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ADVERTISING BID PRICE MODIFIERS 

CROSS-REFERENCE TO RELATED 
APPLICATIONS 

[0001] This application claims priority to Us. Provisional 
Application No. 61/314,405, ?led Mar. 16, 2010, and entitled 
“Advertising Server and Media Management Platform,” the 
contents of Which are incorporated herein by reference. 
[0002] This application is also related to “Advertising Ven 
ues and Optimization” (Attorney Docket No.: 30052 
008001) and “Cross Platform Impression Inventory Classi? 
cation” (Attorney Docket No.: 30052-009001), ?led 
concurrently With the present application. The contents of 
both applications are incorporated herein by reference. 

BACKGROUND 

[0003] This description relates to a computer system, and in 
particular a computer system for providing advertising bid 
price modi?ers. 
[0004] One of the major challenges Within the online adver 
tising market is the massive fragmentation of companies, 
services, and technology providers. A signi?cant lack of stan 
dards among the mix of technologies and disparate data cen 
ters makes integration betWeen parties dif?cult, if not impos 
sible. 
[0005] More and more, the buying and selling of online or 
World Wide Web display advertising is moving from a “bulk 
impression” model to a “user speci?c” buying model Where 
speci?c advertising is generated for a speci?c user or impres 
sion consumer. Agencies, netWorks, and publishers are get 
ting smarter about Which speci?c users are valuable for a 
given campaign; advertisers noW require more and more ?ex 
ible buying mechanisms to reach those speci?c users. Today’s 
mechanisms require bulk purchasing based on some coarse 
targeting parameters. Current attempts at deeper integration 
betWeen user data and the impression buyer generally involve 
some level of HTTP redirects Which bounce a user back and 
forth betWeen various serving systems. This makes the pro 
cess very sloW. This adversely affects an impression consum 
er’s experience of a Website and has an impact on the effec 
tiveness of advertising included in a Website. 

SUMMARY 

[0006] In a general aspect, a computer-implemented 
method includes receiving, at a transaction management 
computing subsystem of an advertising platform, a set of 
original bid responses from a set of decisioning computing 
subsystems of the advertising platform, each original bid 
response including an original bid price. The method further 
includes generating, by the transaction management comput 
ing subsystem, a set of adjusted bid responses according to a 
yield management criterion, each adjusted bid response 
including an adjusted bid price; and selecting a Winning bid 
response from among the set of bid responses based on the 
adjusted bid prices. 
[0007] Embodiments may include one or more of the fol 
loWing. 
[0008] Generating the set of adjusted bid responses 
includes adjusting the original bid price of at least one of the 
original bid responses according to the yield management 
criterion. 
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[0009] Adjusting the original bid price includes applying at 
least one of an additive bias and a percentage bias to the 
original bid price to generate the adjusted bid price. 
[0010] The yield management criterion includes a list of 
preferred buyers, and Wherein each original bid response is 
associated With a buyer. Generating the set of adjusted bid 
responses comprises, for each original bid response: if the 
buyer associated With the original bid response is included on 
the list of preferred buyers, applying a bias according to the 
yield management criterion to the original bid price of the 
original bid response to generate the adjusted bid price of the 
corresponding adjusted bid response; and if the buyer asso 
ciated With the original bid response is not included on the list 
of preferred buyers, setting the adjusted bid price of the cor 
responding adjusted bid response to equal the original bid 
price of the original bid response. 
[0011] The yield management criterion includes a list of 
preferred groups of buyers, and Wherein each original bid 
response is associated With a buyer. Generating the set of 
adjusted bid responses comprises, for each original bid 
response: if the buyer associated With the original bid 
response belongs to at least one of the preferred groups of 
buyers, applying a bias according to the yield management 
criterion to the original bid price of the original bid response 
to generate the adjusted bid price of the corresponding 
adjusted bid response; and if the buyer associated With the 
original bid response does not belong to any of the preferred 
groups of buyers, setting the adjusted bid price of the corre 
sponding adjusted bid response to equal the original bid price 
of the original bid response. 
[0012] The yield management criterion includes a modify 
ing bias associated With a selected attribute. The selected 
attribute includes at least one of a technical attribute of a 
creative associated With the original bid response and a tech 
nical attribute associated With an ad space. The selected 
attribute includes an attribute characterizing an impression 
consumer. The selected attribute characterizing an impres 
sion consumer includes at least one of a demographic 
attribute of the impression consumer, a geographic attribute 
of the impression consumer, and an attribute characterizing a 
broWsing history of the impression consumer. 
[0013] Each original bid response includes information 
specifying at least one attribute, and Wherein generating the 
set of adjusted bid responses comprises, for each original bid 
r response: if at least one of the attributes included in the 
original bid response matches the selected attribute, applying 
the modifying bias to a bid price associated With the original 
bid response to generate the adjusted bid price of the corre 
sponding adjusted bid response; and if none of the attributes 
included in the original bid response matches the selected 
attribute, setting the adjusted bid price of the corresponding 
adjusted bid response to equal a bid price associated With the 
original bid response. The bid price associated With the origi 
nal bid response is at least one of the original bid price and the 
original bid price adjusted by a bias according to the yield 
management criterion. 
[0014] Generating the set of adjusted bid responses com 
prises including the folloWing in the set of adjusted bid 
responses: (1) the adjusted bid responses having an adjusted 
bid price greater than or equal to a minimum bid price speci 
?ed by the yield management criterion; and (2) the original 
bid responses for Which the original bid price Was not 
adjusted and Which have an original bid price greater than or 
equal to the minimum bid price. 
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[0015] Generating the set of adjusted bid responses com 
prises including in the set of adjusted bid responses only the 
original bid responses having an original bid price greater 
than or equal to a minimum bid price speci?ed by the yield 
management criterion. 
[0016] The yield management criterion includes a ?oor 
modifying bias associated With a selected attribute, and 
Wherein generating the set of adjusted bid responses includes 
applying the ?oor modifying bias to a minimum bid price 
speci?ed by the yield management criterion to generate a 
modi?ed minimum bid price. The selected attribute includes 
at least one of a technical attribute of a creative associated 
With the original bid response and a technical attribute of an 
ad space. The selected attribute includes an attribute charac 
terizing an impression consumer. 
[0017] Each original bid response includes information 
specifying at least one attribute, and Wherein generating the 
set of adjusted bid responses comprises, for each original bid 
response: if at least one of the attributes included in the 
original bid response matches the selected attribute, including 
the original bid response in the set of adjusted bid responses 
if the original bid price of the original bid response is greater 
than or equal to the modi?ed minimum bid price; and if none 
of the attributes included in the original bid response matches 
the selected attribute, including the original bid response in 
the set of adjusted bid responses if the original bid price of the 
original bid response is greater than or equal to the minimum 
bid price. 
[0018] The computer-implemented method further 
includes applying a price reduction to the adjusted bid price 
associated With the Winning bid response. Applying a price 
reduction comprises setting a Winning bid price of the Win 
ning bid response to the original bid price corresponding to 
the second highest adjusted bid price. Applying a price reduc 
tion comprises setting a Winning bid price of the Winning bid 
response to the larger of a minimum bid price speci?ed by the 
yield management criterion and the original bid price corre 
sponding to the second highest adjusted bid price. Applying a 
price reduction comprises setting a Winning bid price of the 
Winning bid response to the second highest original bid price. 
Applying a price reduction comprises setting a Winning bid 
price of the Winning bid response to the larger of a minimum 
bid price speci?ed by the yield management criterion and the 
second highest original bid price. 
[0019] Other features and advantages of the invention are 
apparent from the folloWing description, and from the claims. 
[0020] Implementations of the invention may include one 
or more of the folloWing advantages. 
[0021] The speed of the computer system can be increased 
or, in other Words the latency of the computer system can be 
reduced, by providing both one or more transaction manage 
ment computing subsystems that generate bid requests and 
one or more decisioning subsystems that generate bid 
responses in response to the bid requests in one physical cloud 
infrastructure or by collocating the transaction management 
computing subsystems and decisioning subsystems. The 
increase in speed provided by this arrangement makes it 
technically feasible to include a plurality of decisioning sub 
systems for generating bid responses, Which may each have 
their oWn algorithms or optimization techniques, Within the 
system Within acceptable time scales. 
[0022] Furthermore, the speed of the computer system can 
be increased or, in other Words the latency of the computer 
system can be reduced, by enabling impression consumer 
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data to be replicated across data center sites Without having to 
send all of the impression consumer data to each data center 
folloWing each impression trading opportunity. Rather, only 
the incremental updates of the impression consumer data are 
transmitted over the Internet for storage in user data stores 
that are local to respective data centers. Speed of operation is 
further increased if the incremental consumer data data that is 
generated and sent only includes data that the bidding com 
puter subsystems are entitled to receive. Speed of operation is 
further increased by storing the impression consumer data 
client-side or, in other Words, on the computer being used by 
the impression consumer. Yet further speed increases in gen 
erating a bid response result by storing the impression con 
sumer data as an object and, in particular, a JavaScript Object 
Notation (J SON) object. 
[0023] Bid requests in the computer system described 
herein include information su?icient to characterize each of a 
plurality of advertisement spaces identi?ed in the advertising 
call, advantageously each advertisement space has a tag asso 
ciated With it. Sending bid requests for multiple advertising 
spaces in the same request reduces speed of operation of the 
system improving the online experience of an impression 
consumer or person to Whom online advertising is displayed 
as there is less delay While an advertisement is displayed. 

[0024] The advertising platform or advertising cloud infra 
structure or computer system enables any number of bidding 
providers to participate in transactions Within the platform. 
Each bidding provider has a bidding engine that implements 
its oWn “secret sauce” optimization techniques to generate a 
bid response that quanti?es in real-time the value of the 
impression consumer to the bidding provider’s associated 
impression buyer members given information about the 
impression consumer (e.g., demographic, psychographic, 
and behavioral history) and the ad space. The optimization 
techniques may be tweaked and/ or modi?ed in real-time 
based on feedback received from the platform With respect to 
a most recent set of platform-based auctions regardless of 
Whether the bidding provider itself Was involved in those 
auctions, as Well as proprietary data on impression consumers 
provided by the bidding provider itself. In so doing, each 
bidding provider is able to generate a competitive bid for each 
platform-based auction While maximizing the yield for its 
associated impression buyer member (e. g., by targeting cer 
tain creatives to highly desirable impression consumers). 
[0025] The advertising platform enables each bidding pro 
vider to use its oWn information or information provided by 
any third-party data provider to determine the value of 
impression inventory. By removing any constraints on the 
number of third-party data providers that may provide such 
information and by enabling each bidding provider to identify 
and contract With any third-party data provider independently 
of the bidding provider’s participation Within the platform, 
there is no limit to the types of information that may be used 
by each bidding provider in determining the value of impres 
sion inventory. This ?exibility further enables third-party data 
providers that provide information in many different sectors 
and industries to charge a premium rate for certain industries 
and sectors if there is a noticeable market demand for such 
data, and charge a regular rate for all other industries or 
sectors. 

[0026] With some exceptions (e.g., the scenario in Which a 
creative serving opportunity is part of a pre-existing media 
buy betWeen an impression seller member and an impression 
buyer member), each and every bidding provider Within the 
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platform sees every creative serving opportunity in real-time 
and is afforded the opportunity to procure the impression 
inventory. 
[0027] The advertising platform provides impression trad 
ing industry members With a loW latency environment in 
Which interactions may occur betWeen members in real-time. 
Such interactions include, for instance, the multi-Way 
exchange of data, the valuation of users and impressions, the 
comparison of creative standards, the evaluation of fraud, and 
the ability to contextualiZe, classify, and optimiZe the impres 
sion inventory being traded Within the platform. 
[0028] Co-locating infrastructure on one physical platform 
greatly reduces the number of netWork bottlenecks and poten 
tial problems that may be encountered on a per-auction basis. 
For example, rather than having to traverse multiple border 
routers, ISPs and load-balancers, a platform impression bus 
(also referred to in this description as an “Imp Bus”) may 
request content directly from each individual bidding pro 
vider Without having to Worry Whether there is a clear Internet 
path. 
[0029] By co-locating the Imp Bus and the various bidding 
engines Within a single data center (and possibly reproducing 
the Imp Bus and bidding engines and their relationships in 
multiple data centers for geographical e?iciency), bid 
requests and bid responses may be sent and received Within a 
very short period of time, generally measured in fractions of 
a single second (e.g., 1/20th of a second). The ability to identify 
an ad creative to be served to an impression consumer rapidly 
results in a good user-experience and reduces (and ideally 
eliminates) the number of dropped impressions. By compari 
son, traditional redirecting techniques sloW doWn the ad 
requests by bouncing the user, through a public network such 
as the Internet, betWeen servers that may be physically 
located at disparate geographic locations. Each additional 
redirect (generally capped at a ?ve redirects on a single ad 
call) results in about 3-5% of impressions lost. 
[0030] Traditional redirecting techniques make the impres 
sion consumer’s broWser responsible for “integration.” This 
means that any “integration” is entirely public, both to the 
end-user and any party that might be snif?ng tra?ic in 
betWeen. When a member is inserted into an ad call redirect 
stream, that member has full control over both the user’s 
cookie and the ad request. Taking a contextual provider 
example, a contextual engine that is adding its data to the ad 
request has the ability to start building a behavioral pro?le of 
the user. The advertising platform enables various impression 
trading industry members to integrate and collaborate With 
each other and third-party data providers Without any of the 
security risks and doWnsides resulting from traditional redi 
recting techniques. 
[0031] The advertising platform enables impression indus 
try trading members to ?ne tune future media buying by 
offering full transparency and analytics that may provide 
insight as to Why an impression Was Won or lost and by hoW 
much, and Which user segments are driving the member’s 
return on investment measured, for example, per thousand 
impressions (CPMs). 
[0032] The advertising platform provides an environment 
that bene?ts the impression industry trading members 
involved in impression trading Within the platform, for 
example, by providing the members With an equal chance to 
buy and sell impression inventory via the Imp Bus and bid 
ding providers, access more ad spaces and demand for ad 
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spaces, and generally transact more e?iciently from a busi 
ness perspective and a technical perspective. 
[0033] By making a set of APIs for the advertising platform 
Widely available, any number of technology providers can 
create, market, and distribute (to the community of partners) 
technology solutions in the form of platform-compatible bid 
ding engines and “secret sauce” optimiZation techniques. 
This has a “?oat to the top” effect in that those technology 
providers that are able to tWeak their technology solutions to 
provide to their associated impression buyer members the 
“best bang for buck” Will thrive in the marketplace While 
others quickly fall behind and are eventually eliminated. Fur 
ther, this has the effect of encouraging neW technology pro 
viders to innovate compatible technology solutions if a viable 
and pro?table marketplace can be sustained. 
[0034] By enabling a bidding provider to easily and quickly 
provision and deploy additional servers of the data center to 
implement its bidding engine, scalability may be achieved 
regardless of the number of impression buyer members a 
bidding partner is associated With and/ or the volume of 
impressions the associated impression buyer members desire 
to acquire during a given time frame. 
[0035] A requested page may have multiple ad spaces. The 
advertising platform may be implemented to enable an 
impression seller member’s Web server to make a call to the 
platform that invokes multiple ad tags (each ad tag being 
associated With a distinct ad space of the page) or a call to the 
platform that invokes a single page-level ad tag that includes 
multiple ad spaces. Some of the advantages of enabling these 
features are as folloWs: (1 ) one request to the platform reduces 
latency; (2) a single call that invokes multiple ad tags or a 
single page-level ad tag alloWs for the buying of ‘packages’ of 
ads. For example, an impression buyer member may indicate 
that it Will take all three tags on a page for a $10 CPM. The 
Imp Bus may then compare the price of the “package” of ads 
to the highest individual bids; and (3) enables premium sell 
ing (road-blocks) and the ability to do competitive exclusions 
(e.g., do not shoW a Coca Cola® ad next to a Pepsi® ad). 
[0036] The invention in its various aspects is de?ned in the 
independent claims beloW, to Which reference should noW be 
made. Advantageous features are set forth in the dependent 
claims. 
[0037] Other general aspects include other combinations of 
the aspects and features described above and other aspects 
and features expressed as methods, apparatus, systems, com 
puter program products, and in other Ways. It is clear that 
Where the arrangement is described as a system or apparatus 
that it could equally be described as a method and vice versa. 
[0038] An impression may be, for example, an advertising 
space, particularly one available on a Website. The advertising 
space is typically a visual space, either for a still image or for 
moving images, but it could for example be for advertising 
presented as sound or a combination of visual features and 
sound features. An impression consumer is, for example, a 
person Who looks at Websites on Which advertising is pro 
vided. He or she may be characterized by features such as age, 
income, and/or hobbies. A creative is, for example, the con 
tent for an advertising space or, in other Words, the advertise 
ment itself, Whether provided visually and/ or as sound. 
[0039] Other features and advantages of the invention are 
apparent from the folloWing description, and from the claims. 

DESCRIPTION OF DRAWINGS 

[0040] FIG. 1 shoWs an example of geographically dis 
persed multi-tenant enterprise data centers. 
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[0041] FIG. 2 shows a block diagram of an example adver 
tising platform environment. 
[0042] FIGS. 3A-3D each shows a ladder diagram of an 
exemplary use case. 

[0043] FIG. 4 shows example implementations of an Imp 
Bus. 
[0044] FIGS. 5A and 5B are ?ow charts for ad calls. 
[0045] FIGS. 6A-6E show an exemplary user interface 
allowing inventory targeting. 
[0046] FIG. 7 is a block diagram of a yield management 
pro?le. 
[0047] FIG. 8A shows inventory availability plotted for a 
two-month period across a quarter boundary. 
[0048] FIG. 8B shows inventory availability plotted for a 
two-month period across an annual boundary. 

DESCRIPTION 

1 Computer System or Advertising Platform 
[0049] FIG. 1 shows geographically dispersed multi-tenant 
enterprise data centers 102 that are connected via one or more 
backbone providers (illustratively depicted by the heavy 
black lines). Each data center generally includes servers 104, 
load balancing tools 108 to manage tra?ic within a single data 
center and between multiple data centers, and for routing 
users to the fastest data center 102, storage units 106, and 
security tools 110 to protect each tenant’s data and privacy. 
Other resources including power-, cooling- and telecommu 
nication-related resources (not shown) are also included in 
each data center 102. 
[0050] An infrastructure computer system for an advertis 
ing platform may be hosted on one or more of the data centers 
102. This infrastructure (“advertising platform”) provides an 
ecosystem (“cloud”) in which entities associated with an 
impression trading industry may collaborate and share indus 
try-speci?c information without the latency, bandwidth, and 
security issues typically associated with the public Internet. 
Such industry-speci?c information may include information 
associated with a user, a bidding provider, a member, a pub 
lisher page, a price, a creative, or some combination thereof. 
[0051] The advertising platform includes servers 104 of the 
data center 102 that have been provisioned and deployed by 
data center tenants using application programming interface 
(APIs) speci?c to the advertising platform. In general, each 
server 104 that is provisioned and deployed by a tenant is 
reserved for the exclusive use of that tenant. Doing so pro 
vides some measure of predictability with respect to available 
resources, and provides an extra layer of security and privacy 
with respect to the tenant’s data. 
[0052] Various tenants of the data center 102 may assume 
different roles in the context of the impression trading indus 
try. We describe each of these roles brie?y as follows: 

[0053] Advertising platform provider: An entity provi 
sions and deploys a server 104 of the data center 102 to 
function as a transaction management computing sub 
system (at times referred to in this description as a “plat 
form impression bus” or simply “Imp Bus”) that facili 
tates the transaction aspects of impression inventory 
trading. In general, the Imp Bus processes ad requests, 
feeds data to members, conducts auctions, returns ads to 
the publishers, keeps track of billing and usage, returns 
auction-result data, and enforces quality standards. 

[0054] Impression seller member: An entity that sells 
impression inventory may provision and deploy a server 
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104 of the data center 102 to function as a web delivery 
engine that accepts HTTP(s) requests from web brows 
ers operable by impression consumers. Such a web 
delivery engine may implement the following features: 
authentication and authoriZation request (e. g., request of 
usemame and password), handling of static and 
dynamic content, content compression support, virtual 
hosting, large ?le support, and bandwidth throttling, to 
name a few. 

[0055] Impression buyer member: An entity that buys 
impression inventory may provision and deploy a server 
104 of the data center 102 to serve creatives (e.g., in 
those instances in which creatives are stored on a storage 
unit 106 within the data center 102) or facilitate the 
serving of creatives (e.g., in those instances in which 
creatives are stored on an ad server or a content delivery 

network located on server outside of the data center 
102). The entity may be an advertiser (e.g., Visa Inc.), an 
advertising network, an advertising agency (e.g., OMG 
National), an advertising exchange (e.g., Right Media 
Exchange by Yahoo! Inc.), or a publisher (e.g., MyS 
pace). 

[0056] Bidder: To buy impression inventory, each 
impression buyer member engages a decisioning com 
puting subsystem (e.g., a bidder) to operate on its behalf. 
The term “bidder” generally refers to a piece of technol 
ogy rather than an entity that operates it, and includes a 
bidding engine that takes various pieces of bid-speci?c 
information as input and generates a bid for a particular 
item of impression inventory on behalf of an impression 
buyer member. The advertising platform provides 
impression buyer members with a number of different 
bidder options, including: 
[0057] a. Use a member-speci?c bidder: The advertis 

ing platform provider provides a source code skeleton 
and allows the impression buyer partner to apply its 
own secret optimiZation sauce to ?ll it in. In this case, 
the entity that buys impression inventory will further 
deploy a server 104 of the data center 102 to host a 
member-speci?c bidder for its exclusive use. 

[0058] b. Use the hosted bidder: This bidder is 
designed, built, hosted, and maintained by the adver 
tising platform provider and allows each impression 
buyer member to simply upload bid guides or modify 
basic parameters, such as user data, recency, location, 
etc. In some instances, multiple impression buyer 
members use the hosted bidder. 

[0059] c. Use a Bidding Provider: A bidding provider 
is an entity that provisions and deploys a server 104 of 
the data center 102 to operate a bidder onbehalf of one 
or more impression buyer members with which it is 
contractually engaged. The bidder operable by the 
Bidding Provider generally includes a proprietary 
optimiZation bidding engine. 

[0060] Each tenant of the data center 102 may further 
assume additional or different roles than that described above. 

[0061] The advertising platform also includes a cluster of 
high-performance storage units 106 of the data center 102. 
Data stored by a tenant on a storage unit 106 of the data center 
102 may be accessed exclusively by that tenant, or shared 
with other tenants within the data center if so con?gured. The 
types of data that may be stored include advertising tags (“ad 
tags”), reserve price information, creatives, reserve creative 
information, cookie information, and market analysis infor 
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mation. Other information that may facilitate the trading of 
impression inventory Within the platform may also be stored 
on storage units of the data center. 

1.1 Impression Inventory and Ad Tags 

[0062] The interactive nature of the Internet provides a 
number of advertising solutions that take advantage of the 
tWo-Way communication and direct connections established 
betWeen broWser and content server for every user. Web 

pages, Web-enabled video games, Web-based broadcasts of 
multimedia programming, and Web-enabled photo frames are 
just a feW examples of the types of multimedia streams in 
Which electronic advertisements may be injected. Tradition 
ally, creatives (including still images and video advertise 
ments) appear in ad spaces that are located Within a Web page. 
More recently, Web-enabled video games have been coded to 
enable a creative to be dynamically loaded Within an ad space 
of a game frame (e.g., in a billboard on the side of a highWay 
of a car racing game, and in signage a?ixed to a roof of a taxi 
cab in a character role playing game). Similarly, Web-based 
broadcasts of multimedia programming (e.g., a live broadcast 
or on-demand replay of a sporting event) may be coded to 
enable a creative to be dynamically loaded Within an ad space 
of a broadcast frame (e.g., an ad space behind home plate 
during the broadcast of the sporting event) or Within an ad 
space betWeen broadcast frames (e.g., an ad space that coin 
cides With a live commercial break). Web-enabled photo 
frames are generally con?gured to receive digital photos from 
photosharing sites, RSS feeds, and social networking sites 
through Wired or Wireless communication links. Other elec 
tronic content, such as neWs, Weather, sports, and ?nancial 
data may also be displayed on the Web-enabled photo frame. 

[0063] Each of the multimedia stream types described 
above provides a host of creative serving opportunities. To 
facilitate the transaction of impression inventory on the plat 
form, an impression seller member (e.g., a publisher of a Web 
site or a video game) may associate each creative serving 
opportunity With an ad tag. In general, an ad tag speci?es 
information indicative of attributes of an ad space With Which 
the ad tag is associated. In the case of an ad space Within a Web 
page, the ad tag may specify the language of the text displayed 
on the page, the nature (e.g., business, politics, entertainment, 
sports, and technology) of the content being displayed on the 
page, the geographical focus (e.g., international, national, and 
local) of the Web page content, the physical dimensions of the 
ad space, and the region of the page the ad space is located. In 
the case of an ad space Within a Web-enabled video game, the 
ad tag may specify the video game category (e. g., role play 
ing, racing, sports, puZZle, and ?ghting), the age appropriate 
ness of the video game (e.g., via an Entertainment SoftWare 
Rating Board (ESRB) rating symbol: early childhood, every 
one, everyone 10+, mature, teen, and adults only), and the 
nature of the content being displayed Within the game frame 
(e.g., via an Entertainment Software Rating Board (ESRB) 
content descriptor: alcohol reference, animated blood, crude 
humor, intense violence, language, mature humor, nudity, 
tobacco reference, and drug reference). In the case of an ad 
space Within a Web-based broadcast of multimedia program 
ming, the ad tag may specify the language of the audio asso 
ciated With the programming, the nature (e.g., business, poli 
tics, entertainment, sports, and technology) of the content 
associated With the programming, the geographical focus of 
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the programming, and the time of day the programming is 
being broadcast live or the time period in Which the program 
ming is available on demand. 

[0064] In some implementations of the advertising plat 
form, a platform-speci?c ad tag may be generated and asso 
ciated With ad space(s). In addition to the types of information 
described above, other types of information, such as a univer 
sal inventory identi?er, a reserve price, and a list of approved 
universal advertiser identi?ers, may also be associated With a 
platform-speci?c ad tag. The information associated With any 
given platform-speci?c ad tag may be speci?ed server-side 
(e.g., tag_id:123&ad_pro?le_id:456) or maintained Within 
the platform by a server-side mapping (e.g., Imp Bus main 
tains a server-side mapping of tag_id:123 to ad_pro?le_ 
id:456). In the latter case, once an ad space has been tagged, 
information associated With the platform-speci?c ad tag may 
be easily modi?ed by adding or otherWise changing the infor 
mation Within the platform Without having to re-tag the ad 
space. 

[0065] Each universal inventory identi?er uniquely identi 
?es a multimedia stream Within the platform. As an example, 
a “large” multimedia stream (e.g., the neWs Website CNN. 
com) may be divided into multiple multimedia streamlets 
(e.g., CNN.com/ entertainment, CNN.com/health, CNN.com/ 
technology, and CNN.com/travel), Where each multimedia 
streamlet is assigned a universal inventory identi?er Within 
the platform. By contrast, a “small” multimedia stream (e. g., 
the neWs Website BostonHerald.com) may be assigned only 
one universal inventory identi?er. The inclusion of a universal 
inventory identi?er Within a platform-speci?c ad tag enables 
bidders to refer to impression inventory associated With a 
particular multimedia stream in a common Way. The siZe of 
the impression inventory associated With a multimedia stream 
is not the only factor in determining Whether a multimedia 
stream is assigned one universal inventory identi?er or mul 
tiple universal inventory identi?ers. Other factors, such as the 
multimedia stream brand, may also be in play. For example, a 
single universal inventory identi?er may be assigned to a 
“large” multimedia stream (e. g., Web pages With a myspace. 
com domain name) based on its brand identity. 

[0066] In some cases, a multimedia stream or some aspect 
of it includes impression inventory that is designated Within 
the platform as “direct” inventory. In general, direct inventory 
refers to impression inventory that is part of a pre-existing 
media buy. Such a media buy is typically established by Way 
of a contractual agreement betWeen an impression seller 
member and an impression buyer member. The contractual 
agreement speci?es the speci?c impression inventory that is 
subject to an exclusive ?rst right of refusal on the part of the 
impression buyer member, and the reserve price that bidders 
other than the bidder operating on behalf of the impression 
buyer member must meet in order to take the impression 
inventory aWay. This process Will be described in more detail 
below With respect to the exemplary use cases in the follow 
ing section. 
[0067] In some cases, a multimedia stream or some aspect 
of it includes impression inventory that may only be acquired 
by certain impression buyer members, or more speci?cally, 
impression buyer members that serve a speci?c brand of ad 
creatives. In such cases, a bidder performs an o?line process 
that synchronizes creatives and/ or brands that are approved or 


















































