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IN THE UNITED STATES DISTRICT COURT
FOR THE DISTRICT OF COLORADO

Civil Action No. 1:14-cv-

MINDSHARE TECHNOLOGIES, INC., a Utah corporation; and,
EMPATHICA, INC., a Canada corporation.
Plaintiffs,

V.

LEGER METRICS, INC., a Canada corporation.
Defendant.

COMPLAINT AND JURY DEMAND

Plaintiffs Mindshare Technologies, Inc. (hereinafter “Mindshare”) and Empathica, Inc.
(“Empathica”) for their Complaint in this patent infringement action against Defendant Leger
Metrics, Inc. (“Leger Metrics” or “Defendant”), allege as follows:

PARTIES, JURISDICTION AND VENUE

I. Mindshare Technologies, Inc. (“Mindshare”) is a Utah corporation having a
principal place of business in Salt Lake City, Utah.

2. Empathica, Inc. (“Empathica”), a subsidiary of Mindshare, is a Canada
corporation having a principal place of business in Mississauga, Ontario.

3. Upon information and belief, Leger Metrics, Inc. (“Leger Metrics™) is a Canada
corporation with offices in Philadelphia, Pennsylvania, Tampa, Florida and specifically in

Denver, Colorado.
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4. Plaintiffs bring this action under U.S. patent laws, 35 U.S.C. §§ 1 ef seq.

5. This Court has subject matter jurisdiction over this action under 28 U.S.C.
§§ 1331 and 1338(a).

6. Upon information and belief, this Court has specific personal jurisdiction over
Leger Metrics as Leger Metrics has purposefully directed its activities toward the state of
Colorado, has an office in the state of Colorado, and has sold products and/or services at issue in
this case into the state of Colorado. Particularly, Leger Metrics introduced infringing products
and/or services that are offered and used in the state of Colorado.

7. Upon information and belief, this Court has general personal jurisdiction over
Leger Metrics since its contacts with Colorado are substantial, continuous, and systematic and
this action is based upon activities that arise out of or are related to those contacts.

8. Venue is proper in this judicial district pursuant to 28 U.S.C. § 1391 because
Leger Metrics conducts business in this judicial district.

GENERAL ALLEGATIONS
PLAINITFFS’ PRODUCTS AND INTELLECTUAL PROPERTY

9. Empathica is a subsidiary of Mindshare, a Utah corporation. Mindshare and
Empathica are in the business of inventing, developing, manufacturing, distributing, and selling
various services used in the market research and consumer survey field.

10. On August 13, 2013, United States Patent No. 8,510,232 (the “‘232 Patent™)
issued for a “System and Method for Sharing Information.” A true and correct copy of the 232

Patent is attached hereto as Exhibit A.
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11.  Plaintiffs market and promote a service for recommending a product to a plurality
of people under the brand name GORECOMMEND. Upon information and belief, one or more
claims of the ‘232 Patent cover the GORECOMMEND service offered by Plaintiffs.

DEFENDANT’S MISCONDUCT

12. Upon information and belief, Leger Metrics makes, uses, sells, and/or offers for
sale a system and method for sharing information that infringes at least claim 1 of the 232
Patent (the “Infringing Products”).

13.  Upon information and belief, Leger Metrics markets the Infringing Product under
the brand name CLICK2TELL.

14.  Leger Metrics is in direct competition with Empathica and Mindshare in the
market research and consumer survey field and sells and/or offers for sale, the Infringing
Products into the United States and particularly, upon information and belief, in the state of
Colorado.

15.  Upon information and belief, the Infringing Product infringes at least claim 1 of
the ‘232 Patent.

16.  Upon information and belief, Leger Metrics was made aware of the ‘232 Patent at
least as early as August 28, 2013.

17. Upon information and belief, Leger Metrics’ continued, use, sale, and/or offering
for sale and distribution of the Infringing Products has injured, is injuring, and will continue to
cause irreparable injury to Mindshare and Empathica.

18.  Additionally, upon information and belief, Leger Metrics acted in an objectively

reckless manner with respect to the Plaintiffs’ patent rights. Upon information and belief, Leger
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Metrics used, sold, and/or offered for sale into the United States the Infringing Products knowing
that it was highly likely that its acts would constitute infringement of a valid patent. As a
consequence, Leger Metrics has engaged in willful infringement of the ‘232 Patent and Plaintiffs
are therefore entitled to treble damages and attorneys’ fees as well as costs incurred in this action
along with prejudgment interest under 35 U.S.C. §§ 284 and 285.

19. Plaintiffs have been and continue to be significantly damaged by Leger Metrics’
actions. So long as Leger Metrics continues performing the unlawful and improper actions
described in this Complaint, Plaintiffs will continue to suffer irreparable harm that will not be
fully compensable by money damages.

FIRST CAUSE OF ACTION
(PATENT INFRINGEMENT OF THE ‘232 PATENT UNDER 35 U.S.C. § 271)

20. Plaintiffs hereby incorporate by reference each and every preceding allegation of

this Complaint as if set forth fully herein.

21. Plaintiffs, either directly or indirectly, own all right, title, and interest in and to the
‘232 Patent.
22. Leger Metrics makes, uses, sells, and/or offers for sale, Infringing Products that

infringe at least claim 1 of the ‘232 Patent, literally, as well as under the doctrine of equivalents.
23. At no time have the Plaintiffs granted Leger Metrics permission, license, or
authorization to market or sell the Infringing Products.
24. Upon information and belief, Leger Metric’s infringing activities have damaged
Plaintiffs in an amount to be proven at trial. Among other remedies, Plaintiffs are entitled to lost
profits and/or a reasonable royalty to adequately compensate Plaintiffs for Leger Metrics’

infringing activities under 35 U.S.C. § 284. Additionally, the harm to Plaintiffs arising from
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these acts by Leger Metrics is not fully compensable by money damages. Plaintiffs have
suffered and continue to suffer irreparable harm that has no adequate remedy at law and that will
continue unless the infringing conduct by Leger Metrics is preliminarily and permanently
enjoined.

25.  Upon information and belief, Leger Metrics acted in an objectively reckless
manner with respect to Plaintiffs’ patent rights. Upon information and belief, Leger Metrics
used, sold, and/or offered for sale the Infringing Products knowing that it was highly likely that
its acts would constitute infringement of a valid patent. As a consequence, Leger Metrics has
engaged in willful infringement of the ‘232 Patent and Plaintiffs are therefore entitled to treble
damages and attorneys’ fees as well as costs incurred in this action along with prejudgment
interest under 35 U.S.C. §§ 284 and 285.

SECOND CAUSE OF ACTION
(CONTRIBUTORY PATENT INFRINGEMENT OF THE ‘232 PATENT UNDER 35 U.S.C. § 271)

26. Plaintiffs hereby incorporate by reference each and every preceding allegation of

this complaint as if set forth fully herein.

27. Plaintiffs, either directly or indirectly, own all right, title, and interest in and to the
‘232 Patent.
28. Upon information and belief, Defendants make, use, sell, offer for sale, and/or

import into the United States a product or service that is material to practicing claims of the ‘232
Patent.
29. Upon information and belief, the Infringing Product marketed and sold by the

Defendants has no substantial non-infringing uses.
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30.  Moreover, upon information and belief, the Infringing Product is known by Leger
Metrics to be especially made or especially adapted for use in an infringement of the ‘232 Patent.

31.  Atno time have Plaintiffs granted Leger Metrics permission, license, or
authorization to market or sell the Infringing Products.

32.  Upon information and belief, Leger Metrics’ infringing activities have damaged
Plaintiffs in an amount to be proven at trial. Among other remedies, Plaintiffs are entitled to lost
profits or, in the alternative a reasonable royalty to adequately compensate for Defendant’s
infringing activities under 35 U.S.C. § 284. Additionally, the harm to Plaintiffs arising from
these acts by Defendant is not fully compensable by money damages. Plaintiffs have suffered
and continue to suffer irreparable harm that has no adequate remedy at law and that will continue
unless this infringing conduct by Defendant is preliminarily and permanently enjoined.

33.  Upon information and belief, Leger Metrics acted in an objectively reckless
manner with respect to Plaintiffs’ patent rights. Upon information and belief, Leger Metrics
knew, or should have known, that its actions were highly likely to result in the infringement of
the ‘232 Patent. As a consequence, Leger Metrics has engaged in willful infringement of the
‘232 Patent and Plaintiffs are therefore entitled to treble damages and attorneys’ fees as well as
costs incurred in this action along with prejudgment interest under 35 U.S.C. §§ 284 and 285.

THIRD CAUSE OF ACTION
(INDUCED PATENT INFRINGEMENT OF THE ‘232 PATENT UNDER 35 U.S.C. § 271)

34, Plaintiffs hereby incorporate by reference each and every preceding allegation of
this complaint as if set forth fully herein.
35. Plaintiffs, either directly or indirectly, own all right, title, and interest in and to the

‘232 Patent.
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36.  Upon information and belief, Leger Metrics actively induce its customers to make
use of the Infringing Products in a manner that infringes the ‘232 Patent.

37.  Upon information and belief, Leger Metrics possessed specific intent to
encourage their customers to make use of the Infringing Product in a manner that Leger Metrics
knew, or should have known, would infringe the ‘232 Patent.

38.  Atno time have Plaintiffs granted Leger Metrics permission, license, or
authorization to market or sell the Infringing Product.

39.  Upon information and belief, Leger Metrics’ infringing activities have damaged
Plaintiffs in an amount to be proven at trial. Among other remedies, Plaintiffs are entitled to lost
profits or, in the alternative a reasonable royalty to adequately compensate for Defendant’s
infringing activities under 35 U.S.C. § 284. Additionally, the harm to Plaintiffs arising from the
acts of Leger Metrics is not fully compensable by money damages. Plaintiffs have suffered and
continue to suffer irreparable harm that has no adequate remedy at law and that will continue
unless the infringing conduct by Leger Metrics is preliminarily and permanently enjoined.

40.  Upon information and belief, Leger Metrics acted in an objectively reckless
manner with respect to Plaintiffs’ patent rights. Upon information and belief, Leger Metrics
knew, or should have known, that its actions were highly likely to result in the infringement of
the ‘232 Patent. As a consequence, Leger Metrics has engaged in willful infringement of the
‘232 Patent and Plaintiffs are therefore entitled to treble damages and attorneys’ fees as well as

costs incurred in this action along with prejudgment interest under 35 U.S.C. §§ 284 and 285.

{00729593;v1} -7-



Case 1:14-cv-01365 Document 1 Filed 05/15/14 USDC Colorado Page 8 of 19

PRAYER FOR RELIEF

WHEREFORE, it is respectfully requested that the Court enter judgment in favor of
Plaintiffs as follows:

A. That the Court enter judgment that Leger Metrics has infringed the ‘232 Patent
either literally or under the doctrine of equivalents.

B. That the Court enter judgment that Leger Metrics has infringed the ‘232 Patent
either contributory infringement and/or through inducement to infringe.

C. That Leger Metrics be ordered to pay damages to Plaintiffs, together with interest,
in an amount to be determined by this Court.

D. That the Court award Plaintiffs treble damages pursuant to 35 U.S.C. § 284.

E. That the Court award Plaintiffs punitive damages.

F. That the Court award Plaintiffs costs and attorneys’ fees related to this action
pursuant to 35 U.S.C § 285.

G. That the Court award Plaintiffs prejudgment interest.

H. That the Court grant preliminary and permanent injunctive relief enjoining Leger
Metrics, its officers, directors, principals, agents, servants, employees, successors, and assigns,
and all other aiding, abetting, or acting in concert or active participation therewith, from directly
or indirectly infringing the ‘232 Patent, including with limitation, precluding Leger Metrics from
making, using, selling, offering for sale, or importing the Infringing Products.

L. That Plaintiffs have such other and further relief as shall seem just and proper to
the Court.

JURY DEMAND

Pursuant to Rule 38 of the Federal Rules of Civil Procedure, Plaintiffs hereby demand a

trial by jury on all issues and claims so triable.
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Respectfully submitted this __15th  day of May, 2014,

By: /s Christopher P. Beall

Christopher P. Beall

LEVINE SULLIVAN KOCH & SCHULZ, LLP
1888 Sherman Street, Suite 370

Denver, Colorado 80203

(303) 376-2400

cbeall@lskslaw.com

Jed H. Hansen, Esq.

THORPE NORTH & WESTERN, LLP
8180 South 700 East, Suite 350

Sandy, Utah 84070

(801) 566-6633

hansen@tnw.com

Samuel C. Straight, Esq.

RAY QUINNEY & NEBEKER P.C.
36 South State Street, Suite 1400
Salt Lake City, Utah 84111

(801) 323-3390

sstraight@rqn.com

Attorneys for Plaintiffs
Mindshare Technologies, Inc. and Empathica, Inc.

Address of Plaintiffs:
Mindshare Technologies, Inc.
310 East 4500 South, Suite 450
Salt Lake City, UT 84107 USA

Empathica, Inc.

2121 Argentia Road, Suite 200
Mississauga, ON, Canada
L5N 2X4
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Exhibit A

to
COMPLAINT AND JURY DEMAND

n
Mindshare Technologies, Inc., et al. v. Leger Metrics, Inc.
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(57) ABSTRACT

A method is provided for recommending a product to a plu-
rality of people. The method comprises the following steps. A
consumer is provided with an entry point to recommend the
product. The consumer is then provided with at least one
applet configured for a corresponding social network. The
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ized by the consumer, and disseminate the custom recom-
mendation amongst the consumer’s contacts within the social
network. A computer readable medium including instructions
for implementing the method is also provided.
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US 8,510,232 B2

1
SYSTEM AND METHOD FOR SHARING
INFORMATION

The present invention relates to a system and method for
sharing information and specifically to a system and method
for sharing information using social media.

BACKGROUND

Social media is media designed to be disseminated through
social interaction, created using highly accessible and scal-
able publishing techniques. Social media uses Internet and
web-based technologies to transform traditional broadcast
media monologues (one to many) into social media dialogues
(many to many). Examples of some popular social media
include social networks such as Facebook, Twitter, MySpace,
Friendster, LinkedIn and the like.

Accordingly, in recent years social media have grown
exponentially. Their popularity is, at least in part, related to
the fact they are fast, condensed and often highly interesting
in content. This growth has increased the number of consum-
ers that producers are able to reach. Accordingly, social media
has become the new “tool” for effective business marketing
and sales. However, it continues to be a challenge for com-
panies to efficiently leverage this new market into improved
sales.

SUMMARY

In accordance with an aspect of the present invention there
is provided a method for recommending a product to a plu-
rality of people, the method comprising the steps of: in
response to interaction with product, providing a consumer
with an entry point to recommend the product; providing the
consumer with at least one applet configured for a corre-
sponding social network; and using the applet to: create a
custom recommendation personalized by the consumer; and
disseminate the custom recommendation amongst the con-
sumer’s contacts within the social network.

In accordance with a further aspect of the present inven-
tion, there is provided a computer readable medium having
stored thereon instructions to execute the method.

BRIEF DESCRIPTION OF THE DRAWINGS

An embodiment of the present invention will now be
described by way of example only with reference to the
following drawings in which:

FIG. 1 is block diagram of a network infrastructure (prior
art);

FIG. 2 is a flow chart illustrating a method for recommend-
ing a product;

FIG. 3 is a screenshot of an online survey for completion by
a respondent;

FIG. 4 is a screenshot of an applet retrieval page;

FIG. 5 isa screenshot of recommendation customization of
the applet;

FIG. 6a is a screenshot of the respondent’s profile page;

FIG. 6b is a screenshot of the respondent’s friend’s news
feed; and

FIG. 6c is a screenshot of a brand’s fan page;

DETAILED DESCRIPTION OF THE PREFERRED
EMBODIMENTS

For convenience, like numerals in the description refer to
like structures in the drawings. Referring to FIG. 1, typical
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communication infrastructure is illustrated generally by
numeral 100. The communication infrastructure 100 includes
a plurality of client devices 102 and servers 104 capable of
communicating with each other via a communication net-
work 106. The client devices 102 can be any one of a number
of different computing devices, such as a personal computer,
notebook computer, tablet computer, as well as more mobile
computing devices such as a personal digital assistant, smart
phone, cellular phone and the like, The communication net-
work 106 can be a public network such as the Internet or a
private network such as an intranet. The client devices 102
and servers 104 are connected to the communication via any
one of a plurality of different wired or wireless technologies.
Users of the client devices 102 can use the client devices 102
to access social media sites, often hosted on one or more of the
servers 104. Accordingly, the users can be in constant inter-
action with the social media sites.

The growth and accessibility of social media has profound
implications for brands as they develop their marketing plans.
The rapid growth of social networking sites, as well as the
proliferation of client devices 102, has also greatly increased
the ability for consumers to reach out to large group of their
friends quickly and efficiently, regardless of their geographic
location.

In the past, if a consumer had a positive or a negative brand
experience it would have taken days or even weeks to com-
municate this to their friends and family as it would have to
have been done via telephone, electronic mail (e-mail), dur-
ing face-to-face conversations and the like. Further, because
of the one-to-one communications in the old world, the mes-
sage would have likely gone out to a small subset of their
community and often only when asked directly. It would have
to be a truly exceptionally experience, positive or negative, to
result in a broadcast to their entire social network as the
message or story would need to be repeated time and time
again.

With social networking sites, such as Facebook for
example, the process of sharing is easy and the consumer
habit of going on the sites to tell people about their brand
experiences is becoming well-established. This represents a
tremendous opportunity and threat for brand owners.

Accordingly, to take advantage of this opportunity and
enable brands to leverage the power of positive recommen-
dations from their customers, recommendation software is
provided. As will be described the recommendation is trig-
gered in response to a survey. That is, upon completion of a
survey, such as a customer satisfaction survey, the recommen-
dation software determines whether or not to provide a
respondent with an option to recommend a product. For the
purpose of this description, the term “product” is used to refer
to a service, brand, experience and/or merchandise.

Referring to FIG. 2, a flow chart illustrating the operation
of an improved method for recommending a product is illus-
trated generally by numeral 200. At step 202, an online survey
for aproduct is presented to a respondent for completion. The
online survey includes questions for collecting information as
determined by the product manufacturer, marketer or reseller,
for example.

At step 204, based on the online survey, recommendation
software determines whether or not the respondent will rec-
ommend the product. The recommendation is based on a
comparison with a recommendation threshold. If the survey
results meet or exceed the recommendation threshold then it
is likely that the respondent will recommend the product. As
will be appreciated by a person of ordinary skill in the art, the
recommendation threshold can vary depending on the imple-
mentation.
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In the present embodiment, this determination is made
explicitly by directly asking the respondent whether or not
they are likely to recommend the product. The respondent can
be provided with a number of varying scales for answering
the question. For example, the respondent can be provided
with a “yes” or “no” option to indicate whether or not they
would recommend the product. In this example, the recom-
mendation threshold would be a “yes” answer.

In another example, the respondent can be provided with a
option to rank how likely s/he would be to recommend the
product on a scale of one to a maximum value (x). Usually, x
is five or ten. In this example, the recommendation threshold
is at least three-out-of-five or seven-out-of-ten.

In an alternate embodiment, this determination can be
made implicitly based on the questions asked in the survey.
That is, although the respondent will not be asked directly
whether or not s/he would recommend the product, the deter-
mination can be made based on an analysis of response to
other questions in the survey. In this embodiment, the recom-
mendation threshold is compared to a mathematical manipu-
lation of at least some of the survey questions.

If the survey results fail to meet the recommendation
threshold, the recommendation software continues at step
206. At step 206 the survey terminates by closing a survey
window, redirecting to a predetermined website, or in any
other manner for completing a traditional online survey.

If the survey results meet or exceed the recommendation
threshold, the recommendation software continues at step
208. Implementing such a qualification process helps develop
reliable metrics on conversion rates. At step 208 the respon-
dent is asked if they participate in one or more social network-
ing sites. If the respondent does not participate in any of the
social networking sites, then the recommendation application
continues to step 206.

If the respondent does participate in any of the social net-
working sites, then the recommendation software continues
to step 210. At step 210, the respondent is invited to access an
applet for the corresponding social media site. As will be
appreciated, the term applet is used in its generic form as any
small application that performs a specific task, sometimes
running within the context of a larger program. It is not
intended to limit the definition to a Java-based applet. The
applet is configured to execute within an environment pro-
vided by the corresponding social networking site. The applet
is further configured to provide the respondent with a cus-
tomizable interface to recommend the product.

In the present embodiment, the respondent selects a single
social network and accesses a corresponding applet. In an
alternate embodiment, the respondent may select a plurality
of different social networks and access a plurality of corre-
sponding applets.

At step 212, the respondent uses the applet to recommend
the product and, at step 214, the recommendation is dissemi-
nation amongst the respondent’s contacts on the social net-
working site.

In an alternate embodiment, the survey may be conducted
by a third party, with only the relevant information being
passed to the recommendation software. In one example, the
relevant information could be responses to predetermined
questions, in which case the recommendation software would
determine whether or not to proceed with the recommenda-
tion. In another example, the third party could determine
whether or not to proceed with the recommendation, in which
case the relevant information could be the relevant social
networking information.

A sample implementation of the recommendation software
and applet is described as follows. In this example, the prod-
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uct is a restaurant called Iron Mike’s Brew Pub. At step 202
the respondent completes a consumer survey, as illustrated in
FIG. 3. At step 204 it is determined that the respondent is
likely to recommend the product. Accordingly, at step 208,
the respondent is queried to determine if s/he has a Facebook
account. Once it is determined that the respondent has a
Facebook account, then at step 210, the respondent is pro-
vided with the opportunity to access a corresponding Face-
book applet, as illustrated in FIG. 4.

At step 212, the respondent can customize the recommen-
dation by adding personal comments regarding the product.
In the present embodiment, the respondent comments on why
she likes Iron Mike’s Brew Pub, as shown in FIG. 5.

At step 214, the applet disseminates the recommendations
to all of the respondents friends on Facebook. This is achieved
by posting the recommendation to the respondent’s profile
page, as shown in FIG. 6a. Items posts to the respondent’s
profile page using Facebook may be viewed by all of the
respondent’s friends. The recommendation is also posted to
the respondent’s friends’ news feed, as shown in FIG. 6b.
Lastly, the recommendation is also posted to a brand’s fan
page. For example, Iron Mike’s Brew Pub has an established
fan page on Facebook and the recommendation by the respon-
dent is posted on the fan page, as shown in FIG. 6c. The
respondent may also be provided with an option to receive
further product information. This includes, for example, sign-
ing up to an e-mail distribution list, becoming a fan of the
brand on the fan page and the like. In this way, the respondent
can be notified of any upcoming promotions or campaigns for
the product.

The embodiment described above relates specifically to a
recommendation that has an entry point in response to a
product survey. In an alternate embodiment, a direct entry
point to recommend the product is provided to the consumer.
The direct entry point can be made after any interaction with
the web site related to the product, such as a contest site, for
example. Alternately, the direct entry point can result from
in-store promotion, mail and e-mail promotion, or physical
media (such as newspaper or magazine) promotion.

Using the foregoing specification, the invention may be
implemented as a machine, process or article of manufacture
by using standard programming and/or engineering tech-
niques to produce programming software, firmware, hard-
ware or any combination thereof.

Any resulting program(s), having computer-readable pro-
gram code, may be embodied within one or more computer-
usable media such as memory devices or transmitting
devices, thereby making a computer program product or
article of manufacture according to the invention. As such, the
terms “software” and/or “application” as used herein are
intended to encompass a computer program existent (perma-
nently, temporarily, or transitorily) on any computer-usable
medium such as on any memory device or in any transmitting
device.

Examples of memory devices include, hard disk drives,
diskettes, optical disks, magnetic tape, semiconductor memo-
ries such as FLASH, RAM, ROM, PROMS, and the like.
Examples of networks include, but are not limited to, the
Internet, intranets, telephone/modem-based network com-
munication, hard-wired/cabled communication network, cel-
lular communication, radio wave communication, satellite
communication, and other stationary or mobile network sys-
tems/communication links.

A machine embodying the invention may involve one or
more processing systems including, for example, CPU,
memory/storage devices, communication links, communica-
tion/transmitting devices, servers, I/O devices, or any sub-
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components or individual parts of one or more processing
systems, including software, firmware, hardware, or any
combination or subcombination thereof, which embody the
invention as set forth in the claims.

Using the description provided herein, those skilled in the
art will be readily able to combine software created as
described with appropriate general purpose or special pur-
pose computer hardware to create a computer system and/or
computer subcomponents embodying the invention, and to
create a computer system and/or computer subcomponents
for carrying out the method of the invention.

We claim:

1. A method for recommending a product to a plurality of
people, the method comprising the steps of:

providing a consumer with an online survey to collect

information about the product;

comparing answers for at least one of a plurality of ques-

tions in the online survey with a recommendation thresh-
old to determine whether the consumer is likely to rec-
ommend the product;

providing the consumer with at least one applet configured

for a corresponding social network only if it is deter-
mined that the consumer is likely to recommend the
product; and

using the applet to:

create a custom recommendation personalized by the
consumer; and

disseminate the custom recommendation amongst the
consumer’s contacts within the social network.

2. The method of claim 1, wherein the online survey
includes at least one question explicitly asking if the con-
sumer would recommend the product and the consumer is
provided with a corresponding plurality of possible answers.

3. The method of claim 2, wherein the plurality of possible
answers includes two answers, a yes option and a no option,
and the recommendation threshold is the yes option.

4. The method of claim 2, wherein the plurality of possible
answers includes more than two possible answers on a scale
of one to a maximum value and the threshold is close to the
maximum value.

5. The method of claim 1, wherein the online survey
includes a plurality of questions implicitly asking if the con-
sumer would recommend the product and the recommenda-
tion threshold is compared to a mathematical manipulation of
the answers to the least one of the plurality of questions in the
online survey.

6. The method of claim 1 comprising the further step of
providing the consumer with a plurality of social networks for
selection by the consumer, wherein each social network has a
corresponding applet available.

7. The method of claim 1, wherein the online survey is a
direct entry point selectable by a user during interaction with
the web site relating to the product.
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8. The method of claim 7, wherein the web site is a contest
web site.

9. A non-transitory computer readable medium having
stored thereon instructions for recommending a product to a
plurality of people, the instructions, when executed by a
processor configured to implement the steps of:

providing a consumer with an online survey to collect

information about the product;

comparing answers for at least one of a plurality of ques-

tions in the online survey with a recommendation thresh-
old to determine whether the consumer is likely to rec-
ommend the product;

providing the consumer with at least one applet configured

for a corresponding social network only if it is deter-
mined that the consumer is likely to recommend the
product; and

using the applet to:

create a custom recommendation personalized by the
consumer; and

disseminate the custom recommendation amongst the
consumer’s contacts within the social network.

10. The computer readable medium of claim 9, wherein the
online survey includes at least one question explicitly asking
if the consumer would recommend the product and the con-
sumer is provided with a corresponding plurality of possible
answers.

11. The computer readable medium of claim 10, wherein
the plurality of possible answers includes two answers, a yes
option and a no option, and the recommendation threshold is
the yes option.

12. The computer readable medium of claim 10, wherein
the plurality of possible answers includes more than two
possible answers on a scale of one to a maximum value and
the threshold is close to the maximum value.

13. The computer readable medium of claim 9, wherein the
online survey includes a plurality of questions implicitly ask-
ing if the consumer would recommend the product and the
recommendation threshold is compared to a mathematical
manipulation of the answers to the least one of the plurality of
questions in the online survey.

14. The computer readable medium of claim 9, comprising
further instructions for providing the consumer with a plural-
ity of social networks for selection by the consumer, wherein
each social network has a corresponding applet available.

15. The computer readable medium of claim 9, wherein the
online survey is a direct entry point selectable by a user during
interaction with a web site relating to the product.

16. The computer readable medium of claim 15, wherein
the web site is a contest web site.
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