certain of the Company's competitors, there can be no assurance that the Company
will be able to retain a customer base of advertisers or that strategic partners will not sever or will elect
to renew their agreements with the Company. There can be no assurance that the Company will be
able to compete successfully against its current or future competitors or that competition will not have
a material adverse effect on the Company’s business, results of operations and finaneial condition.

Id. at GOOG-WRD-00872017-18.
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The Excite Solution

Excite develops and provides targeted Internet navigation services and products designed to allow
consumers, content providers and advertisers to interact more effectively on the Web. Excite believes
that to fully realize the Web's potential as a new communications medium, the Company must focus on
the way consumers use the Web. By combining its state-of-the-art navigation technolegy and media
expertise, Excite seeks to develop and introduce consumer-focused navigation services and products
Excite believes that these services and products will not only allow consumers to better experience the
Web, but that they will also assist content providers in delivering content and provide advertisers with
more value-added advertising options.

Id. at GOOG-WRD-00872038.

Advertisements on the Excite service are banner or billboard style advertisements and are
prominently displayed on the interface of all Excite navigation services. As the consumer interacts
with the service, new advertisements are displayed. From each adverti 1t screen, ¢ s can
hyperlink directly to an advertiser's own Web site, thus allowing the advertiser an opportunity to
directly interact with a consumer who has expressed interest in its advertisement.

Id. at GOOG-WRD-00872043.

The Company offers a variety of advertising programs that enable advertisers to target their
audiences at various levels of market segmentation: mass market placement, which does not have any
market segmentation; affinity placement, which delivers advertisements to an audience with a specific
topical or regional interest; and individual placement, which displays advertisements to users of a
specific profile. The Company currently offers the following advertising programs:

Ceneral Rotation. The Company offers a general rotation program that allows advertisers to
reach a large number of Web consumers. Advertising banners rotate through well-trafficked
Excite pages, including the main NetSearch and NetDirectory pages and NetSearch results pages.
This program delivers a higher volume of mass market consumers and provides frequent exposure
to advertisers.

City Net and Regional Excite. The Company provides a City.Net program and will provide a
Regional Excite program that allow advertisers to direct advertisements to geographical affinity
groups. This targeted approach can be used to complement a national marketing strategy with
local or regional messages.

Keywords. The Company’s keyword program offers advertisers an opportunity to target
specific audiences by assigning ad banners to certain key words or concepts. For example, when
Windows '95 is searched, a Microsoft advertisement could be displayed. Because of the ability to
customize the targeted nature of potential customers, the Company is able to charge premium
rates for such keyword advertising.

Id. at GOOG-WRD-00872044.

Advertisers can also combine multiple advertising packages in order to develop a complete
advertising plan that reaches multiple audiences and that is designed to maximize reach, frequency of
exposure and customer response. For example, an airline company might have general rotation as a
base of mass exposure. The advertising schedule eould be enhanced based upon topical affinity, by
displaying a banner every time a user searches using the word “travel” or “airfare,” as well as by
displaying an advertisement to all Personal Excite users who are interested in travel. The schedule
could be Further refined by placing banners on the Life & Style/Travel page in NetDirectory, as well as
on a variety of U.S. and international city pages on City.Net that may correspond to hubs of national or
international business.

Advertising is sold primarily through a combination of a small direct sales force and an advertising
sales ap . The Company's direct sales operation currently consists of two individuals, both
alparlencod i.n selling Internet advertising, who are based in San Francisco and New York. To
supplement its internal sales force, the Company has retsined the services of Double Click, of
Mountain View, California, an advertising sales agency specializing in interactive advertising place-
ment. The Company has only a limited number of sales and marketing personnel at the present time.
See “Risk Factors — Limited Sales Force; Evolving Distribution Channels.”

Id.
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Excite, Inc. Prospectus,
dated April 3, 1996
(“Excite Prospectus™)
produced at GOOG-
WRD-00871928-
GOOGL-WRD-
00872005

NetSearch and NetDirectory
Excite's MetSearch and NetDirectory target the mass Internet market. Consumers
can conduct concept-based searches on the full text of more than 1.5 million

Web pages, browse a database of over 50,000 Web site reviews

and search postings on more than 10,000 Usenet discussion groups.
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Personal Excite
Personal Excite is a personalized page that selects and compiles Web
content, including advertising, to match each individual's unique interests.
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Id. at GOOG-WRD-00871931.

Intense Competition
The market for Internet sewlces and pmducts. pm'uc-ula:])r Internet advertising and Internet

search and retrieval services and p is i itive. Since there are no substantial
barriers to entry, th,e Comp t petition in t]:e:e markets to intensify. The Company
beli that the principal comp titive factors in these markets are name recognition, performance,

ease of use and functiunality.. The pr(mu'y competitors of the Company’s services and products are
Intérnet search and retrieval companies such as Infoseek Corporation, Lycos, Inc., The McKinley
Group, Inc., Open Text Corporation and Yahoo!, Inc. and specific search and retrievsl services and
products offered by other companies, such as AOL's Web Crawler and Digital Equipment Corpora-

tion's Alta Vista. The Company also competes indirectly with services from other database vendors
such as Lexis/Nexis and Dialog and other companies that offer information search and retrieval
capabilities with their core database products. In the future, the Company may encounter competition
from online service providers, Web site operators, providers of Web browser software (such as
Netscape or Microsoft Corporation {*Microsoft’")) and other Internet services and products that
incorporate search and retrieval features into their offerings, whether through internal development or
by acquisition of one or more of the Company’s direct competitors. Many of the Company's existing
competitors, as well as a number of potential new competitors, have longer operating histories in the
Internet market, greater name recognition, larger customer bases and databeses and significantly
greater financial, technical and marketing resources than the Company. Such petitors may be able
to undertake more extensive marketing campaigns and make more attractive offers to potential
employees, distribution partners, advertisers and content providers. Further, there can be no assurance
that the Company's competitors will not develop Internet search and retrieval services and products
that are equal or superior to those of the Company or tlu.l achieve greater market acceptance than the
Company’s offerings in the area of name Ty , ease of use and functionality. Since
2 number of the Company’s current advertising custmers and strategic partners also have established
relationships with certain of the Company's competitors, there can be no assurance that the Company
will be able to retain a customer base of advertisers or that strategic partners will not sever or will elect
to renew their agreements with the Company. There can be no assurance that the Company will be
able to compete successfully against its current or future competitors or that competition will not have
a material adverse effect on the Company’s business, results of operations and finaneial condition.

Id. at GOOG-WRD-00871937-38.
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The Excite Solution

Excite develops and provides targeted Internet navigation services and products designed to allow
consumers, content providers and advertisers to interact more effectively on the Web. Excite believes
that to fully realize the Web's potential as a new communications medium, the Company must focus on
the way consumers use the Web. By combining its state-of-the-art navigation technolegy and media
expertise, Excite seeks to develop and introduce consumer-focused navigation services and products
Excite believes that these services and products will not only allow consumers to better experience the
Web, but that they will also assist content providers in delivering content and provide advertisers with
more value-added advertising options.

Id. at GOOG-WRD-00871958.

Advertisements on the Excite service are banner or billboard style advertisements and are
prominently displayed on the interface of all Excite navigation services. As the consumer interacts
with the service, new advertisements are displayed. From each adverti 1t screen, ¢ s can
hyperlink directly to an advertiser's own Web site, thus allowing the advertiser an opportunity to
directly interact with a consumer who has expressed interest in its advertisement.

Id. at GOOG-WRD-00871963.

The Company offers a variety of advertising programs that enable advertisers to target their
audiences at various levels of market segmentation: mass market placement, which does not have any
market segmentation; affinity placement, which delivers advertisements to an audience with a specific
topical or regional interest; and individual placement, which displays advertisements to users of a
specific profile. The Company currently offers the following advertising programs:

Ceneral Rotation. The Company offers a general rotation program that allows advertisers to
reach a large number of Web consumers. Advertising banners rotate through well-trafficked
Excite pages, including the main NetSearch and NetDirectory pages and NetSearch results pages.
This program delivers a higher volume of mass market consumers and provides frequent exposure
to advertisers.

City Net and Regional Excite. The Company provides a City.Net program and will provide a
Regional Excite program that allow advertisers to direct advertisements to geographical affinity
groups. This targeted approach can be used to complement a national marketing strategy with
local or regional messages.

Keywords. The Company’s keyword program offers advertisers an opportunity to target
specific audiences by assigning ad banners to certain key words or concepts. For example, when
Windows '95 is searched, a Microsoft advertisement could be displayed. Because of the ability to
customize the targeted nature of potential customers, the Company is able to charge premium
rates for such keyword advertising.

Id. at GOOG-WRD-00871964.

Advertisers can also combine multiple advertising packages in order to develop a complete
advertising plan that reaches multiple audiences and that is designed to maximize reach, frequency of
exposure and customer response. For example, an airline company might have general rotation as a
base of mass exposure. The advertising schedule eould be enhanced based upon topical affinity, by
displaying a banner every time a user searches using the word “travel” or “airfare,” as well as by
displaying an advertisement to all Personal Excite users who are interested in travel. The schedule
could be Further refined by placing banners on the Life & Style/Travel page in NetDirectory, as well as
on a variety of U.S. and international city pages on City.Net that may correspond to hubs of national or
international business.

Advertising is sold primarily through a combination of a small direct sales force and an advertising
sales ap . The Company's direct sales operation currently consists of two individuals, both
alparlencod i.n selling Internet advertising, who are based in San Francisco and New York. To
supplement its internal sales force, the Company has retsined the services of Double Click, of
Mountain View, California, an advertising sales agency specializing in interactive advertising place-
ment. The Company has only a limited number of sales and marketing personnel at the present time.
See “Risk Factors — Limited Sales Force; Evolving Distribution Channels.”

Id.
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InfoSeek Corporation
S-1 Registration
Statement No. 333-

4142, Amendment No.

1, dated May 3, 1996
(“InfoSeek S-17)
produced at GOOG-
WRD-00872371-
GOOG-WRD-
00872464

Search in Context
Imtegrated, browsable, directory topics
accompany a search result, provide related
information and help narrow the comext of 8
saarch.

Id. at GOOG-WRD-00872375.
The Infoseek Solution

Infoseek develops and provides branded, comprehensive Web-based navigational services that
help users access and personalize the vast resources of the Internet. Infoseek’s primary service
offering, Infoseek Guide, not only provides specific and relevant responses 10 consumer searches,
bur also aggregates and packages the resources of the Internet in order to serve a consumer’s unique
and personal interests. By integrating the capabilities of a search engine and a directory, Infoseek
packages specific responses to search queries with communities of related Web, USENET and
branded third party content and argeted, related advenising. By creating communities of related
information in real-time for users, Infoseek Guide satisfies the needs of consumers to access relevant
and related information, the needs of content providers to reach interested audiences, and the needs
of advertisers to deliver advenisements to a mrgeted group of potential buyers.

Id. at GOOG-WRD-00872403.

With every search on Infoseek Guide, the consumer receives some or all of the following:
specific and relevant Web site listings in response 1o the query, a directory of other related Web sites,
related and appropriate advenising, unique editorials on related subjects by well-known third party
content providers, links o relevant discussion groups and other resources. For example, a user who
enters the query “rock music conceris in San Francisco” would find not only a listing of relevant
Web pages, but would also find a link to the Billboard Online section of the iZene (a third-party
sponsored editorial feature related to popular music) and a directory of related topics including
regional music, alternative music, music stores, and jazz that would be linked to other related Web
sites. The user may also see adverising appropriate to the user's interests in rock music. The
Company believes that the creation of real-time content enhances a user's Internet experience by
immediately linking the user to an environment of relevant and related content and information.
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= State-ofthe-Art Searching The search engine underlying Infoseek Guide, which has been
licensed from ACSIOM, is noted for its high accuracy and ability 1o quickly perform complex
searches. The Company's search engine has won a number of industry awards, including
“Number 1 Rated Search Enging’ (PC Compuring Sept 95), “Best of the Test™ (Internet
World May 96) and “MVP: Inlernet Tools” (PC Computing Dec 95). The Company is
currenily working on its next generation search engine, Ultraseek, which the Company plans
to release In the second half of 1995. Ultraseek will enable the searching of 2 much greater

number of Web sites at even faster speeds with the same level of accuracy for which Infoseek
Guide is currently known.

Search-in-Coniixt, Infoseek Guide integrates search and direciory functions, providing not
only specific responses to user queries, but also direct links in real-time 1o areas of content of
interest that contain relevant content related to the specific request. Through this approach,
consumers can either ind specific answers to a search query of access a broader environment
of other relevant and related information on the Internet.

Id.

Infoseek's services provide advertisers with an increased ability to underrake measurable,
wargeted, cost-effective and interactive advertising on the Internet. The Company’s services provide
advertisers with the Aexibility 10 target the mass audience of the Internet by advenising on the
Company's general search pages, 1o warget special interest groups by placing advertisements on
directary pages, or, 10 narrowcast adventisements to specific audiences by placing advertising only
when the user's query contains a specific word that has been designated as a key word for a
particular adveriiser. The Company believes that each of these types of advenising can provide
significant value to advenisers. While larger, mass market campaigns increase brand awareness,
narrower campaigns through directory ads or keyword ads provide opportunities 1o engage in high
response, product specific advertising. The Company is also actively exploring new technologies

Id. at GOOG-WRD-00872404.

Create Innovative Solutions for Advertisers. The Company seeks to provide advertisers with
innovative solutions to effectively reach their target audiences through the Internet. The Company
currently offers a broad range of customized altematives for advertisers, providing advertisers with
the flexibility to target mass audiences or specific communities, or link advertisements (o keyword
searches. In addition, the Company is actively exploring new technologies which will emable
advenisers 1o utilize user demographic, profile, and psychographic information. For example, the
Company has entered into a letter of intent with HNC which provides that the Company and HNC
will jointly develop an advertising and management system to anonymously wack individual usage
behavior that is based upon technology developed by HNC. The Company believes that these
innovative advertising approaches, which will allow advertisers 1o microcast advertisements to

mSbecific user types based on sophisticated analysis of searching behavior, will significantly differenti-
ae the Company's services.

Id. at GOOG-WRD-00872404-05.

Utilize Leading-edge Search and Directory Technologies. The Company believes that technol-
ogy is an imponant component in differentiating its services. Accordingly, the Company develops
and licenses from third parties leading-edge technologies which aid the Company in providing
Internet users with quick, precise and thorough seatch results, and comprehensive state-of-the an
directory services. For example, the Company is currently working on its next generation search
engine, Ultraseek, which the Company plans to release in the second half of 1996. Ultraseek will
enable the searching of 2 much greater number of Web sites ar even faster speeds with the same
level of accuracy for which fnfoseek Guide is currently known. The Company is also developing,
through its relationship with HNC, leading-edge, proprietary technology for the automated abstract-
ing and categorization of Web sites.

Id. at GOOG-WRD-00872405.
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Infoseek Navigational Services

Infoseek’s primary service offering. Infoseek Guide, is a navigation and content aggregation
service targeted towards individuals and offered free o users. in addition to Infoseek Guide, the
Company offers Infoseek Professional, 2 subscription-based service featuring premium content from
commercial information databases and targeted to business and professional users. The Company
plans to continue to introduce new services for individual and organizational markes over time. The
Company's cutrent and future service offerings are described below:

Infoseek Guide

Infoseek Guide, the Company's primary navigarion and content aggregation service, assists users
in locating relevant information on the Intemet. [nfoseek Guide provides to the user fast and
relevant search results in response to the user's query. Moreover, Infoseek Guide'sintegrated search
and brawse functions guide the user to a real-lime generated, personalized, Web community related
o the area of inquiry. Infoseek Guide is offered free of charge to lnterner users. Introduced in
January 1996, Infoseek Guide is a successor to the Company's initial search service launched in
April 1995.

Id. at GOOG-WRD-00872406.

Infoseek Guide integrates multiple methods of obtaining information from the Intemet. Users
are presented with four principal resources — Search, Directory, iZones and Toolbar — from which
they can launch specific querics, browse or access proprietary content.

« Search: The Search function allows the user to effect query-based searches of the Web,
USENET News and other premium content databases or the Directory. To perform a search, a
user types a query in the search box and is then presented a highly specific response from a
search of the entire database. A search can be effected using either simple keywords, full text
(natral languages) or more formalogic formats such as boolean. For example, a user can
search for " Olympics and Adanta” or type in “Tell Me About the Atlanta Olympic Games.”
The Search function utilizes sophisticated techniques to allow users to obtain specific results
for queries, such as “AT&T", “NeXT,"” “49ers” or “Viamin C," which can pose significant
challenges to other search services, due to the case sensitive, numerical or singular letter
aspect of the query. Infoseek Guide has won a number of industry awards including “ Number
1 Rated Search Engine” (PC Computing Sept 95), ““Best of the Test” (Internet World May
96) and “MVP: Imternet Tools” (PC Computing Dec 95). In addition, the Company is
currently working on its next generation search engine, Ultraseek, which the Company plans
1o release in the second half of 1996. Uliraseek will enable the searching of a much greater
number of Web sites at even faster speeds with the same level of accuracy for which Infoseek
Guide is cufrently known.

* Directory: Directory is a hierarchical listing of Web pages that have been selected and
abstracted by the Company and organized by category. As of March 31, 1996, Directory
consisted of over 25,000 abstracted entries. Directory enables a user to click on a direciory
entry such as Ans & Entermainment or Sports, and to look through a hierarchy of relevant
Internet sites for areas of interest. For example, under Spons, the user can proceed from
Baseball to Players, and finally, to Ken Griffey jr. Directory assists the user by providing
abstracts of each directory entry. In addition, the Company has entered into a letter of inent
with HNC to license certain technology from HNC which is intended to allow the Company to
enhance the Company’s Web Directory feature. Infoseek expects to use this technology to
automate the construction of Directory categories, the assignment of Web pages 1o each
Directory category and the creation of abstracts for each Web page included in the Directory,
as well as 1o increase the number of entries in the Direcrocy.

Id.

Core Search Engine Technology

The Company's current search engine technology is based upon technology licensed perpetu-
ally from ACSIOM to the Company. The Company's search engine has won a number of indusiry
awards, including * Number I Rated Search Engine” (PC Computing Sept 95), * Best of the Test"
(Imternet World May 96) and “MVP: Internet Tools” (PC Computing Dec 95).

The Company's search engine seeks to deliver high accuracy, which is characterized by the
level of precision and the level of recall. Precision and recall are two criteria by which the
effectiveness of a search engine technology is ofien measured. Precision is 4 measure of how
effectively a search engine calculates the relevance of documents that match the query. Recall is a
measure of what percentage of the total number of relevamt documents in the database are found
during the search. Together, these two measures of search engine performance tend 10 be the most
important factors to users in evaluating the accuracy and usefulness of a search engine. For example,
in a dawabase of 100 documents with two documents that exactly maich the desired query, the ideal
search engine would retrieve only the two matching documents, thereby achieving both 100%
precision and 100% recall.
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Id. at GOOG-WRD-00872408.

Infoseek’s search engine is able o recognize proper nouns and analyze keyword proximity. A
request in Infoseek Guide for “'Pete Rose” will return the former baseball playver and not a large
selection of flowers or other persons named “Pete,” thereby retrieving more accurate results. In
addition, the technology is case-sensitive, so that it can distinguish berween a search for “NeXT,”
the computer company, and "next,” the common word. Another key element of the technology
include its ability to “stem” words so that all tenses and inflections of a word (such as stop, stops,
stopped and stopping) are considered in the search. Stemming, improperly performed, results in the
retrieval of large volumes of irrelevant information. The rechnelogy also makes use of operarors that
can filter documents by either requiring a specific term to appear in all search results or rejecting any
results containing a specific term. Field operators are also used so that a search term may be linked
to or excluded from a specific portion, or field, of a2 document, such as the title of a document.

To facilitate the ease of use of the service, Infoseek Guide includes a sophisticated technology
to interpret “natural language” queries. Although most current search engines also provide natural
language capabilities, the results achieved may differ dramatically. The Infoseek technology is based
upon a weighting of various factors such as the case of the words in the search phrase, how common
the words appear in usage, word proximity and how the words appear in the pages searched. By
using the siemming, case-sensitivity, word proximity, operators and other algorithms in the search
engine, Infoseek Guide is able 1o retrieve highly accurate and relevant resulis.

Id. at GOOG-WRD-00872408-09.

Advertising Managemeni

Infoseek has developed cerain proprietary sysiems for the insantaneous placement of adver-
tisements with targeted audiences on appropriate 'rfoseek Guide Web pages. Infoseek’s adventising
management systems are capable of presenting in real-time advenising that corresponds to a user's
inquiry. If certain key words have been purchased by more than one advertiser, the system
automatically determines which adventisement is displayed based upon the number of impressions
under contract and delivered to date. As pant of the Company's proprietary advertising management
system, Infoseek also mainins a database that racks the number of searches of each word queried
by Infoseek users, the number of browses through each Directory category and the number of
impressions of each advertisement. This system assists the Company in estimating the number of
expected impressions of specific advertisement options marketed by the Company or otherwise
sought by adverisers.

Id. at GOOG-WRD-00872409-10.

Advertising Products and Pricing

The Company offers advertisers four main advertising options that may be purchased individu-
ally or in packages: general rotation, topic pages, keyword and special placement. These options all
contain hypertext links to the advertiser's home page. To date, most of Infoseek’s coniracts with
advertisers have terms of three months or less.

Id. at GOOG-WRD-00872410.

Keyword: Keyword advertisements are displayed when an Infoseek user's search contains a
particular keyword selected by the adveniser, This option offers the advertiser a highly targeted,
self-selected audience. Through its proprietary advertising management system, the Company
tracks every word that is queried by Infoseek users. From it, the Company has identified
approximately 200 keywords that are most frequently queried by Infoseek users and requested
by advertisers. The current four week CPM for 2 keyword is $50, with 2 $1,000 minimum.

Id. at GOOG-WRD-00872411.
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A number of companies offer competitive products and services addressing cenain of the
Company's target markets. These companies include America Online, Digital Equipment Corpora-
tion, Excite, Inc., Lycos, Inc., The McKinley Group, Open Text Cotporation, CompuServe, Prodigy
and Yahoo! Corporation. In addition, the Company competes with metasearch services that allow a
user to search the databases of several catalogs and directories simulaneously. The Company also
compeses indirectly with darabase vendors that offer information search and rewrieval capabilities
with their core database products. In the future, the Company may encounter competition from
providers of Web browser sofrware, including Netscape and Micresoft, online services and other
providers of other Internet producis and services who elect 10 incorporate their own search and
retrieval features into their offerings.

Id. at GOOG-WRD-00872413.

Yahoo Prospectus
Registration Statement
No. 333-2142, dated
April 12, 1996 (“Yahoo
Prospectus”) produced
at GOOG-WRD-
00874251-GOOG-
WRD-00874328

Yahoo! offers a branded Internet navigational service that is among the most widely used guides 1o information and
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Id. at GOOG-WRD-00874252.
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Advertising on Yahoo! currently consists primarily of banner advertisemenls that appear on the lop of direc-
tory pages within the Yahoo! main site. Hyperiext links are embedded in each banner advertisemen! 1o
provide the user with instant access to the advertiser's Web sile to obtain additional information or pur-

chase producls or sefvices
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Yahoo Prospectus at GOOG-WRD-00874253.
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In addition 1o banner adverlising on pages in Yahoo!, the Company offers premium positions on the home page of
Yahoo!, which is typically used in conjunction with promotions and special events. Yahoo!'s strategy is to use these
sponsorship positions for high profile promotions which may also result in additional visibility and awareness for

Yahoo!,

Id. at GOOG-WRD-00874254.

Advertising Pricing

Advertising on Yahoo! currently consists primarlly of banner advertisements that appear on the top
of directory pages within the Yahoo! main site. Hypertext links are embeddad in each banner advertise-
ment to provide the user with instant access to the advertiser's Web site to obtain additional infarmation
or purchase products and Services. The Company’s coniracts with advertisers typically guarantee the
advertiser a minimum number of “impressions,” or times that an advertissment appears In page views
downloaded by users of Yahoo!. The Company’s standard rates for banner advertisements currently
range from $0.02 to $0.05 per iImpression, depending upon location of the advertisement within Yahoo!
and the extent to which the advertisement is targeted for particular context areas. The Company may
provide discounts from standard rates for longer term contracts. The Company also offers context-
based keyword advertising, which permits advertisers to target users based upon specified keywords
that a user enters when searching within Yahoo!, For example, if a user enters the term "automobile” or
“car”, an automobile manufacturer's advertisement could appear on pages displaying the resuits of
such a search. The Company's standard rate, for context-based keyword advertisements currently
range from $0.03 to $0.06 per impression.

Id. at GOOG-WRD-00874289.
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Yahoo Form SB-2
Registration Statement
No. 333-2142, dated
March 7, 1996 (“Yahoo
Form SB-2”’) produced
at GOOG-WRD-
00874329-GOOG-
WRD-00874418

The Internet and the Worid Wide Web

The Internet is a global collection of computer networks, linking millions of public and private
computers around the world. Historically, the Intemet was used by academic institutions and govern-
ment agencies to exchange information and send and receive electronic mail. A number of factors,
including the praliferation of communication-enabled personal computers, the availability of intuitive,
graphical software and wide accessibility to an increasingly robust network infrastructure, have allowed
widespread access to the Internet at a rapidly declining cast and have facilitated the emergence of the
Web, a client/server system of hyper-linked, multimedia databases. The Web enables non-technical
users to easily access information on the Intemet and enables individuals or organizations to offer
textual, graphical and other information directly 10 end-users. Users can easily access information on the
Web using client software known as Web “browsers.” In recent years the Web has experienced a rapid
increase in the number of individual users. Intemational Data Corporation (“IDC") has estimated that the
number of intemet users will reach approximately 200 million by the end of 1999, from approximately
56 million at the end of 1995; and an October 1995 CommerceNet/Nieisen Internet Demographics
Survey indicated that approximately 18 million people in the U.S. and Canada had used the Web during
the three month period prior to the survey.

Id. at GOOG-WRD-00874357.

Advertisers also have recognized that Web-based advertising may be more effective in a number of
respects than traditional media advertising. Because the Web involves "' point-to-point” communication
between a server and client that is requested by the user, rather than broad indiscriminate distribution of
messages, the Web offers the potential for advertisers to presant messages to specific, self-selected
audiences, and to enable users 1o interact with advertising information presented in Web pages. This
characteristic of the Web also parmits advertisers to measure more precisely the number of imprassions,
or times that an advertisement appears in page views downloaded by users of Yahoo!, through verifica-
tion by an independent third party auditor such as Nielsen - I/PRO (Internet Profiles Corporation).
Advertisers can also measure the effectiveness of advertising in generating “click-through,” or user
requests for additional information made by clicking on the advertiser's banner, linking the user 10 the
advertiser's Web site. The Company believes that increases in transmission bandwidth through higher
speed Internet connections, and wider adoption of advanced content delivery technologies for the Web,
such as Java, VRML and other multimedia enabling technologies will increase the functionality of
advertising, and will make the Web an even more attractive advertising medium. The Company also
bslieves that technological developments may result in greater ability to provide information and analy-
sis about the effectiveness of Web advertising, the demographic profiles of users and the ability for
advertisers 1o frequently modify their messages. This should result in more targeted, higher impact
advertising opportunities, and greater integration of Web-based advertising into the range of marketing
options avallable to advertisers,

Id. at GOOG-WRD-00874358.

The Company believes that Yahoo! currently is among the most widely used Internet navigational
services avallable and that Yahoo! currently enjoys the strongest brand presence among offerings in this
category. The Company estimates that Yahoo! averaged in excess of 1 million visits (defined as individ-
ual user sessions), 7 milion page views {defined as electronic page displays) and 12 million file
accesses or "hits” (defined as client file requests, several of which may be made for each single page
viewed) per day in February 1996; these levels represented increases from approximately 546,000 visits,
approximately 3 million page views and approximately 5 million file accesses per day in Septem-
ber 1995. The Company believes that Internet users generally view Yahoo! as independant, comprehen-
sive, intuitive, user-friendly, fast, fun and current. Yahoo! has been recognized with a number of industry
awards, including the “Best of the Intemet” and “Best Internet Service” awards at Internet World in
April 1895 and “Best of the Net” for Internet Navigation as determined by GNN in December 1995, As an
indication of the strength of the Yahoo! brand, the Company also has received hundreds of citations and
reterences per month In newspapers and popular publications, including features in business and
general interest publications.

Id. at GOOG-WRD-00874359.
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* Responsive and Scalable Technology Architecture. The Company believes that
Yahoo! has achieved a high level of user satisfaction by Implementing and optimiz-
ing state-oi-the-art Web server and communications technologies. The Company
has engineered the hierarchical Yahoo! database structure and directory search
features to provide rapid user response times even with low bandwidth connec-
tions, and to permit growth in the size of the Yafoo! directory listings while maximiz-
ing performance. The Company’s open and scalable architecture also has enabled
Yahoo! to incorporate advanced search engine, database and communications
technologies to make the user experience more productive and enjoyable.

Id. at GOOG-WRD-00874360.

Technology Alliance

In connection with the Company’s license of the Open Text Web-wide search engine, the Company
has established a relationship with Open Text to jointly develop and improve Web-wide search engine
capabilities for Yahoo!. The Company's engineering personnel work closely with Open Text to optimize
and better integrate the Cpen Text technology into Yahoo! and other properties. Under the agreement
with Open Text, the Company has agreed for a limited period to share revenues from advertising on
pages retumning results from Web-wide searches using the Open Text engine. As part of its relationship
with the Company, Cpen Text has established its Web-wide search engine and database on a server
operating on the same local area network as the Company's server in order to provide faster perform-
ance for queries originating from the Yahoo! directory. The Company’s licenses to Open Text's Web-wide
search engine and database are non-exclusive and perpetual, subject to payment of certain annual
maintenance fees.

Id. at GOOG-WRD-00874365.

Infrastructure, Operations and Technology

The Company makes Yahoo! available to users through a set of network servers housed in Mountain
View, California, operating with public domain server software that has been optimized internally by the
Company to provide an efficient and responsive user experience. A third party provider, 151, provides the
Company with access to two partial T3 {45 megabit per second) Internet connections on a 24 hour a day,
seven days a week basis. The Company currently intends to establish similar access points with
duplicate servers in the Eastem United States, Asia and Europe in the latter half of 1996, in order to
optimize accass speeds for the Company's end users, and to provide redundancy in the Company's
systems. Any disruption in the Internet access provided by IS) or any failure of IS to handle higher
volumes of queries could have a material adverse effect on the Company's business, results of opera-
tions and financial condition.

Id. at GOOG-WRD-00874368.

The Company utilizes Web-wide searching technology from Open Text pursuant to a perpetual,
worldwide, non-exclusive license. Open Text’s search engine technology utilizes a “string search”
algorithm that enables a user to search for strings of data of arbitrary length, whether partial words,
complete words or phrases. Cpen Text's search technology is scalable, which enables a search to be
conducted simultaneously across a number of databases. Accordingly, Open Text's search technology

is designed to deliver consistent response times despite an increase in the amount of data and number
of databases searched. As part of its relationship with the Company, Open Text has established its Web-
wide search engine and database on a server gperating on the same local area network as the
Company's servers in order to provide faster performance for queries criginating from the Yahoo!
directory.

Id. at GOOG-WRD-00874368-69.
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Open Text Form F-1 The Company

Registration Statement |, Opn Tex Coporaton (he - Company”") develops, markets, lconses anc supperts seffwars, for 8 o0 100wt and
No.33-08858, duted | St ity S e e e

November 1, 1995
(“Open Text Form F-
1”’) produced at GOOG-
WRD-00873727-
GOOG-WRD-
00873878

wlﬂevmeryof!‘uumsmlmth:pumIocanw.mcludmgWou'ldWMcWetm The Company's search technology is
characterized by rapid response times that do not increase materially as the amount of data searched increases from gigabytes
to terabytes, if adequate server and communications resources are employed. The Cornpany’s workflow and document
management software enables users to esiablish and manage document-oriented collaborative work processes that involve a
diversity of workers, computing platforms and data. In addition, the Company's products enable organizations to flexibly
manage the distribution and availability of information. The Company's strategy is to offer information search, work process
management and information distribution products that collectively represent an information management solution addressing
the needs of the spectrum of users of local and wide area networks and the Intermnet.

Employing its search engine and related technologies, the Company has created the Open Text Index, an index of the
Warld Wide Web (the **Web'"), that it licenses wgether with its search technology to major Web information praviders,
including Yahoo!, internetMCI and IBM infoMarket. The Company also offers the Open Text Index as a search tool to Web
users on the Company’s own Web site in order 10 increase awareness of the Company's technology and products and to
capitalize on the emerging advertising revenue opportunity on the Internet.

The Company’s search engine, currently marketed as Open Text 5, hnsapphcanmunmd—ﬂmmwol for use
on local and wide area networks and the Internet and as part of more p ive information solutions. For
example, the Company's search engine is a key component of Latitude, me(:ompmysdommmd:smhmun product that
enables an organization's users to find and view, in native format, documents in large collections of information stored on
local or remote servers and CD-ROMs spread across local and wide area networks and the Intemet.

Id. at GOOG-WRD-00873603.

Industry Overview

Organizations are increasingly seeking to streamline their business processes in order to increase worker
productivity and reduce costs through the implementation of information management solutions. Through
investments in traditional information management tools, organizations often establish a variety of data
processing infrastructures that are rigidly designed to complete specific tasks or perform narrowly defined
functions. As a result, organizations are increasingly faced with significant information management challenges
attributable to rapidly increasing amounts of data created and stored in a variety of formats and in disparate
locations across various networks. In addition, the emergence of the Internet as an important medium for
communications is an increasingly significant influence on the configuration of network computing environments,
and organizations are increasingly adopting private networks that are based on client/server architectures and that
employ Internet data formats and communications protocols to connect geographically dispersed networks and
facilities.

Proliferation of Information on ClientiServer Networks and the Interne!

In recent years, advances in computer hardware and software technology have resulted in dramatic increases
in the amount of electronically stored information available to computer users. The ease of use, increased
performance and declining cost of computer hardware and software have resulied in rapid growth in the number
of business and individual personal computer users and the migration of corporate networks from centralized
mainframe systems to distributed local and wide area networks based on client/server architectures and, more
rmuﬂy.mm&wk-hamdadﬁ@mmﬁcmvakmufdbnﬂmmmtsfuﬁﬁm&maﬂmm
storage of information on numerous computers in disparate locations and in a wide variety of files and formats.
Client/server networks consist of desktop computers (*'clients’’) that can access powerful computers (**sarvers')
that store large amounts of information and perform computing functions on behalf of clients. These networks
enable dispersed users to communicate with and access the information and other resources of other computers
in the network across traditional geographic and organizational boundaries. As a result, information that is critical
to organizations increasingly is created, managed and stored on a decentralized basis in numercus sites and in a
variety of files and formats.

112




Reference Disclosure
Network Computing Evelution
Sarvers

@ - o -

Mainframe Client/Server Peer-to-Peer
Computer architectures have evolved with advances in bardware and sofrware technologics. The mainfr hi
‘which initially dominated computing, was supplanted by the dmﬂmuﬂmu:ﬂmmn‘l from increases in desktop
computing power. Recent ady in nerwork hards and pr is have created an open perwork architectore, based on
Internet communications protocols, Mm]m;mmhmmmnnmmgmﬂdﬂemﬂmk:lnum
to-peer architecture).

The rapid growth in the use of on-line services and the Internet has emabled both organizations and
individual computer users to communicate with other users and access large amounts of information published
for general public reference and for access by consumers. The Internet is a global web linking thousands of
computer networks. International Data Corporation estimates that the pumber of Internet users was
approximately 38 million at the end of 1994 and predicts that the number of Intermet users will grow to
approximately 200 million by the year 2000. Much of the recent growth in the use of the Internet is attributable
to the emergence of the network of servers and information available on the Internet known as the World Wide
Web, The Web employs a client/server architecture that, when integrated with **browser’" sofiware, enables non-
technical users 10 exploit the capabilities of the Internet.

The Web is characterized by a standard document format described by the Hypertext Mark-Up Language
("HTML'") and a standard mformation transfer protocol called Hypertext Transfer Protocol (“"HTTP™'). As
organizations become familiar with the use of the Web, they are increasingly adopting [nternet data formats and
communications protocols, such as Transmission Control Protocol/Internet Protocol (**TCP/IP*"), and using Web
client and server software and, in some cases, the Internet's facilities as the backbone for private networks
(**Private Webs’") that connect an organization’s local area networks. The implementation of a Private Web is a
low cost alternative to the establishment of a proprietary private network. Private Webs enable network users to
communicate and access information within an organization's boundaries, collaborate with external groups or
individuals, including suppliers, customers and consultants, and use the Web to access information on the
Internet and communmnicate with other Web users. An organization also may use its Private Web servers 1o publish
documents and data on the Web that are created and resident on its Private Web.

In addition to providing access to a vast array of information, the Internet represents a new medivm through
which organizations and individuals can conduct business. The potential benefits of conducting business on the
Internet include direct, immediate communications with consumers, customers, vendors and other parties,
increased access to a large and growing universe of organizations and individuals, novel advertising opportunities
and low commumications and transaction costs. The amount of information available on the Internet, the
commercial applications of the Internet, the number of Web sites on which data reside and the amount of data
residing on individual Web sites are all increasing rapidly. As a result, both business and home computer users
face the challenge of locating and retrieving the specific information that responds to their needs from the vast
sea of data available on the [ntemnet.
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Diverse Data Formats

Information can be classified as either “‘relational’’ or **non-relational’” data, as outlined in the chart below.
Relational data generally consists of data organized in strictly defined row and column formats. While relational
database management systems, such as those marketed by Oracle and Sybase, enable organizations to manage
their relational data, only a small percentage of electronically stored information is stored in relational databases.
The vast majority of the remaining data is stored in non-relational format, which is not suited for search and
retrieval using relational database management systems.

Non-relational data can be divided into two categories, ‘“unstructured’” and “‘structured.’” Non-relational
data created with word processing progrars and other programs, such as spreadsheets, are unstructured and
|n|:11.||:|.|: proposals, reports, budgets, enginecring drawings, memoranda, clectronic mail and multimedia files.

ingly, a signifi p of the information stored as unstructured data contains information of

cmunumg\rahtwanorgmxzaum.

Documents intended to have a long life and continning value and that are frequently revised or updated are
often created in a structured format called Standard Generalized Markup Language (*'SGML''). Such documents
include maintenance and owners manuals, parts lists, catalogs and operating policies and procedures manuals.
SGML records the elements of the document's structure (e.g., titles, headings, footnotes and various other
organizational elements selected by the author) in addition to its text, SGML is well suited for documents that
will be stored in databases and delivered in a variety of media and has found wide acceptance in the fields of
reference publishing, technical documentation and regulatory compliance, including the Securities and Exchange
Commission's “‘EDGAR’" document repository. The importance of SGML has increased recently, because it is
the basis upon which HTML, the language of the Web, is built. SGML theory and practice will play a significant
role in the future development of HTML.

Non-Relatiousl Data
Relational Datn Strociured Unsuructured
Data and File Formats SQL SGML ASCH
(Oracle, Sybase HTML WordPerfect
and Informix) Excel
Word
Lotus 1-2-3
Document Types Sales data reports Web sites Memoranda
Accounting reports Owner's mannals E-mail
Invoices Operating procedures Presentations
Customer records Parts lists Business reports
Backlog status Product catalogs Correspondence
Product documentation Spreadsheets
Technical documents
Multimedia presentations

In the client/server environment, an iocreasing proportion of information of continuing value to
organizations is non-relational and cannot be found or retrieved using relational database management systems.
Accordingly, organizations will increasingly demand sofiware solutions that enable users to find and use
information: in a variety of data and file formats, regardless of whether it is structured or unstructured.

Id. at GOOG-WRD-00873633-35.

Parallel Execution Monitor. ‘The Company's search technology also includes a routing function called the
Parallel Execution Monitor {the **PEM""). The PEM provides a single point of access for distributed parallel
searching of large databases in networked environments, including the Internet, in which it is difficolt or
impossible to unify all data on a single server or to build a single index of the data to be searched. The PEM
performs all the network connection and remote process management functions necessary to accomplish this task.
Accordingly, the index may reside on a number of servers in a variety of locations, and the use of the PEM
enables the search to be simultancously conducted across a number of servers that contain the index. The PEM
enables the user to conduct searches quickly and without concemn for the specific location of the data for any
given query. The use of the PEM also enables the Company's search engine to deliver consistent response times
regardless of database size or configuration, if adequate server and communications resources are employed.

Id. at GOOG-WRD-00873639.

Workfiow and Document Management Technology

Architectwre. Livelink, the Company’s workflow and document management product, employs a
client/server architecture that enables organizations to connect standard desktop computers, networks, databases
and servers in an organization-wide workflow and document management system. Livelink supports a variety of
computing platforms, including Microsoft Windows and Windows 95, Apple Macintosh and Unix.

Id. at GOOG-WRD-00873640.
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Products

The Company markets a modular suite of information search, work process management and information
distribution products to organizations and individuals. The following table sets forth certain data with respect to
the Company’s products:

Distribution Current Version Initial Version
Product Application Channel Release Date Release Date
Open Text Index | On-line Internet Direct sales March 1995 Same
directory service
Latitude Web Directory tool kit for Direct sales November 1995% Same
Server enterprise libraries VARs (Beta version
enabling organizations October 1995)
to index internal and
external Web pages
Latitude Information retrieval Direct sales March 1995 Same
and viewing system VARs
for data located
in disparate
locations and formats
Livelink Workfiow and Direct sales May 1995 March 1992
document management | OEMs
software enabling VARs
workgroup Distributors
collaboration
Open Text 5 Indexing and search Direct sales Janmuary 1995 September 1991
product resident on a OEMs
server VARs
Internet Client-based Internet OEMs October 1995 June 1994
Anywhere access tools Retail
PC Search Indexing and search Direct sales November 1995* Same
product resident on VARs October
aPC (Beta version
October 1995)

Id. at GOOG-WRD-00873641.

Latitude

Latitude enables organizations to find and view information and documents spread across multiple servers
on Jocal and wide area networks and the Internet. Information can be viewed *‘as is'’ in native file formats
without first having to be converted into a proprietary format. Latitude employs the Company’s search engine
and PEM technology to index and retrieve information and documents, and incorporates a set of viewers that are
automatically invoked depending on the type of data or document. Latitude enables a user to view, in native
format, documents and information in over 40 different formats, including major word processing and

spreadsheet formats, SGML, Adobe Acrobat files, CAD drawings and multimedia files. Additional viewers can
be added for customers with specially formarted information.

Id. at GOOG-WRD-00873642-43.

The Open Text Index is currently located on four servers located at UUNET Canada, Toronto, Ontario.
UUNET Canada provides the Company with direct high bandwidth access to the Intermet backbone. The
Company is establishing physical facilities for the Open Text Index at Yahoo! Corparation in Mountain View,
California with eight servers. After the facilities in California are established, the servers in Toronto will be used
to store a redundant copy of the Open Text Index and to craw] the Internet to expand the scope of the Open Text
Index. The Company leases all of the servers on which the Open Text Index is stored.

Id. at GOOG-WRD-00873650.

Hypertext Transfer Protocel (HTTP). HTTP is a File Transfer Protocol specifically developed to enable Web
servers to send data to clients, including HTML and graphic add-ins.
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Id. at GOOG-WRD-00873675.

i impli ize the way
Structared (Query Language (SQL). Ammunlwdesmdwmphfyandwm
relational data can be manipulated and retrieved on heterogeneous computer platforms from multzph_vendqrs.
Prevalmt&xscveralymmmajnﬁxmepm,SQLismemgiugsthmmtmplmfmms,mtudmg
client/server systems.

Id. at GOOG-WRD-00873676.

World Wide Web. Amiwwkdmwwmmmumarpcidcaqmmmmwlmm
mnmmmmmmmmimmmmmofmvmmm

Id. at GOOG-WRD-00873677.

Open Prospectus, dated
January 23, 1996
(“Open Text
Prospectus”) produced
at OT03652-3758

The Company

Open Text Corporation {(the **Company™) develops, markets, licenses and supports software for use on local and wide
area networks, Intronets and the Internet that enabies asers (o find electronically stored information, work togethier in creafive
and collaborative processes and distribute or make availaile o users across networks or the Intermet the resulting work
prisduct and other mlarmation. The Company’s search engine enables users 10 transparently search vast amounts of data
stored in a wide vadety of formats and in disparute Jocations, including World Wide Web sites. The Company's search
technology is chasucterized by rapid response times 1hat do notincrease materially as the umount of data’ searched increases,
if adequate server and communications: resources are eniployed. The Company's workflow and decument imanagement
software enables users 1o establish and manage document-oriented collaborativis work progesses thal involve a diversity of
workers, computing platfornis, and datw. In-addition, the Company's products enable organizations to-flexibly manage the
disiribution and availability of information, The Company's swategy is 1o offer information search; work process
managemert and informarion disuibittion’ prodacts thai collectively represent  suife of infornation management solutions
addressing ibe necds of the spéctrum of wsers of Jocal wnd wide area networks, Intravets and the Intervet.

Employing its search engine and related. technologies, the Company has created the Open Text Index. an index of the
Waorld Wide Web (the “Web'"), that it liconses together with its seatch teehaology to major Web information providers,
inchuding Yahoo!; internetMCland FBM infoMarket. The Company also offers the Open Text Index as u search ol 1 Web
users on (he Company’s-owa Web sitc.in onder to increase awareness of the Company's technology and products and to
capitalize on the emerging advertising revenue epporunity on the Internel. Metscape Commniunications Corporation
{“"Metscape’™) has agreed 10 list the Open Tewr Index on the Netseape Navigator under the **Net Search”” button.

The Company’s seacch engine, currently marketed as Open Text 5, has-application as a stand-aloae search ol for use
an local nad wide area networks and the Tnternet and a8 part of more cumprehensive information management solutions. For
‘example, the Company's search engine is a key companent of Eafitide; the Company*s documient Jistribution product thar
enables an organization’s users to find and view, in native format, documents in large collections of information- stored on
local or remote servers and CD-ROMs spread across local and wide area networks and the Internet. In November 1995, the
Company introdneed Latitude Web Server, asoltware tool kit that feilities an organization”s creation of aninérnal Intemet-
proweol network, or “Intranet,” that enables users 1o find and retrieve information and documents available on ihe
organization’s Intranet and on other Web sits, and ¢nables the organization w0 make selected documents available 1o the

« public aver the Interner.

The Company's workflow and document manigemeot system, Livelink, combines the features of an integrated
ducument nianagement sysiem with workflow g “and- collat compiting fonctions on-local and wide aren
networks, The Company is developing Livelink o engble users (o mabiage documents, establish collaboeative workgroups
and mimage and ek the: progress of their work using Intranets and the Toremes, The Company is also integrating Livelink
and Latitude Wel Server 1o enable users to-find and reidieve infinnation Tron 1he organization™s Intranet and from ather
Web sites and manage the distrbution of this information using Intranets and the Internet,

Id. at OT03653.
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Industry Overview

Organizations are increasingly seeking to streamliie their busivess processes in vrder 1o increass worker
pmdm:uvity and reduce costs through the implementation of information management solutions. 'I'h:n_:_n_.}gh
investments in traditional “information. management fools, organizations often establish a 'mrlel_v of data
processing infrastouctures that are rigidly designed to complete specific tasks or perform narrowly ﬁqﬁned
functions. As & result, organizations. are increasingly faced with si gniﬁcz.m information managernent: challenges.
anributable 1o rapidly increasing amotnts of data created and stored in a- variety ‘of formats and in disparate
locations across various networks, In-addition, the emergence of the Intemet as an important medium for
communications is an increasingly significant influence on the configuration of network computing umvzronmem
and organizations re increasingly adopling private Intranets that are based on client/server architectures and that
employ Tnternet data-formats and communications protocols to connect geographically dispersed networks and
lacilities.

Proliferation of."ltfanﬁalmr! on Client/Server Networks and the fmfnm

performance: and dzcllnlng cost of mmputer Iu.rdwm and soﬂwm have n:su!md I.n the. :a;zid mw ;Jm
pumber of business and individual personal computer users and the mwigrition of corporate nétworks from.
centralized mainframe systems 1o distributed local and ‘wide area nétworks based on client/server nmiu_‘
and, mote récéntly, on peer 1o peer arcliftectires, The prevaleénce of elient/server networks facilitates the cr :
and storage of information on numercus computers in disparate locations and in a wide variety of ﬂ-let end
formats. Client/server networks consist of desktop computers (*‘clients'") that can access powerful computers
(**servers’’) that store large amounts of information and perform computing functions on behalf of clients. These
networks enable dispersed users to. communicate with und access the information and other resources: of other
computers in the network across traditional ‘geographic and organizational boundaries, As a result, mfcmnmlr
that is critical to organizations increasingly i3 ereated, managed and stored on a decentrilized busia in Aumerous
sites and in a variety of files and formats,
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Mainframe Ciient/Server Internetlintranet

Competer architectures e evolved. with advances in bardware anid softwars technologies, The muinfratue archiiechie,
which initiully d d computing, was supplanted by e clientserver architsctory that resalied from increnses in deskiop
computing power. Recent mlvances i nenvork hirdvare and proweols have resuhied in the creatioh. of an-open network
srehitacnare, based on Tniarmet commonications protocols, that facifitaes Bexible comminication among miltiple servers anid
nubtiple cliens (JatermetTnrnet srchitecture).

The rapid growth in the use of of-ling services and the Internet has enabléd hoth organizations and
individual computer users to communicate with other users and access large amounts of information published
for general public reference or for access by consumers. The Internet is a global web linking thousands of
computer networks. International Data Corporation estimates that the number of Internet users was
approximutely 38 million at the end of 1994 and predicts that the number of [memnet users will grow
approximately 200 million in the year 1999, Much of the recent growth in the use of the Intemet is attributable
(o the emergence of the network of servers and information available on the Internet known as the World Wide
Web. The Web emplays a client/server architecture that, when integrated with ““browser” software, enables non-
technical users to exploit the capabilities of the Internet.

In addition te providing ateess to n vast array of information, the Internet represents a-new medium through
which organizations and individuals can conduct business. Thie potential benefits of conducting busingss on the
Internet Huclude direct, immediate communications with consumers, customers, vendors and other paries;
increased secess to-a large and growing universe of organizations and individuals, novel advertising opportunities
and low communications and transaction costs. The amount of information available on the Intemnet, the
commercial applications of the Intetiet, the aumber of Web sitey on’ which data reside and the amount of data
regiding on individual Web sites are all increasing rapidly. As a tesult, both business and home computer users
face the challenge of lacating and retieving the specific information that responds to their needs from the vast
sea of data available on the Intermet. :

The Web is characterized by a standard document format described by the Hypertext Mark-Up Language
¢“HTML'") and a standard information: transfer protocol called Hypertext Transfer Protocel (“HTTP') As
organizations become fimiliar with the use of the Web, they aré increasingly adoptisg Internct data formiats and’
commupications protocols, such as Trangmission Control Protocol/Interniet Protocol (“TCR/P'"), and using Web
client and server software and, in some cases, the: Internet's facilities as the backbone for private networks
(“Tntranets'') thay connect an organization’s local area netwoiks, The implementation of an Intranct is o-low
cost alternative to the establishment of a proprietary private network. Intranets enable network users to
commwunicate and access information within an organization’s bonndaries, colleborate with external groups or
individuals, inchading suppliers, custumers and consultants, and use the Web to access information on the
Internet and communicate with other Web users. An organization also may use its Intranct servers o publish
documents and data on the Web that are .created and resident on- its Intranet, An increasing number of
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organizations ure implementing Intranets as an allernative ko traditions] client/server networks, Accordingly.
deinand for business-oriented software solutions that suppon lnternet protocols is incredsing. and expected to
contintie to increase.

Diverse Data Formats

Electronically stored information can be elassified as either “relational’™ or “mrrm!mmrm.! data, as
outlined in the chart below. Relational it generally consists of dafa. organized in sirictly defined row and.
colummn formats, While relational database monagement systems, such as those marketed by Oracle Corporation
{**Oracle™), Sybase, lie. {* 'Sybasz“) and Informix Software (" Irnformiz’ "), emable o ganizations to manage their
relatininal data, only a small percentiage of electronically stored information is stored in rélational databases. The
vast majority of the remuining duta is stored in non-relational format, which is not suited for search and retrieval
using relational database management systems.

Non-relational duta can be divided info two categories, “‘unstructured’” and “structured.”” Non-relational
data created with word processing programs and other programs, suel as spreadsheets, ave unstructured and
include documents such as proposals, reports, budgets, enginegring drawings, memoranda, electronicamail and
multimedia files, Increasingly, o sighificant portion of e information stored as unsiructured dulﬂc cnmms
information of contliging value o an organization;

Documents iniended to have a long life and continuing value and that are frequently revised or updaled are
often ereated in a structured fofmat called Standard Generalized Markup Language {*"SGML""}. Such dociments
include maintenince and owners manuals, parts lists, catalogs and operating policies and' procedures manuals.
SGML fecords the glements of ‘the docwment’s. structure (e.g., titles, headings. footnotes and various- other
organizational elements selected by the anthor) in addition to its fext. SGML is well suited for documidnts' that
will be stored in databases and delivered in-a variety of media abd his found wide-acceptance in the fields. of
reference publishing, technical docimentation and regulatory compliance, including the Securities and Exchange
Commission's “EDGAR'" document repository, The |mpoc1mec oF SGML has Tncréased recently, because it is
the basis upon which HTML, the language of the- Web, is built, SGML theory und practice will play a significant
role inthe futare development of HTML.

Non-Rebatisnal Dutn ; ;
Redagional Data Steuctured ' Unétitictured
Data and File Formats SQL SGMIL ASCIl i
{Oracle, Sybase HIML WaordPerfect
and Informix) . Excel
h Waord
Lotus 1-2-3
Document Types ‘Sales data reports Web sites Memaoranda
Accounting reports Owner's manuals E-mail
Tnvoices Operating procedures Presentations
Customer records Parts Hists: Rusiness repofs.
Backlog status. Prodoct catalogs Corresporidence.
Product documentation Spreadshests

Techiical docu
Multimedia preséntations

In the client/server environment, an incressing proporion of information- of continuing: vilve to
organizations is non-relational and cannol be: found or retrieved using relational database management Systems,
Accordingly, organizations will iricreasingly dewmand software olutions that enable users W' find and use
information in a variety oFdala and file formats, regardless of whether it is structured or unstructured.

Id. at OT03689-91.

Paraliel Execution Monitor. The Company's search technology also includes a routing function called the
Parallel Bxecution Moanitor (the *'PEM'). The FEM provides a single point of dctess for distributed paraflel
searching of large dawbases in networked environments, including the Interoer, in ‘which it is difficult or
impossible to onify all data on a single server or to biild a single index of the data to be searched. The: PEM
performs all the network connection and remote process management functions necessary to sccamplish this task.
Accordingly, the index may reside on a number of servers in a variety of Iocations, nd the use of the PEM
enables the search 1o be simultaneously conducted across a number of servers that-contain. the index. The PEM
enables the user 1o eonduct séarches quickly and without ¢oncern for ihe specific location of the data for any
given query. The use of the PEM also ¢nables the Company's search engine (o deliver consisient response times
regardidss of database size or configuration, if: ddeqiinte server and communications resourcés are employed.

Id. at OT03695.
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Warkflow and Document Management Technology

Architeciure.  Livefink, the Company's Wkﬂﬂw and document management product, employs a
client/server architectnre that enables organizations o connect standard” deskiop computers, networks, databases
and servers in an organization-wide workflow and document mapagement system, Livelink supports a variety of”
computing platforms, including Microsoft Windows and Windows 95, Apple Magintosh and Unix.

Id. at OT03696.

Products

The Company markels @ modular suite of information search, work process management and information
digtribution products to organizations and individuals. The following table sets forth certain data with respect to
the Company's products:

Distribution | Currcat Version | Initial Version |
Product Application Channel Release Date Relense Date
Open Text Index | On-line Internet Direct sales March 1995 Same
directory service ;
Fiititude Web Ditectory fobl kit | Direct sales | Movember 1995 Siirme
Server 1 enabling organizations | OEMs
to index intemal and VARs
. external Web pages
Latitude ‘Information retrieval Direct sales Marich' 1993 Same
and viewing system VARs
for data located
in disparate
tocations and formats
Livelink Warkflow and Direct sales May 1995 March 1992
document management OLM& 1
software coabling VARs
workgroup Distributors
collaboration _ _
Open Text 5 “Indexing anid search Directsates - | Janeary 1995 " September 1991
-product residentona | OEMs
server VARs
Internet Client-based Internet OBEMs Oetober 1995 June 1994
Anywhere ageess tools Retail
PC Search Indexing and search Direct saleg Noveinber 1995 Same
product resident on YVARs
abC

Id. at OT03697.

Latitude

Laritude enables organizations to find and view information and documents spread across muliiple servers
on lecal and wide area networks and the Internet. Information can be viewed *'as is,”" in pative file formats,
without first having 0 be converted inio @ proprietary format, Laritude eniploys the Company's. search engine
and PEM technology to index and retrieve information and docaments, and incorpordtes a set-of viewers that are
automutically invoked dt.pf.ndmg on the type of data or document. Lafimdi.' enables a user  view, in native
format; documents and infornation i over 40 _-fill'famnt formats; including major word procéssing and
spreadsheet formats, SGML, Adobe Acrobat files; CAD dreawings and multimedia files. Additional vicwers can
be added for customers with specially formatted information.

Latitude is designed for organizations that need to make organized information, such as service manuals,
pans information and safety bulletins, availuble 1o users. For example, Caterpillar has purchased and is
implementing Laritude as & search tool for information found in the electronic repair and maintenance manuals
thiat are used by 180 Caterpillar equipment dealers. Fatitude will enable Caterpillar's dealers 1o find and view
repair and maintenance-related iiformation requested by-a nger, including instractional video clips, on hundreds
of thousands of equipment parts apd maintenance procedunes,

Id. at OT03698.

Hyperiext Transfer Protocol (HTTP), WTTP is a file tansfer protacol specifically developed 1o enable Webs
servers 1o send data to clients, including HTML and graphic add-ins.

Id. at OT03735.
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Structured Query Language (SQL). A daa access language designed to simplily and standardize the way
rélafional dita can be manipulited and retrieved - on heterogeneons compurér platforms from multiple vendors.
Prevalent for-several years on mainframe platforms, SQL is an emerging standacd on other plarforms, including
client/server systemnis.

Id. at OT03736.

Warld Wide Web., A network of computer servers that uses a special communications protwcol to link different
servers throughout the Internct and permits communication of graphics, video and sound,

Id. at OT03737.
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Table B3: Providing Search Results and Ads Together

To the extent the references addressed in claim charts A-1 to A-39 does not disclose the
limitations identified in each chart citing Table B3, one of ordinary skill in the art would be
motivated to combine the references addressed in claim charts A-1 to A-39 with any one or more
of the Table B3 references listed below because: it would have yielded predictable results; using
the techniques of the Table B3 references would have improved the primary or obviousness
references in the same way; and applying the techniques of the Table B3 references to improve

primary or obviousness references would have yielded predictable results.

Reference Disclosure

U.S. Patent No. See, e.g., PECKOVER, 7:59-65:

6,119,101 “Banner” advertisements placed on popular Web sites
(“PECKOVER”) have not been particularly successful. Many online

users don’t “click-through” the banner to the more

extensive advertiser information, because the place-

ment of such banners is not finely targeted. Some Web

activity statistics indicate that only one and one-half to

three and one-half percent of users click-through.
PECKOVER, 9:15-56:
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PECKOVER, 28:1-10:

When a user acting as a consumer decides to search within
Agent System 10 for a product or product category, the
consumer establishes a communications session with
consumer’s Personal Agent 12 (steps 222-224). Typically the
consumer, using a personal computer, connects to consumer’s
Internet access provider, directs consumer’s Web browser
software to Agent System’s electronic address (known as a
URL), and enters a login name and password. A sample login
screen is illustrated in FIG. 39.

U.S. Patent No.

5,105,184 (“PIRANI")

PIRANI, 2:26-42:

Therefore, it is an object of this new use to provide an
integration between software programs and commercial
advertisements by suggesting methods for such integration.
Furthermore, it is a specific object of this new use to provide
methods of integrating and displaying commercial
advertisements with data entry, help, menu, edit, prompt,
report, maintanence, error, action, game, management, user
access, and other information screens to be used in system,
interface, language, application, games, education, utility,
network, or other types of software.

It is also an object of this new use to provide sequence of
displays to integrateadvertisements with software. It is another
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object of this new use to provide directory advertisements
integrated with software.

PIRANI, 2:45-60:

Presently, software development is far behind hardware
development. Intel, a computer microchip developer, has
already shipped 80286, 80386, and 80486 microchips; and it is
in the process of developing 80586 microchips. But, software
to utilize fully the advantage of 80286 microchip has began to
appear in the market now. Thus, software development is
almost three generations behind the hardware development.
Long term committment needed to develop software against
comparatively low amount available to buy software by the
users has created a roadblock for a small software developer.
Integration of commercial advertisements with software will
provide additional funds to software manufacturers and will
overall increase the availability of software to the user at low
cost.

PIRANTI, 4:27-44:

As mentioned earlier FIG. 8 is a modified version of Sheet 2 of
17 from U.S. Pat. No. 4,763,356. In the modified version letter
“A” have been added to all numerical references belonging to
that patent to distinguish those numerical references from our
drawing numerals. A small advertisement from a fictitious
BabyCola Company has been added. The numerical reference
shown in this modified version are consistent with the
numerical references shown on next page (No. 8). FIG. 9 is the
further modification of the Sheet 2 of 17 mentioned in the
above paragraph. Here all information related to the fictitious
SATURN car is remobed. Instead the information about the
Treasury Bills has been inserted. This information is now used
by a stock broker to find information about various treasury
securities. The BabyCola advertisement is still there. The FIG.
9 shows how our new use is different from the use indicated by
Day, Jr. et al.

PIRANI, 4:62-5:14:

1. Integration of one letter to a whole screen advertisement
with various screens (data entry, menu, edit,etc.) of a software.
2. Displaying advertisement of one letter to a whole screen
page integrated with a software in which a sequence of display
screens are divided between advertisements and the software.
These advertisements are placed on the first screen, second
screen, third screen, menu screen, last screen, or any screen in
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between. It could also be placed as a whole screen, half screen,
one-fourth screen, or even a tiny part of the screen.

3. A directory of advertisements to be accessed by the user.
This directory contains names of the advertise- ments and are
accessed by the user by using an input device. Usually a menu
shown in FIG. 7 is used to list all advertisers or catagories of
advertisers and the access is made via this menu. The
advertisement could be a full page, half page, one-fourth page
or any part of the screen and could be placed together or

separately.

FIG.8
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U.S. Patent No.
5,710,884 (“DEDRICK
PATENT”)

DEDRICK PATENT, 4:24-35:
The publisher/advertiser 18 is provided with software tools to
create electronic information which includes content and
advertisements that can be transmitted over the system. The
electronic information may allow an end user to access a
content database, or the information may be all or a portion of
a content database. By way of example, the content database
may be the text and video of an electronic newspaper. The
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content database may reside within the publisher unit or be
located at a remote location such as the metering server or a
regional server that services a plurality of metering servers.
The software tools may include a hypertext oriented mark up
language that routes distributed end users to the content
databases.

DEDRICK PATENT, 7:9-22:
The content adapter 25 customizes electronic content to the
individual end user based on the user profile data contained in
personal profile database 27. Electronic content received by
system 12 from metering server 14 may include fields which
can be customized. Which fields can be customized may be
indicated in a header block received with the electronic
content. For example, a unit of electronic information may be
received with a particular field having the default color of
green. If personal profile database 27 contains sufficient data
regarding color preferences for the individual end user, then
content adapter 25 changes the color of that particular field
from green to whatever color preference is contained in
personal profile database 27 for that individual end user.
Similarly, the default consumption format may be video, but if
personal profile database 27 indicates that the end user prefers
audio format, then content adapter 25 delivers the audio format
version ofthe electronic information to the client interface 23
rather than the video version.

U.S. Patent No.
7,072,849 (“FILEPP”)

See, e.g., FILEPP, Abstract:
A method for presenting advertising in an interactive service
provided on a computer network, the service featuring
applications which include pre-created, interactive text/graphic
sessions is described. The method features steps for presenting
advertising concurrently with service applications at the user
terminal configured as a reception system. In accordance with
the method, the advertising is structured in a manner
comparable to the service applications enabling the
applications to be presented at a first portion of a display
associated with the reception system and the advertising
presented at a second portion. Further, steps are provided for
storing and managing advertising at the user reception system
so that advertising can be pre-fetched from the network and
staged in anticipation of being called for presentation. This
minimizes the potential for communication line interference
between application and advertising traffic and makes the
advertising available at the reception system so as not to delay
presentation of the service applications. Yet further the method
features steps for individualizing the advertising supplied to
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enhance potential user interest by providing advertising based
on a characterization of the user as defined by the users
interaction with the service, user demographics and
geographical location. Yet additionally, advertising is provided
with transactional facilities so that users can interact with it.

FILEPP, 1:17-32:
This invention relates generally to a distributed processing,
interactive computer network intended to provide very large
numbers of simultaneous users; e. g. millions, access to an
interactive service having large numbers; e.g., thousands, of
applications which include pre-created, interactive text/graphic
sessions; and more particularly, to a method for presenting
advertising to service users during interactive sessions, the
method featuring steps for presenting advertising concurrently
with applications, the advertising being organized as data
which is stored for presentation and replenished at the user
sites so as to minimize interference with retrieval and
presentation of application data; the method also featuring
steps for individualizing the advertising presented based on
user characterizations defined by service interaction and/or
other data such as user demographics and geographical
location.

FILEPP, 2:59-67:
It is a still another object of this invention to provide a method
for presenting advertising which minimizes the potential for
interference between presentation of interactive-service
applications and advertising. It is yet a further object of this
invention to provide a method for presenting advertising in an
interactive service which method enables the advertising
presented to be individualized to the user to whom it is
presented in order to increase the likelihood the advertising
will be of interest to the user.

FILEPP, 9:65-10:6:
Continuing with reference to FIG. 3a, in accordance with the
invention, advertising 280 is provided over network 10, like
page elements, also includes information for display on page
255, and may be included in any partition of a page.
Advertising 280 is presented to the user on an individualized
basis from queues of advertising object identifications (ids)
that are constructed offline by business system 130, and sent to
file server 205 where they are accessible to each RS 400.

FILEPP, 21:19-34:
If the string entered by the user matches a keyword existing on
one of the keyword tables, and is thus associated with a
specific PTO, RS 400 fetches and displays associated objects
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of the partitioned applications and builds the entry page in
accordance with the page composition dictated by the target
PTO.

If the string entered by the user does not match a specific
keyword, RS 400 presents the user with the option of
displaying the table of keywords approximating the specific
keyword. The approximate keywords are presented as
initialized, cursorable selector fields of the type provided in
connection with a Index command. The user may then move
the cursor to the nearest approximation of the mnemonic he
originally selected, and trigger navigation to the PTO
associated with that keyword, navigation being as described
hereafter in connection with the RS 400 native code.

FILEPP, 22:22-44:

Activation of the Path command accesses the user’s list of pre-
selected keywords without their display, and permits the user
to step through the list viewing the respective applications by
repeatedly invoking the Path command. As will be
appreciated, the user can set a priority for selecting keywords
and viewing their associated applications by virtue of where on
the list the user places the keywords. More specifically, if the
user has several application of particular interest; e.g., news,
weather, etc., the user can place them at the top of the list, and
quickly step through them with the Path command. Further, the
user can view and randomly access the keywords of his list
with the Viewpath operation noted above. On activation of
Viewpath, the user’s Path keywords are displayed and the user
can cursor through them in a conventional manner to select a
desired one. Further, the user can amend the list as desired by
changing the keywords on the list and/or adjusting their
relative position. This is readily accomplished by entering the
amendments to the list presented at the screen 414 with a series
of amendment options presented in a conventional fashion
with the list. As noted, the list may be personally selected by
the user in the manner described, or created as a default by
network 10.

U.S. PATENT NO.
5,999,912 (“WODARZ”)

See, e.g., WODARZ, Abstract:

Dynamic advertising scheduling, display, and tracking for the
World Wide Web. The invention includes at least one template
Web page that has conventional HTML codes defining the
format and content of the Web page. Special “ad tags” are used
to indicate the characteristics of an ad that can be displayed on
a Web page at the position of the ad tag. A request to view a
page is sent to a server-resident parser. The parser accesses the
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template for the requested page, parses the conventional
HTML codes, and provides such codes to the user. In addition,
the parser “expands” each ad tag to standard HTML code that
defines the characteristics of an ad. During expansion of ad
tags, the parser determines from each ad tag the type of ad that
can be inserted at the page position of the ad tag; a bin
identifier defining Which ads can be associated With the ad
tag; a page identifier of the page associated With the ad tag;
and various optional flags and codes. The parser generates a
list of valid ads by searching through a conventional database,
selects one that fulfills all the parameters of the ad tag, and
generates HTML code linking a particular ad to the ad tag.
That HTML code is then sent to the user. The parser program
can also apply scheduling criteria to select ads from the
generated list of eligible candidates.

Page 1

Ad Tag Location 1

Ad Tag Location
5

Ad Tag Ad Tag
Location Location
2 2
FIG. 1a
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Page 2
Ad Tag Location 3
Ad Tag Ad Tag
Location Location
4 4
FIG. 1b

U.S. PATENT NO. See, e.g.,

5,710,884 (“DEDRICK

PATENT”)

BUSINESSWIRE See e.g., BUSINESSWIRE (Lycos provides keyword search advertising,
which links advertisements to Lycos’ search engine. When linked
keywords are selected in a user’s search, the company’s advertisement
will appear on the Lycos results page above the results listing. This
enables an advertiser to purchase keywords related to its business and
to have its ad appear whenever a search is conducted using that
keyword.”)

Another Search See, e.g., ANOTHER SEARCH ENGINE, p. 1: “For advertisers, HotBot

Engine? Hotwired offers smart messaging technology similar to what is already available

Introduces Hotbot, on HotWired; ads can appear selectively on pages served to specific

Powered By Inktomi, categories of users.”

PR Newswire, May 20,
1996 (“ANOTHER
SEARCH ENGINE”)

The ‘Hottest’ Search
Engine,” Business
Communications Co.,
Vol. 3, No. 3, June
1996

See, e.g., THE ‘HOTTEST’ SEARCH ENGINE, p. 1: “HotBot will be
advertising-supported, and offered free of charge to users. For
advertisers, HotBot offers smart messaging technology similar to what
is already available on HotWired; ads can appear selectively on pages
served to specific categories of users. Ads can also appear selectively
on pages delivered in response to specified query terms.”

U.S. Patent Nos.
5,948,061 (“MERRIMAN
I’) and 7,844,488
(“MERRIMAN II””)

See, e.g., MERRIMAN I (AND CORRESPONDING DISCLOSURE IN
MERRIMAN II), 2:59-3:4:
The basic architecture of the network 10 comprises at least one
affiliate web site 12, an advertisement (ad) server web site 19

130




Reference

Disclosure

and one or more individual advertiser’s web sites 18. Affiliates
are one or more entities that generally for a fee contract with
the entity providing the advertisement server permit third party
advertisements to be displayed on their web sites. When a user
using a browser accesses or “visits” a web site of an affiliate,
an advertisement provided by the advertisement server 19 will
be superimposed on the display of the affiliate’s web page
displayed by the user’s browser. Examples of appropriate
affiliates include locator services, service providers, and
entities that have popular web sites such as museums, movie
studios, etc.

MERRIMAN I (AND CORRESPONDING DISCLOSURE IN MERRIMAN II), 3:5-

23:

The basic operation of the system is as follows in the preferred
embodiment. When a user browsing on the Internet accesses
an affiliate’s web site 12, the user’s browser generates an
HTTP message 20 to get the information for the desired web
page. The affiliate’s web site in response to the message 20
transmits one or more messages back 22 containing the
information to be displayed by the user’s browser. In addition,
an advertising server process 19 will provide additional
information comprising one or more objects such as banner
advertisements to be displayed with the information provided
from the affiliate web site. Normally, the computers supporting
the browser, the affiliate web site and the advertising server
process will be at entirely different nodes on the Internet. Upon
clicking through or otherwise selecting the advertisement
object, which may be an image such as an advertisement
banner, an icon, or a video or an audio clip, the browser ends
up being connected to the advertiser’s server or web site 18 for
that advertisement object.

MERRIMAN I (AND CORRESPONDING DISCLOSURE IN MERRIMAN II),
3:24-63:

In FIG. 1, a user operates a web browser, such as Netscape or
Microsoft Internet Explorer, on a computer or PDA or other
Internet capable device 16 to generate through the hypertext
transfer protocol (HTTP) 14 a request 20 to any one of
preferably a plurality of affiliate web sites 12. The affiliate
web site sends one or more messages back 22 using the same
protocol. Those messages 22 preferably contain all of the
information available at the particular web site 12 for the
requested page to be displayed by the user’s browser 16 except
for one or more advertising objects such as banner
advertisements. These objects preferably do not reside on the
affiliate’s web server. Instead, the affiliate’s web server sends
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back a link including an IP address for a node running an
advertiser server process 19 as well as information about the
page on which the advertisement will be displayed. The link by
way of example may be a hypertext markup language (HTML)
<img> tag, referring to, for example, an inline image such as a
banner. The user’s browser 16 then transmits a message 23
using the received IP address to access such an object
indicated by the HTML tag from the advertisement server 19.
Included in each message 23 typically to the advertising server
19 are: the user’s IP address, (ii) a cookie if the browser 16 is
cookie enabled and stores cookie information, (iii) a substring
key indicating the page in which the advertisement to be
provided from the server is to be embedded, and (iv) MIME
header information indicating the browser type and version,
the operating system of the computer on which the browser is
operating and the proxy server type. Upon receiving the
request in the message 23, the advertising server process 19
determines which advertisement or other object to provide to
user’s browser and transmits the messages 24 containing the
object such as a banner advertisement to the user’s browser 16
using the HTTP protocol. Preferably contained within the
HTTP message is a unique identifier for the advertiser’s web
page appropriate for the advertisement. That advertisement
object is then displayed on the image created by the web user’s
browser as a composite of the received affiliate’s web page
plus the object transmitted back by the advertising web server.

MERRIMAN I (AND CORRESPONDING DISCLOSURE IN MERRIMAN II), Fig.
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FIG. 1
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MERRIMAN II (AND CORRESPONDING DISCLOSURE IN MERRIMAN II),
9:38-41:

2. The method of claim 1, wherein selecting an advertisement
based upon stored information about said user node comprises
selecting an advertisement based upon a prior content request
sent from said user node to an affiliate node.

DoubleClick Named
Advertising Sales and
Distribution Partner for
AltaVista Search Site;
Leading Internet Ad
Network Teams with
Net's Largest Search
Engine, PR Newswire
(Dec. 18, 1996)
(“AltaVista™)

ALTAVISTA, p. 1:

In a move that will provide online advertisers access to its
leading Internet search engine, Digital Equipment
Corporation's (NYSE: DEC) AltaVista Internet Software
subsidiary has signed an agreement with DoubleClick, Inc., the
premier Internet advertising network. The agreement grants
DoubleClick rights to market display ad banners on selected
AltaVista Search pages, as well as create sponsorship
opportunities for major advertisers. The agreement is effective
immediately. Details were not disclosed.

“We continuously strive to enhance the effectiveness and value
of our service," said Ilene H. Lang, president and CEO of
AltaVista Internet Software, Inc. “By partnering with
DoubleClick, we can now provide an informative advertising
service to our millions of users without compromising search
performance. DoubleClick’s leadership technology for
targeting and delivering ads will allow AltaVista Search to
maintain sub-second response times for user queries, to present
highly relevant advertisements in response to selected queries,
and to participate in a growing revenue opportunity."
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"AltaVista Search is an unparalleled Internet service," states
Kevin O'Connor, president and CEO of DoubleClick. "We're
extremely proud that DoubleClick has met AltaVista's high
standards for performance and service, and that they've chosen
us as their advertising partner. Working together, we have
created a 'no compromise' service which benefits AltaVista
Search's widely respected professional user base as well as on-
line advertisers of all industries."

Doubleclick Debuts
New Tool For Testing
Creative On The Web,
PR Newswire (May 20,
1996).

DoOUBLECLICK DEBUTS, p. 2:
Currently, the DoubleClick Network offers advertisers the
ability to distribute their ad banners to more than 25
independent sites, including: Excitel, I-Golf, WITI (Women in
Technology), Travelocity, Quicken Financial Network and
Sportsline. The Network represents a broad range of users
including; investors, business professionals, college students,
women, consumers, gamers and sports enthusiasts. Ad banner
distribution through the DoubleClick Network can be executed
in a variety of ways; by appearing on all 25 Web sites, on only
one Web site, or on any combination of Web sites.

Web offers wide
audience, pinpoint
accuracy, The Boston
Globe (May 5, 1996)
(“Bray”)

BRrAY, p. 1:
DoubleClick has assembled a network of about 30 Internet
sites, including the Excite search engine, the SportsLine sports
news service and the Travelocity travel-planning service. The
members sell ad space to major companies such as Microsoft,
Intel and Bank of America. But instead of displaying the ads to
all comers, DoubleClick targets them to particular viewers.

Poppe Tyson Partners
With Atlanta Software
Leader To Form
Doubleclick -- The First
Advertising Network
For The Internet, PR
Newswire (Feb. 6,

POPPE TYSON, p. 1:
DoubleClick’s network, which is currently live on a number of
major sites as part of a beta test, is anticipated to have in
excess of 200 quality Web sites by the end of the year. The
network will go live in early April. Currently, DoubleClick
represents two leading Web sites, Netscape and Excite!. In
addition, the DoubleClick network will offer advertisers a

1996). unique ability to customize and target ads to specific users and
to measure results.
NAQVIWO NAQVI WO at Abstract - “The advertisements on the server are not

tied to any particular page containing information on the network, but
rather, are retrieved in response to a query entered by the user (17) and
dynamically mixed with the content of the pages returned in response
to the query (16). The present invention displays the content pages
with focused, targeted advertisements

as a part of the page, in accordance with a particular layout.”

NAQVIWO, p. 2 - “That is, when a user uses certain search engines for
conducting a search, the user will be shown advertisements while
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doing the searching. These advertisements are sometimes referred to
as "banner" advertisements because they simulate a banner that the
user sees as the user is traveling down a "road" on the computer
network. These advertisements are typically tied to a

particular search page that the user encounters during the

search. The current state of the art is such that when the user uses a
search engine, a randomly selected advertisement is shown as if it is
part of the search page. For example, the user may enter a search
request to see a home page on cooking and, as a part of that page, the
existing systems might display an advertisement about cars. This is a
problem, of course, because there is no connection made between the
content of the advertisements or the message of the advertisements
and what the user is actually searching.”

NAQVIWO, p. 3 — “It is a further object of the present invention to
provide a method and system for advertising on a computer
network in which advertisements are more focused and

targeted, for example, by user queries and user profiles,

including the past history of the user's interactions with

the system.”

NAQVI WO, p. 4 — “The present invention provides a new process and
system for online advertising. This new process will be

referred to throughout this application as query-based

advertising ("QBA"). In the QBA process, advertisements

are primarily triggered by user queries. User queries, as

15 used herein, refer to requests from an information consumer

for one or more pages of information from a computer

network. As a result of a query, a user is exposed to

advertisements with the present invention, i.e., the query

triggers advertisements.”

NAQVIWO, p. 5-6 - “When the user requests a certain page or a
certain topic of information, the relevant pages are retrieved from

the computer network and shown to the user. The present invention,
upon receiving the user's request, retrieves advertisements that are
related to the user's action, dynamically mixes the advertisements with
the content of the pages according to a particular layout, and displays
the pages with focused, targeted advertisements as a part of the page.
The advertisements can be made to satisfy a set of constraints
requested by the advertiser, as well as the constraints of the publisher
of the page, as further discussed below. The advertisement triggering
mechanism of the present invention is not random or coincidental, but
rather, is prespecified in advance. This specification will be referred to
in this application as a contract. A contract specifies the marketing
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rules that link advertisements with specific queries. For example, a
diet soft drink advertisement may be shown when a user asks for a
page about exercising equipment. These rules are specified by
advertisers implementing the concept of "focus" or "relevance" of
advertisements and help the advertisers to target a specific audience.
Owners of pages specify the focus content of their pages through
special tags within a page. These tags are not displayed to the
information consumer; the tags are used to decide what advertisement
can be shown when the page is requested by a consumer. The notion
of a contract, however, goes well beyond

just marketing rules. First of all, the advertising space

on the online medium, although technically unlimited, is

severely restricted by the user's attention span. Placing advertisements
on the first page which constitutes the answer to a query gives the
advertisements much higher probability to be seen than on later pages
of the answer.”

NAQVIWO, p. 7-8 — “A consequence of QBA is that ads cannot be
placed on pages a priori because it is the query that determines what
ads are to be placed on a page. This is referred to as

dynamic advertising. The query asks for a page that has a

30 focus. Ads that are resident in the system are checked to
determine which ads can potentially be placed on the page

in question. This decision is based on matching the focus

of a page with the focus of the ad. When not all matching

ads can be placed on a page because of space limitations,

the contract enforcement feature of the present invention

ensures that the ads that are placed on the page are

5 consistent with the contracts signed by the system with the
advertiser.”

NAQVIWO, p. 9 — “In summary, the present invention provides a
system and method for advertising on a computer network,
comprising a server containing a plurality of

advertisements, means for electronically connecting the
server to a computer network, and means for selecting and

15 retrieving an advertisement from the server in response to
a query entered on the network. The selecting means
comprises means for ensuring that a selected advertisement

is relevant to the query. A mixer means is provided for
combining a retrieved advertisement with a content page

20 returned by the computer network in response to the query.
The mixer means comprises a layout manager means for
computing an optimum layout of a combined page containing
the retrieved advertisement and the content page. The
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mixer means also comprises a typography manager means for
25 detecting special tags and HTML rules in the content page
and for determining which part of the content page the
selected advertisement can be displayed on. The content

page is provided by a home page dispatcher, a search

engine, or a generic HTML content provider in response to
30 the query.”

NAQVIWO, p. 24-25 - In using a yellow page publisher there are two
broad 20 distinctions for a query. A client may be asking for a
certain category of listings, or the client may be asking

for a particular vendor. For example, the user could ask

for car dealers in Morristown, NJ (i.e., a category of

listings), or the user could ask for Morristown BMW located
25 on South Street in Morristown, NJ (i.e., a particular
vendor) . The system determines which of the two types of
queries or searches the user has made, as illustrated by

box 32 in Fig. 2. If the query is for a certain category,

the process will go to the left hand side of the flow chart

30 of Fig. 2, and if the query is for a certain vendor, the
process will go to the right hand side of the flow chart of

Fig. 2. The left hand side of the flow chart will be

explained first.

After determining the type of query, the category

search engine 33 next determines which category best fits
5 the user's request. The user may have asked for "car," but
the category in the yellow page provider's index may in
fact say "automobile." Or, the user may have asked for
"spectacles," and the category in the yellow page provider
may be called "optician." The matching of these variations
10 of terms is performed by the category search engine 33.

Once it has been determined which category the user's
request falls into, the advertisement selection process
comes into play with the ad selector 34. The ad selector

34 determines what advertisements are best suited to be

15 mixed in with what the user has requested. The content
from the category search engine 33 and the ad(s) from the
ad selector 34 are then given to a mixer 35. The mixer 35
functions to mix the content coming from the search engine
with the ad(s) selected by the ad selector 34. The result

20 is the creation of a page that is of interest to the user.

If the user's category was about cars, at this point
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the ad selector 34 would have presumably found
advertisements related to cars and displayed these ads at
step 36 to the user. The user at this point can select one

or more of the listed or advertised car dealers. This

again results in more advertisements being selected by the
ad selector 34, as well as the accessing of a vendor search
engine 37 provided by the yellow page publisher, and a new
page being shown to the user.”

NAQVIWO, p. 32-33 — “Referring to Fig. 6, a process flow of the
mixer and ad selector will be described. The purpose of the mixer 35
(as previously described in reference to Fig. 2) is to take

publishers' content and advertisements and combine them

15 together so that the content and the advertisements are

mixed on the same page.

In Fig. 6, the mixer 35 is shown receiving two inputs

from the publishers: data 50 (which is the content) and EHTML
61 (which contains the special tags). The layout

20 manager 10 and parser 60 both form a part of the mixer 35.
The data 50 is input to the layout manager 10, and the
E_HTML 61 is input to the E_HTML parser 60, as previously
discussed. Both of these sub-modules then determine where
the advertisements can be placed on the publisher's page.

25 The advertisement list is then input from the ad

selector 34. The ad selector 34 receives a focus input 43,
retrieves relevant ads (step 70), and creates the

advertisement list using the prime space manager 20 (step
71). These advertisements are then placed in the parser 60

30 and the layout manager 10 (step 72), as described above.
The mixer 35 then logs all the essential billing and other

user information (step 73) for keeping track of the

system's placement of an advertiser's ad. At this point, a
refresh tag is inserted (step 74) and the system outputs an
HTML page (step 75).”

NAQVI WO, p. 39-40 - “Referring to Fig. 10, the flow of an ad
placement

process 110 according to the present invention will be
described. The purpose of ad placement is to allow
advertisers to enter their advertisements into the system.

For entering an ad, the system provides a screen that is

shown to the user asking whether the user wants to enter an
ad. If the user indicates yes by clicking on that

20 particular choice, the system enters the start 111 of the
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ad placement mode. At this point the system asks the user
for the focus (step 112). The advertiser may say, for
example, that he is in the car business, the car washing
business, or that he is a physician, a lawyer or whatever

25 other category name that he wants to give. The user is
also asked for an advertisement name at step 112. This is
just a name for future reference.

The purpose of the focus in step 112, as discussed

above, is to prevent an advertisement from being shown that
30 is not relevant to the query at hand. The system of the
present invention always shows advertisements that are
relevant to what the user has asked for. Therefore, it is

of paramount importance that the system know the context of
the ad. Thus, when the advertiser places an ad, the system
establishes the focus.”

NAQVIWO at Claim 3, 8, 9

Figures 1, 2, 7, 8A, 8B, 10, 11 (and associated text)

BULL

BULL at Col. 4 - “Along with displays, including those for data entry,
searches, search results, information retrieval, the user will
be presented with advertisements and/or coupons based on
criteria entered by advertisers. This criteria may take the
form of simple logic, linking an ad/coupon with a display or
be derived from complex software text search agents that
analyze one or more of the following: The user’s looking
pattern, the user’s psychographic profile, the user’s personal
profile, the availability of the advertiser’s/couponer’s goods
or services at the instant in time that the criteria is being
exercised. The placement of the ad/coupon will be logged
along with user profile information and provided to the
advertiser/couponer in some form of report.”

BULL at Col. 4 - “II. Software Agent Advertising Insertion.
Currently, advertisements in WWW pages are tightly tied

to each page, are inserted based on keywords or on a

psychographic profile of the user. Certain criteria will be entered
which delineates a pattern that is requested to be monitored. When this
pattern is seen or is in close match) in the user’s WWW activity, the
insertion mechanism is activated. If a certain web page is requested,
the present invention will display a particular

advertisement. The ad will be inserted based on the content

of the existing web page being read. An analysis of the text

stream of the user’s interactive session will be performed
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on-line. For instance, if the user accesses web pages for
Holiday Inns on the West Coast, the insertion mechanism
could be established to automatically insert ads for Hilton
Inns on the West Coast.”

BULL at Cols. 6-7 — “Initial Setup for Advertisers and Lead Generation
Advertisers: Advertisers, using a user access system 100 enter criteria
that should met for an advertisement/coupon placement. These criteria
are in the form of the complex software text search agents described
above. This includes a match

“threshold.” When this threshold is met or exceeded, an

ad/coupon will be appended to a system session. Statistical

analysis known as clustering is used to evaluate the data.

The ad/coupon may be resident on the user access system

100, an advertiser’s computer system (400 . . . N) or stored

in the Advertising DataStore 250. Additionally, the Advertiser may
include conditional criteria for ad/coupon place

ment (available inventory, in stock levels, excess capacity,

etc.). This criteria is referenced when the “threshold” is met

and if satisfactory, the ad/coupon is appended. This criteria

may be tested against data input through the user access

system 100, data on the advertising datastore 250 or data on

the advertiser’s computer system (400 . . . N). Additionally,
advertisers can input World Wide Web referential

information (hot links) to be displayed with ads/coupons or

on geographic map displays. These are stored on the adver

tising datastore 250

BULL at Col. 10 —“233 Ad/Coupon Insertion Agents

These are complex software text search patterns that when
matched within the text being reviewed within a given
session, cause an advertisement/coupon to be added into the
display. These can be direct insertion or conditioned from
criteria on the Advertiser’s Computer Systems (400 . .. N)
and/or the user’s profile from the user profile datastore 210

BuULL at Col. 12 —“296 Ad/Coupon Insertion System

This looks at the current display requested by the user
with a Ad/Coupon Insertion Agent 233, determines which
ads should be placed (or rotated) and makes the placement
(or establishes the rotation).”

BULL at Col. 12 — “Certain criteria will be entered which delineates a
pattern that is requested to be monitored. When this pattern is seen (or
is in close match) in the user’s WWW activity, the insertion
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mechanism is activated. If a certain web page is

requested, the present invention will display a particular
advertisement. The ad will be inserted based on the content

of the existing web page being read. An analysis of the text

stream of the user’s interactive session will be performed

online. When certain text patterns are observed (or close

matches are observed), an advertisement is inserted into the
display. The advertising may be static or connected to the adver
tiser’s computer datastore which designates specific ads or
coupons based on the pattern match and other conditions

which may be required. The software agent criteria is entered by the
merchant in the agent data store 230 which delineates a pattern that
needs to be monitored.

As an example, if the user accesses web pages for

“Holiday Inns on the West Coast”, the insertion mechanism
Would be established to automatically insert ads for “Hilton

Inns on the West Coast.””

BULL at Figs. 1 - 7 (and associated text)

SUBMIT-IT

TECHCRUNCH'' at 2-3 - “But we weren’t the first to appreciate the true
value of search. Submit-It, founded a few years earlier in a dorm
room by Scott Banister, helped website owners submit their URLs to
multiple search engines and directories. Banister saw how badly his
customers wanted to secure placement on search results. In 1996, he
brilliantly conceived an idea he called “Keywords”: to sell search
listings based on pay-for-placement bidding — more or less the same as
today’s AdWords. Banister began pitching the idea to anybody who
would listen to him, including, among others, Bill Gross of Ideal.ab,
and the principals of LinkExchange: Tony Hsieh, Sanjay Madan, and

2

me.

HEALTHGATE

HEALTHGATE.COM '~ - “Due to our aggressive pricing and volume

discount plans, the actual cost per thousand (CPM) impressions may
vary. Our Keyword Plan gives you the ability to ensure that your ad
will be displayed whenever a user enters your pre-defined keyword.”

INFOSEEK

PRNEWS at 1: “It is possible for a company to buy its own name or an

11

TECHCRUNCH shall refer to Ali Partovi, “Bubble Blinders: The Untold Story of the Search

Business Model,” posted Aug. 29, 2010
2 HEALTHGATE.coM will refer to the HealthGate.com website at the webpage currently

available at

https://web.archive.org/web/19961105192255/http:/www.healthgate.com/HealthGate/product/sp

onsorship.html
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ad to ensure it is listed at the top of a search results page);
(“WebCrawler, Lycos and InfoSeek offer advertisement banner links,
however Alta Vista’s product is still in beta-test.”)

FROOK at 1: “These advertisements work by delivering a sales pitch
along with the results of a key-word search on a search engine. For
example, a user searching under the subject "cars" might receive a
Web ad for Genetal Motors Corp. or Chrysler Corp., while a search
for modems might delivervan ad for online computer superstore
NECX Direct.”

OPEN TEXT INDEX CNET - “Open Text is offering to help those publishers by allowing
them premium slots in its search engine without requiring them to buy
more expensive advertising banners. Under the company's Preferred
Listing [http://www.opentext.com/omw/preferred_c.html] service, a
merchant that sells personal computers online, for example, could
ensure that its Web site appears as the top listing in searches for the
terms PC and computer.”

FAIN - “Paid search reconciled this dilemma by tying
the search engine’s revenue to the act of transferring
the user to an advertiser’s site. In 1996, the search
engine Open Text briefly offered preferred listings,
in which sites would pay to be inserted into the
search result set for particular keywords.”
PR NEWS PR NEWS at 1: “The general solution to avoid getting buried by others'

words is to buy a ‘search word,” an option introduced last year by
several search engines.

For example, it is possible for a company to buy its own name or an
ad to ensure it is listed at the top of the search results.

Time Warner could thus ensure that anyone who enters the term ‘Time
Warner’ will see its home page or ad at the top of the search results.

Charges for banner ads in search engines vary, but tend to be
expensive, according to Beth Lanahan, spokesperson for one of the
Web's more popular search engines, InfoSeek. Depending on
Impression and specific topic, advertisements that rotate through
directories range from $7,500 to $73,000 for a four-week period.
Advertisements that appear only with the results of a specific key
word search are a minimum of $1,000 for a four-week period.

WebCrawler, Lycos and Infoseek offer advertisement banner links,
however Alta Vista's product is still in beta-test.”

142




Reference

Disclosure

KOHDA ’96

KOHDA °96, §1: “An advertising agent is placed between the
advertisers and the users. Advertisements fetched from advertisers'
Web servers are merged with Web pages from ordinary Web servers
by the agent, and the merged pages are displayed on the users' Web
browser. Thus, the users see advertisements on any server around on
the Internet. Moreover the agent has chances to deliver appropriate
advertisements which suit each user's taste.”

Id., §2.1: “First of all, the advertising agent company makes a contract
with advertiser companies. Remark that ordinary users can become
advertisers or advertising agents if they are ready to pay for it, but we
use the word, company, to make the explanation brief. The agent
company is responsible for delivering advertisements to users. The
advertisements are stored on the agent's Web server.”

Id., §2.2: “When a user clicks an anchor on a page displayed on the
browser, the browser contacts the Web server and returns a Web page
designated by the anchor. Simultaneously, the browser contacts the
advertising agent's Web server. The agent's Web server returns a Web
page of one of its advertisements. Then the browser merges those
returned Web pages, and displays a composite page on the screen.”

Id., §2.2: “Note that the agent is aware of the identity of the user and
which page the user is about to read on the browser, so the advertising
agent can tailor advertisements for individuals and their current
interests. Thus it prevents the user from having to see advertisements
that are unrelated to their current interests.”

Id., §3.2: “The filter keeps in memory the contact path (URL) to the
agent's Web server. When it is invoked, it forwards the invocation
parameters passed from the browser to the agent's Web server, and
waits for a reply. Then, the agent's Web server returns one of its
advertisements or other useful information. The filter merges the reply
from the agent's Web server before the input from the pipe, i.e., Web
pages from other Web servers.”

Fig. 2:
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KoOHDA ’853

KoOHDA ’853 at 38:30-35: “the advertising information server provides
the advertising information automatically based upon the retrieval
condition data, wherein another predetermined tag is added to the
provided condition data to retrieve advertising information, and is
derived from the retrieval information.”

Id. at 23:60 to 24:7: “When the user is obtaining the information about
the sales conditions of the latest automobiles, the information server
100 to obtains and analyzes the retrieval information to be obtained by
the user, and recognizes that the information relates to the sales
conditions of the latest automobiles.... Then, the information server
102 selects the advertising information about, for example, sports cars
from a large volume of advertising information relating to
automobiles, and transmits the selected information to the information
retrieving apparatus 100. As a result, the advertising information in
which the user may be interested can be transmitted to the user,
thereby enhancing the advertising effect.”

Id. at 6:56 to 7:3: “The user inputs data for use in obtaining requested
retrieved information (for example, articles from a newspaper relating
to a specified item) through the input/output unit 1. Then, the
information retrieving apparatus 100 obtains the retrieved information
from the information retrieving server through the retrieved
information obtaining unit 3, automatically obtains additional
information such as advertising information from the information
server through the additional information obtaining unit 4,
incorporates the obtained information into the retrieved information
obtained from the information converting unit 2, and outputs the result
on a display unit.”

Id. at 6:13-18: “The input/output unit 1 receives data for use in
obtaining retrieved information (common information) and additional
information (advertising information) from the user, and outputs the
retrieved information and additional information obtained from the
server to the display unit.”

Id. at 13:40-43: “The information converting unit 2 incorporates the
additional information stored by the additional information storage
unit 44 into the retrieved information stored by the retrieved
information storage unit 34.”

Id. at 17:8-10: “[T]he user obtains an output with a corresponding
advertisement incorporated.”
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Id. at 17:56-59: “The additional information 107, that is, advertising
information is displayed at the top of the screen while the retrieved
information 106 is displayed at the bottom of the screen.”

Figure 5a:
ADVERTISEMENT
L1108
RETRIEVAL
FIG. 5A RESULT

See e.g., LITTLE, p. 75: “Consumers can use computer-based searching
techniques to quickly locate products and to shop for competitive
prices on a single site or across many sites.”

See e.g., ADAM, p. 818 (“Electronic commerce (EC) and digital
libraries (DL) are two increasingly important areas of computer and
information sciences, with different user requirements but similar
infrastructure requirements. . . . An EC/DL system is characterized as
a collection of distributed autonomous sites (servers) that work
together to give the consumer the appearance of a single cohesive
collection.”); id., p. 821 (“From an EC perspective, consumers seek to
find products and services at low cost using language and terminology
they are most familiar with. The unique challenges for EC include:
create mechanisms to allow buyers to locate products and services
with specific characteristics and to allow sellers to locate potential
buyers with specific traits (matchmaking services); and provide secure
bidding and negotiation systems with which a buyer can solicit bids
and receive quotes.”)

Business Briefcase
refers to Business
Briefcase, The Boston
Herald (Dec. 19, 1996).
(BUSINESS BRIEFCASE)

See e.g., BUSINESS BRIEFCASE, p. 1 (“Digital Equipment Corp. of
Maynard said yesterday it had sold rights to advertise on its popular
AltaVista Internet search engine to DoubleClick Inc., a Net ad
network. The deal lets DoubleClick sell display space on selected
AltaVista pages. Financial details were not disclosed.”)

DoubleClick Named
Advertising Sales and
Distribution Partner for
AltaVista Search Site;
Leading Internet Ad
Network Teams with

See e.g., ALTAVISTA, p. 1 (“In a move that will provide online
advertisers access to its leading Internet search engine, Digital
Equipment Corporation's (NYSE: DEC) AltaVista Internet Software
subsidiary has signed an agreement with DoubleClick, Inc., the
premier Internet advertising network. The agreement grants
DoubleClick rights to market display ad banners on selected AltaVista
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Net's Largest Search
Engine, PR Newswire
(Dec. 18, 1996).
(ALTAVISTA)

Search pages, as well as create sponsorship opportunities for major
advertisers. The agreement is effective immediately. Details were not
disclosed. “We continuously strive to enhance the effectiveness and
value of our service,” said Ilene H. Lang, president and CEO of
AltaVista Internet Software, Inc. ‘By partnering with DoubleClick, we
can now provide an informative advertising service to our millions of
users without compromising search performance. DoubleClick’s
leadership technology for targeting and delivering ads will allow
AltaVista Search to maintain sub-second response times for user
queries, to present highly relevant advertisements in response to
selected queries, and to participate in a growing revenue opportunity.’
‘AltaVista Search is an unparalleled Internet service,’ states Kevin
O'Connor, president and CEO of DoubleClick. ‘We're extremely
proud that DoubleClick has met AltaVista's high standards for
performance and service, and that they've chosen us as their
advertising partner. Working together, we have created a 'no
compromise' service which benefits AltaVista Search's widely
respected professional user base as well as on-line advertisers of all
industries.’”

FLYNN

See e.g., FLYNN, p. 2 (“Yahoo!, for example, uses [NetGravity’s]
AdServer . . . AdServer offers Yahoo! several features for targeting
ads to specific visitors. For starters, when a visitor to the Yahoo! site
conducts a search by inputting a keyword, advertising related to that
keyword appear on the screen. A visitor might, for example, conduct
a search for Web pages related to cars. The server would then display
an ad related to cars when it displays the results of the query.”

MEEKER

MEEKER at 1-9: “Other advantages for advertisers include: parallel
delivery of an ad with the content a user is searching for, like a
billboard for a restaurant along a highway (in TV, advertisements are
delivered serially with content).”

Id. at 6-2: “Each time the page is downloaded by a user, a designated
space on the page (in the example in Figure 6-1, a rectangle across the
top) is automatically filled with a banner. The method by which a site
determines which ad to put into which download may depend on
agreements or contracts with advertisers, the capability of the
technology involved, the demographics of the user, and other factors.”

Id. at 6-6: “Search engines, by definition, use text input by users to
conduct searches of relevant content on the Web. Since
advertisements are displayed along with the search results, these
companies allow advertisers to buy “key words,” which display the
advertiser’s banner when a user searches for the word purchased. It
follows that the word or words purchased are generally related in
some way to the advertiser’s products or services. Infoseek and
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Yahoo! charge $1,000 per month per keyword, and based on a target
of 20,000 impressions, this would yield a CPM of $50. For example,
Figure 6-3 shows how the results of a search for the word “router”
yielded a typical list of sites but also netted an advertisement for
Cabletron Systems (a maker of switches, considered an alternative to
routers). In fact, any time this word was searched for, the same ad
came up. A search for “hub” consistently resulted in a different ad for
the same company. (Yes, we searched for “beer,” and each time we
got a Miller Genuine Draft ad).”

PHILLIPS BUSINESS

PHILLIPS BUSINESS at 1: “Another approach to selling ads is through
leasing key search words. Advertisers can purchase the rights to a key
word not necessarily one derived from their own products. If a search
term matches a key word, their ad will be placed. Lycos Marketing
Manager Sarah Garnsey said users who enter the key word
"Windows" on the Lycos engine,

for example, will see an ad for IBM. She added that AT&T {T} once
owned the key word "telephone.”

DEDRICK 1995

See e.g., DEDRICK 1995, p. 44-45 (“A hyptertext linking (hot-link)
capability is a very important feature in electronic ads. Elements can
contain hypertext link attributes embedded by the electronic ad’s
author during element creation. This hypertext link capability allows
the advertiser to change an element, and thus the ad, dynamically at
any time. This dynamic upgrade-ability is gained by enabling the
hypertext link to point across the content distribution network to
elements residing on remote servers. These elements can contain
actual advertising content, or they might themselves be hypertext links
pointing to other elements. Invocation of a hypertext link might be the
result of a process-triggered function or consumer interaction (such as
a consumer clicking on a hot spot in a graphic or digital video clip
within an electronic ad.) Hypertext links within regular electronic
content might also point to related electronic advertising elements.

For example, if an author publishes an article electronically, the author
could insert a hot spot into the article that, when selected by the
consumer, will point to a related electronic ad. By selecting the hot
spot, the consumer triggers the ad to be downloaded to the local
consumption device.”); id., p. 45 (“Other profile data might include
key words and other variables used by consumption agents for finding
both electronic content and electronic ads that have a certain ‘hit rate’
when matched against a consumer’s profile.”); id., p. 46 (“As personal
consumption profiles become more robust, consumers might begin to
see ads focusing on their favorite subjects, presented primarily in their
favorite colors, sizes and shapes. Also, their agents might report the
availability of electronic content and ads matching their personal
profiles.”)

GALLAGHER

See e.g., GALLAGHER, p. 3 (““As of August 1996, both Yahoo! and
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Excite offered advertisers three options: general rotation, geographic
or content targeting, and keyword-based targeting. . . . The third
option, keyword-based targeting makes greater use of the targeting
potential of information services. A company can buy keywords so
that whenever a user enters one of those keywords during a search,
s/he will be exposed to the company’s banner advertisement. This
ensures that that the banner advertisement is presented only to people
with a demonstrated interest in the area. For instance, a marketer of
golf equipment might buy the keyword ‘golf.” Every time a user enters
“golf” in a search, a banner advertisement for the equipment would
appear.”); id., Appendix 2

NETGRAVITY
ADSERVER CHOSEN BY
GNN

See e.g., NETGRAVITY ADSERVER CHOSEN BY GNN (“NetGravity, the
leader in Internet advertising technology, today announced GNN, a
service of America Online Inc., will take advantage of the NetGravity
AdServer technology for WebCrawler. . . . This allows GNN to . . .
dynamically deliver targeted ads. . . . Now, through NetGravity’s
relationship with I/Pro, Web sites will be able to develop and place
advertising much more effectively using management tools with
demographic profiles for targeted ad placement.”)

Lycos, Inc. Registration
Statement No. 333-354,
dated April 3, 1996
(“LYcos PROSPECUS™),
produced at GOOG-
WRD-00872476-
GOOG-WRD-
00872549

See LYCOS PROSPECTUS at GOOG- WRD 00872477

SEARCH RESULTS

Ads appear an a

Id. at GOOG-WRD-00872482:

products addressing certain of the Company's target markets. The primary competitors of the Company's
products and services are other Internet catalog, directory and review services, including America Online’s
Web Crawler, Architest Software, Inc.s excite, Digital Equipment Corporation’s Alta Vista, Infoseek
Corporation, The McKinley Group, Open Text Corporation and Yahoo! Carporation. In addition, the

Company competes with metasearch services that allow a user to h the datal of | catalogs and
directories simultaneously. The also competes indirectly with datsbese vendors that offer
information search and retrieval with their core database products. Intheﬁaturetheﬁompany

mmmpﬁﬁmﬁmmﬂdmxdwebhwmﬁmmdo&almmm services
that incorporate search and retrieval features into their offerings. Many of the Company's existing competitors,
as well as & number of potential new competitors, hmslgniﬁmt!y financial,

Id. at GOOG-WRD-00872499:

Catalogs, directories and reviews also offer content providers and advertisers the opportunity to make their
m.l'ormatitm more easily accessible. By enabling access to and filtering of information on the Web, catalogs,

ies and reviews are increasingly functioning as conduits between millions of Internet users and the
waa]th of Internet resources.
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Id. at GOOG-WRD-00872500:

Provide o One-Stop Information Source. The Company seeks to provide viewers with a one-stop
information destination for identifying, selecting and accessing resources and information on the Web. The
Company has recently integrated its catalog, directory and review product offerings such that viewers have
access to all of the Company’s products and services from any of the Company’s sites. The Company intends
to further integrate its three product offerings, enabling the user to conduet a comprehensive Web search
with the results the contents of the Lycos Catalog along with an icon providing a link to any relevant
categories within the a2z Directory and any applicable Point Reviews rating and review of the site.

Id. at GOOG-WRD-00872501:

Relevancy. Relevancy measures how closely the results of a search conform to a specific query. The
Mdnuﬂhgmddﬁwubmmdepm&upmthempehmmd&em&mbmg
of the retrieval software. The Compeny believes that its retrieval software, which

frequancy proximity of words to assign relevancy scores, together with the
m&mdﬂmlm&hlngmd)hthelqm%hgbddﬂmmmhmtmm

Id. at GOOG-WRD-00872502:
The Lycos Catalog

The Lycos Catalog provides what the Company believes to be one of the mast comprehensive indexes of
the Web available and also one of the most popular and widely known destinations on the Internet. To use
the Lycos Catalog, a user accesses the Lycos home page through a Web browser and enters a query consisting
of one or more keywords in the search field such as “Shakespeare.” The search results then appear on the
screen showing the number of matches, title, ranking, abstract and Web address of the Web pages
relevant to Shakespeare. The Lycos Catalog also provides a direct hypertext link to the actual pages matching
the search. As of February 29, 1996, the Lycos Catalog had indexed over 25 million Web pages, up from
approximately 4 million in June 1985, The Company believes that its proprietary search and indexing
technology enables the Lycos Catalog to service more queries to a larger database while producing more
relevant results. The Lycos Catalog serviced tens of millions of queries in January 1996, compared to
approximately 6 million in June 1995. The Web address for the Lycos Catalog is www. lycos.com.

Lycos, Inc. Form S-1

Registration Statement,

dated February 14,
1996 (“Lycos S-17),
produced at GOOG-
WRD-00872550-
GOOG-WRD-
00872923

See Lycos S-1 at GOOG-WRD- 00872554
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Id. at GOOG-WRD-00872558:
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Competition. The market for Internet products and services is highly competitive. In addition, the
Company expects the market for Internet advertising, to the extent it develops, to be intensely competitive.
There are no substantial barmiers to entry, and the Company expects that competition will continue to
intensify. Although the Company believes that the diverse segments of the Internet market will pravide

tes for more than one supplier of products and services similar to those of the Company, it is
passible that a single supplier may dominate one or more market segments. The Company believes that the
principal competitive factors in this market are name gnition, perfe ease of use, variety of value-
added services, functionality and features and quality of support. A number of companies offer competitive
products addressing certain of the Company’s target markets. The primary petitors of the Company’s

and services are other Internet catalog, directory and review services, including America Online’s
Web Crawler, Architext Software, Inc.'s excite, Digital Equipment Corporations Alta Vista, Infoseek
Corporation, The McKinley Group, Open Text Corporation and Yahoo! Corporation. In addition, the
Company competes with h services that allow 2 user to search the databases of | catalogs and
directories simultaneously. The Company also competes indirectly with database vendors that offer
information search and retrieval capabilities with their core database products. In the future, the Company
may encounter competition from providers of Web browser software and other Internet produets and services
that inecorporate search and retrieval features into their offerings. Many of the Company’s existing competitors,

Id. at GOOG-WRD-00872575:

Catalogs, directories and reviews also offer content providers and advertisers the opportunity to make their
inforemation more easily accessible. By enabling access to and filtering of information on the Web, catalogs.
directories and reviews are increasingly functioning as conduits between millions of Internet users and the
wealth of Internet resources.

Id. at GOOG-WRD-00872576:

Provide a One-Stop Information Source. The Company secks to provide viewers with a one-stop
information destination for identifying, selecting and accessing resources and information on the Web. The
Company intends to integrate its catalog, directory and review product offerings, enabling the user to conduct
a comprehensive Web search with the results displaying the contents of the Lycos Catalog along with an icon
providing a link to any relevant categories within the A2Z Directory and any applicable Point Reviews rating

and review of the site.

Id. at GOOG-WRD-00872577:

Relecancy. Relevancy how closely the Its of a search conform to a specific query. The
ability of a catalog to deliver relevant responses depends upon the comprehensiveness of the underlying
database and the accuracy of the retrieval software. The Company believes that its retrieval software, which
uses position, frequency and proximity of words to assign relevancy scores, together with the
comprehensiveness of the Lycos Catalog, enables the Lycos Catalog to deliver more relevant search results.

Id. at GOOG-WRD-00872578:
The Lycos Catalog

The Lycos Catalog provides what the Company believes to be one of the most comprehensive indexes of
the Web available and also one of the most popular and widely known destinations on the Internet. To use
the Lycos Catalog, a user accesses the Lyeos home page through a Web browser and enters a query consisting
of one or more keywords in the search field such as “Shakespeare.” The search results then appear on the
sereen showing the number of matches, title, relevancy ranking, abstract and Web address of the Web pages
relevant to Shakespeare. The Lycos Catalog also provides a direct hypertext link to the actual pages matching
the search. As of January 31, 1996, the Lyoos Catalog had indexed over 19 million Web pages, up from
approximately 4 million in June 1995. The Company believes that its proprietary search and indexing
technalogy enables the Lycos Catalog to service more queries to a larger database while producing more
relevant results. The Lycos Catalog serviced tens of millions of queries in January 1996, compared to
approximately 6 million in June 1995. The Web address for the Lycos Catalog is wiww Jycos.com,
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Excite, Inc. SB-2
Registration Statement
No. 333-2328-LA,
March 11, 1996
(“Excite SB-2")
produced at GOOG-
WRD-00872006-
GOOG-WRD-
00872094
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Id. at GOOG-WRD-00872010.

Intense Competition

The market for Internet services and products, particularly Internet advertising and Internet
search and retrieval services and products, is intensely competitive. Since there are no substantial
barriers to entry, th,e Comp petition in these markets to intensify. The Company
beli that the | ipal comp ‘ﬂ-we factors in these markets are name recognition, performance,
ease of use and funet.iunality. The primary competitors of the Company’s services and products are
Internet search and rel companies such as Infoseek Corporation, Lycos, Inc., The McKinley
Group, Inc., Open Text Corporation and Yahool, Inc. and specific search and retrieval services and
products offered by other companies, such as AOL's Web Crawler and Digital Equipment Corpora-

tion's Alta Vista. The Company also competes indirectly with services from other database vendors
such as Lexis/Nexis and Dialog and other companies that offer information search and retnenl
capabilities with their core database products. In the future, the Company may enc

from online service providers, Web site operators, providers of Web browser software (such as
Netscape or Microsoft Corporation {“Microsoft”)) and other Intermet services and preducts that
incorporate search and retrieval features into their offerings, whether through internal development or
by aequisition of one or more of the Company's direct competitors. Many of the Company's existing
competitors, as well as a number of potential new competitors, have longer operating histories in the
Internet market, greater name recognition, larger customer bases and databases and significantly
greater financial, technical and marketing resources than the Company. Such competitors may be able
to undertake more extemsive marketing campaigns and make more attractive offers o p
employees, distribution partners, advertisers and content providers. Further, there can be no assurance
that the Company's competitors will not develop Internet search and retrieval services and products
that are equal or superior to those of the Cnmprl.ny or tlu.t achieve gr market tance than the
Company's offerings in the area of name g or , ease of use and ancuonallty Since
a number of the Company’s current advertising customm and strategic partners also have established
relationships with certain of the Company’s competitors, there can be no that the Company
will be able to retain a customer base of advertisers or that strategic pariners will not sever or will elect
to renew their agreements with the Company. There can be no assurance that the Company will be
able to compete successfully against its current or future competitors or that competition will not have
a material adverse effect on the Company’s business, results of operations and financial condition.

Id. at GOOG-WRD-00872017-18.

152




Reference

Disclosure

The Company offers a variety of advertising programs that enable advertisers to target their
audiences at various levels of market segmentation: mass market placement, which does not have any
market segmentation; affinity placement, which delivers advertisements to an audience with a specific
topical or regional interest; and individual placement, which displays advertisements to users of a
specific profile. The Company currently offers the following advertising programs:

General Rotati The Company offers a general rotation program that allows advertisers to
reach a large number of Web consumers. Advertising banners rotate through well-trafficked
Excite pages, including the main NetSearch and NetDirectory pages and NetSearch results pages.
This program delivers a higher volume of mass market consumers and provides frequent exposure
to advertisers.

City.Net and Regional Excite. The Company provides a City.Net program and will provide a
Regional Excite program that allow advertisers to direct advertisements to geographical affinity
groups. This targeted approach can be used to complement a national marketing strategy with
local or regional messages.

Keywords. The Company’s keyword program offers advertisers an opportunity to target
specific audiences by assigning ad banners to certain key words or concepts. For example, when
Windows '95 is searched, a Microsoft advertisement could be displayed. Because of the ability to
customize the targeted nature of potential customers, the Company is able to charge premium
rates for such keyword advertising.

Id. at GOOG-WRD-00872044.

Advertisers can also combine multiple advertising packages in order to develop a complete
advertising plan that reaches multiple audiences and that is designed to maximize reach, frequency of
exposure and customer response. For example, an airline company might have general rotation as a
base of mass exposure. The advertising schedule eould be enhanced based upon topical affinity, by
displaying a banner every time a user searches using the word “travel” or “airfare,” as well as by
displaying an advertisement to all Personal Excite users who are interested in travel. The schedule
could be further refined by placing banners on the Life & Style/Travel page in NetDirectory, as well as
on a variety of U.S. and international city pages on City.Net that may correspond to hubs of national or
international business.

Advertising is sold primn.nlythmudn a combination of a small direct sales force and an advertising
sales ap . The C ¥'s direct sales operation currently consists of two individuals, both
alparlencod in selling Internet advertising, who are based in San Francisco and New York. To
supplement its internal sales force, the Company has retsined the services of Double Click, of
Mountain View, California, an advertising sales agency specializing in interactive advertising place-
ment. The Company has only a limited number of sales and marketing personnel at the present time.
See “Risk Factors — Limited Sales Force; Evolving Distribution Channels.”

Id.
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Id. at GOOG-WRD-00871930.
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Intense Cnmpel:iﬁun

The market for Internet services and pmducu pm'ﬂmlnrly Interneét advertising and Internet
search and retrieval services and prod is i itive. Since there are no substantial
barriers to entry, the C P ition in the:e markets to intensify. The Company
believes that the principal cumpehtwe factors in these markets are name recognition, performance,
ease of use and functionality. The primary competitors of the Company’s services and products are
Internet search and retrieval companies such as Infoseek Corporation, Lycos, Inc., The McKinley
Group, Ine., Open Text Corporation and Yahoo!, Inc. and specific seareh and retrievsl services and
products affered by other companies, such as AOL's Web Crawler and Digital Equipment Corpora-

tion’s Alta Vista. The Company also competes indirectly with services from other database vendors
such as Lexis/Nexis and Dialog and other companies that offer information search and retrieval
capabilities with their core database products. In the future, the Company may encounter competition
from online service providers, Web site operators, providers of Web browser software (such as
Netscape or Microsoft Corporation {“Microsoft”)) and other Intermet services and products that
incorporate search and retrieval features into their offerings, whether through internal development or
by acquisition of one or more of the Company's direct competiters. Many of the Cornpany's existing
competitors, as well as a number of potential new competitors, have longer operating histories in the
Internet market, greater name recognition, larger customer bases and datsbases and significantly
greater financial, technical and marketing resources than the Company. Such petitors may be able
to undertake more extemsive marketing campaigns and make more attractive offers o p ial
employees, distribution partners, advertisers and content providers. Further, there can be no assurance
that the Company's competitors will not develop Internet search and retrieval services and products
that are equal or superior to those of the Company or that achieve greater market ptance than the
Company's offerings in the area of name recognition, performance, ease of use and functionality. Since
a number of the Company’s current advertising customers and strategic partners also have established
relationships with certain. of the Company's competitors, there can be no that the Comp
will be able to retain a customer base of advertisers or that strategic partners will not sever or will elect
to renew their agreements with the Company. There can be no assurance that the Company will be
able to compete successfully against its current or future competitors or that competition will not have
a material adverse effect on the Company’s business, results of operations and financial condition,

Id. at GOOG-WRD-00871937-38.

The Company offers a variety of advertising programs that enable advertisers to target their
audiences at various levels of market segmentation: mass market placement, which does not have any
market segmentation; affinity placement, which delivers advertisements to an audience with a specific
topical or regional interest; and individual placement, which displays advertisements to users of a

specific profile. The Company currently offers the following advertising programs:

General Rotati The Company offers a general rotation program that allows advertisers to
reach a large number of Web consumers. Advertising banners rotate through well-trafficked
Excite pages, including the main NetSearch and NetDirectory pages and NetSearch results pages.
This program delivers a higher volume of mass market consumers and provides frequent exposure

to advertisers.

City.Net and Regional Excite. The Company provides a City.Net program and will provide a
Regional Excite program that allow advertisers to direct advertisements to geographical affinity
groups. This targeted approach can be used to complement a national marketing strategy with

local or regional messages.

Keywords. The Company’s keyword program offers advertisers an opportunity to target
specific audiences by assigning ad banners to certain key words or concepts. For example, when
Windows '95 is searched, a Microsoft advertisement could be displayed. Because of the ability to
customize the targeted nature of potential customers, the Company is able to charge premium

rates for such keyword advertising.

Id. at GOOG-WRD-00871964.
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Advertisers can also combine multiple advertising packages in order to develop a complete
advertising plan that reaches multiple audiences and that is designed to maximize reach, frequency of
exposure and customer response. For example, an airline company might have general rotation as a
base of mass exposure. The advertising schedule eould be enhanced based upon topical affinity, by
displaying a banner every time a user searches using the word “travel” or “airfare,” as well as by
displaying an advertisement to all Personal Excite users who are interested in travel. The schedule
could be further refined by placing banners on the Life & Style/Travel page in NetDirectory, as well as
on a variety of U.S. and international city pages on City.Net that may correspond to hubs of national or
international business.

Advertising is sold primarily through a combination of a small direct sales force and an advertising
sales ap . The Company's direct sales operation currently consists of two individuals, both
alparlencod in selling Internet advertising, who are based in San Francisco and New York. To
supplement its internal sales force, the Company has retsined the services of Double Click, of
Mountain View, California, an advertising sales agency specializing in interactive advertising place-
ment. The Company has only a limited number of sales and marketing personnel at the present time.
See “Risk Factors — Limited Sales Force; Evolving Distribution Channels.”

Id.

InfoSeek Corporation
S-1 Registration
Statement No. 333-

4142, Amendment No.

1, dated May 3, 1996
(“InfoSeek S-17)
produced at GOOG-
WRD-00872371-
GOOG-WRD-
00872464

E %

infoseek’s primary service offering. infoseak
Guide, assists users in navigalng the ntemet
providing fast and relevant search results for
free. Infasesk Guide's Search-inContext
approach integrates search and directory func-
uons, providing not only spacific responses 1o
user queries, but also direct links in reaktime
to a personalired environment of relevant and

relatec content and information.

InfoSeek S-1 at GOOG-WRD-00872375.
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Search In Context
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Id.

Advartising in Context
Advertisers reach highly targeted audiences.
Currently ower 120 advertisers including:

Adaptec Nisaamr Discovery Chamne!

Bm cinet Marisetiplace MCI

Cathay Pacific ATAT Iniemat Shopping Network
imel Netscape  Roguewave Software
GTE NYNEX Hearst New Media
Swaich Sportsline Freeride Medls

Starwave ~— Microsoft

Id. at GOOG-WRD-00872376.

The Company believes that fnfoseek Guide is also differentiated through its design, which
integrates the capabilities of 2 search engine and a directory 1o combine specific responses to search
queries with communiiies of relaied Web, USENET and branded third party content and rargeted,
related adverising. By creating communities of comext-specific information in real-time for users,
Infoseek Guide addresses the needs of consumers for relevant and related information, enables
content providers to reach interested audiences, and allows advertisers to deliver advertisements toa
target group of potential buyers.

Id. at GOOG-WRD-00872378.
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With every search on Infoseek Guide, the consumer receives some or all of the following:
specific and relevant Web site listings in response 1o the query, a directory of other related Web sites,
related and appropriate advenising, unique editorials on related subjects by well-known third party
content providers, links o relevant discussion groups and other resources. For example, a user who
enters the query “rock music conceris in San Francisco” would find not only a listing of relevant
Web pages, but would also find a link to the Billboard Online section of the iZene (a third-party
sponsored editorial feature related to popular music) and a directory of related topics including
regional music, alternative music, music stores, and jazz that would be linked to other related Web
sites. The user may also see adverising appropriate to the user's interests in rock music. The
Company believes that the creation of real-time content enhances a user's Internet experience by
immediately linking the user to an environment of relevant and related content and information.

Id. at GOOG-WRD-00872403.

Infoseek's services provide advertisers with an increased ability to underrake measurable,
wargeted, cost-effective and interactive advertising on the Internet. The Company’s services provide
advertisers with the Aexibility 10 target the mass audience of the Internet by advenising on the
Company's general search pages, 1o warget special interest groups by placing advertisements on
directary pages, or, 10 narrowcast adventisements to specific audiences by placing advertising only
when the user's query contains a specific word that has been designated as a key word for a
particular adveriiser. The Company believes that each of these types of advenising can provide
significant value to advenisers. While larger, mass market campaigns increase brand awareness,
narrower campaigns through directory ads or keyword ads provide opportunities 1o engage in high
response, product specific advertising. The Company is also actively exploring new technologies

Id. at GOOG-WRD-00872404.

Create Innovative Solutions for Advertisers. The Company seeks to provide advertisers with
innovative solutions to effectively reach their target audiences through the Internet. The Company
currently offers a broad range of customized altematives for advertisers, providing advertisers with
the flexibility to target mass audiences or specific communities, or link advertisements (o keyword
searches. In addition, the Company is actively exploring new technologies which will emable
advenisers 1o utilize user demographic, profile, and psychographic information. For example, the
Company has entered into a letter of intent with HNC which provides that the Company and HNC
will jointly develop an advertising and management system to anonymously wack individual usage
behavior that is based upon technology developed by HNC. The Company believes that these
innovative advertising approaches, which will allow advertisers 1o microcast advertisements to

mSbecific user types based on sophisticated analysis of searching behavior, will significantly differenti-
ae the Company's services.

Id. at GOOG-WRD-00872404-05.

Advertising Managemeni

Infoseek has developed cerain proprietary sysiems for the insantaneous placement of adver-
tisements with targeted audiences on appropriate 'rfoseek Guide Web pages. Infoseek’s adventising
management systems are capable of presenting in real-time advenising that corresponds to a user's
inquiry. If certain key words have been purchased by more than one advertiser, the system
automatically determines which adventisement is displayed based upon the number of impressions
under contract and delivered to date. As pant of the Company's proprietary advertising management
system, Infoseek also mainins a database that racks the number of searches of each word queried
by Infoseek users, the number of browses through each Directory category and the number of
impressions of each advertisement. This system assists the Company in estimating the number of
expected impressions of specific advertisement options marcketed by the Company or otherwise
sought by advertisers.

Id. at GOOG-WRD-00872409-10.

Advertising Products and Pricing

The Company offers advertisers four main advertising options that may be purchased individu-
ally or in packages: general rotation, topic pages, keyword and special placement. These options all
contain hypertext links to the advertiser's home page. To date, most of Infoseek’s coniracts with
advertisers have terms of three months or less.
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Id. at GOOG-WRD-00872410.

Keyword: Keyword advertisements are displayed when an Infoseek user's search contains 2
particular keyword selected by the adverntiser. This option offers the advertiser a highly targeted,
self-selected audience. Through its proprietary advertising management system, the Company
tracks every word that is queried by Infoseek users. From it, the Company has identified
approximately 200 keywaords that are most frequently queried by Infoseek users and requested
by adventisers. The current four week CPM for a keyword is $50, with a §1,000 minimum.

Id. at GOOG-WRD-00872411.

A number of companies offer competitive products and services addressing cenain of the
Company's target markets. These companies include America Online, Digital Equipment Corpora-
tion, Excite, Inc., Lycos, Inc., The McKinley Group, Open Text Cotporation, CompuServe, Prodigy
and Yahoo! Corporation. In addition, the Company competes with metasearch services that allow a
user to search the databases of several catalogs and directories simulaneously. The Company also
compeses indirectly with darabase vendors that offer information search and rewrieval capabilities
with their core database products. In the future, the Company may encounter competition from
providers of Web browser sofrware, including Netscape and Micresoft, online services and other
providers of other Internet producis and services who elect 10 incorporate their own search and
retrieval features into their offerings.

Id. at GOOG-WRD-00872413.

Yahoo Prospectus
Registration Statement
No. 333-2142, dated
April 12, 1996 (“Yahoo
Prospectus”) produced
at GOOG-WRD-
00874251-GOOG-
WRD-00874328

Yahoo! offers a branded Internet navigational service that is among the most widely used guides 1o information and
discovery on the World Wide Web.

® - s YAHOOUT 9

Web Launch ~ Click Here for Our Promotione! ~ Yahoo Quick Access
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® Computers and Internet [Kera!] ® Re e

Interuet, WV, Boftware, Multimedia, ...

o Education
Universities, K-12, Cowses, ...

o Entertainment [Erat)
TV, Movies, Music, Iagazines, ...

o Government

Libraries, Dictionaries, Fhone Numbers, ...

@ Regional
Countries, Regions, UE_ Btares, ..

@ Science
C8, Biology, Astrovomy, Enginerring, ...

@ Social Science

Politics {Xkral), Agercies, Law, Military, ... Anthroyology, Bociology, Ecomomics, ...
® Health e Society and Cultgre
Mediving, Drugs, Disences, Fitness, ... People, Enviroament, Religion, ...
Text-Only Yahoo ~ Conttbutors

Id. at GOOG-WRD-00874252.
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Advertising on Yahoo! currently consists primarily of banner advertisemenls that appear on the lop of direc-
tory pages within the Yahoo! main site. Hyperiext links are embedded in each banner advertisemen! 1o
provide the user with instant access to the advertiser's Web sile to obtain additional information or pur-

chase producls or sefvices
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Yahoo Prospectus at GOOG-WRD-00874253.
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In addition 1o banner adverlising on pages in Yahoo!, the Company offers premium positions on the home page of
Yahoo!, which is typically used in conjunction with promotions and special events. Yahoo!'s strategy is to use these
sponsorship positions for high profile promotions which may also result in additional visibility and awareness for

Yahoo!,

Id. at GOOG-WRD-00874254.

Advertising Pricing

Advertising on Yahoo! currently consists primarlly of banner advertisements that appear on the top
of directory pages within the Yahoo! main site. Hypertext links are embeddad in each banner advertise-
ment to provide the user with instant access to the advertiser's Web site to obtain additional infarmation
or purchase products and Services. The Company’s coniracts with advertisers typically guarantee the
advertiser a minimum number of “impressions,” or times that an advertissment appears In page views
downloaded by users of Yahoo!. The Company’s standard rates for banner advertisements currently
range from $0.02 to $0.05 per iImpression, depending upon location of the advertisement within Yahoo!
and the extent to which the advertisement is targeted for particular context areas. The Company may
provide discounts from standard rates for longer term contracts. The Company also offers context-
based keyword advertising, which permits advertisers to target users based upon specified keywords
that a user enters when searching within Yahoo!, For example, if a user enters the term "automobile” or
“car”, an automobile manufacturer's advertisement could appear on pages displaying the resuits of
such a search. The Company's standard rate, for context-based keyword advertisements currently
range from $0.03 to $0.06 per impression.

Id. at GOOG-WRD-00874289.
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Registration Statement
No. 333-2142, dated
March 7, 1996 (“Yahoo
Form SB-2”’) produced
at GOOG-WRD-
00874329-GOOG-
WRD-00874418

Yahoo! offers a branded Internet navigational service that is among the most widely used guides
ta information and discovery on the World Wide Web.
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Id. at GOOG-WRD-00874332.
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Advertising on Yahoo! currently consists primarily of banner advertisements that appear on the top of
directory pages within the Yahoo! main site. Hypertext links are embedded in each banner advertisement
to provide the user with instant access to the advertiser's Web site to obtain additional information or
purchase products and services.
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Yahoo Form SB-2 at GOOG-WRD-00874333.
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In addition to banner advertising on pages in Yahoo!, the Company offers premium positions on
the home page of Yahoo!, which is typically used in conjunction with promotions and special
events. Yahoo!'s strategy is to use these sponsorship positions for high profile promotions which
may also resuit in additional visibility and awareness for Yahoo!.

Id. at GOOG-WRD-00874334.

Adverlising Pricing
Advertising on Yahoo! currently consists primarily of banner advertisements that appear on the top
of directory pages within the Yahoo! main site. Hypertaxt links are embedded in each banner advertise-
ment to provide the user with instant access to the advertiser's Web site to obtain additional information
or purchase products and services. The Company’s confracts with advertisers typically guarantee the
advertiser a minimum number of “impressions,” or times that an advertisement appears in page views
downloaded by users of Yahoo!. The Company's standard rates for banner advertisements currently

range from $0.02 to $0.05 per impression, depending upon location of the advertisement within Yahoo!
and the extent to which the advertisement is targeted for particular context areas. The Company may
provide discounts from standard rates for longer term contracts. The Company also offers context-
based keyword advertising, which permits advertisers 1o target users based upon specified keywords
that a user enters when searching within Yahoo!. For example, if a user enters the term “automabile™ or
“car”, an automobile manufacturer's advertisement could appear on pages displaying the results of
such a search. The Company's standard rate, for context-based keyword advertisements currently
range from $0.03 to $0.06 per impression. Because the Internet is new and still developing as an
advertising medium, it is difficult to predict the purchasing patterns of advertisers or whether the
Company’s current advertising model will be successful.

Id. at GOOG-WRD-00874366-67.
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Open Text Form F-1 The Company

Registration Statement |, Oen Text Coporaiion (the “Company'”) develops, market, emmns o P o sopether Jocal and wide
N0, 33 B, dated | e e e s s s oy e ot s of s

November 1, 1995
(“Open Text Form F-
1”’) produced at GOOG-
WRD-00873727-
GOOG-WRD-
00873878

wide variety of formats and in disparate locations, including World Wide Web sites. The Company's search technology is
dmcmwbyrapl.dmpmumesmﬂdummmmﬂlyuhmldmmmmﬁummm
to terabytes, if adequate server Woomnlmmmmnusmwiplwed The Company’s workflow and document

management sofiware enables users to eswblish and 1 collaborative work processes that involve 2
diversity 0fwo¢hrs wupuling platforms and data. In addition, the Company's products enable organizations to flexibly

ge the ilability of infc i mcumpmyssmgynmofhmfmmmmm“kpmcess
management and i ion distributi ducts that collectively represent an information management solution addressing

ﬂnneedsnfmupeummofusmo(localmdmdammmksmduulmnn

Employin;lusmchmgimandulaledmdmo]ogms.ﬂneCompanyhnsmnedlhaOpenTmhdn,anindﬂofh
Warld Wide Web (the **Web'"), that it licenses together with its search technology to major Web information providers,
including Yahoo!, internetMCI and IBM infoMarket. The Company also offers the Open Text Index as a scarch tool to Web
users on the Company's own Web site in order to i of the Company's technology and prod and to
capitalize on the emerging advertising revenue opportunity on the Internet.

Id. at GOOG-WRD-00873603.

Unproven Acceptance of the Company’s Products and Services; Developing Market

Many of the Company’s products or product versions have been introduced only recently. In January 1994,
the Company introduced Open Text 5, the most recent version of its search engine software. In March 1995, the
Company introduced Latitude, its document distribution system, and made its Open Text Index available on the
Internet. In May 1995, the latest version of Internet Anywhere was released. In addition, the Company plans to
release its initial integration of the Latitude and Livelink products and other new products and product versions
in the near future. The Company is in the process of making the Open Text Index available to users of the Iniernet
through Yahoo!, internetMCI and IBM infoMarket, and has recently begun selling adventising on the Open Text
Index offered through the Company's Web site. See *‘Business—Products.’” The Company’s success will depend
in large measure upon the success of these products and services. Failure of these products and services to
achieve significant market acceptance and usage would adversely affect the Company's business, operating
results and financial condition. Because certain of the Company's software is newly released, there can be no
assurance that, despite testing by the Company, errors will not be found in such software after release, or, if
discovered, that the Company will be able to successfully comrect such emors in a timely manner. If the Company
is unable to successfully market its current products and services, develop new software products and services
and enhancements to current products and services, correct errors on a timely basis or complete products and
services cumrently under development, or if such new products and services or enhancements do not achieve
market acceptance, the Company's business, operating results and financial condition will be materially adversety
affected.

Id. at GOOG-WRD-00873609.

Dependence on Internet Gateway Providers

The Company is relying on a number of sirategic relationships to achieve market acceptance of certain of
its products. In particular, the Company has entered into agreements with several Internet “gateways,'” including
Yahoo! Corporation, internetMCI and IBM infoMarket (the “‘Gateways'"), and intends to enter into similar
agreements with others. The agreements with Yahoo! and imtemetMCl allow these Gatcways to usc the
Company's Open Text Index in exchange for a share of advertising revenues generated by the sale of advertising
space visible to the user during the course of a search for information using the Open Text Index initiated through
the Gateway, and the agreement with [BM infoMarket provides for payments to the Company based on the
number of subscribers to the service. Accordingly, the success of the Company is dependent to a large degree on
the success of the Gateways and other gateways with which the Company may have a relationship in the future,
and the continued attractiveness to customers of their service offerings. Although the Company views these
relationships as important factors in achieving market acceptance of certain of its products and the development
and commercialization of its technologies, the agreements with the Gateways are not exclusive and may be
terminated at the convenience of the other party. There can be no assurance that the Gateways or any other
Internet gateways with which the Company may form relationships in the future will regard their relationships
with the Company as strategic to their own respective businesses and operations, that they will not reassess their
commitment to the Company's technologies at any time in the future or that they will not develop or acquire
their own competitive technology. Furthermore, there can be no assurance that the service offerings of the
Company’s gateway alliances will achieve or maintain market acceptance or commercial success. Failure of one
or more of the Company's gateway alliances to achieve or maintain market acceptance or commercial success or
termination of one or more successful gateway alliances would have a material adverse effect in the Company’s
business, operating results and financial conditions,

Id. at GOOG-WRD-00873612.
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The Open Text Strategy

The Company's objective is to be the leading provider of information search, work process management
and information distribution solutions to the spectrum of users of local and wide area networks and the [nternet.
Key elements of the Company’s strategy are summarized below:

®  Build Awareness of the ‘‘Open Text” Brand and Increase Internet Exposure through Alliances with
Internet Gateways. The Company believes that awareness of the Company and its software solutions
will increase as Internet users are exposed to the Company’s search and retrieval technology through
their use of the Open Text Index. The Company has entered into agreements with popular Internet
gateways, including Yahoo!, internetMCI and IBM infoMarket, to license its Open Text Index and
search and retrieval technology for use with the Intemet resource products offered by the Gateways.
Each Gateway identifies the Open Text Index om the user interface when the Company's search
technology is employed. The Company intends to pursue similar arrangements with other Internet
gateways.

®  Provide integrated Information Search, Work Process Management and Information Distribution
Solutions. The Company intends to integrate Latitude, its document search and distribution product,
with Livelink, its workflow and document management system. The Company's goal is to offer an
integrated information management solution addressing the needs of the spectrum of users of local and
wide arez networks and the Internet.

®  Capilize on Web Advertising Revenue Oppornnity. An emerging revenue opportunity for highly
visible, frequently accessed Web sites is the sale of advertising space on the screen that users view
when visiting a Web page. The Company has begun to sell advertising on its Open Text Index home
page and has entered into agreements with Yahoo! and internetMCI that provide for the Company to
receive a share of the advertising revenue generated by the sale of advertising space visible to the
Gateway user during the course of a search for information using the Open Text Index through the
Gateway.

Id. at GOOG-WRD-00873637.

The Open Text Index enables a user to search for terms appearing in particular elements of document
structure, conduct weighted searches and search for other documents with similar content, The Open Text Index
also provides a *‘results sampling’* feature, which permits the user to view the searched term in context from the
Open Text Index without being required to access the documents in which the term appears,

The Company has licensed the Open Text Index and ongoing updates to Yahoo!, internetMCI and IBM
infoMarket. The Gateways provide the Open Text Index to their customers as part of their Web access service.
The Open Text Index also represents a source of advertising reveaue for the Company. Pursuant to an agreement
with Yahoo! in October 1995, the Company will operate an Open Text Index search service for users of the
Yahoo! home page. The Company will receive a portion of any revenue received from advertisements visible lo
Yahoo! users who access the Open Text Index, Pursuant to an agreement with internetMCI, a portion of any
advertising revenue received by intemetMCI will be remitted to the Company on a similar basis. Advertisers can
place **billboard"" advertisements on the Open Text Index, which are visible on a portion of the screen displaying
the Open Text Index user interface. Also available will be ‘‘embedded’’ advertisements, which are presented with
the other results of a search using the Open Text Index. Embedded advertisements enable an advertiser to target
users who have demonstrated an interest in selected subject matters by searching for similar or related
information. The Company also offers an Open Text Index scarch service on its own home page Web site at no
charge to the user. The Company has begun to sell billboard advertising space on the Open Text Index user
interface and also intends to sell embedded advertising. The Company’s agreement with IBM infoMarket
provides for the Company to receive an annual license fee and a monthly fee based on the number of subscribers
to the service.

Id. at GOOG-WRD-00873642.

Gateway Agreements

The Company has entered into gateway agreements with Yahoo!, internetMCI and IBM infoMarket.
Pumumtmﬂnseammmu,thzﬂompmyhasqunsedrthpsnTmSnmenginemdmcomrexumx
for use with the Internet information resource products offered by the Gateways,

'I‘hengreemeuswith\'ahon!andint:mﬂMClmhpmvidefurdmCompuymreceivemmualﬁcme
feemﬂafecbasedonapuunmgeofmcmwmiwdbyuteGmwnyfmmaivmis:memsﬁnwdhy
gateway users who use the Open Text Inder. Advertising revenue is generated by advertisers placing either
bi]lboardorambad&dadvuﬁwnmmmm:mmmmvmmmamdmgmemohmhfw
information using the Open Text Index. The internetMCI agreement also provides for monthly fees for ongoing
updates of the Open Text Index. The agreement with IBM infoMarket provides for the Company to receive an
annual license fee and a monthly fee based on the number of subscribers to the service. See *‘Risk Factors—
Dependence on Galeway Providers.'

Id. at GOOG-WRD-00873646.
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Open Prospectus, dated
January 23, 1996
(“Open Text
Prospectus”) produced
at OT03652-3758

The Company

Open Text Corporation {(the **Company™) develops, markets, licenses and supports software for use on local and wide
area networks, Intrancts and the Intervet that enables wsers to find clectronically stored information, work togethier in crealive
and collaborative processes and distribute or make availalile o users across networks or the Internet the resulting work
product and other imfarmation. The Coinpany’s search engine: enables users 1o parenily search wast amounts of data
stored in a wide variety of formats and in disparate Jocations, including World Wide Web sites, The Company's search
technology is characterized by rapid response times ihat do notincréase matetially as the tmount of data’ searched increases,
if adequate server unid communications’ resources aré- enployed. The Company's workflow and document management
software enables users 1o cytabylish and manage document-oriented collaborative work: processes that involve a diversity of
workers, computing platfornis, and data. In-addition, the Company's products enable organizifions to-flexibly manage the
disiribution and availability of information, The Company's stmiegy 5 to offer information search, wark process
management and information distribition’ prodacts that collectively represent @ soife of infornation management solutions
addressing ibe needs of the spectrum of wsers of Jocal and wide area networks, Intranets mid the Iotervet.

Employing its search engine and rélated techmologies, the Company has created the Open Text Iuder. an index of the
Warld Wide Wel (the. *“Web'"), that it liconses together with it search techaology to major Web information providers,
including Yahoo!, internetMCI and IBM infoMarker. The Company also offers the Open Tear Index as a search 0ol 1o Web
users on (he Company’s-owa Web site in onder to inerease awareness of the Company's technalogy and produets and to
capitalize on he emerging advertising revenue epportunity on the Internet. Metseape Communications Corpatation
(“"Netseape™™) has agreed 10 list the Open Tew Index on the Netscape Navigator under the **Net Search’” button,

The Company's search engine, cumemly marketed a5 Open Texr 3, has-application as a stind-aloae scach wol for use
an local aad wide area networks and the Tntetnet and us part of more comprehensive information management solutions. For
‘example, the Company's ssarch engine is a key component of Eatiiide, the Company's documient-distribution product thar
enables an organization’s users to find and view, in native format, documents in large collections of mformation- stored on
local or remote servers ard CD-ROMs spread across local and wide area networks and the Intemet. In November 1995, the
Company introduced Laiitude Web Servier, asoftware ool Kit that facilitues an organization’s creation of an-ntéenal Internet-
prowocol network, or Ulatranet,” that enables ‘users o find and retrieve information and doc‘.umgms available on the
organization's Intranet and on other Web sitgs, dnd ¢nables the organization 1 make selected documents avaitable to ihe

- public over the Inierriet. )

The Company's workflow and document manigement system, Livelink, combines the features of an integraied
ductument nanagement sysiem with workflow gement and collaborative computing: functions on-local and wide aren
nétwarks, The Company is developing Livelink to engble uders to madnge documents, establish collaborative workgroups
and manage and track the progress of their work using lntranets and the Intemet. The Company is also integrating Livelink
and Latitude Web Server to ensble users 1o find and reirieve infonmation from 1he organization”s Intranet and from ather
Web sites and manage the distribution of this information using Intrancts and the Intemet,

Id. at OT03653.

Campétition; New Entrants

The markéts for the ‘Company’s products are néw, intensely competitive, subject to rapid rechnalogical
change and evolying rapidly. The Company expects competition to persist, increase and intensify in the future as
the. markets for the Comipany's products continte to-devilop and as additional companiés enter cach of its

The primary compeiitors of the Company’s Open Text Index are Architext Sofiware, Inc, InfoSeek
Corporation, Lycos, Inc. and America Online's Web Crawler, Digital Equipment Corporation has recently
imroduced an Tnternet search service named Alta Vista that will compete with the Open Text Index. Both
InfoSeek and Lycos have been operating on the Intemet for a longer period of time than the Opex Text fndex,
are displayed on the Netscape Navigator user inlerface and have superior name recogniton. While Metscape has
agreed to list the Open Text Index on Neiscape Navigator, this Jisting currently has less prominence than that of
InfoSeek, and, in the foiure, might huve leds prominence than those of otfier search servicés. The Company’s
strategy for obtaining advertising revenues from the Open Texr fider is dependent in part-on-the success of
the Company's gateway relationships. Accordingly, competition between the: Inermed gateways with which the
Company has relationships and competing Intemet gateways or failure of the Tnternet gateways with which
the Company has relationships to achieve or maintain market acceptance may have a material adverse effect on
the Cempany's busiriess, eperating results and financial condition.

Id. at OT03662-63.
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Dependence on Internet Gateway Providers

The Company is relying on & number of stralegic relationships 1o achieve markei scceplarics: of certain of:
its products: In particular, the Company has- éntred into arrangements with several Internet “'gateways,”
including Yahoo! Corporation (“Yahoo!), networkMCL Tnc. (“internetMCI™"), International Business
Machines, Inc. {*'IBM infoMarket™) and Netscape (collectively, the “Gateways™ ), and intends w0 enter o
similar agreensen(s with othoers. The agreements with Yahoa! and internetMCL allow :hcsc Garewiys to use the
Company’s Opeir Text Index in exchange for a share of advertising revenues generated by the sale of advertising
space visible to the user during the course of a search: for information using the Open Text fndex initiated through
the Gatewsy, and the agreement with IBM infoMarket provides for payments Lo the Company based on the
nuniber of subscribart to the service. Netséape has agreed to 1ist the Open Text Index on the Netscape Navigator,
The suecess of the Company is dependent, to a large degree, on the success of the Gateways and other gateways
with which the Company. may bave a relationship in. the future, and the coutinued atiractiveness 1o customers of
their service offermgs Air‘hough the Company views these relationships as important factors in schieving miarket
acceplunce of cerlain of its products and the development and commercialization of its fechnologies, the
agreements with the Gateways are not exclusive and can be term) nated by the Gateways under cerafn
circumstances. There can be 0o’ assuranee that the Galeways o any other Intemet gaeways with which- the.
Company may form relationships in the future will regard their relationships with the Company g strategic 10
their own respective businesses and operations, that they will not reassess thelr commitment to the Company's
technologics at any time in the futire or that they will not develop or acqiire their own competitive techinology.
Furthermore, there can be-no assurance that the service offerings of the Company's gateway alliances will
achieve or mainlain market aceeptance or commercial success. Failure of one or more of the Company™s gateway
alliances to achigve or maintain market acceptance or commercial success or the termination of one or more
successfol gateway alliances would have a material adverse effect in the Company's business, operating results
and ﬂ.‘na_n,cipl condition. '

Id. at OT03663.

Risk of Capacity Constraints and System Faflure Relating to Open. Text Index

A key element of the Company's marketing strategy and promotional effors is its use of the Open Text
Index, which the Company makes available at no charge to users-of the Imc.mel a5 & highly visible demonstration
of the capabilities of the Company's s¢arch engine software. Accotdmgl)r the perfarmance of the Open Text
Index is eritical w the Company’s reputation, the success of its relationstips with Interet gateways and its ability
to attract advertisers 1o the Open Text Index. Any system failure that causes interruptions: in the availability or
speed of the Company’s Open Text fndex could have a material adverse effect on the Company. An incréase in
the volume of seiirches conducted using the Open Text Index could strain:the capacity of the Company™s search
engine or the hardware deployed-at the Open Text Index; which could lead to slower respanse times or even a
.mmplem system failure, The Open Text Index has experienced brief periods of service interruption, normally

associated with implementation of software changes 1o the: system, all of which to date have been promprly
comrected, In October 1993, the Open Text Index experienced a period of significanily slower response times due
w an increased volume of scarches until the Company added additiona) servers and communications capacity.
On several oecasions sinee that time, increased usage of the Open Text Index, changes o bardware and software
configuration related to the implementations of the Yahoo! gateway agreement and the establishiment of related
services in Mountain View, California have resulted in brief periods during which the Open Texr Index produced
slow response times. ‘While the Company monitors the perforiance of the Open Text fadex and seeks to tike
prampt action to correct any deterioration in. response times, periods of slow response may occur in the foture,
and there can be np assurance that the Company will be able (o take prompt and cifective corrective action. The
Company has made certain commitments under ity gateway agrésments 1o prrmde rapid responss Times and
consistent system availability, and, sceordingly, any slower response times or system failore could result in the
termination.of, or exposure mdamagu under, one oF more of these agrecments. The Company is also depemienl
on hardwaré suppliers for prompt delivery, installation- agil service of servers and other equipment used to
provide the Open Text ladex. Copies of the Company’s Open Text Index are located at computer facilitics located
in Toronto, Ontario aqd Mountain View, Californiz. There can be no assurance that a system failure at either of
thess locations wauld not adversely affect the performance of the Open Text Index. These systems are vulnerable
to damage from fire, carthquukes, power loss, teleconimunications failures and similar events, Despite the
implementation of network. security measures by the Company, its servers are also vulnerable to computer
viruses, break-ins and similar disraptive problems. Computer viruses, hre.ak -ing or-othier problems caused by third
parties could lead 1o interruptions, delays or cessation In service to the Compahy's Open Text Index users.

Id. at OT03665.

Because materials may be uploaded by the on-line or Internet services operated or facilitated by the
Compmay or the Intemet gateways with which it hes a relationship and be subsequently distributed to otbers,
there is a polential that claims will be made against the Company for defamation, neglipence, copyright or
wademark infringement or other thearies based on the nature and content-of such materials. Such claims have

been brought, and sometimes successfully pressed, against on-line services, including recent, successful high-
profile cases against Prodigy and NETCOM. Although the Company carries general liability insurance, the
Company's insurance may- not cover potential claims of ‘this type or may not be adequate o indemnify the
Compiny for all liability that may be imposed, Any imposition of Hability that 18 not covered by insurance or is

in excess of insurance coverage could have a rmaterial advérse effect on the Company.
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Id. at OT03667.

The Open Text Solution

The Company's suite of software products enahles users to find information, work together and distribute
the resulting work product and other information 1o users acroks local and wide area networks or the Intemer.
The Company's software supperts original, native file formars and applications and does. not require either the
conversion of the' information into ew formats or the replacement of existing deskiop computing tooks. A& key
element of the Company’s srategy is 10 develop thie capability of irs producis o cnable the formation of work
groups and collghoration on Intranets and the Interct.

The Company's suite of software products addrésses the following nevds:

& Find Information. The Company's proprietary string search technology enables users to search the
full text of databases and documents in response 1o a user query that is nat limited to document titles
or keywords. The Company's scarch wechnology is characterized by rapid response times that do not
increase materially as the amount of data searched increases, if adequate server and communications

resources are employed. The Cﬂmpany s search engine: and related products,, ‘including Open Text 5
and Letituide, enable ysers to fud and view information, thus supporting both the creative and storage-
reluted functions critical w individual and collaborative work processes. The Company’s search and
retrieval solutions address the needs of a variety of information users and fnchude the Open Text lndex,
which alfows computer users 1o search the Company’s index of the Web, and Latitude Web Server.
which enables organizations to index and search for infeomation on their Iocal and wide area networks
and the Internet,

Id. at OT03692-93.

The Open Text Strategy

The Company’s objective is 1o be the leading provider of information search; work process mana
and information disiribution solutions 1o the spcn..trum of users of local and wide area nelworks,. Inlmncm o
Internet. Key elements of the Company's stralegy are summarized below: :

®  Builid Awareness of the “Open Text” Brand and. Incredse Intérner Exposure through Alliantes-with
Internet Gateways.  The Company: believis that awareness of the Company and its software solutions
will incrense as Intemet nsers dre exposed to the Cnmpa.ny s search and retrieval technology thiough
their use of the' Open Text Index. The Company lins armungenients with gopular Internet paleways,
including Yahoo!, internetMCIL, 1BM infoMarket and Netscape Navigator, 1o provide its Opfr! Tient
ndex and search and retrieval technology as one of the Internet resource products offered. by -ihis
Guteways. Bach Gateway will identify e Opeit Texr Index on the user nferfaice iwhen the Comipa iy
search technology s employed. The Company intends Lo pursue. similar nmmgdmcnls mt i
Internet guteways.

®  Provide Iniegrated Information Search, Work Process Management and ]nfaman‘nn Dwslnfm!fm
Solutions.  The Companf intends to develop the capability of Lweﬁn& 10 operaie over [itrin m:l
the Internet, and to iritegrate Livelik, its collaboralive workflow and document nianagement systam,
with Latinude Wel Server, its tool kit for creating o ‘Web site or Intranet capable of fnding wnd
retrieving documients using an index of an organization's network and other Web sites, and making
selected docuinents and information available to the public over the Internet. The Company’s goal is
to offer an integrated suire of information management solutions addressing the peeds of the spectrum
of users 6f local and Wids ared networks, Intrancts and the Internet. The Company has entered: into an
apreement with- Netscape  that mukes Netseape Navigator technology available for fnclusion in the
Compuny's client-hased products and certain Netscape server technalogy available for inclusion in
the Company’s server-based products. The Company believes that this atrangement will conlribute
to the Company’s ability to offer inlegraled solutions by assuring eamnanmlny of both its client- and
server-based software solutions with this popular industry standard,

Id. at OT03693-94.

Techpology
Segrch.and Retrieval Technology.

Development History. Open Tew .5 and previows versions of the Compiny's indexing and sewch
technology evolved out of the work of the Oxford English Dictionary projéct undertaken a1 the Universaty of
Waterloo in 1984 and completed in 1989, This project, undertaken in cooperation with Oxford University Press,
IBM and the Government of Canada, required the development of technology suitable for searching farge
databases containing complex, moltilingual, highly irregolar date stru¢tured i SGML format.

Madearn text search and retrieval wehnologies are based on the full exe Index medel, Foli text retrdeval
software builds a comprehensive index of all terms that appesr in the documents 0 be searched and: ¢ompletes:
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" searthes by reading the index; rather than by accessing and reading the documents themselves. Unlike traditional
“relational database management systems, full text retrieval does not require that information be rigorously
structured in row and column fermats.

Traditionally, full text retrieval systems have been based on the creation of an “inverted word index,”
which is a list of each indexed term that appears in a database. The inverted word index also lists the locations
itt the docoments where the term appears, Inverted word search technology does not efficiently index common
words such as “and,”" “the"” and “‘is,”" bicause (hese words oceur in numerous locations in each document,
rendering searches for phrases'such as ““The Limited,"” **We, the people’ and “'to be or not to be'" relatively
slower, By contrast, string search algocithms, such as those employed by the Company, permit efficient searches
for such phrases.

Core Algorithm. The Company's search engine is not based on the- traditional inveited word indéx
approach, but on & “'string search’” algorithm that enables 3 user to search for'strings of dat of arbigary length,
whether partial words, compleie words or phrases. This algorithu indexes' complete word series and phrases in
context, | addition to individual terms. String search iechnology is-also more easily adaptable to gearches of -
dutabases in languagés such as Chinese, Japanesc, Korean and other languages that are nol based on the European
alphabet. These languages require multiple bytes (o represent each charscter, and string search technology simply
ireats these characters as sequences of byles in a siring, Electronically stired audio and video information may
also.be represented as strings. A version of Open Tedr 5 that supports Japinese Kanji is available for use in the
Japanese market, and the Company currenily is developing software to search other Asian language character
scfs, The Company is also working on the development of capabilities 1o search non-iextual information, such as
andio data.

“The index required in the apphication of sfring search technology equires the use of more memory than 4
inverted word index. Recent increases in computing speeds, memory size and hard drive capacity and reducmms
in the cost of memory have increased the size of data files that can be built and processed economically, making
string search technology practical and cost effective.

Serictured Dociiments and SGML. The Company's search engine also differs from ¢onventional
technologies in that it recognizes that documents are often characterized by complex structores. For example,
documents tfien contain titles, headings, seéctions, subsettions and paragraphs, The Company’s search engine
can gearch @ny number of different user-defined documiént structures Wwithout loss of perfurm:e Tt fully
supports SGML, 1he key international standard-for stroctured documents.

Parallel Execution Maniior.  The Cmnpany‘s'se:m:h technology also includes a routing function called the
Paraliel Bxecution Monitor {the *'PEM"). The PEM provides-a single point of dctess for distributed parallel
searching of large databases in networked environments, including the Interagt, in ‘which it is difficult or
impossible to unify all data on a single server or to build a single index of the data to be searched. The PEM
performs all the network connection and remote process management. functions niecessary to aceomplish this task.
Accordingly, the index may reside on a nimber of servers in u variety of locations, wnd the use of the: FEM
enables the search 10 be simultaneously conducted aeross a number of servers that:contain, the index, The PEM
enables the user to conduct searches quickly and without ¢oncern for the specific location of the data for any
given guery. The use of the PEM also enables the Company's search engine (o deliver consisient response times
rcgnrdius of database size or configuration; if: adedqiiate server ind communications reseurces are employed.

Indexing.  Most information retrieval products, including those developed by the Company, automate the
index-builifing function. Gpen Texi 5 creates and maintains indexes through the use of “‘crawlers,”” software
programs that sedrch for and retrieve material to be indexed, Crawlers move from sife to site; automatically
identifying documents that need to be included or updated in the index. The Company's crawlers are designed to
be “intellipent,”” avoiding duplicated material and updating material based in part on an assessment of “its
relevancy. Thus, new data added to a database can-be added to the index: without re-indexing dwemlm datnbase.
Deleted data similarly is removed from the index.

Id. at OT03694-95.
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Products

The Company markets & modular suite of information search, work process management and information
distribution products to organizations and individuals, The following table sets forth certain data with respect to
the Company's products:

Distribution | Current Version | Initinl Version |
Product Application Channel Release Date Relense Date
Open Text Index | On-line Intemet Direct salés March 1995 Same
directory service ;
Latitude Web Directory fobl kit | Directsales | November 1995 Same
Server | enabling organizations: OEMs
to index internal and VARs
. external Weh pages
Latitude ‘Information retrieval Direct sales March 1995 Same
and viewing system VARs
for data located
in disparate
locations and formals
Livelink Workflow and Direct sales May 1995 March 1992
document management | OEMs 1
software coabling VARs
workgroup Distributors
collaboration
Open Text 5 ‘Indexing and search Direct sabes - | January 1995 * September 1991
“product resident on a OEMs
server VARs
Interner Client-based Internct OEMs October 1995 June 1994
Anywhere access toals Retail
PC Search Indexing and search Direct sales Noveinber 1995 Same
product resident on VAR:
abC

Id. at OT03697.

Oper Text Index

The Cpen Text Index uses one of the Company’s search engines and the Company’s crawlers to ind
informuation located on the Web, The Open Text Index indexcs every word of every page of information indext

rather than a selection of key words. Although the amount of information available on the Intemet is increasing
rapidly, the Company seeks 1o keep pace with this growth by increasing the coverage of the Open Téxt Index,
The Company believes that its erawlers have idedtified a substantial portion of the sites located on the Web. As
of December 7, 1995, the Open Text Index had indexed over 2.4 billion words, mimbers and addresses, which
have been indexed from approximately 1.6 million Web pages. The Open Text Index hag also indexed over 15
million hyperlinks from indexed Web pages 1o other Web pages.

The Open Text Indéx enables a user to search for terms appearing in particular elements of a document's
structure, conduct weighted searches and search for other documents with similar content, The Open Text fndex
also provides a *‘resulis samipling” feature, which permits a user to view the searched term in-context. from the
Open Text Index without being required 1o acéess the documents in which the term appears.

The Company has licensed the Open Text Index and ongoing updates 1o Yahoo!, inémetMCE and: BN
infoMarket to enable these: Gateways (o’ provide the: Open Text Index to their customers as part: of thetr Web
access service. The Open Text [nedex also represents a source of advertising revenue for | the Comipany. Pursuant
o an agreement with Yahoo! in October 1995, the Comphay will operate an Open Text Index sisarch service for
users of the Yshoo! home page. The Company will receive a potion of any revenue received from
ddvertisements visible to Yuhoo! users who: access the Open Text' [ndex. Pursuant to an agreement with
internetMCl, & portion of any ntlvmis!:ig_mm_uc received by internetMCT will be remitted to the Company on 2
similar basis. Advertisers can place “'billboard™ advertisements on the Open Text Index, which are visible on a
portion of the screen displaying the Open Texr fndex user interface. Also available will be “embedded”
advertisemenis, which are presented. with the other results of & search using the Open Text Inedex. Embedded
advertisements enable an adventiser to target users who have dcmrmraiﬁl an interest in selected. suhjwl malters
by searching for similar or related information. The Company also offérs an Open Text Index search service on
its own home page Web site at nio charge: to the ser, and Newmeape has agreed to listthe Open Text frdex oo the
Netscape Navigator under the *‘Net Search™ button. The Company has begun to sell billboard advertising space

an the Open Text Index userinterface and also intends to-sell embedded adveitising. The ‘Company's agreoment
with TBM infoMarket pravides for the Company to receive an annual Heerse fee and a monthly foe based on the
number of subscribers to the service.

Id. at OT03697-98.
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Latitude Web Server

In November 1995, the Campany introduced Latitude Web Server, a tool kit that facilitates an organization’s
creation of a Web site or an Intranet that enables users to find and retrieve information and documents using an
index of the organization's petwork and other Web sites and cnables the organization to make selected
documents and information available to the public over the Internel, Latitude ‘Web Seérver consists-of publicly
available Intecnet protocol software, Open Texr 5, the Ccl'npany s crawlers that creale and maintain the index, an
application programming interface that permits integration of the: Compdny's indexing and sesirch: technology
with network--and Web-based applncm!uns and adminisirative tools that track and monitor the vse of the index.
The Company has licensed certain Netscape server technology’ ‘for bundling, with Latinde Web Server which will
priovide.a gafeway between Lafisude Web Server and the: Intemet while providing for security and: log-in-and
access control to protect-an organization's confidential information.

Ford Motor Company, Northern Telecom, Siemens AG and Silicon Graphics, In. have purchased Lariude
Web Server to assist in the monggement of information,

Latitude Web Server is markeled by the Coinpany’s direct sales force to organizations that are publishing
on the Web or establishing Intranets, to OEMs that wish 1o embed the Company’s indexing and search
technelogy in their Internet-based applications and to VARs, The price Df a Latiiude Web Server ranges from
approximately US$12,000 1o USS25,000 or miore, depending on the desired features and the number of servees
containing information to be indexed.

Latitude

Latitude enables organizations to find and view information and documents spread across muliiple servers
an local and wide area networks and the Internet. Information can be viewed “'as is,"" in native file formats,
without first having to be converfed into @ proprietary format, Laritude siiploys the Company’s. scarch engine
apd PEM techniology te index and retrieve information and docaments, and incorporates w selof Viewers that ave
automatically invoked depending on the type: of data or document. Latitude enables a user fo view, in nitive
format; documents and infopmation in: over 40 different formats, including major word procéssing and
spreadsheet formats, SGML, Adobe Acrobat files; CAD deawings and multimedia files. Additional vicwers can
be added for customers with specially formatted information. ' )

Latifude is designed for organizations {hat need to make organized information, such as service manuals,
parts information and safety bulletins, available to uscrs, For example, Caterpillar has purchased and s
implementing Laritude as a search vool for information found in the electronic repair and maintgnance manuals
thiat are used by 180 Caterpillar equipment dealers. Latitude will enable Caterpillar's dealers 1o find and view
repair and maintenance-related information tequested by w user, including instroctional video elips, on hundreds
of thousands of equipment parts and mainienance procedures,

The product is. currently available as. Latitude Office. The Company currently plans to- introduce Latitude
Department, an enbancement of Latitude Qffice, in the el of calendar. 1996, One of the additional
features of Laritede Department is a directory similar in format to 2 1able of coments that will ehable usérs to
locate docements by caiegory. The Company -also currently ‘plans to intreduce: Latitnde Enterprise, a further
enharicement of Latitiude Qffice that will support SQL, in calendar 1996. Latitide Department -and. Latitude

Erterprive uré both designed 1o support larger find more comple envirbniments by providing sdditiondl viewers
and more advinced scrver anid routing capabilities for greater search cfficiency:

Latirude O_ﬁice is marketed by the Chimpany's direct sales force and through VARs. The price of Laritude
Office is USS28,000 per server, plusi feu of US§200-5350 perclient license depending on-the number of licenses
and other factors. Tn & typical configuration, the price of a Larinide Office syslcm ranges from US$30,000 o
LIS$60,000.

Id. at OT03698-99.

Open Text §

Open Text 5 s the seareh coging upon which several of the other products and applications minrketed by the
Company are based. It is-s6ld a5 3 stand-alone indexing and searéh product’ that can be added (o or-employed
in custom designed document management systems. For example, Boeing's dmnpcrm'.nl cost ‘depariment uses
Open Text 5 to scarchi ils intemal files for previously prepared cost change estimates involving parts for which
similar cost change estimates are required. The underlying indexing snd rewrieval technology alse is licensed o
OEMs for inclusion Jo their systems.

The. Company is- fnalizing Open Tear 6, which is. currently. expected to be available for shipmeat and
integration with other products in the first quarter of calendar 1996, ‘This new.search engine is expected to include
faster index updating, indexes requiring less storége capiicity and fuzzy logic searches, whs,ch expand the ’icope
of a search te include words and phrises that are similar o the search terms,

Open Text 5 is matketed by the Company’s divect sales force, and the price of a typical system ranges fromn
LIS$30,000 o USS50,000.

Id. at OT03700.
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Customers

The Company’s customers include:

Open Text Index Open Text §  Livelink
I onal Basi A Consuilui BankAmerica Corpotation Nippon Telepliane and
Machines Corparation The Bocing Company The Bocing Cempany Telegraph Corporation
networkMCL, Inc. Califomia Continving “The Brigish Peisneum PLC,  OFck Comparition
Yahoo! Corporation Education of the Bar Canan Sales Co., Toc. Qualcamm, Inc:
Tnernational Business Genedal Blétirie Conipany Sony Mictoelectronicx/Texas
Latitude Mach : " geurie: Comipa : _
- Cay ‘Fitachii, Ltd, TransCanada Pipelines
Aandaht Corpoition MCL Commarnications Corp. l.dCl"J iiications Corp. UAL Corporation
CAR Blectronics, L. Oratle Corporatlon Nmmmumm S Food and Drug Admintstiition
Caserpiliar Ine.  Prati & Whitney Space @,,;nijm_;m US Missile Conmand
Unbor Bank of Switzértand
Latitude Web Server US Depastment of Defanse
Ford Moo Company 1S Dep “of Energy
Northern Teleiom
Siemens AG

Silicon Graphics, Tec.

Id. at OT03702.

Gateway Agreements

The Company has entered into gateway agreements with Yaboo!, internetMCIL and IBM infoMarket.
Pursuant to thess agreements, the Company has licensed the Open Texr 5 search engine and the Open Text Index
for use with the Internet inforination resource products offered by the Gatewsys. Netscape has apreed to list the-
Open Text Index on the Netscape Navigator under the “*Net Search™ button. InternetMCI and IBM infoMarket.
began offering the Open Text Index in November 1995 and the Company anticipates that access to the Open
Test Index through Yahoo! and Netscape Navigator will begin in Japuary 1996 and, the -first quarter. of 1995,
respectively.

The agreerments with Yahoo! and interneMCI each provide for the Company to reccive an annoal Heense
fee and a fee based on @ percentage of the revenue received by the Gateway from advenisements viewed by
gateway users who use the Upen Text Tndex. Advertising revenue is generated by advertisers placing -either
Billbosrd or embedded advénisements on the scréens that are visible to a user during the course of & search for
information using the Open Text Index. The internetMCI agreement also provides for mouthly fees for ongoing
updates of the Open Text Index, The agreement with IBM infoMarket provides for the Company to receive an

annal Ticense fes and a monthly fee based on the number of subscribers 1o the service. The ammgement with
Neiseape does not initially provide for payments by the Company to Netscape, but such payments will be
required in the future,

Id. at OT03702-03.

Competition
The markets for the Company's products are néw, intensely competitive, subject w rapid technological

chinge and evolving rapidly. The Company expects competition 10 incrense in the future s the markets for the
Company's produets continue: 1o develop-anid as additional companies emter each of its markets.

The primary competitors of the Company's Open: Text Index include ‘Architext: Software, [nc.. InfoSeek
Corporittion; Lycos, Inc. and América Online's Web Crawler. Both TafoSeek and Lycos hive beén aperiifing 'on
the Internet for a longer period of tima than the Open Teat Index, ave displayed of the Nétscape Navigator user
interface and have superior name recognition, Digital Equipment Corporation has recently introduced an Internet
seiirch service numed Alta Vista that will compete with the Open Texr Index. Although Netscape has agreed to
lis the: Cpeni Text Tndex on Netscape Navipator, this listing currently has less prominetice than that.of InfoSeek
and., in the futre, might have less prominence than those of other search services. The Company believes that
the principal competitive factors in this market include rélationships with Internet pateways, product name
recoggition and reputation, ease of use, reliability, scarch response time, and the extent to which the index covers
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the Internet. The Company believes that the Open Text fndex 15 competitive with respect (o these factors. The
Company’s strategy for obwmining advertising revenues from the Upen Text fndex is dependent in part on the
success of the Company's Internet gatewsy . relationships. Accordingly, competition between the Intermet
gateways with which the Company has relationiships and competing Intemet gateways, or failure of the Internet
gateways with which the Company has relationships to achieve or maintain market aqnepmnm may have a
material adverse effect on ihie Company’s busingss; operaling results and finaneial cunf.ImOn

In the mevket for jnformation search and retrieval software, the Company compeics with Excalibur
Technologies Cmporalmn Fulerum: Technologies, Inc., Information Dumcns:on& Ine,, PLS, Verity, Inc, and
others. The Company also competes indirectly with da:abm vendors that offer information search and retrieval
capabilities with their core dutabase products. In the future, the Company may encounter competition from
companies that enhance products such as document managemient sysiems, groupware applications, Internet
products and operating sysiems 1o include information search and retrievat functions. The Company believes that
the principal competitive factors in this market include the ability to search large amounts of dista rapidly without
degradation in performance, the ability to find and view information. on disparate platforms in a variety of
formats and locations, vendor and product reputation, the ability to index information comprehensively, ease of
use, product architecture, produet quaity and performance, quality of product support and price. The Company
believes that its search and retrieval rechnology competes favorably with respect o thiese factors.,

Id. at OT03703-04.

Product Development

As of December 1, 1995, the Company*s research and developrent organization included 49 employees. A
number of key techiical stalf have been developing text retrieval soliwiire since the 1970s. Thie Company’s roots
in the Dxford English Dictionary project provide sleven years of experience with Full text retrieval solbware, The
Caomnpany alsa funds research projects at the University of Waterloo, where D Frank Tompa, a founder, director
and shareholder of the Company, is a professor and a1 rescarcher, See “*Certafn Transacuons—-}{mmh
Funding.”™

The Company’s current product development efforts are focused on enhancing and broadening its
information search, work process management and information distribution products. Areas of panicular
emphasis are the development of the capability of bvefmk o opcfita on Infranets and the Tnternet, the integration
of Livelink technology with Latiiuds Web Server and the integration of techmlogtcs acquired in the acquisitions
of assels. of Intunix and [nternct Anywhere with the Company's other technologies and prodicts. See
“Management’s Discussion and Analysis of Financial Condilion and Resulls of Operation—Overview.”
Tinprovement of séarch engine speed, development of more ¢fficient Web crawler technology, integration of
telational datahase managerment systems with the Company’s software and enhancements of the user interfaces
for all of the Company's products are other dreas of ongoing activity for the product development organization.
The Company inteids 1o entiance Larffitde by increasing its ability 16 handle Jarger and: inore- coniplex

environments, adding features such 8¢ a direetory simifar to 2 tdble of contents anit enabling the product to.
suppon. SQL. Although the principal technology of the Company’s products have been developed. mlmla!ly or
asequired, the Company also may license and incorporate third-party’ techuology 1 supplement internal effbirts.,

The Company’s ability to shecessfully devefop and release new products and product enhancenients in:a
timely manner is subject to a variety of factors, ipcluding its ability to solve technical problems and test products,
compeeting priorities of the Company, the availability of development and other resources and otfier factors
outside the control of the Company. There can be ne assurance that the Company will not experience difficulties
that could delay or prevent the suceessful development, introduction or marketing of new products and product
énhancements.

Id. at OT03705.
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Table B4: User Preference Input and User Profile Data

To the extent the references addressed in claim charts A-1 to A-39 does not disclose the

limitations identified in each chart citing Table B4, one of ordinary skill in the art would be

motivated to combine the references addressed in claim charts A-1 to A-39 with any one or more

of the Table B4 references listed below because: it would have yielded predictable results; using

the techniques of the Table B4 references would have improved the primary or obviousness

references in the same way; and applying the techniques of the Table B4 references to improve

primary or obviousness references would have yielded predictable results.

Reference Disclosure
U.S. Patent No. See, e.g., PECKOVER, 10:20-29:
6,119,101 A practical and viable electronic marketplace involves the

(“PECKOVER™)

exchange of market information, as well as the more obvious
trading for goods and services. From a consumer’s point of
view, shopping is a means of gathering data about goods and
services offered. This data is used by the consumer to compare
and rank offerings and to make decisions about purchases.
From a provider’s point of view, consumer shopping is an
opportunity to gather data about consumer needs and interests.
This data is used by the provider to improve product and
service offerings.

PECKOVER, 11:44-46:
Advertising may have higher success rates since the targeted
consumers have expressed an interest in the product.

PECKOVER, 11:54-64:
The mechanism for quantifying consumer demand uses data
based on individual buying decisions, not merely aggregate or
estimated data.
Providers can quantify demand in real-time.
Providers have a mechanism for discovering the reasons for
lost sales.
Providers can provide a consideration to consumers for
viewing advertisements and other notices.
Providers can receive feedback in real-time about the success
of promotions.

PECKOVER, 17:16-22:
Agents and other components of Agent System 10 record and
access system history data (records of searches, transactions,
etc.) in System History Data 36 component. Most of the
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system history is more conveniently accessed through logs and
archives located within various functional components, but
System History Data 36 maintains the “master” copy.

PECKOVER, 18:30-39:
Personal Agent 12 or 13 is the point of contact between a user
and the Agent System 10. Personal Agent 12 or 13 acts as an
electronic “butler” or assistant, accepting requests from the
user, delegating tasks to other agents in the system, and
arranging for responses from various agents to the user to be
delivered at a time and in a manner that is convenient for the
user. Consumer Personal Agent 12, via its internal functions,
maintains the user’s preferences and other data about the user,
some of which is protected from unauthorized access.

PECKOVER, 19:3-32:
A Preference Manager function 54 maintains data about the
preferences of the user. Preferences indicate items of interest to
the user, such as favorite brands, interest in sports, etc. Within
Agent System 10, preference data also includes “demographic”
data. Demographic data indicates facts about the user, such as
whether the user is a homeowner, the user’s gender, the user’s
age group, etc. Although marketing industry usage of the term
“demographics” may include a person’s name, address, or
other identifying data, a Preference Manager’s demographic
data does not include data that identifies the particular user.
Preference data may be entered manually by the user using, for
example, a form on a Web page, or data may be loaded by a
System Administrator. Preferences may also be updated
automatically by the system as, for example, when the user
instructs the system to “remember” a product brand name from
a product search. Preference Manager 54 uses preference data
to order search results, so that items that are more likely to be
preferred by the user will be displayed first when the results
are delivered to the user. Referring now to FIG. 5A, each
preference datum 68 comprises not only a value 72, but also a
key 70 for ease of searching. Referring to FIG. 5B, a small
sample of preference data illustrates the kind of data that might
be used. A particular user typically will have much more
preference data. Some values are shown as “rank m in n” to
illustrate that ranking data may also be stored. The specific
keys of any particular set of preference data depends on what
the user has entered, etc. Only keys that are relevant to a
particular user are included in that user’s preferences, and the
specific data maintained will change over time.

PECKOVER, 19:33-34:
Referring again to FIG. 4A, a Delivery Manager function 56
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accepts all messages, generated by agents or other components
of the system, that are directed to the user, and delivers those
messages according to the user’s desired delivery time and
delivery media. Default delivery time and delivery media are
specified as part of the user’s preferences (maintained by
Preference Manager 54). Individual messages may also have a
specified delivery time and delivery media that overrides the
defaults. Delivery Manager 56 establishes communication with
the user’s Communication Device 22 or 23 to effect delivery.
Messages may be sent to multiple devices if the user so
desires. Delivery Manager 56 queues messages that are to be
delivered at a future time.

PECKOVER, 20:65-21:4:
Referring again to FIG. 4A, a Target Manager function 66
assists the user in identifying Personal Agents to which
targeted ads may be delivered. Target Manager 66 can identify
Personal Agents based on preferences, demographic
characteristics, and Decision Agent activity. Target Manager
66 does not have access to private data of consumer Personal
Agents 12 such as name, address, etc.

PECKOVER, 21:57-61:
A Query 106 describes the product or product category for
which to search. Query 106 includes data from Product
Template 174 completed by the consumer and relevant data
from the consumer’s preferences, as assembled by Decision
Agent Factory 76 of the consumer’s Personal Agent 12.

PECKOVER, 21:64-67:
A Log function 110 stores records of the activities of Decision
Agent 14. These records may be consulted later, for example,
by a Demand Agent 16 that is calculating historical demand
for a product.

PECKOVER, 22:12-23:
A Demand Agent 16 acts on behalf of a provider user, as
instructed by the provider’s Personal Agent 13, to search out
and collect information from the Agent System 10 that helps
the provider quantify consumer demand and helps target
specialized advertisements to a group of consumers. A
provider may have multiple Demand Agents 16 active within
Agent System 10 at any time. For example, a provider may
have one Demand Agent 16 calculating historical demand over
the past month for a certain model of sports shoe, and have
another Demand Agent 16 searching for consumers who have
purchased sports shoes in the past month to receive ads for
sports socks.

PECKOVER, 28:62-67:
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The consumer may select a delivery media (e-mail, Web page
display, etc.) and a delivery time and period (e.g., 6:00 p.m.
daily, Monday noon weekly, etc.), or default media and time is
noted (steps 276-280). At this point the Decision Query
composition is complete (step 282).

PECKOVER, 29:49-67:
The Decision Agent’s Response Manager 108 collects
references (step 326) to the matching ads found by Basic
Search Engine. The Response Manager also sends a response
to the Personal Agent that placed the advertisement (if the
placer so desired and marked in the ad), providing real-time
feedback to the placer. Immediate Agents then removes the
Decision Agent from its internal queue and gives the Decision
Agent back to Active Decision Agent Manager 152 (step 328).

PECKOVER, 30:33-54:
Referring now to FIG. 19, a Deliver Search Results subroutine
is referred to generally by reference numeral 360. Immediate
search results are delivered to the consumer when the
consumer’s desired delivery time is reached (which may be
immediately if the consumer has so requested). Intermediate
results from extended searched are delivered periodically
according to the consumer’s desired delivery period. When the
desired delivery time is reached (step 362), Preference
Manager 54 organizes the not-yet-delivered results according
to the consumer’s preferences (step 364). For example, results
that mention favored brands are ordered before results with
less favored brands. Delivery Manager 56 formats the
responses according to the consumer’s desired delivery media
(step 366). For example, if the consumer’s desired delivery
media is the Web, a Web page in HTML is generated. For
another example, if the consumer desires e-mail delivery, a
suitable representation is generated. When formatting is
complete, Delivery Manager 56 arranges the actual delivery of
the search results (step 368). If the Decision Agent has
completed its search, no more results will be forthcoming, so a
subroutine Expire Decision Agent expires the Decision Agent
(steps 370-372).

PECKOVER, Fig. 5B:
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Key Value
Age 34
Homeowner Yes
Gender Male
Cats interested
brand name 1 like
brand name 2 dislike
brand name 3 neutral
brand name 4 like > brand name 3
brand name 5 a favorite
email Consideration Fee greater than $1.00
alpine skiing dislike
cross country skiing like
MSG in food dislike
delivered pizza No
phone solicitation never
favorite color blue, red
health and fitness interested
weight lifting rank 1in 10
stair climbing rank 3in 10
swimming rank 10in 10

Fig. 5B

U.S. PATENT NO.

5,999,912 (“WODARZ”)

See, e.g., WODARZ, 1:63-2:21:

With the information from an ad tag, the parser determines

What ads are valid for the page containing the ad tag, such as
by searching through a conventional database. Each ad is
associated With an image (Which may include “none”) and a
network link (for example, by means of a universal resource
locator, or “URL”, address) to a Web page that the viewer
Would be sent to if the viewer selects (“clicks on”) the
associated ad. The parser generates a list of valid ads, selects
one that fulfills all the criteria of the ad tag, and generates
HTML code linking a particular ad to the ad tag. That HTML
code is then sent to the user.

The parser program can apply scheduling criteria to select ads
from the generated list of eligible candidates, such as: a “least
recently viewed” algorithm; random selection; selection based
upon time of day; selection based upon user-specific
characteristics, such as age, sex, language, etc.; and selection
based upon the maximum number of times that an ad has been
viewed in a specific time period. Advantages of the invention
are that it maximizes the number of advertisers per Web page;
it changes ads based upon page number; it tracks the number
of times an ad is viewed; it chooses only from eligible ads for
each page number; and it makes the entire set of Web page for
a site more attractive to viewers since changing Web pages on
the Internet attract more interest than static pages.
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U.S. PATENT No.
5,710,884 (“DEDRICK
PATENT”)

See, e.g., DEDRICK PATENT, 3:50-4:13:
Each client system 12 is provided with an interface, such as a
graphic user interface (GUI), that allows the end user to
participate in the system 10. The GUI contains fields that
receive or correspond to inputs entered by the end user. The
fields may include the user’s name and possibly a password.
The GUI may also have hidden fields relating to “consumer
variables.” Consumer variables refer to demographic,
psychographic and other profile information. Demographic
information refers to the vital statistics of individuals, such as
age, sex, income and marital status. Psychographic information
refers to the lifestyle and behavioral characteristics of
individuals, such as likes and dislikes, color preferences and
personality traits that show consumer behavioral
characteristics. Thus, the consumer variables refer to
information such as marital status, color preferences, favorite
sizes and shapes, preferred learning modes, employer, job title,
mailing address, phone number, personal and business areas of
interest, the willingness to participate in a survey, along with
various lifestyle information. This information will be referred
to as user profile data, and is stored on a consumer-owned
portable profile device such as a Flash memory-based
PCMCIA pluggable card. The end user initially enters the
requested data and the non-identifying information is copied to
the metering server 14. That is, the information associated with
the end user is compiled and copied to the metering server 14
without any indication of the identity of the user (for example,
the name and phone number are not included in the
computation). The GUI also allows the user to receive
inquiries, request information and consume information by
viewing, storing, printing, etc. The client system may also be
provided with tools to create content, advertisements, etc. in
the same manner as a publisher/advertiser.

DEDRICK PATENT, 4:4-23:
All of the fields in the GUI relating to consumer variables are
hidden from the consumer. The display of the GUI is based
upon these fields, but the GUI does not display them to the
user except when the user brings up a “profile editor”, as
discussed in more detail below. Thus, the monitoring of
consumer actions and inaction based on these consumer
variables and the updating of user profile data is transparent to
the consumer. In addition, modifications made to the electronic
information to customize it to a particular consumer are also
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transparent to the consumer.

DEDRICK PATENT, 4:36-55:

In one embodiment, the software tools provided to the
publisher/advertiser 18 include software tools for embedding
consumer variables within the electronic information. The
embedded consumer variables enable a client activity monitor
and a consumption device to monitor consumer interaction
with the electronic information based on the consumer’ s
interaction with the unit of information currently being
consumed. This interaction includes both inputs by the
consumer and actions which the consumer could have taken
but chose not to. In one implementation, the publisher
advertiser 18 is provided with a GUI which allows the
publisher/advertiser 18 to select certain consumer variables
from a set of consumer variables and associate the selected
variables with specific objects or fields within the electronic
information. For example, the electronic information may
include several option fields from which end users may select.
The publisher/advertiser 18 may associate a color preference
variable with these option fields, thereby indicating to the
client systems 12 to track the color ofthe option field selected
by the end user.

DEDRICK PATENT, 5:1-16:

In one embodiment, each piece of electronic information
received by client system 12 includes a header block which
includes the consumer variables and their related objects or
fields for that piece of electronic information. For example, the
header block of the given piece of electronic information may
include a quality parameter and a cost parameter indicating the
minimum quality the electronic information must be delivered
at the designated cost. Such information may be input by the
publisher/advertiser 18 at the authoring site of the electronic
information. The header block of a given piece of electronic
information may also include an indicator that a color
preference variable is associated with certain option fields. In
addition, default colors for particular fields or objects, or a
default consumption format, such as audio or video, for the

electronic information may also be included in the header
block.

DEDRICK PATENT, 5:52-67:

The client activity monitor 24 tracks the consumer variables
corresponding to the preferences of the end user(s) of client
system 12. When an end user consumes electronic information,
and also possibly interacts with that electronic information,
client activity monitor 24 associates the electronic information
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with the appropriate consumer variables and stores this data in
the personal profile database 27. For example, the client
activity monitor 24 tracks the color of fields or objects that are
selected most frequently and least frequently by the end user.
Similarly, the consumption format chosen most frequently and
least frequently by the end user, such as audio or video, is also
tracked and stored in personal profile database 27. In one
embodiment, the consumer variables and corresponding fields
or objects are indicated in a header block received with the
electronic information.

DEDRICK PATENT, 7:28-39:
Data is collected for personal profile database 27 by direct
input from the end user and also by client activity monitor 24
monitoring the end user’s activity. When the end user
consumes a piece of electronic information, each variable (or a
portion of each variable) within the header block for that piece
of electronic information is added to the database for this end
user. For example, if this piece of electronic information is
made available to the end user for consumption in both audio
and video format, and the end user selects the audio format,
then this choice of format selection is stored in personal profile
database 27 for this end user.

DEDRICK PATENT, 7:28-39:
Data is collected for personal profile database 27 by direct
input from the end user and also by client activity monitor 24
monitoring the end user’s activity. When the end user
consumes a piece of electronic information, each variable (or a
portion of each variable) within the header block for that piece
of electronic information is added to the database for this end
user. For example, if this piece of electronic information is
made available to the end user for consumption in both audio
and video format, and the end user selects the audio format,
then this choice of format selection is stored in personal profile
database 27 for this end user.

DEDRICK PATENT, 17:13-26:
The metering server 14 in conjunction with the client activity
monitor 24 of the client system may monitor the end user’s
consumption of electronic advertising information and provide
user profile data to the metering server 14 relating to the end
user. For example, the metering process 36 may monitor the
amount of time an end user spends viewing an electronic
advertisement, or which particular advertisement or page of the
advertisement was of interest to the end user. The metering
process 36 may further monitor what answers were provided
by the user, or paths taken by the user in an interactive model,
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along with follow-up requests initiated by the end user in an
interactive model. This information is then forwarded to the
clearinghouse server 20 for compilation.

U.S. Patent No.
6,374,237 (“REESE”)

REESE,

REESE,

REESE,

REESE,

REESE,

1:22-30:

Search engine servers have been developed to allow a user to
transmit a request from a client to retrieve data. Search engines
rely on a user formulated query to retrieve data. In this case, a
client transmits a request to a search engine server to search
content sites (e.g., other servers) on the Internet for
information based on user-selected “keywords.” The search
engine searches the web and retrieves data that matches the
keywords, then transmits the matching data to the client.
1:55-63:

A method and a system for requesting and retrieving
information from distinct web network content sites is
disclosed. The method includes retrieving by a server of a first
set of pre-determined data from said content sites, sending a
request from a client, wherein the request contains the user
profile, and adapting the server, upon receiving the request, to
retrieve a second set of data from the first set of data, wherein
the second set of data matches the request, and delivering the
second set of data to the client.

1:64-2:3:

The system of the invention includes a client adapted to send a
request that contains a user profile, and a server adapted to
retrieve a first set of pre-determine data. Upon receiving the
request from the client, the server is adapted to retrieve a
second set of data from the first set of data that substantially
matches the request and deliver the second set of data to the
client.

3:33-44:

Next, client 110 initiates a user profile request 100 to matching
server 120. The matching server 120 applies the user profile
request 100 against the pre-determined aggregate data. The
aggregate data that matches the client request is returned to the
client 110 by way of an HTML document. The client 110 is
then instructed to review the retrieved data and may go to
various content sites 130-160 for more information through
links in the HTML document returned to the client or to
request that the entire contents of a particular content site 130-
160 be delivered to the client 110. Alternatively, the user can
modify the user profile and execute a new search.

3:45-58:

The invention contemplates that the matching server 120
works with the client user profile request 100 to pare down the
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REESE,

REESE,

REESE,

data delivered to the client. The matching server 120 pre-
selects an aggregate of data that is determined to be the most
relevant to different sets of user profile requests 100. The
matching server 120 does this by searching various content
sites 130, 140, 150, 160 on the Internet or other network. A
user profile request 100 is applied against the matching server
120 aggregate of data like a sieve, and only data matching the
user profile request 100 is returned to the client 110. The
invention contemplates that the matching server 120 need not
match the user profile 100 exactly, but can accommodate a
user’s designated acceptable range of variability, i.e., a quality
factor.

3:59-4:5:

FIG. 2 illustrates a flow chart of the invention. In FIG. 2, a
matching server 200 is developed made up of predetermined
data that has been designated desirable to collect. Data might
be designated desirable, for example, by the number of
previous times the data has been accessed by users of a certain
demographic. The matching server 200 organizes the data into
a manageable form. For example, an advertising agency
seeking to target ten different sets of customers would collect
information to target all of the ten different sets of customers.
Certain characteristics would be associated with each of the ten
sets of customers. The database that would be collected and
organized would be an aggregate of data determined by the
advertising agency to be relevant to all of the customers.
4:6-21:

Next, in step 210, a user wishing to retrieve information from
the matching server, submits a user profile, preferably in the
form of an algorithm that works with the algorithm the server
used to represent the aggregate of the collected data. In step
220, the client then sends the user profile developed by the
user to the matching server. At step 230, the matching server
performs a search request on its database based on the user
profile. At step 240, the matching server retrieves data from its
database that matches the user profile. At step 250, the
matching server delivers the results to the client. In the
example wherein the matching server is developed by an
advertising agency, profiles from the targeted customers would
be delivered to the matching server, and the aggregate of data
in the matching server would be applied against the desired
profile. Data that matched the submitted profile would be
returned to the client.

4:22-34:

Based on the delivered results, the client prompts (step 260)
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REESE,

REESE,

REESE,

the user to modify the user profile request. If the user wishes to
modify the user profile request, the client can send the
modified user profile to the matching server to conduct a
further search of the content sites. If the user elects not to
modify the user profile, the user may, in step 270, review the
data and further act on the data by going to individual content
servers 272, 274, or 276, or request that the entire contents of a
server 272, 274, or 276 be delivered to the client through links
returned in the HTML document. Once the user has the
retrieved data, the user can end the session (step 280).

4:35-53:

The user profile is intended to focus the retrieved results on
meaningful data. One type of user profile is related to the
demographics of the user. For example, the user profile might
include the area code, zip code, state, sex, and age of a user.
With such a profile, the matching server would retrieve data to
the client related to the client’s demographics. For example, if
the user were interested in current events in the state of
Oregon, the matching server would retrieve data and compile
an aggregate database relating to current events pertinent to the
user’s age and area, e.g., Portland. Similarly, if the user sought
information regarding retail purchases, the matching server
would retrieve data relevant to the user’s demographics. A
demographics user profile is also very effective for advertisers
that wish to advertise their goods or services on the matching
server so that specific advertisements can be targeted at user’s
with specific user profile demographics. Other user profiles
include, but are not limited to, areas of interest, business,
politics, religion, education, etc.

5:43-54:

FIG. 6 illustrates a user profile form 600 that can be displayed
by the User-Agent (e.g., browser) to allow a user to complete a
specific user profile that the matching server will accept to
refine search requests to more meaningful data. The form 600
used in FIG. 6 is displayed on the client and allows the user to
quickly and easily enter and modify the user profile. FIG. 6
presents a user profile form 600 relating to a user profile of
demographics. The document form 600 may be in standard
HTML text. The form 600 includes a document title and a
document URL 620. The document title 610 specifies that the
form is a user profile form. The document URL 620 specifies
the query string.

8:25-53:

Thus far, the invention is focused on a user-created user
profile. The invention also contemplates that the user profile
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may be constructed by the client based on the user’s search
habits. In other words, an artificial intelligence system may be
created to develop a user profile. In the same way that a system
is trained to be associative with regard to matching profile
elements, the entire profile may be trained based on a user’s
search habits. For instance, a user profile that relates to
demographics can be trained by recognizing user habits
relating to demographics. Where a user conducts searches
focusing on the Portland area of Oregon, the user profile is
trained to recognize the City of Portland, Oregon as a profile
criteria. Similarly, if the user conducts searches of information
for males of a certain age group or income, the user profile will
be trained to recognize these criteria. Once again, the invention
contemplates that the user profile be constructed automatically
with known artificial intelligence systems. Similarly, the
matching server would monitor search requests and create
aggregate data based on such search requests to compare
against the user profile. Such automatic profile/matching
server is ideal for advertisers that want to target specific
advertisements at specific profiles. For instance, an advertising
agency matching server can construct an aggregate
advertisement database triggered by demographics. The
matching server could then deliver target local and/or national
advertisements to particular user profiles. These
advertisements can be designated to be returned continuously
while a-user is logged on to the network.

U.S. Patent No.
7,072,849 (“FILEPP”)

See, e.g., FILEPP, 3:44-67:
Also in preferred form, the method includes step for
maintaining an advertising object identification queue, and an
advertising object store that are replenished based on
predetermined criteria as advertising is called for association
and presentation with applications. In accordance with the
method, as applications are executed at the reception system,
the application objects provide generalized calls for
advertising. The application calls for advertising are
subsequently forwarded to the reception system advertising
queue management facility which, in turn supplies an
identification of advertising who’s selection has been
individualized to the user based on, as noted, the user’s prior
interaction history with the service, demographics and local.
Thereafter, the object identification for the advertising is
passed to the object store to determine if the object is available
at the reception system. In preferred fonn, ifthe advertising
object is not available at the reception system, a sequence of
alternative advertising object identifications can be provided
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which if also are unavailable at the reception system will
resulting in an advertising object being requested from the
network. In this way, advertising of interest can be targeted to
the user and secured in time-efficient manner to increase the
likelihood of user interest and avoid service distraction.

FILEPP, 10:7-27:
Individualized queues of advertising object ids are constructed
based upon data collected on the partitioned applications that
were accessed by a user, and upon events the user generated in
response to applications. The data are collected and reported
by RS 400 to a data collection co-application in file server 205
for later transmission to business system 130. In addition to
application access and use characteristics, a variety of other
parameters, such as user demographics or postal ZIP code,
may be used as targeting criteria. From such data, queues of
advertising object ids are constructed that are targeted to either
individual users or to sets of users who fall into certain groups
according to such parameters. Stated otherwise, the advertising
presented is individualized to the respective users based on
characterizations of the respective users as defined by the
interaction history with the service and such other information
as user demographics and locale. As will be appreciated by
those skilled in the art, conventional marketing analysis
techniques can be employed to establish the user
characterizations based on the collected application usage data
above noted and other information.

FILEPP, 22:22-44:
Activation of the Path command accesses the user’s list of pre-
selected keywords without their display, and permits the user
to step through the list viewing the respective applications by
repeatedly invoking the Path command. As will be
appreciated, the user can set a priority for selecting keywords
and viewing their associated applications by virtue of where on
the list the user places the keywords. More specifically, if the
user has several application of particular interest; e.g., news,
weather, etc., the user can place them at the top of the list, and
quickly step through them with the Path command. Further, the
user can view and randomly access the keywords of his list
with the Viewpath operation noted above. On activation of
Viewpath, the user’s Path keywords are displayed and the user
can cursor through them in a conventional manner to select a
desired one. Further, the user can amend the list as desired by
changing the keywords on the list and/or adjusting their
relative position. This is readily accomplished by entering the
amendments to the list presented at the screen 414 with a series
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of amendment options presented in a conventional fashion
with the list. As noted, the list may be personally selected by
the user in the manner described, or created as a default by
network 10.

FILEPP, 23:47-57:
Selectors are used to dynamically link and load other objects
such as PEOs or other PDOs based upon parameters that they
are passed when they are called. Such parameters are specified
in call segments or selector segments. This feature enables RS
400 to conditionally deliver information to the user base upon
predetermined parameters, such as his personal demographics
or locale. For example, the parameters specified may be the
transaction codes required to retrieve the user’s age, sex, and
personal interest codes from records contained in user profiles
stored at the switch/file server layer 200.

FILEPP, 19:66-20:3:
In preferred fonn, where the user has not selected a list of
personalized keywords, a default set is provided which
includes a predetermined list and associated applications
deemed by network 10 as likely to be of interest to the user.

FILEPP, 21:64-67:
A Log function 110 stores records of the activities of Decision
Agent 14. These records may be consulted later, for example,
by a Demand Agent 16 that is calculating historical demand
for a product.

FILEPP, 22:22-44:
Activation of the Path command accesses the user’s list of pre-
selected keywords without their display, and permits the user
to step through the list viewing the respective applications by
repeatedly invoking the Path command. As will be
appreciated, the user can set a priority for selecting keywords
and viewing their associated applications by virtue of where on
the list the user places the keywords. More specifically, if the
user has several application of particular interest; e.g., news,
weather, etc., the user can place them at the top of the list, and
quickly step through them with the Path command. Further, the
user can view and randomly access the keywords of his list
with the Viewpath operation noted above. On activation of
Viewpath, the user’s Path keywords are displayed and the user
can cursor through them in a conventional manner to select a
desired one. Further, the user can amend the list as desired by
changing the keywords on the list and/or adjusting their
relative position. This is readily accomplished by entering the
amendments to the list presented at the screen 414 with a series
of amendment options presented in a conventional fashion
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with the list. As noted, the list may be personally selected by
the user in the manner described, or created as a default by
network 10.

FILEPP, 33:16-27:
In accordance with the method of the present invention, Ad
manager 442 is invoked by object interpreter 435 to return the
object id of the next available advertisement to be displayed.
Ad manager 442 maintains a queue of advertising object id’s
targeted to the specific user currently accessing interactive
network 10. Advertising objects are pre-fetched from
interactive system 10 from a personalized queue of advertising
ids that is constructed using data previously collected from
user generated events and/or reports of objects used in the
building of pages or windows, compiled by data collection
manager 466 and transmitted to interactive system 10.

FILEPP, 34:14-24:
The data collection events that are to be reported during the
user’s session are sensitized during the logon process. The
logon response message carries a data collection indicator with
bit flags set to “on” for the events to be reported. These bit
flags are enabled (on) or disabled (off) for each user based on
information contained in the user’s profile stored and sent from
high function host 110. A user’s data collection indicator is
valid for the duration of his session. The type of events to be
reported can be changed at will in the host data collection
application. However, such changes will affect only users who
logon after the change.

FILEPP, 34:25-39:
Data collection manager 441 gathers information concerning a
user’s individual system usage characteristics. The types of
informational services accessed, transactions processed, time
information between various events, and the like are collected
by data collection manager 441, which compiles the
information into message packets (not shown). The message
packets are sent to network 10 via object/communication
manager interface 443 and link communications manager 444.
Message packets are then stored by high function host 110 and
sent to an offline processing facility for processing. The
characteristics of users are ultimately used as a means to select
or target various display objects, such as advertising objects, to
be sent to particular users based on consumer marketing
strategies, or the like, and for system optimization.

FILEPP, 35:9-40:
Data collection manager 441 is invoked by object interpreter
435 and keyboard manger 434 to keep records about what
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objects a user has obtained (and, if a presentation data segment
530 is present, seen) and what actions users have taken (e.g.
“NEXT,” “BACK,” “LOOK,” etc.) The data collection events
that are to be reported during the user’s session are sensitized
during the logon process. The logon response message carries
a data collection indicator with bit flags set to “on” for the
events to be reported. These bit flags are enabled (on) or
disabled (off) for each user based on information contained in
the user’s profile stored and sent from high function host 110.
A user’s data collection indicator is valid for the duration of
his session. The type of events to be reported can be changed
at will in the host data collection application. However, such
changes will affect only users who logon after the change.
Data collection manager 441 gathers information concerning a
user’s individual system usage characteristics. The types of
informational services accessed, transactions processed, time
information between various events, and the like are collected
by data collection manager 441, which compiles the
information into message packets (not shown). The message
packets are sent to network 10 via object/ communication
manager interface 443 and link communications manager 444.
Message packets are then stored by high function host 110 and
sent to an offline processing facility for processing. The
characteristics of users are ultimately used as a means to select
or target various display objects, such as advertising objects, to
be sent to particular users based on consumer marketing
strategies, or the like, and for system optimization.

FILEPP, Fig. 2:

FIG. 2

U.S. Patent No.
5,761,662 (“DASAN")

See, e.g., DASAN, 1:10-15:
The present invention relates to information retrieval. More
specifically. the present invention relates to a client server
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model for information retrieval based upon a user-
defined profile, for example, for the generation of an “elec-
tronic” newspaper which contains information of interest to a
particular user.

DASAN, 2:32-45:
The user-defined profile can include source identifications and
associated search terms wherein the first application scans in
the information (e.g. a raw news source. USENet newsgroup or
other resource) for sources identified by the source
identifications. A first set of files in the sources containing the
associated search terms may then be identified and the first
application program places the first set of files into the subset
of the information. for creation of the personalized
information-the newspaper. The source identifications and
associated search terms from the user-defined profile can be
stored by topic wherein the subset is displayed to the user

arranged by topic.
DAsAN, Fig. 4:
Raw 420
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B |
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230 410
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Another Search
Engine? Hotwired
Introduces Hotbot,
Powered By Inktomi,
PR Newswire, May 20,
1996 (“ANOTHER
SEARCH ENGINE”)

See, e.g., ANOTHER SEARCH ENGINE, p. 1: “HotWired Ventures, a
premier Internet media company, today introduced HotBot
(www.hotbot.com), a unique search engine that indexes and searches
every word on the World Wide Web. Powered by Inktomi's advanced
parallel-processing engine, HotBot will change the way people search
for and retrieve information on the Internet.”

ANOTHER SEARCH ENGINE, p. 1: ““The rules of the search engine game
have changed. Internet users thought they’d get what they needed from
traditional search engines, but they found the result to be thin on
content, rigid in context, and often totally irrelevant,” said Andrew
Anker, president and CEO of HotWired Ventures. ‘Our quest to find a
better search engine led us to Inktomi. By combining the best
technology, the most relevant searches, and an innovative interface,
we created HotBot -- a bigger, better, smarter way to search the
Web.””

ANOTHER SEARCH ENGINE, p. 1: “Most search engines aren’t keeping
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up with the tremendous growth of the Web. HotBot’s underlying
Inktomi engine indexes more than 50 million full-text Web documents
plus Usenet and mailing-list archives, and its scalable architecture can
match the growth of the Web.”

ANOTHER SEARCH ENGINE, p. 2: “HotBot includes a number of unique
features. Users can get the most current information quickly,
efficiently view and use that information, and interact with the search
engine in a personal manner. Daily Updates: The HotBot spider crawls
the Web every day, offering users the most current information.
Reliable and Fast: HotBot's fault-tolerant engine reliably delivers
query results in seconds, without frequent downtime. Convenient
Previews: HotBot allows users to preview documents without leaving
the search page, reducing search time. Personal Searching: The
HotBot interface allows users to personalize their search engine to fit
their own surfing style.”

ANOTHER SEARCH ENGINE, p. 2: “HotBot identifies, customizes, and
ranks millions of Web documents using an algorithm developed by a
team of the world's leading experts in information retrieval. HotBot
recognizes that users desire varying levels of information detail, so it
allows users to control the amount and type of information searched.
The computing power available to HotBot enables the user to define a
search query using a wide range of criteria in a way that is not possible
with more traditional search engines.”

Development of the
Coder System: A
Testbed for Artificial
Intelligence Methods in
Information Retrieval
(“Fox™)

See, e.g., FOX, p. 351:

P-norm Problem User U
Query State, Desc. Model M :grl
Constructor Builders Builder Basee
| e— | c—" | com—]
Retrieval
B s :
L Prioriy Areas 5. Posting area mgr Explanation
A Pending Hypotheses R — Expert
c  Questions/Answers & Questansw handler
: i 'é Logic task sched
model oblt Tl .
ﬂ ..i?m terms p,:.;mﬂl:m:m“ G Domain task sched
R wserinput  poom query ; Task dispatcher Report Search
D planned ourput  masching-docs T E%ID e | Resuh
| ¥ Files
Term Query
Expander : parser
CT— . —
Lexicon
User interface
Search
i -
S—) Browsing
Expert
Document Database é
Decument
Knowledge | | Text Storage -
m;;wase g Manager Document Incoming
File Mgr. Documents
Manager
T ——————

Fig. 4. Overview of CODER system. The diagram is an approximate rgprgsentalion, aimesi at con-
veying essential features rather than exact details. Owing to space limitations, the analysis/black-
board strategist and related experts are not shown.

Fox, p. 352:
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Fox, p.

Fox, p.

Fox, p.

All user interaction is through the user interface manager.
Special commands for analysis or retrieval can be given and
are handled by the command parser. A report expert can cause
display or filing of results. Explanations are based on the
current user and on the blackboard state. Browsing is possible
of both the document data base and the lexicon. The user
model builder updates the user model base as a result of events
on the blackboard.

352:

Retrieval is prompted by an explicit (or default, from the user
model base) query. User model building, problem state
transformation, and building of the problem description all
proceed. When some terms are available, the lexicon can be
accessed by a term expander to obtain other related terms that
can be browsed or automatically used to help construct a
query. Eventually a p-norm or other query is constructed, a
search is made, and a report is prepared for the user.

359:

5.4. User interaction and information gathering

At the end of Section 3.1, work on user modeling was briefly
surveyed. The findings of Daniels, Brooks, and Belkin, (751 fit
in nicely with the design of CODER and have informed our
approach to user interaction. The long-term plan is to use the
knowledge structures and rules they uncover in their study of
user-intermediary dialogues, perhaps slightly adapted to our
particular environment and collection, as a foundation for the
user model data base and builder; the problem state and
problem description builders; the report, browsing, and
explanation experts; and the interface manager.

360:
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A) Summary of Menu Choices Possible During a Session
1. ASSISTANCE: Would you like
a- An explanation of the current situation
b- Help regarding what you might do next
¢- A tutorial about some phase of the system’s operations
2. COLLECTING: Can you provide more information about
a- Your background
b- The context or problem that prompted you to begin this session
¢- Your evaluation of the system's performance
3. QUERY: Canyou
a- Enter a description of your information need
b- Revise the already existing description
4. BROWSING: Would you like to examine
a- Facts from the Handbook of Artificial Intelligence
b- Entries in the Collins Dictionary of the English Language
¢- Retrieved or other documents
d- Information recorded about you in the User Model database
5. RESULTS: Do you need to
a- Print some items
b- Save some items in a file
6. EXIT

B) Examples of Data Recorded During a Session
1. USER BACKGROUND
a- Reason for search
b- Academic leve!
c- Linguistic ability
d- Experience or courses on computers, information retrieval systems
2. PROBLEM STATE
a- Topic: general or specific ) )
b- Phase: continuing search, locating known object, searching, browsing
3. PROBLEM DESCRIPTION
a- Topic: according to HAI contents (Table 3) )
b- Type: according to digest document type hierarchy (Fig. D)
¢- Quantity: of items desired, indicating recall/precision needs
d- Text: English prose describing document/passage desired
e~ Relevance: full documents or highlighted sections selected as useful

Fig. 10. User interaction and user information.

Fox, p. 360:
In the current implementation, background information as
listed in part B.1 of Fig. 10 is gathered from users. Some initial
work on the user model builder has taken place, and
more is scheduled through the middle of 1987. At present, all
data collected are logged.
Problem state and description indicators are also requested, as
shown in parts B.2 and B.3 of Fig. 10, and will later be
handled by the appropriate builder experts (shown at the top of
Fig. 4).
Finally, to gauge the user’s feeling toward the system and its
operation, evaluation questions are asked, as indicated in menu
item A.2.c of Figure 10. With this feedback, the system could
be tuned as a whole and to the needs of individual users, and
should hopefully be shown to more effectively aid end user
searching than would conventional
approaches.

Hofferer, Knaus, and
Winiwarter, An
Evolutionary Approach

See e.g., HOFFERER, p. 1 (“CIFS distils e-mails from the input stream
depending on the user’s interests and evaluation judgment which are
used to rank e-mail information.”); id. (“These user profiles typically
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to Intelligent describe long-term concerns and individually depend on the fact how
Information Filtering the user reacts on an incoming stream of information. . . . CIFS is a

(1994) (“HOFFERER™)

two step learning system. In the first step, the user may specify a
catalogue of relevant topics (interest-domains). By rating the
keywords of each incoming e-mail and assigning them to one or more
interest-domains, the system creates a polarity profile for each domain
out of a set of ratings. . .”); id., Section 4.1 (“The filter is composed of
the following modules: . . . Pre-Filter and Indexer/Parser . . .
Knowledge Base. The knowledge base contains the semantic
representation of the user profiles which is applied to the assessment
of new e-mails. The internal structure consists of frames describing
the individual user interests. Their dynamical adaptation is induced by
the e-mail agents of the filter component. Monitor. Records a user’s
behavior, that is, his/her reaction to incoming e-mails, e.g. deleting,
forwarding, storing, replying, printing. Therefore, the monitor
provides a feedback mechanism, measuring how efficiently the
recording of usage patterns predicts current user behavior.”); id.,
Section 4.2 (“Monitoring of user reaction. Reactions or sequences of
reactions, looking over the user’s shoulder result in acceptance
measure as positive (store, forward, print, reply), neutral (view) and
negative actions (delete).”).

Morita and Shinoda,
Information Filtering
Based on User
Behavior Analysis and
Best Match Text
Retrieval (“MORITA”)

See e.g., MORITA, Introduction (“We propose a profile acquisition and
user feedback technique to accumulate a user’s preference for
information, based on user behavior monitoring, as well as an
information filtering technique using the acquired profile.”); id.,
Section 3.2 (“we can easily assume that articles which took
considerable amount of time to read can be treated as potentially
interesting articles. If we can determine whether a reader is interested
in an article or not by measuring the time to read it, we might be able
to capture the readers profile automatically.”); id., Section 5: “In these
approach, it is proposed that information filtering system is told of
users preference in a form of ‘user model.” Then, upon arrival of an
incoming information, the information is semantically analyzed and
checked against the user model if the item fit the user’s needs.”).

U.S. Patent Nos.
5,948,061 (“MERRIMAN
I”’) and 7,844,488
(“MERRIMAN II”)

See, e.g., MERRIMAN I (AND CORRESPONDING DISCLOSURE IN

MERRIMAN II), 2:59-3:4:
The basic architecture of the network 10 comprises at least one
affiliate web site 12, an advertisement (ad) server web site 19
and one or more individual advertiser’s web sites 18. Affiliates
are one or more entities that generally for a fee contract with
the entity providing the advertisement server permit third party
advertisements to be displayed on their web sites. When a user
using a browser accesses or “visits” a web site of an affiliate,
an advertisement provided by the advertisement server 19 will
be superimposed on the display of the affiliate’s web page
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displayed by the user’s browser. Examples of appropriate
affiliates include locator services, service providers, and
entities that have popular web sites such as museums, movie
studios, etc.

MERRIMAN I (AND CORRESPONDING DISCLOSURE IN MERRIMAN II), 3:5-

23:

The basic operation of the system is as follows in the preferred
embodiment. When a user browsing on the Internet accesses
an affiliate’s web site 12, the user’s browser generates an
HTTP message 20 to get the information for the desired web
page. The affiliate’s web site in response to the message 20
transmits one or more messages back 22 containing the
information to be displayed by the user’s browser. In addition,
an advertising server process 19 will provide additional
information comprising one or more objects such as banner
advertisements to be displayed with the information provided
from the affiliate web site. Normally, the computers supporting
the browser, the affiliate web site and the advertising server
process will be at entirely different nodes on the Internet. Upon
clicking through or otherwise selecting the advertisement
object, which may be an image such as an advertisement
banner, an icon, or a video or an audio clip, the browser ends
up being connected to the advertiser’s server or web site 18 for
that advertisement object.

MERRIMAN I (AND CORRESPONDING DISCLOSURE IN MERRIMAN II),
3:24-63:

In FIG. 1, a user operates a web browser, such as Netscape or
Microsoft Internet Explorer, on a computer or PDA or other
Internet capable device 16 to generate through the hypertext
transfer protocol (HTTP) 14 a request 20 to any one of
preferably a plurality of affiliate web sites 12. The affiliate
web site sends one or more messages back 22 using the same
protocol. Those messages 22 preferably contain all of the
information available at the particular web site 12 for the
requested page to be displayed by the user’s browser 16 except
for one or more advertising objects such as banner
advertisements. These objects preferably do not reside on the
affiliate’s web server. Instead, the affiliate’s web server sends
back a link including an IP address for a node running an
advertiser server process 19 as well as information about the
page on which the advertisement will be displayed. The link by
way of example may be a hypertext markup language (HTML)
<img> tag, referring to, for example, an inline image such as a
banner. The user’s browser 16 then transmits a message 23
using the received IP address to access such an object
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indicated by the HTML tag from the advertisement server 19.
Included in each message 23 typically to the advertising server
19 are: the user’s IP address, (ii) a cookie if the browser 16 is
cookie enabled and stores cookie information, (iii) a substring
key indicating the page in which the advertisement to be
provided from the server is to be embedded, and (iv) MIME
header information indicating the browser type and version,
the operating system of the computer on which the browser is
operating and the proxy server type. Upon receiving the
request in the message 23, the advertising server process 19
determines which advertisement or other object to provide to
user’s browser and transmits the messages 24 containing the
object such as a banner advertisement to the user’s browser 16
using the HTTP protocol. Preferably contained within the
HTTP message is a unique identifier for the advertiser’s web
page appropriate for the advertisement. That advertisement
object is then displayed on the image created by the web user’s
browser as a composite of the received affiliate’s web page
plus the object transmitted back by the advertising web server.

MERRIMAN I (AND CORRESPONDING DISCLOSURE IN MERRIMAN II),
5:50-64:

If the user is an existing user, the ad server 19 obtains from a
database all of the information known about the user including
the user’s geographic location, the domain type (commercial
educational, governmental, the Internet service provided), the
organization type where the user works (for example a SIC
code), the company size, the number of employees in that
company, the particular types of advertisements that the user
has clicked on by SIC or other appropriate coding and the
number of times that the user has been exposed to each
advertisement currently in the system as described in FIG. 3A.
Also, the relative time of day for the user is calculated based
upon either the user’s country code or the user’s IP access
provider or the location of their domain.

MERRIMAN I (AND CORRESPONDING DISCLOSURE IN MERRIMAN II),
7:52-8:5:

Alternatively, a reverse form of look up can be used
independent of people accessing the network. When a domain
is discovered, the server will check common DNS names for
the name, such as those starting with “vvvvw’ and “ftp”.
These resolve to IP addresses in most cases. From the IP
addresses, the network number can be extracted and if the
network does not yet have a domain name associated with the
network number or address, the new domain associated with
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the network. A reverse domain name look up (A Whois
lookup) will then usually provide the name, address and phone
number of the organization, thereby providing the geographic
location and the time zone of the network. Once the domain
name is acquired, the server will determine whether the
domain is an educational, military, governmental network and
for non-U.S. based networks what country the network is
located in through the extension.

MERRIMAN I (AND CORRESPONDING DISCLOSURE IN MERRIMAN II), Fig.

1:

FIG. 1
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SERVER r~
PROCESS
I

T~ AFFILIATE WEB SITE AVERTISER'S WEB SITE }/IE
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HTTP PROTOCOL |1
A\
20 !

\ USER'S BROwSER | 1P

MERRIMAN II (AND CORRESPONDING DISCLOSURE IN MERRIMAN II),
9:38-41:
2. The method of claim 1, wherein selecting an advertisement
based upon stored information about said user node comprises
selecting an advertisement based upon a prior content request
sent from said user node to an affiliate node.

U.S. Patent No See, e.g., TOGNAZZINI, 16:16-43:
5,886,683 FIG. 15 illustrates a typical electronic newspaper display. The
(“TOGNAZZINNI) invention also applies to data search engine displays. Here, a

number of articles 1507, 1511, 1515 and 1519 along with their
associated titles 1505, 1509, 1513 and 1517 are displayed in
views within a window 1501. Generally a major headline 1503
is also displayed along with a selection of advertising material
1521. Because the information provider does not know what
subjects interest the user, the information provider presents a
mixture of articles. Here the “New Chemical Reaction” article
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