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(57) ABSTRACT 

The serving of advertisements With (e.g., on) video docu 
ments may be improved in a number of Ways. For example, 
a system may (a) accept information de?ning at least one ad 
spot associated With at least one instance of an video 
document, (b) accept offers to have advertisements served in 
the ad spot(s), and (c) arbitrate among competing advertise 
ments, using at least the offers, to determine at least one 
advertisement to be served in that ad spot(s). As another 
example, a system may (a) accept relevance information for 
an advertisement, (b) determine at least one video document 
using the accepted relevance information, (0) present infor 
mation about the video document(s) to an advertiser asso 
ciated With the advertisement, and (d) accept, from the 
advertiser, an offer to have its advertisement served With at 
least one of the video document(s) accepted. As yet another 
example, a system may (a) accept relevance information for 
an video document, (b) determine a plurality of advertise 
ments relevant to the video document using the relevance 
information and serving constraints of the advertisements, 
and (0) select at least one of the determined relevant adver 
tisements to be served With the video document. Examples 
of video documents include video ?les published on the 
Internet, television programs, live or recorded talk shoWs, 
video-voice mail, segments of an video conversation, etc. 
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ADVERTISING WITH VIDEO AD CREATIVES 

§ 1. BACKGROUND OF THE INVENTION 

[0001] § 1.1 Field Of The Invention 

[0002] The present invention concerns advertising, such as 
online advertising for example. In particular, the present 
invention concerns improving the utility of advertisements 
to end users. 

[0003] § 1.2 Background Information 

[0004] Advertising using traditional media, such as tele 
vision, radio, neWspapers and magaZines, is Well knoWn. 
Unfortunately, even When armed With demographic studies 
and entirely reasonable assumptions about the typical audi 
ence of various media outlets, advertisers recogniZe that 
much of their ad budget is simply Wasted. Moreover, it is 
very di?icult to identify and eliminate such Waste. 

[0005] Recently, advertising over more interactive media 
has become popular. For example, as the number of people 
using the Internet has exploded, advertisers have come to 
appreciate media and services offered over the Internet as a 
potentially poWerful Way to advertise. 

[0006] Interactive advertising provides opportunities for 
advertisers to target their ads to a receptive audience. That 
is, targeted ads are more likely to be useful to end users since 
the ads may be relevant to a need inferred from some user 
activity (e.g., relevant to a user’s search query to a search 
engine, relevant to content in a document requested by the 
user, etc.). Query keyWord targeting has been used by search 
engines to deliver relevant ads. For example, the AdWords 
advertising system by Google Inc. of Mountain View, Calif. 
(referred to as “Google”), delivers ads targeted to keyWords 
from search queries. Similarly, content targeted ad delivery 
systems have been proposed. For example, US. patent 
application Ser. No. 10/314,427 (incorporated herein, in its 
entirety, by reference and referred to as “the ’427 applica 
tion”), titled “METHODS AND APPARATUS FOR SERV 
ING RELEVANT ADVERTISEMENTS”, ?led on Dec. 6, 
2002 and listing Jeffrey A. Dean, Georges R. Harik and Paul 
Buchheit as inventors; and Ser. No. 10/375,900 (incorpo 
rated herein, in its entirety, by reference and referred to as 
“the ’900 application”), titled “SERVING ADVERTISE 
MENTS BASED ON CONTENT,” ?led on Feb. 26, 2003 
and listing Darrell Anderson, Paul Buchheit, Alex Carobus, 
Claire Cui, Jeffrey A. Dean, Georges R. Harik, Deepak 
Jindal and Narayanan Shivakumar as inventors, describe 
methods and apparatus for serving ads relevant to the 
content of a document, such as a Web page for example. 
Content targeted ad delivery systems, such as the AdSense 
advertising system by Google for example, have been used 
to serve ads on Web pages. 

[0007] As can be appreciated from the foregoing, serving 
ads relevant to concepts of text in a text document and 
serving ads relevant to keyWords in a search query are useful 
because such ads presumably concern a current user interest. 
Consequently, such online advertising has become increas 
ingly popular. Moreover, advertising using other targeting 
techniques, and even untargeted online advertising, has 
become increasingly popular. 

[0008] Currently, ads delivered With video content, such as 
television broadcasts for example, are typically based on a 
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“reservation” model. That is, an advertiser reserves a spot in 
the televised broadcast for a ?xed fee. Unfortunately, hoW 
ever, the reservation model doesn’t necessarily maximiZe 
revenue for the video content publisher because many 
advertisers that don’t have the resources to negotiate agree 
ments for such ad spots don’t compete for those ad spots. 
Further, from the perspective of the end-user (i.e., the person 
or persons to Whom the audio content is delivered), the ad 
could be totally irrelevant or not as useful as it could be. 

[0009] Existing advertising systems, such as systems that 
insert ads into video content (a “video document”), could be 
improved. For example, it Would be useful to improve the 
relevancy of ads served in (or With) a video document. It 
Would also be useful to improve the value, in terms of 
potential advertising revenue, of such a video document. It 
Would be especially useful to improve the value, in terms of 
potential advertising revenue, of an aggregate of multiple 
instances of a video document. 

§ 2. SUMMARY OF THE INVENTION 

[0010] Embodiments consistent With the present invention 
may be used to improve the serving of advertisements With 
(e.g., on) video documents. For example, at least some 
embodiments consistent With the present invention may (a) 
accept information de?ning at least one ad spot associated 
With at least one instance of an video document, (b) accept 
offers to have advertisements served in the ad spot(s), and (c) 
arbitrate among competing advertisements, using at least the 
offers, to determine at least one advertisement to be served 
in that ad spot(s). As another example, at least some embodi 
ments consistent With the present invention may (a) accept 
relevance information for an advertisement, (b) determine at 
least one video document using the accepted relevance 
information, (c) present information about the video docu 
ment(s) to an advertiser associated With the advertisement, 
and (d) accept, from the advertiser, an offer to have its 
advertisement served With at least one of the video docu 
ment(s) accepted. As yet another example, at least some 
embodiments consistent With the present invention may (a) 
accept relevance information for an video document, (b) 
determine a plurality of advertisements relevant to the video 
document using the relevance information and serving con 
straints of the advertisements, and (c) select at least one of 
the determined relevant advertisements to be served With the 
video document. Examples of video documents include 
video ?les published on the Internet, television programs, 
live or recorded talk shoWs, video-voice mail, segments of 
an video conversation, etc. 

§ 3. BRIEF DESCRIPTION OF THE DRAWINGS 

[0011] FIG. 1 is a diagram illustrating various Ways video 
content can be delivered and received. 

[0012] FIG. 2 is a diagram shoWing parties or entities that 
can interact With an advertising system. 

[0013] FIG. 3 is a diagram illustrating an environment in 
Which, or With Which, embodiments consistent With the 
present invention may operate. 

[0014] FIG. 4 is a bubble diagram of exemplary operations 
that may be performed in a manner consistent With the 
present invention, as Well as information that may be used 
and/or generated by such operations. 
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[0015] FIG. 5 illustrates an exemplary data structure for 
storing video document relevancy information in a manner 
consistent With the present invention. 

[0016] FIG. 6 illustrates an exemplary data structure for 
storing ad spot information in a manner consistent With the 
present invention. 

[0017] FIG. 7 illustrates an exemplary data structure for 
storing ad information in a manner consistent With the 
present invention. 

[0018] FIG. 8 is a How diagram of an exemplary method 
for extracting and/ or determining relevancy information for 
a video document in a manner consistent With the present 
invention. 

[0019] FIG. 9 is a How diagram of an exemplary method 
for determining ad spots in a manner consistent With the 
present invention. 

[0020] FIG. 10 is a How diagram of an exemplary method 
for determining ads relevant to ad spots in a video document 
in a manner consistent With the present invention. 

[0021] FIG. 11 is a How diagram of an exemplary method 
for arbitrating relevant ads competing for video document ad 
spots in a manner consistent With the present invention. 

[0022] FIG. 12 is a block diagram of apparatus that may 
be used to perform at least some operations, and store at least 
some information, in a manner consistent With the present 
invention. 

[0023] FIG. 13 illustrates an exemplary environment 1300 
consistent With the present invention in Which video ads are 
served With video documents. 

[0024] FIG. 14 is a How diagram of an exemplary method 
1400 for providing a video content oWner/creator front end 
in a manner consistent With the present invention. 

[0025] FIG. 15 is an exemplary set of information 1500 
that may be stored, either together as a record, or in 
association With a video identi?er, once a video content 
oWner/creator enters necessary information via a front end 
method such as that 1400 described With respect to FIG. 14. 

[0026] FIG. 16 is a How diagram of an exemplary method 
1600 for providing a video advertiser front end in a manner 
consistent With the present invention. 

[0027] FIG. 17 is a How diagram of an exemplary method 
1700 for serving video ads With video content in a manner 
consistent With the present invention. 

[0028] FIG. 18 is a messaging diagram illustrating the 
serving of video ads With video content in a manner con 
sistent With the present invention. 

[0029] FIG. 19 illustrates an exemplary hosted Web page, 
including a video player that may be used to play videos and 
video ads in a manner consistent With the present invention. 

§ 4. DETAILED DESCRIPTION 

[0030] The present invention may involve novel methods, 
apparatus, message formats, and/or data structures for 
improving the serving of video advertisements With docu 
ments, such as documents including video content for 
example. The folloWing description is presented to enable 
one skilled in the art to make and use the invention, and is 
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provided in the context of particular applications and their 
requirements. Thus, the folloWing description of embodi 
ments consistent With the present invention provides illus 
tration and description, but is not intended to be exhaustive 
or to limit the present invention to the precise form dis 
closed. Various modi?cations to the disclosed embodiments 
Will be apparent to those skilled in the art, and the general 
principles set forth beloW may be applied to other embodi 
ments and applications. For example, although a series of 
acts may be described With reference to a How diagram, the 
order of acts may differ in other implementations When the 
performance of one act is not dependent on the completion 
of another act. Further, non-dependent acts may be per 
formed in parallel. Also, as used herein, the article “a” is 
intended to include one or more items. Where only one item 
is intended, the term “one” or similar language is used. In the 
folloWing, “information” may refer to the actual informa 
tion, or a pointer to, identi?er of, or location of such 
information. No element, act or instruction used in the 
description should be construed as critical or essential to the 
present invention unless explicitly described as such. Thus, 
the present invention is not intended to be limited to the 
embodiments shoWn and the inventor regards his invention 
to include any patentable subject matter described. 

[0031] In the folloWing de?nitions of terms that may be 
used in the speci?cation are provided in § 4.1. Then, 
environments in Which, or With Which, the present invention 
may operate are described in § 4.2. Exemplary embodiments 
of the present invention are described in § 4.3. Thereafter, 
speci?c examples illustrating the utility of exemplary 
embodiments of the present invention are provided in § 4.4. 
Finally, some conclusions regarding the present invention 
are set forth in § 4.5. 

§ 4.1 DEFINITIONS 

[0032] Online ads, such as those used in the exemplary 
systems described beloW With reference to FIGS. 2 and 3, or 
any other system, may have various intrinsic features. Such 
features may be speci?ed by an application and/or an 
advertiser. These features are referred to as “ad features” 
beloW. For example, in the case of a text ad, ad features may 
include a title line, ad text, and an embedded link. In the case 
of an image ad, ad features may include images, executable 
code, and an embedded link. In the case of a video ad, ad 
features may include video content and, most likely, audio 
content. The ad features may also include executable code 
(e.g., encoded as tones, pixels, etc., provided in non-video 
packets of a video stream, etc.). Depending on the type of 
online ad, ad features may include one or more of the 
folloWing: text, a link, an audio ?le, a video ?le, an image 
?le, executable code, embedded information, etc. In devices 
that can render more than one type of media (devices that 
have different outputs), some ad features may pertain to one 
type of media rendered to the user over one output, While 
other ad features may pertain to another type of media 
rendered to the user over another output. For example, if a 
mobile telephone includes a speaker, a display and tele 
phony means, a video ad to be rendered on such a telephone 
can have one or more of an audio-video component and 
executable code for dialing an encoded telephone number. 
Naturally, other types of ad features are possible. 

[0033] When an online ad is served, one or more param 
eters may be used to describe hoW, When, and/or Where the 
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ad was served. These parameters are referred to as “serving 
parameters” below. Serving parameters may include, for 
example, one or more of the following: features of (includ 
ing information on) a document on which, or with which, the 
ad was served, a search query or search results associated 
with the serving of the ad, a user characteristic (e.g., their 
geographic location, the language used by the user, the type 
of browser used, previous page views, previous behavior, 
user account, any Web cookies used by the system, user 
device characteristics, etc.), a host or a?iliate site (e.g., 
America Online, Google, Yahoo) that initiated the request, 
an absolute position of the ad on the page on which it was 
served, an ad spot in which the ad was served (e.g., a 
position (spatial or temporal) of the ad relative to other ads 
served), an absolute siZe of the ad, a siZe of the ad relative 
to other ads, an absolute and/ or relative resolution of the ad, 
an absolute and/or relative video frame rate of the ad, an 
absolute volume of the ad, a volume of the ad relative to 
other ads, an absolute temporal length of the ad, a relative 
temporal length of the ad, a color of the ad, a number of 
other ads served, types of other ads served, time of day 
served, time of week served, time of year served, etc. 
Naturally, there are other serving parameters that may be 
used in the context of the invention. 

[0034] Although serving parameters may be extrinsic to ad 
features, they may be associated with an ad as serving 
conditions or constraints. When used as serving conditions 
or constraints, such serving parameters are referred to sim 
ply as “serving constraints” (or “targeting criteria”). For 
example, in some systems, an advertiser may be able to 
target the serving of its ad by specifying that it is only to be 
served on weekdays, no lower than a certain position, only 
to users in a certain location, etc. As another example, in 
some systems, an advertiser may specify that its ad is to be 
served only if a page or search query includes certain 
keywords or phrases. As yet another example, in some 
systems, an advertiser may specify that its ad is to be served 
only if a document, on which, or with which, the ad is to be 
served, includes certain topics or concepts, or falls under a 
particular cluster or clusters, or some other classi?cation or 
classi?cations (e.g., verticals). In some systems, an adver 
tiser may specify that its ad is to be served only to (or is not 
to be served to) user devices having certain characteristics. 
Finally, in some systems, an ad might be targeted so that it 
is served in response to a request sourced from a particular 
location, or in response to a request concerning a particular 
location. 

[0035] “Ad information” may include any combination of 
ad features, ad serving constraints, information derivable 
from ad features or ad serving constraints (referred to as “ad 
derived information”), and/or information related to the ad 
(referred to as “ad related information”), as well as an 
extension of such information (e.g., information derived 
from ad related information). 

[0036] The ratio of the number of selections (e.g., click 
throughs, dial-throughs, etc.) of an ad to the number of 
impressions of the ad (i.e., the number of times an ad is 
rendered) is de?ned as the “selection rate” (or “clickthrough 
rate” or “CTR”) of the ad. 

[0037] A “conversion” is said to occur when a user con 
summates a transaction related to a previously served ad. 
What constitutes a conversion may vary from case to case 
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and can be determined in a variety of ways. For example, it 
may be the case that a conversion occurs when a user clicks 

on an ad, is referred to the advertiser’s Web page, and 
consummates a purchase there before leaving that Web page. 
Alternatively, a conversion may be de?ned as a user being 
shown an ad, and making a purchase on the advertiser’ s Web 
page within a predetermined time (e.g., seven days). In yet 
another alternative, a conversion may be de?ned by an 
advertiser to be any measurable/observable user action such 
as, for example, downloading a white paper, navigating to at 
least a given depth of a Website, viewing at least a certain 
number of Web pages, spending at least a predetermined 
amount of time on a Website or Web page, registering on a 

Website, dialing a telephone number, sending a product or 
service inquiry, etc. Often, if user actions don’t indicate a 
consummated purchase, they may indicate a sales lead, 
although user actions constituting a conversion are not 
limited to this. Indeed, many other de?nitions of what 
constitutes a conversion are possible. 

[0038] The ratio of the number of conversions to the 
number of impressions of the ad (i.e., the number of times 
an ad is rendered) and the ratio of the number of conversions 
to the number of selections (or the number of some other 
earlier event) are both referred to as the “conversion rate” or 
“CR.” The type of conversion rate will be apparent from the 
context in which it is used. If a conversion is de?ned to be 
able to occur within a predetermined time since the serving 
of an ad, one possible de?nition of the conversion rate might 
only consider ads that have been served more than the 
predetermined time in the past. 

[0039] A “property” is something on which ads can be 
presented. A property may include online content (e.g., a 
Website, a video program, a Webcast, a podcast, online 
games, etc.), o?line content (e.g., a newspaper, a magaZine, 
a theatrical production, a concert, a sports event, a television 
broadcast, etc.), and/or o?line objects (e.g., a billboard, a 
stadium score board, an out?eld wall, the side of truck 
trailer, etc.). Properties with content (e.g., magaZines, news 
papers, Websites, email messages, television programs, etc.) 
may be referred to as “media properties.” Although proper 
ties may themselves be o?line, pertinent information about 
a property (e.g., attribute(s), topic(s), concept(s), catego 
ry(ies), keyword(s), relevancy information, type(s) of ads 
supported, etc.) may be available online. For example, an 
outdoor jaZZ music festival may have entered the topics 
“music” and “jaZZ”, the location of the concerts, the time of 
the concerts, artists scheduled to appear at the festival, and 
types of available ad spots (e.g., spots in a printed program, 
spots on a stage, spots on seat backs, audio announcements 
of sponsors, on site video displays, etc.). A “video property” 
is a property that can be seen. A video property may include 
other components (e.g., audio), but not necessarily. 

[0040] A “document” is to be broadly interpreted to 
include any machine-readable and machine-storable work 
product. A document may be a ?le, a combination of ?les, 
one or more ?les with embedded links to other ?les, etc. The 
?les may be of any type, such as text, audio, image, video, 
etc. Parts of a document to be rendered to an end user can 
be thought of as “content” of the document. A document 
may include “structured data” containing both content 
(words, pictures, sound, conversations, etc.) and some indi 
cation of the meaning of that content (for example, e-mail 
?elds and associated data, HTML tags and associated data, 
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embedded program title and related information, etc.) Ad 
spots in the document may be de?ned by embedded infor 
mation or instructions. In the context of the Internet, a 
common document is a Web page. Web pages often include 
content and may include embedded information (such as 
meta information, hyperlinks, etc.) and/or embedded 
instructions (such as JavaScript, etc.). In many cases, a 
document has an addressable storage location and can 
therefore be uniquely identi?ed by this addressable location. 
A universal resource locator (URL) is an address used to 
access information on the Internet. 

[0041] A “Web document” includes any document pub 
lished on the Web. Examples of Web documents include, for 
example, a Website, a Web page, a Webcast, etc. 

[0042] A “video document” is a document that can be seen 
When played or decoded. A “video document” may include 
video content regardless of Whether or not that content is 
ultimately stored on a tangible medium. A video document 
may include, for example, a live or recorded television 
program, a live or recorded theatrical or dramatic Work, a 
music video, a televised event (e.g., a sports event, a 
political event, a neWs event, etc.), video-voice mail, etc. 
Each of different forms or formats of the same video content 
(e.g., original, compressed, packetiZed, streamed, etc.) may 
be considered to be a video document (e.g., the same video 
document, or different video documents). Embodiments 
consistent With the present invention may Work With various 
video and “container” ?le formats such as, for example, one 
or more of Macromedia’s Flash Video (FLV), Microsoft’s 
Advanced Streaming format (ASF), WindoWs Media Audio 
(WMA), WindoWs Media ?le With AudioNideo(WMV), 
Audio Video Interleave (AVI), DivXTM, Intel Video Tech 
nology (IVF), Quick-Time Movie File Extension (MOV), 
MPEG, Real Media, RealAudio, RealPlayer, Real Video, 
Vivo Video(VIV), OGG, Matroska, 3gp, NUT, MXF, rat 
DVD, svi, etc. Embodiments consistent With the present 
invention may Work With other video ?le formats. 

[0043] “Document information” may include any infor 
mation included in the document, information derivable 
from information included in the document (referred to as 
“document derived information”), and/or information 
related to the document (referred to as “document related 
information”), as Well as an extensions of such information 
(e.g., information derived from related information). An 
example of document derived information is a classi?cation 
based on textual transcript, or audio/video content of a 
document. Examples of document related information 
include document information from other documents With 
links to the instant document, as Well as document infor 
mation from other documents to Which the instant document 
links. 

[0044] Content from a document may be rendered on a 
“content rendering application or device”. Examples of 
content rendering applications include an Internet broWser 
(e.g., Explorer, Netscape, Opera, Firefox, etc.), a media 
player (e.g., an MP3 player, a streaming media ?le player 
from Microsoft Corporation of Redmond, Wash., or from 
RealNetWorks, Inc., of Seattle, Wash., Apple Computer Inc. 
of Cupertino, Calif., Macromedia Inc. of San Francisco, 
Calif., etc.), a vieWer (e.g., an Abobe Acrobat pdf reader), 
etc. Examples of content rendering devices include video 
games (e.g., Sony Play Station II and PSP, Microsoft X-Box, 
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Nintendo GameCube, etc.), mobile telephones, televisions, 
radios, set-top boxes (STBs), etc. 

[0045] A “content oWner” is a person or entity that has 
some property right in the content of a media property (e. g., 
document). A content oWner may be an author of the content. 
In addition, or alternatively, a content oWner may have rights 
to reproduce the content, rights to prepare derivative Works 
of the content, rights to display or perform the content 
publicly, and/or other proscribed rights in the content. 
Although a content server might be a content oWner in the 
content of the documents it serves, this is not necessary. A 
“Web publisher” is an example of a content oWner. 

[0046] “User information” may include user behavior 
information and/or user pro?le information. 

[0047] “E-mail information” may include any information 
included in an e-mail (also referred to as “intemal e-mail 
information”), information derivable from information 
included in the e-mail and/or information related to the 
e-mail, as Well as extensions of such information (e.g., 
information derived from related information). An example 
of information derived from e-mail information is informa 
tion extracted or otherWise derived from search results 
returned in response to a search query composed of terms 
extracted from an e-mail subject line. Examples of infor 
mation related to e-mail information include e-mail infor 
mation about one or more other e-mails sent by the same 
sender of a given e-mail, or user information about an e-mail 
recipient. Information derived from or related to e-mail 
information may be referred to as “extemal e-mail informa 
tion.” 

§ 4.2 Exemplary Advertising Environments in 
Which, or With Which, Embodiments Consistent 

With the Present Invention May Operate 

[0048] FIG. 1 is a diagram illustrating various Ways video 
content can be delivered and received. Video content can be 
consumed at various client locations, using various devices 
110 such as, for example, a customer premises 111 (such as 
a home residence or business Which may include computers, 
video players, televisions, etc.), a mobile telephone With 
video functionality 112, a video player 113, a laptop com 
puter 114, a car video player 115, etc. Video content may be 
transmitted from various sources such as, for example, 
terrestrial television (or data) transmission stations 120, 
cable television (or data) transmission stations 130, satellite 
television (or data) transmission stations 140, via satellites 
142, and video content servers (e.g., Webcasting servers, 
podcasting servers, video streaming servers, video doWn 
load Websites, etc.) 150, via netWork(s) 160 such as the 
Internet for example, and video phone service providers 170 
via netWork(s) 160 such as the Public SWitched Telephone 
NetWork (“PSTN”) and the Internet for example. Although 
not all connections are shoWn, one or more of the transmis 
sion stations 120,130 and 140 may be coupled With the 
netWork(s) 160. 

[0049] FIG. 2 is a diagram of an advertising environment. 
The environment may include an ad entry, maintenance and 
delivery system (simply referred to as an ad server) 220. 
Advertisers 210 may directly, or indirectly, enter, maintain, 
and track ad information in the system 220. The ads may be 
in the form of graphical ads such as so-called banner ads, 
text only ads, image ads, audio ads, video ads, ads combin 



US 2007/0157228 A1 

ing one of more of any of such components, etc. The ads 
may also include embedded information, such as a link, a 
telephone number, an e-mail address, and/or machine 
executable instructions. Ad consumers 230 may submit 
requests for ads to, accept ads responsive to their request 
from, and provide usage information to, the system 220. An 
entity other than an ad consumer 230 may initiate a request 
for ads. Although not shoWn, other entities may provide 
usage information (e.g., Whether or not a conversion or 
selection related to the ad occurred) to the system 220. This 
usage information may include measured or observed user 
behavior related to ads that have been served. 

[0050] The ad server 220 may be similar to, or have some 
similar features as, the one described in the ’900 application. 
An advertising program may include information concem 
ing accounts, campaigns, creatives, targeting, etc. The term 
“account” relates to information for a given advertiser (e.g., 
a unique e-mail address, a passWord, billing information, 
etc.). A “campaign” or “ad campaign” refers to one or more 
groups of one or more advertisements, and may include a 
start date, an end date, budget information, geo-targeting 
information, syndication information, etc. For example, 
Honda may have one advertising campaign for its automo 
tive line, and a separate advertising campaign for its motor 
cycle line. The campaign for its automotive line may have 
one or more ad groups, each containing one or more ads. 

Each ad group may include targeting information (e.g., a set 
of keywords, a set of one or more topics, etc.), and price 
information (e.g., cost, average cost, or maximum cost (per 
impression, per selection, per conversion, etc.)). Therefore, 
a single cost, a single maximum cost, and/ or a single average 
cost may be associated With one or more keywords, and/or 
topics. As stated, each ad group may have one or more ads 
or “creatives” (That is, ad content that is ultimately rendered 
to an end user.). Each ad may also include a link to a URL 
(e.g., a landing Web page, such as the home page of an 
advertiser, or a Web page associated With a particular 
product or server). Alternatively, or in addition, each ad may 
include embedded information for initiating a telephone call 
(e.g., to facilitate providing product or service information, 
or to facilitate completing an order). Alternatively, or in 
addition, each ad may include information for initiating a 
message (e.g., facilitate providing product or service infor 
mation, or to facilitate completing an order). Naturally, the 
ad information may include more or less information, and 
may be organiZed in a number of different Ways. 

[0051] FIG. 3 illustrates an environment 300 in Which the 
present invention may be used. A user device (also referred 
to as a “client” or “client device”) 350 may include a media 
player (e.g., an MP3 player, a streaming audio player, a 
streaming video player, a television, a computer, a mobile 
device, etc.) a broWser facility (such as the Explorer broWser 
from Microsoft, the Opera Web BroWser from Opera Soft 
Ware of NorWay, the Navigator broWser from AOL/Time 
Warner, the Firefox broWser from MoZilla, etc.), an e-mail 
facility (e.g., Outlook from Microsoft), telephony means, 
etc. A search engine 320 may permit user devices 350 to 
search collections of documents (e. g., Web pages). A content 
server 310 may permit user devices 350 to access docu 
ments, such as video documents (such as videos hosted and 
available at Google Video) for example. An e-mail server 
(such as GMail from Google, Hotmail from Microsoft 
NetWork, Yahoo Mail, etc.) 340 may be used to provide 
e-mail functionality to user devices 350. The e-mails may 
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include video attachments and/or video messages. An ad 
server 310 may be used to serve ads to user devices 350. The 
ads may be served in association With search results pro 
vided by the search engine 320. HoWever, content-relevant 
ads may be served in association With content provided by 
the content server 330, e-mail supported by the e-mail server 
(or voice-mail supported by a voice-mail server) 340 and/or 
user device e-mail facilities, video content served by video 
server 360 and/or played by user device video player facili 
ties. Video communications service provider facilities 370 
may be used to provide video-phone or video-Walkie-talkie 
services over the netWork(s) 360. For example, some com 
panies provide voice over Internet Protocol (“VolP”) ser 
vices, 

[0052] As discussed in the ’900 application, ads may be 
targeted to documents served by content servers. Thus, one 
example of an ad consumer 230 is a general content server 
330 that receives requests for documents (e.g., articles, 
discussion threads, music, audio , video (e.g., televisions 
programs, music videos, video mail, a streamed video ?le, 
etc.), graphics, search results, Web page listings, etc.), and 
retrieves the requested document in response to, or other 
Wise services, the request. The content server may broadcast 
content as Well (e.g., not necessarily responsive to a 
request). The content server may submit a request for ads to 
the ad server 220/310. Such an ad request may include ad 
spot information (e.g., a number of ads desired, a duration, 
type of ads eligible, etc.). The ad request may also include 
document request information. This information may 
include the document itself (e.g., a page, a video ?le, a 
segment of a video stream, etc.), a category or topic corre 
sponding to the content of the document or the document 
request (e.g., arts, business, computers, arts-movies, arts 
music, etc.), part or all of the document request, content age, 
content type (e. g., text, graphics, video, audio, mixed media, 
etc.), geo-location information, document information, etc. 

[0053] The content server 330 may combine the (e.g., 
requested) document With one or more of the advertisements 
provided by the ad server 220/310. This combined informa 
tion including the document content and advertisement(s) is 
then forWarded toWards the end user device 350 that 
requested the document or that con?gured itself to receive 
the document, for presentation to the user. Finally, the 
content server 330 may transmit information about the ads 
and hoW, When, and/ or Where the ads are to be rendered (e.g., 
ad spot, position, selection or not, impression time, impres 
sion date, siZe, temporal length, volume, conversion or not, 
etc.) back to the ad server 220/310. Alternatively, or in 
addition, such information may be provided back to the ad 
server 220/310 by some other means. 

[0054] The ol?ine content provider 332 may provide 
information about ad spots in an upcoming publication, and 
perhaps information about the publication (e.g., the content 
or topics or concepts of the content), to the ad server 310. In 
response, the ad server 310 may provide a set of ads relevant 
the content of the publication for at least some of the ad 
spots. Examples of o?line content providers 332 include, for 
example, magaZine publishers, neWspaper publishers, book 
publishers, ol?ine broadcasts, of?ine music publishers, 
ol?ine video game publishers, a theatrical production, a 
concert, a sports event, etc. 

[0055] OWners of the offline ad spot properties 334 may 
provide information about ad spots in their o?line property 
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(e.g., a JumboTronTM, ProStarTM, DiamondVisionTM, Astro 
VisionTM, or SmartVisionTM video ad for an NBA game in 
San Antonio, Tex.). In response, the ad sever may provide a 
set of ads relevant to the property for at least some of the ad 
spots. Examples of o?line properties 334 include, for 
example, a billboard, a stadium score board, and out?eld 
Wall, the side of truck trailer, etc. 

[0056] Another example of an ad consumer 230 is the 
search engine 320. A search engine 320 may receive queries 
for search results. In response, the search engine may 
retrieve relevant search results (e.g., from an index of Web 
pages). An exemplary search engine is described in the 
article S. Brin and L. Page, “The Anatomy of a Large-Scale 
Hypertextual Search Engine,”SevenZh International World 
Wide Web Conference, Brisbane, Australia and in US. Pat. 
No. 6,285,999 (both incorporated herein, in their entirety, by 
reference). Such search results may include, for example, 
lists of Web page titles, snippets of text extracted from those 
Web pages, and hypertext links to those Web pages, and may 
be grouped into a predetermined number of (e.g., ten) search 
results. 

[0057] The search engine 320 may submit a request for 
ads to the ad server 220/310. The request may include a 
number of ads desired. This number may depend on the 
search results, the amount of screen or page space occupied 
by the search results, the siZe and shape of the ads, etc. In 
one embodiment, the number of desired ads Will be from one 
to ten, and preferably from three to ?ve. The request for ads 
may also include the query (as entered or parsed), informa 
tion based on the query (such as geolocation information, 
Whether the query came from an af?liate and an identi?er of 
such an af?liate), and/or information associated With, or 
based on, the search results. Such information may include, 
for example, identi?ers related to the search results (e.g., 
document identi?ers or “doclDs”), scores related to the 
search results (e.g., information retrieval (“IR”) scores such 
as dot products of feature vectors corresponding to a query 
and a document, Page Rank scores, and/or combinations of 
IR scores and Page Rank scores), snippets of text extracted 
from identi?ed documents (e.g., Web pages), full text of 
identi?ed documents, topics of identi?ed documents, feature 
vectors of identi?ed documents, etc. 

[0058] The search engine 320 may combine the search 
results With one or more of the advertisements provided by 
the ad server 220/310. This combined information including 
the search results and advertisement(s) is then forWarded 
toWards the user that submitted the search, for presentation 
to the user. Preferably, the search results are maintained as 
distinct from the ads, so as not to confuse the user betWeen 
paid advertisements and presumably neutral search results. 

[0059] Finally, the search engine 320 may transmit infor 
mation about the ad and When, Where, and/or hoW the ad Was 
to be rendered (e.g., position, selection or not, impression 
time, impression date, siZe, conversion or not, etc.) back to 
the ad server 220/310. Alternatively, or in addition, such 
information may be provided back to the ad server 220/310 
by some other means. 

[0060] The e-mail server 340 may be thought of, gener 
ally, as a content server in Which a document served is 

simply an e-mail. Further, e-mail applications (such as 
Microsoft Outlook for example) may be used to send and/or 
receive e-mail. Therefore, an e-mail server 340 or applica 
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tion may be thought of as an ad consumer 230. Thus, e-mails 
may be thought of as documents, and targeted ads may be 
served in association With such documents. For example, 
one or more ads may be served in, under, over, or otherWise 
in association With an e-mail. Although not shoWn, a video 
voice-mail server may be thought of, generally, as a content 
server. 

[0061] The video server 360 may be thought of, generally, 
as a content server in Which a document served is simply a 

video document, such as a video stream or a video ?le for 
example. Further, video player applications (such as Real 
NetWork’s Real media player, Microsoft’s Media Player, 
Apple’s Quicktime player, Macromedia’s Flash player, etc.) 
may be used to render video ?les. Therefore, a video server 
360 or application may be thought of as an ad consumer 240. 
Thus, ads may be served in association With video docu 
ments. For example, one or more ads may be served before, 
during, or after a music video, program, program segment, 
etc. Alternatively, one or more ads may be served in asso 
ciation With a music video, program, program segment, etc. 

[0062] Finally, the video communications service provider 
facilities 370 may also consume ads, such as ads relevant to 
a topic or topics of a videophone conversation. 

[0063] Although the foregoing examples described servers 
as (i) requesting ads, and (ii) combining them With content, 
one or both of these operations may be performed by a client 
device (such as an end user computer for example). 

§ 4.3 Exemplary Embodiments 

[0064] FIG. 4 is a bubble diagram of exemplary operations 
that may be performed in a manner consistent With the 
present invention, as Well as information that may be used 
and/or generated by such operations. The operations may 
include one or more of relevancy information determination 
and/or extraction operations 410, ad spot determination 
operations 420, relevant ad determination operations 440, 
advertiser accounting/billing operations 450, ad information 
entry and management operations 455, ad user feedback 
tracking operations 460, ad arbitration operations 470 and ad 
delivery (e.g., insertion) operations 480. The information 
may include video document relevancy information 415, ad 
spot information 430, and ad information 445. 

[0065] Relevancy information determination and/or 
extraction operations 410 may accept video content (and 
perhaps a video document identi?er) 405 and generate video 
document relevancy information 415. Exemplary methods 
for performing such relevancy information determination 
and/or extraction operations 410 are described beloW With 
reference to FIG. 8. Exemplary data structures for storing 
such video document relevancy information 415 are 
described beloW With reference to FIG. 5. 

[0066] Ad spot determination operations 420 may accept 
video content 405 and/or video publisher provided ad spot 
information 425 and may generate ad spot information 430. 
Exemplary methods for performing such ad spot determi 
nation operations 420 are described beloW With reference to 
FIG. 9. Exemplary data structures for storing such ad spot 
information 430 are described beloW With reference to FIG. 
6. 

[0067] Relevant ad determination operations 440 may use 
video document relevancy information 415, ad spot infor 


























