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o (57) Abstract: A method and computer application for assessing the performance of advertisements and in particular internet adver-
O tisements. The method includes collecting objective data points, subjective data points and user experience data points. Additionally,
the method includes collecting advertisement description data points, creative description data points and user description data points.
With these data points performance scores are calculated for assessing the effectiveness of an advertisement.
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A METHOD AND APPARATUS FOR ASSESSMENT OF EFFECTIVENESS OF
ADVERTISEMENTS ON AN INTERNET HUB NETWORK

BACKGROUND OF THE INVENTION

The present invention teaches a method and discloses an apparatus for assessing
the effectiveness of an advertisement on a telecommunications network system such as
the Internet, an intranet, an extranet and the like. The present invention also teaches the
presentation of assessment data.

There are a wide variety of tools presently available for assessing an
effectiveness of an advertisement. The study of Internet advertisement is made easier
by the fact that much of the information necessary for assessment is already in digital or
computerized form. This allows that information or data to be mined and used to
compute assessment metrics automatically.

Many of the tools for assessing an Internet advertisement focus on the objective
indicia of effectiveness. These include the number of impressions, the number of
clicks, the click through rate (CTR), and( conversions for the advertisement. The
number of clicks refers to the total number of times that an advertisement is clicked on
by viewers. Impressions refer to the number of times an advertisement is presented to a
viewer. The CTR is the number of clicks on an advertisement compared with the
number of impressions. CTR is typically expressed as a ratio of clicks per hundred,
thousand or million impressions. Conversions are instances where a viewer of an
advertisement clicks on the advertisement and actually makes a purchase. These indicia

are typically used to determine a price for an advertisement and to assess the value of
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the advertisement to an advertiser. Many of these metrics or tools were developed for
the advertising industry to assist in determining the effectiveness of an advertisement.

The objective indicia are useful in determining the effectiveness of an
advertisement from the advertiser’s perspective. Traditionally it was thought that the
higher the CTR and conversions, the greater the effectiveness of the advertisement.
While this may or may not be true, clearly those objective indicia do not provide a
complete picture of effectiveness for an advertiser or media owner (hereinafter
“Evaluator”) of the advertisement. CTR and conversions do not provide any indication
of why a certain advertisement is effective nor do they provide any indication of what
users who saw the ad thought and felt about it. For this, two additional tools are used,
user feedback to assess the subjective impression the advertisement creates, and
descriptions of the content of an advertisement.

The subjective impressions of viewers regarding an advertisement collected
from user feedback are useful because they indicate why the advertisement was
effective, for example because it is perceived as humorous, shocking, annoying, etc.
These factors cannot be captured by the objective indicia discussed above. By
understanding why the particular advertisement creates a response in the viewer,
advertisement professionals can tailor the content and the presentation of the
advertisement. Subjective impressions are typically collected using viewer surveys.
Interpretation of survey results presents its own difficulties, often requiring arduous and
costly processing to extract statistically useful information about the advertisement.

Finally, the characteristics of the advertisement itself are useful in understanding

effectiveness. For example, the brightness, movement, sounds, themes and size of the
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advertisement, and when, where and how it is presented to viewers all affects an
advertisement’s effectiveness. These factors may not be ascertainable from the viewer
feedback, further they do not fit into the category of the traditional objective indicia of
effectiveness. These factors are often referred to as ad descriptions and content
descriptions.

While the objective indicia, user feedback, ad descriptions and content
descriptions are known ways to judge advertising effectiveness, these factors are
typically viewed in isolation. For example, an Internet web-site owner may adjust the
price of advertising space to new advertisers based on the average CTR of its current
advertiser’s advertisements. In another example, an advertiser may consider its ad
successful, based on a high CTR, but be unaware that the advertisement is perceived as
annoying by viewers, thus tarnishing the image of the product and possibly the website
in the marketplace.

Further, because of the complex nature of on-line advertising it may. be the
combination of objective, subjective, and descriptive elements that render an
advertisement effective. Current advertisement assessment means do not enable an
advertiser or web-site owner to perform a complete analysis considering all of these
factors. Accordingly, there is a need for a method and apparatus that overc;)mes the

problems associated with prior art advertisement assessment methods.

SUMMARY OF THE INVENTION

The present invention provides a method and apparatus for assessing the
performance of an advertisement combining objective indicia, subjective indicia and

content descriptions.
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According to one aspect of the invention, these indicia and descriptions are
mathematically combined to yield one or more metrics that reflect advertising
effectiveness.

According to another aspect of the invention, there is provided a method
whereby input and outcome data points are collected and performance scores are
calculated.

According to yet another aspect of the invention, the performance scores are
used to compare the relative effectiveness of two or more advertisements.

According to still another aspect of the invention, the performance scores are
calculated on the basis of input data points that include advertisement description data
points, creative description data points, and user description data points. The
performance scores include objective performance scores, subjective performance
scores, and user experience performance scores.

According to a further aspect of the invention, metrics of the advertising
effectiveness include calculated performance scores that are presented through a
computer-based application. The performance scores include an composite
performance score, a user experience score, a subjective performance score, and an
objective performance score. The performance scores are calculated based on data
points, including advertisement description (ad description) data points and the creative
description data points that are downloaded from external data collection databases.
According to another aspect, these scores and data points are viewable by an advertiser

on the computer-based application.
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According to a still further aspect of the invention, the subjective performance
scores and user experience performance scores are calculated usiﬁg surveys. The
surveys are presented to users via a button or link associated with the advertisement.
The survey may be presented as a pop-up window that prompts a viewer to select

5 multiple-choice responses to questions. The surveys may also prompt the viewer to
provide text comments, regarding the advertisement.

According to another aspect of the invention, the user feedback results are
evaluated in view of a description of the user himself/herself. User description data
points are determined from cookies stored locally on a user’s interface device.

10 According to a further aspect, the survey itself prompts the user for additional user
description data.

Further characteristics, features, and advantages of the present invention will be
apparent upon consideration of the following detailed description of the invention, taken

in conjunction with the following drawings, and in which:

15 BRIEF DESCRIPTION OF THE DRAWINGS

Fig. 1 is a graphical view of data sources according to an embodiment of the
present invention,
Fig. 2 is an initial web page according to an embodiment;
Fig. 3 is a survey web page according to an embodiment;
20 Fig. 4 is a web page showing a link to the survey web page as shown in Fig. 3
according to an embodiment;

Fig. 5 is an HTML translation of the survey shown in Fig. 3;
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Fig. 6 is a graphical representation of a composite score of advertisements by
position according to an embodiment;
Fig. 7 is a table representation of the frequency scores of advertisements
according to an embodiment;
5 Fig. 8 is a table of annoyance scores according to an embodiment;
Fig. 9 is a web page showing of data sources of an embodiment;
Fig. 10 is a web page showing survey results sorted by the number of times a
viewer has seen the advertisement according to an embodiment;
Fig. 11 is a web page showing entry to Today’s Reports according to an
10  embodiment;
Fig. 12 is a web page presenting results determined according to an
embodiment;
Fig. 13 is a web page showing feedback scores according to an embodiment;
Fig. 14 is a web page showing entry to the Latest Best Performer’s Reports
15 according to an embodiment;
Fig. 15 is a web page presenting further results determined according to an
embodiment;
Fig. 16 is a diagram of a system workflow according to an embodiment;
Fig. 17 is a block diagram of a system architecture according to an embodiment;
20 Fig. 18 is a web page of options and settings for an embodiment;
Fig. 19 is a web page screen for creating a new column formula according to an

embodiment;
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Fig. 20 is a web page providing access to a column formula according to an
embodiment;

Fig. 21 is a web page for creating custom reports according to an embodiment;
and

Fig. 22 is a web page for constraining data presented according to an

embodiment.

DETAILED DESCRIPTION OF THE INVENTION

An accurate determination of an advertisement’s effectiveness is important to
both advertisers and media owners. For example, a media owner armed with accurate
information is better able to determine how much to charge for an advertisement.
Further, the media owner is able to determine the positive or negative impact the
advertisement will have on the user’s experience and the user’s view of the media
owner’s brand. For example, a highly annoying advertisement may have a negative
impact on the user’s view towards the media owner that displays the advertisement, or
allows a particular advertisement method to be used on their media. Detection of
annoying advertisements is particularly important because there is an Internet trend
toward more intrusive rich media advertisements such as “pop-ups.” Currently, there
are no known systems for assessing the short or long term impact these intrusive rich
media have on a user’s experience, branding, and web-site usage. Similarly, an
advertiser with access to such information is better able to determine whether to begin
advertising in a particular location or in a particular medium, whether to continue
advertising in a particular place or in a particular fashion, and whether the cost of the

advertisement is justified.



WO 2005/013097 PCT/US2004/024859

10

15

20

Accordingly, one embodiment of the present invention is directed to a method
for assessing the effectiveness of an advertisement and presenting the assessment to an
Evaluator. The method incorporates objective and subjective information as well as
advertisement and content description information in a unified presentation. Fig. 1
shows an example of such a presentation implemented as a series of inter-linked HTML
documents. This information ‘is gathered from a variety of sources and quantified to
generate a number of variables. These variables provide a basis for calculations to
compute performance scores. These performance scores can be used to compare the
effectiveness of two or more advertisements and to assess the effectiveness of an
individual advertisement both in terms of user experience score and the subjective
performance score. These scores can also be used in conjunction with the objective
performance scores such as CTR and objective values such as the page views that have
traditionally been the basis of financial considerations for Internet advertising. The
performance scores, variables, and values used in the calculations are all classified as
data points, and can be used in conjunction for calculations, as will be seen below.

One aspect of the present invention enables performance scores and the
underlying data from which the performance scores are calculated to be presented to an
Evaluator. The data can be grouped and re-grouped depending upon the preferences of
the Evaluator. For example, Figs. 6-15 show some of the groupings of data or data
points including outcome and input variables.

With respect to the groupings of the data, the outcome variables quantify the
performance of advertisements and are further broken down into a plurality of

classifications. The classifications of outcome variables include objective outcome
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variables such as CTR, impressions, conversions and the like. Subjective outcome
variables include the degree of branding associated with the advertisement, and user
experience outcome variables. One user experience variable is the degree users enjoy
or are annoyed by the advertisement, as shown in Fig. 1.

According to one aspect of the present invention, data are grouped into two
general categories, outcome variables and input variables. The input variables represent
the features that go into the advertisement including, the position, movement, and user
description. The outcome variables are the results of an advertisement. These include
the number of clicks on an internet advertisement, the number of times an advertisement
is presented to viewers, the perceived annoyance of the advertisement and others. One
aspect of the present invention is to quantify all of these variables and utilize their
values in conjunction with a plurality of metrics or formulae to calculate a series of
performance scores. The performance scores enable a quantifiable comparison of
advertisements with one another.

The objective outcome variables are data associated with the advertisement
being presented to viewers. For instance, the impressions of the advertisement
represent the total number of times that an advertisement has been presented to all
viewers or to a specific viewer. This tells the advertiser how many users have seen the
advertisement. The objective outcome variables form part of the calculation for the
composite performance score of the advertisement as well as forming the basis for the
objective outcome scores, discussed below.

The subjective outcome variables represent psychological factors fhat express

the effectiveness of an advertisement. Subjective outcome variables include emotional

9
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responses viewers have to the advertisement, including annoyance, relevance, interest in
the subject matter of the advertisement, the effect of the advertisement on the viewer’s
regard for the advertiser, and the viewer’s knowledge of the advertiser or the product.
These factors represent the viewer’s impressions and opinions regarding either the
product or the advertisement, which lead the viewer to click on the advertisement and to
purchase the advertised product. According to one aspect of the invention surveys or
electronic surveys such as that shown in Fig. 3 are utilized to gather the data related to
the subjective outcome variables.

Use of a survey, particularly an electronic survey, allows for the subjective
opinions of the viewer to be expressed in an electronic form that is easily quantified.
The survey may include multiple-choice questions that allow the user to rate various
features of the advertisement. These are transformed to quantities that are used to
calculate performance scores. For example, the survey shown in Fig. 3 collects
information regarding whether the advertisement is “enjoyable” or “annoying.”

Additionally, the survey shown in Fig. 3 includes a portion that asks for text
comments from a viewer, providing useful information for the advertiser. Text can be
transformed into quantifiable information, for example, by automatically searching for
key words, e.g. “great” or “annoying”, etc., and associating a value to such words. Text
may also be collected and presented to an Evaluator as un-quantified information.
These subjective outcome variables form part of the calculation for the composite
performance score of the advertisement as well as forming the basis for the subjective

performance scores.

10
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The degree viewers consider an advertisement annoying or enjoyable is an
important measure of the advertisement’s effectiveness. It is possible that a highly
annoying advertisement may also be highly effective because it will be likely to get the
attention of the user and be memorable. Often, however, an annoying advertisement

5  will not lead a user to purchase the product, and may leave the user with a negative
impression of the product, the advertiser, and/or the media owner. Accordingly, this
variable provides important information to the Evaluator. It should be apparent to one
of skill in the art that annoyance and enjoyment of an advertisement are inversely
proportional. Therefore, one could readily describe the annoyance score as an

10  enjoyment score. To avoid such confusion, this subjective outcome variable is herein
referred to as the User Experience Score (UES). According to one embodiment of the

invention a UES is calculated as follows;

UES — HM@) ) (1,000,000)}

Pageviews

(Expressionl)
15 Where:

Occurrence = the performance of some event, for example, completion

ofa
survey
Pageviews = the number of times that an advertisement has been viewed
20 Expression 1 is presented by way of example. Other formulae could be used to

compute the UES based upon survey results within the scope of the invention. For

example, the UES can also be calculated as follows:

11
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UES=Z HM] *(zZ (q4)):l (Expression
Pageviews

2)

Where: g.4 (or g.n) - refers to the answer of one of the numbered questions
from the survey results as shown in Fig. 3, in this case question 4. "Fhese survey results
are given a numerical value and incorporated into the calculation. Where a survey
question g.n. measures annoyance or enjoyment, UES provides a metric for how
favorably the viewer considered the advertisement.

Z is a factor that normalizes the score and/or converts it into standard units. Z
may be calculated using various statistical techniques. According to one embodiment Z
is used to transform the raw data to a distribution with a mean of 0 and a standard
deviation of 1. According to this embodiment Z is:

Z=(x-M)/SD

Where:

X = araw score

M = the mean of the raw scores; and
SD = the standard deviation of raw scores

The survey in Fig. 3 also seeks information concerning the relevance of an
advertisement (question 6), and the impact of an advertisement on the viewer’s opinion
of the advertiser (question 8) or the media owner (question 9). The advertiser and web
site brand scores refer to positive or negative impact of an advertisement on the
viewer’s perception of the advertiser or the media owner, respectively computed based

on responses to the survey. According to one aspect of the present invention, relevance,

12
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media brand and advertiser brand scores are calculated in a manner similar to

Expression 1 utilizing the survey data from questions 6, 8, and 9 respectively. The

calculations for each of these metrics is as follows:

The relevance score (RS) may be calculated as:

RS = Zl:( OCcurrence] .7 (q. 6)}

Pageviews

4)

The advertiser brand score (ABS) can be calculated as:

ABS = ZK OCcurr.encej .7 (q. 8)}
Pageviews

5)

The web-site brand score (WSBS) can be calculated as:

WSBS = ZK OCcurrenceJ . Z(q. 9)il

Pageviews

6)

A composite brand score (CBS) can be calculated as:

CBS = ZKWJ (2% 2(q.9)+1% Z(q.8))}
Pageviews

7)

(Expression

(Expression

(Expression

(Expression

The survey may also be used to collect information about the user’s interest in

the subject matter of the advertisement. An advertisement will be unlikely to produce

positive results if it is not presented to its target audience. Accordingly, the relative

interest of a viewer is an important factor for an advertiser to consider when they are

13
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paying for advertising space. According to one aspect of the present invention, data
concerning user interest is collected using question 7 shown in Fig. 3. An interest score

is calculated in a manner similar to Expression 1.

The interest score (IS) may be calculated as:

IS=7 I:(M—CEJ *Z (q.7)} (Expression
Pageviews

8)

As will be discussed below these scores are then used to calculate the composite
performance score.

The survey may also solicit subjective comments. For example, question 10 in
Fig. 3 asks for any additional comments. Some comments returned by viewers might
include statements regarding the inappropriateness of an advertisement, or that the
advertisement is perceived to be humorous.

Text comments may be collected as anecdotal data or may be analyzed to

99 ¢¢ 2 &

recognize key words such as “great,” “enjoyable,” “rude,” or “annoying.” Response
scores to such keywords can be analyzed and in a manner similar to that shown in
Expressions 1-8.

The user experience variables form part of the calculation for the composite
performance score of the advertisement, as well as forming the basis for the user
experience outcome scores, as will be discussed below.

In a further aspect of the invention, input variables quantify aspects of the

advertisement itself and the user that impact the effectiveness of the advertisement.

14
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These include ad description, creative description, and user description, as shown in
Fig. 1.

The ad description describes the features of an advertisement including, for
example, the identity of the advertiser, the frequency of the advertisement display, its
size, its position in the media, the number of other advertisements at the same location,
the total area of advertisements at the media location, the run dates and length, the time
of day, and other typical advertisement considerations. Each of these factors is given a
value that is included in the calculation of the performance scores of the advertisement.

The creative description includes many of the visual and intellectual features of
the advertisement, for example, color, sound, movement or animation, contrast,
brightness, humor, creativeness of the advertisement, interest in the product, and the
relevance of the product to the viewer. Each of these factors is given a value that is
included in the calculation of the performance scores of the advertisement.

The user description represents a description of each viewer that views the
advertisement. The user description may include the number of exposures of the
advertisement to a particular viewer, frequency of that exposure, and the viewer’s
gender, age, ethnicity, geographic location, income, Internet experience and IP address.
Each of these factors is given a value that is included in the calculation of the
performance scores of the advertisement. Much of this information is taken from the
user’s cookies. There are at least two types of cookies that can be queried according to
this embodiment of the present invention. The first are referred to as B cookies or
browser cookies. B cookies simply record where on the web the browser has accessed

but do not identify the person using the browser. The second are L cookies. L cookies,
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or log-in cookies are created when a user registers with a service such as Yahoo!. L
cookies allow the service to know exactly who is using their service and what parts of
the service the user is accessing. In registering for the service, the user provides much
more information about the himself/herself such as age, sex, marital status, hobbies, and
the like. This information is stored in a database operated by the service provider. In
an instance where the service provider is also the Evaluator, the information in the L
cookies is used to provide more input variables regarding the user description and
enables a more complete picture to be formed of the person responding to the survey.
Other data may also be available where the user is a member of a premier service
offered by the service provider. These premier services often require the user to
providé extra information that is used to tailor the service to their needs. Where the
person completing the survey is also a premier service member, this information can
also be incorporated into the calculation of performance scores.

The above-described values are used to compute a composite performance score
that describes the effectiveness of an advertisement. The composite performance score
represents a value for comparison to other advertisements.

As shown in Fig. 1, the composite performance score is available as part of the

presentation. The composite performance score (CPS) may be calculated as follows:

CPS=Z [(0ccurance/ pageviews)* Z (UES)] (Expression

\9)

Where: Occurrence = the number of times a survey is completed;

Pageviews = the number of times that an advertisement has been viewed;

16
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UES = a value derived from the survey data relating to how annoying or
enjoyable an advertisement is perceived by the viewers;
Other calculations for the composite performance score based on each of the
outcome scores found, for example, using Expressions 2, 5, 6, and 11 (discussed below)
are also possible within the scope of the present invention. For example, composite

performance score may be calculated based on a weighted combination of these values,

as follows:
CPS = Z|a *(OPS)+b* (UES)+ c * (4BS)+d * (WSBS)) (Expression
10)

Where: a, b, ¢, and d represent a weighted multiple that have been empirically
determined for calculating CPS. According to one embodiment of the invention a=6,
b=3, c=1, and d=2. Of course other weighting values may be used.

Other performance scores can be calculated as follows:

The objective performance score (OPS) may be calculated as:

OPS = Z(CTR) (Expression
11)

The subjective performance score (SPS) may be calculated as:

SPS = ZK Occurrgnce} . (Z (g.4)+2(q.8)+Z (q9)ﬂ (Expression
Pageviews 3

12)

According to a second embodiment of the present invention, the method

described above is implemented on a computer network. Such a network includes the
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Internet, an Intranet, Extranet, and the like. Presentation of advertisement and surveys
to viewers may be via an interactive web page implemented on a server. An Evaluator
views the results, including performance scores and the underlying data via the
interactive web page. One example of such a network is the Mercury system owned
and operated by Yahoo!.

Advertisement performance scores are calculated and updated on a regular basis.
The results are displayed to Evaluators on the World Wide Web, or the Internet, as a
shown in Fig. 2. Fig. 2 depicts a web page that provides access by an Evaluator to data
regarding an advertisement. Each of the groupings of data provides access to further
data and/or calculations.

The web page, as show in Fig. 2, provides a plurality of different types of data
groupings available to an Evaluator. The underlying data for each of the gfoupings is
collected via the computer network. The underlying data are used to calculate a
plurality of performance scores, including those described above. The calculated
performance scores enable an Evaluator to assess the effectiveness of an advertisement,
an advertisement location, an advertisement composition, and the like.

One set of data shown in Fig. 1 are outcome variables, including the CTR, the
number of clicks on an advertisement, and the number of viewer impressions of the
advertisement. In one aspect of the present invention these variables are determined by
imbedding counters in the Web site or the advertisement and performing calculations
based upon the counter values. The counter values indicate how many users have seen

the advertisement, as well as the number of users who clicked on the advertisement.
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CTR represents a ratio of users that viewed an advertisement to the number of users
who clicked on the advertisement.

According to another embodiment of the invention, surveys such as the one
shown in Fig. 3 are presented to users along with the advertisements. The surveys are
presented in two primary methods, although others may be utilized without departing
from the scope of the present invention. The first is through pop-up windows that a
visitor to a Web site automatically receives. The pop-up window prompts the user to
fill out the requested information. According to another aspect of the invention the user
may be given an incentive to provide information, such as a gift or a discount. A pop-
up window is a separate Web page presented after a user enters a first Web page. The
user is prompted to fill out the survey and the server collects the results from the survey.

A second method for presenting the survey is to include a link for “Ad
Feedback,” as shown in Fig. 4. The link may be a part of the web page appearing in the
header or footer, for example, or may be imbedded in the advertisement itself. By
clicking on the link, a user is directed to the survey. The information entered in the
survey is sent back to and collected by a server.

The survey data are in electronic form, for example, an HTML document or the
like that can be stored on the server and presented to the user according to a variety of
known techniques. Likewise, survey results are collected in electronic form and stored
by the server according to a variety of known techniques. Storage of survey results may
be the form of an HTML document web page such as that shown in Fig. 5.

According to this embodimerit, the server also collects input variables. Input

variables related to ad description include, for example, the identity of the advertiser,
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the frequency of the advertisement display, its size, its position on the web site, the
number of other advertisements on the same web page, the total area of advertisements
on the web page, the run dates and length, the time of day, and other typical
advertisement considerations. Inspecting cookies resident on a user’s access device
collects input variables related to user description. These cookies include both L and B
cookies and provide information about the user and websites the user has previously
viewed.

According to another embodiment of the invention an Evaluator is able to access
the actual survey responses as well as view the performance scores calculated
therefrom. Accessibility to the underlying data enables a layered approach to viewing
the data by the Evaluator. Accordingly, by clicking on outcome performance, a
plurality of data and calculations are available for review. These data and calculations
provide further access to other underlying data points. As a result, all of the data
collected regarding an advertisement is accessible to the Evaluator. Moreover, the
Evaluator can compare one advertisement to another based upon selected criteria. Fig.
1 demonstrates the layering of the data. Specifically, Fig. 1 shows the overall
accessibility of the data from the screen page, as shown in Fig. 2. All of the data
collected from the various databases can be viewed either as raw data or in analyzed
form as the performance scores.

According to one embodiment, a computer application according to the present
invention downloads the input variables, which may be stored in databases maintained
by the media owner, and survey results, which may be stored independently, as shown

in Fig. 16. Accordingly, the present invention does not require additional or duplicative
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data collection means to perform the advertisement assessment tasks when connected to
an existing advertising system.

In the preferred embodiment, the Evaluator accesses a Web site via the Internet,
as shown in Fig. 2. An access-limiting device such as a password confirmation that
requires subscribers to input an access code prevents unauthorized access. Once access
is gained the Evaluator is able to view all of the collected variables and calculated
scores.

For example, if the Evaluator wishes to see the overall performance of an
advertisement they click on a link to the composite performance score. By doing so, the
advertiser is directed to a subsequent Web page that provides the composite
performance score. The pages are connected by hyperlinks associated Winth each of the
variables or scores. The scores may be represented in graphical or table form for
comparison to other advertisements, as shown in Figs. 6-12. The application may
provide various other information regarding groups of advertisements, such as the top
five advertisements, the bottom five advertisements, the top and bottom five
advertisement positions, or the top or bottom five advertisements displayed in a
particular location. These tables or charts may be scaled over a particular time period.
For example, if the advertisement has only been posted over the last ten days, that ten-
day period represents the relevant time period for considering the effectiveness of the
advertisement.

Similarly, the Evaluator may access the outcome variables. By clicking on the
user experience link the Evaluator will see, for example, the UES of an advertisement.

The application also provides for comparison with other advertisements, as discussed
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above with respect to the overall performance score, as shown in Fig. 8. Under each of
the links, a plurality of calculations are provided to determine why the advertisement is
effective with respect to the corresponding outcome variable. Similarly, the Evaluator
can view other groupings of data that are relevant to assessing effectiveness of an
advertisement. The Evaluator may also view the actual data used in the calculations.

As shown in Fig. 8, a Frequency Table lists the UES, or annoyance calculated
for each advertisement identified by a unique Ad Id. The frequency of the UES refers
to how often that specific UES occurred in the data. The "percent" column refers to the
total percent of UESs that had that specific value. The "valid percent" column corrects
the "percent" column to account for missing values. The "cumulative percent" column
refers to the cumulative percent of UESs that are equal to or less than a specific value.
The "valid cumulative percent” corrects the cumulative percent column to account for
missing values.

A confidence interval may be calculated with respect to the UES or any other
value or score to determine its statistical significance. The confidence interval is
calculated using a statistical analysis application such as SPSS, a commercially
available statistical analysis tool. According to one embodiment, the analysis is based
on the mean and standard error of the mean of a UES frequency distribution. For
example, the confidence interval allows an advertiser or media owner to identify ads
that are statistically more or less annoying than other ads. By using the data provided in
Fig. 8, the UES for a specific Ad Id is used to determine whether it falls outside of the
confidence interval calculated as follows:

Confidence interval =Y +(Z,,, Koy )
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where 0y = j‘—_— and refers to the standard error of the mean, which is equal to
n

the standard deviation divided by the square root of the sample size;
Y = the mean of a performance score or value for which confidence
interval is desired;
5 o = standard deviation of Y;

Z,,,= The z-score value for a desired confidence level is taken from a z-

table (not shown). For the two most commonly used confidence levels, 95% and 99%,
the z-score values are 1.96 and 2.59, respectively.
As an example, to calculate a 95% confidence interval for a UES, assuming the
10 mean UES is 45, the standard error of the mean is 5, and given that the z-value in a
table is 1.96 for a 95% confidence interval, the calculation is as follows:
45 +/- (1.96) * (5) =35.2<Y<54.8
Accordingly, if another sample of data were taken to measure UES for the same
advertisement with the same sample size, there is 95% confidence that the mean of the
15 UES second sample will be between 35.2 and 54.8. Moreover, if the UES were
measured for another advertisement using the same sample size, and the mean UES is
greater than 54.8, there is a 95% confidence level that the second advertisement is
perceived as more annoying than the first advertisement.
By clicking on the objective performance link, as shown in Fig, 2, the objective
20  performance score is presented and may include comparisons to other advertisements.
The objective performance score is calculated, for example, using the calculation for

OPS in Expression 11, above. This score may be presented along with the underlying
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raw data. Likewise, where the subjective outcome link is selected, subjective
performance score (SPS) are calculated for example, according to Expression 12, shown
above, and presented to the Evaluator.

Selecting links to any of the input variables will present the specific variables
that correspond to the advertisement. For example, as shown in Fig. 9, clicking on the
property link shows the location of the advertisement, that is, the particular web page
where the advertisement is displayed, e.g., on the auction page. Each location then has
specific outcome values attributed to it. As a result, the advertiser is able to identify the
locations that result in high performance, measured, for example, in terms of UES or the
CPS. This enables the Evaluator to direct the advertisement to locations where it will
be more effective.

Similarly, by clicking on a user type link in Fig. 2 the Evaluator is directed to a
Web page (not shown) that displays .certain information about viewers of the
advertisement. This information is taken from both the surveys and cookie information.

Data may also be grouped so that feedback received from surveys is compared
with the number of exposures the survey respondent has had to the advertisement. For
example, survey results are broken down by the number of times a user has viewed the
advertisement ranging from 1 to, for example, greater than 5, as shown in Fig. 10. This
is useful in determining whether, for example, there is overexposure of an
advertisement, or whether a large response has been generated from a single viewing.

According to another aspect of the invention, a link is provide to a daily report,
as shown in Fig. 11. The daily report provides a plurality of categories of outcome

scores and variables, as shown in Fig. 12. These may include occurrence of the
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advertisement, page views, clicks, CTR, annoyance value and relevance, etc. This
report is, for example, in table form and lists all of the advertisements using the
assessment application. The advertisements are identified by an ID code, the Ad Id, and
may be sorted by any of the above categories.

Yet another embodiment of the present invention relates to the calculation of
various outcome scores corresponding to the effectiveness of an advertisement, for
example, the UES of an advertisement. As discussed above, UES may be determined
from data shown in Fig. 8.

In addition, the data underlying the calculations are accessible to an Evaluator.
These data may be broken down into other categories to analyze the effectiveness of an
advertisement. For example, the data may be sorted by the position of the
advertisement on a Web page, as shown in Figs. 7, e.g., the “N” (north banner) or
“LREC” (large rectangle) of the page. An advertiser, for example, may use several
forms of an advertisement in a variety of positions on different Web pages. Certain
positions may be more effective than others. Likewise certain locations may be more
annoying than others. By grouping the advertisements by position, the Evaluator can
determine if there are preferred positions for a specific advertisement that minimize
annoyance. Another grouping, as shown in Fig. 13, lists the UES of multiple
advertisements of a particular kind.

The application, according to a further aspect of the present invention provides
information to optimize the effectiveness of advertisements from a specific advertiser.
For example, where the advertiser wishes to target a particular demographic group, for

example, women between the ages of 18 and 35, data regarding the effectiveness of
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advertisements that are particularly effective for this group, e.g. high UES scores for
these types of viewers, the parameters of these advertisements may be used to suggest
an advertisement type, a location, an exposure frequency and other characteristics. This
data can be taken from a universal storage database (not shown) which stores data
regarding previous advertisements and is searchable using user description values.
Based upon the previous results of advertisers in similar industries with similar goods
attempting to reach a similar demographic, a particular advertisement can be optimized.

As shown in Figs. 14 and 15, the performance scores can be grouped to show a
variety of screens to the Evaluator Fig. 14 shows an entry page for comparison of
several advertisements based upon the day’s best performing advertisements. By
clicking on the link, the Evaluator is directed to the best performer page, Fig. 15. In this
instance the performance is calculated as the ratio of occurrences to page views
expressed as a percentage. Other factors regarding the advertisement, such as
annoyance, relevance, etc., are also displayed and the Evaluator may click on the
headings (i.e. links) of these to see the underlying data.

In another aspect of the present invention, the information available to the
Evaluator is updated daily, however other time frames may be used without departing
from the scope of the present invention. By way of example, operation of the present
embodiment as depicted in Fig. 16 will be discussed with information being updated
daily.

Fig. 16 is a workflow diagram showing the operation of the Mercury system
according to the present invention. Raw feedback data 12 including user feedback

responses to survey questions and user specific information based on user cookies from
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database 13 are retrieved. Submitted survey responses are stored on secure internal
servers 14. Agent 15 polls the internal server 14 for new data. If new data are found,
the agent 15 purges the data of invalid and false entries and imports data to database 16
in a form that can be queried. Agents 17, 18 and 19 decode data fields, remove
unwanted ad data and update the database’s index for better performance. The resultant
data are then merged with data from a statistics database 20 for objective performance
variables and with data from the ad information database 21 for the ad and creative
description variables. Performance scores of the advertisement are calculated by the
application, and the various tables associated with variables and scores are assembled.
The results are stored in application database 22. Reports are generated in response to
Evaluator queries in a flexible text format adapted for large-scale electronic publishing
such as extensible Markup Language (XML) 23. However, for presentation to an
Evaluator, the XML data are typically translated using XML Stylesheet
Transformations (XSLT) 24 to a browser language such as Hyper Text Markup
Language (HTML). Reports are presented as a series of Web page screens 25
connected by links that refer to various calculations and underlying variables.

In yet another embodiment of the present invention, there is provided a
computer network for accommodating the computer application described above. The
computer network provides storage devices, servers, access points, processors, and
other components for performing the tasks of the computer application discussed above.
The application, which is run from a computer located on the network, utilizes the
access provided by the network to external databases for the retrieval of input and

outcome variables, as discussed above. Further, the computer network allows for the
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retrieval of the stored feedback information resulting from the surveys that have been
filled out by viewers of the advertisement. Through this network, the application is able
to gain access to the variables necessary for the calculations. Further, this information
is repackaged in a more usable form by the application resulting in a single source
located on the network for viewing all of the relevant advertisement information
necessary for calculating effectiveness.

Figure 17 shows a system architecture according to this embodiment broken
down into three components: load processing 102, analysis engine 104, and
transformation engine 106. The load process 102 interfaces with the data repository 90
and imports the data into a query-able statistics database of user feedback data 103. The
analysis engine 104 calculates the effectiveness of advertisements by pulling in
objective data attributes 105, ad creative attributes 107 and the distribution of values
from the feedback data 90 and puts in into a report 108 composed of XML attributes
and values. The transformation engine 106 transforms the XML report into a series of
Web pages and JAVA applets 110 for viewing.

The contents of the web page displayed to evaluators and the formulas used to
calculate scores can be modified by a system administrator and are tailored to suit a
particular Evaluator. The administrator accesses the formulas for the various
calculations by entering an options and settings page, as shown, for example, in Fig. 18.
Optionally, the administrator can blacklist advertisements, create or amend column
formulas, and create or amend custom reports.

For example, by clicking on the column formulas link, the administrator is

directed to a new column formula page, such as that shown in Fig. 19. The
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administrator then enters a formula by incorporating available variables into
mathematical functions. Once established, the column is accessed by the administrator
through a page such as the one shown in Fig. 20. The administrator reviews the column
formula and also amends it as desired. The new column is displayed to the Evaluator
upon eniry to the web page following the next regularly scheduled update, e.g., daily.

As shown in Fig. 21, the administrator can generate custom reports. This
enablgs the application to display different information or formats to different
Evaluators. The administrator adds the various columns that an Evaluator requires.
These columns then will appear on the report when accessed by the Evaluator. Any
underlying data necessary to generate these columns is also available to the Evaluator
via links associated with the various column headings. In addition, Fig. 22 shows that
the administrator can limit the time frame of data to be presented in the report.

The present invention has been described as enabling comparison of
advertisements, however, other functions also exist. One of these additional functions
is the ability of the invention to detect web site clutter. By comparing the feedback
from the surveys with data related to the number of advertisements on a site or the
number of pixels dedicated to advertisement the Evaluator is able to consider whether
clutter on a web site adds or detracts from the effectiveness of an advertisement.

Another function considered within the scope of the present invention is the
ability for service providers to ascertain the brand awareness created by an
advertisement. One method of doing this is to monitor the search terms that a user
inputs into the media owner’s search engine. An agent views the L and B cookies of a

user. These cookies include where a user had been on the web and other information
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about the user. By cross referencing the user information from the cookies with
searches performed by the service provider, the search terms entered by that user can be
ascertained.

A brand awareness factor is calculated by comparing the user’s search terms to
the adver\tisements displayed to the user. For example, if a user sees four
advertisements for Mercedes-Benz automobiles on various web pages and subsequently
performs a search using terms like “luxury car,” the correlation of these facts indicates
that a brand awareness has been created at least partially due to the presentation of the
advertisements. A metric is determined that quantifies the advertisement’s
effectiveness in creating brand awareness.

The present invention can also be used by advertising professionals as a part of a
platform for creative testing. According to one embodiment of the invention, a series of
advertisements are created, each varying one or more specific features, such as the color
or animations. Survey results collected in response to the ads are then correlated with
different instances of varied features to establish which instances make the ad most
effective. For example by changing a background color or certain wording it can be
determined whether the UES increased or decreased, i.e. whether the ad is more or less
annoying.

Another aspect of the invention is that it can be used as an ad warehouse that can
store the ad descriptions of the various advertisements. In one embodiment of the
invention, the ad descriptions and other characteristics are stored in a universal storage
database (UDB). Alternatively, an agent could query the various databases shown in

Fig. 16, which store a variety of information regarding the advertisement. Where a
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UDB is used, the UDB stores characteristics of the advertisement including the
calculated performance scores, the focus or purpose of the advertisement, the ad
description, user descriptions, and the like. An advertisement professional can then
perform a query to optimize characteristics of a new advertisement for a product. By
ascertaining how previous advertisements performed regarding a product, or a particular
demographic, advertisers are able to perform predictive advertisement generation.

In one embodiment, the user enters a series of parameters into a query table. For
example, an advertisement professional may enter the product type, the time of year for
the marketing campaign, the desired demographic, the media in which the ad is to run,
the proposed location of the advertisement, the proposed position of the advertisement,
the size, and the like. An agent utilizes the parameters to scan the UDB of previous
advertisements and produce a list of advertisements having similar parameters. The list
also shows the performance scores of these ads. This list enables the advertisement
professional to predict the outcome of a proposed advertisement, as well as provide
indication of changes that could be made to increase the effectiveness of the
advertisement.

In another aspect of the invention survey data are used as part of the customer
service tools for a company. In one embodiment, a survey similar to that in Fig. 3, but
directed to customer service concerns instead of an advertisement, is provided for a web
page. Through the use of metrics, performance scores for the web page can be
ascertained. Functionally, this embodiment operates in a similar manner to the ad
feedback embodiment described above. There may be provided a link on a website

entitled “Customer Service Survey.” Through the use the survey, feedback data from

31



10

15

20

WO 2005/013097 PCT/US2004/024859

customers is gathered and processed by the application as shown in Fig. 17, except that
Ad Info is replaced with Website Info in element 107. The survey provides information
for an Evaluator regarding how to better meet the needs of customers. Such an
application can use both the value-based answers and the text based answers to perform
calculations and provide Evaluators with information regarding the effectiveness of a
website. The data from the surveys may be combined with data regarding the website
sales, or performance to produce performance metrics for the website. The data can
also be used to ascertain specific problems with a website.

One important area of concern for many website owners is that of un-finalized
sales of products. By using the system described above, it is possible to ascertain at
what point in a check-out procedure users tends to stop processing a sale. Often one of
the steps in the check-out procedure is long or complicated and results in users loosing
interest in finalizing the sale. By targeting and understanding where in a process this
occurs, the step can be eliminated or to the extent possible the burden on the purchaser
can be reduced. The survey data from customers who have stopped sales, or who
completed sales but were somehow frustrated by the process is combined with the
website data showing how many sales were stopped and at what point in the process
they were stopped. This process utilizes both objective data and subjective feedback,
and provides the Evaluator a complete picture of the purchasing patterns of users and
the effectiveness or efficiency of a web page.

A still further aspect of the invention is to track actual user actions following
submission of a survey. Often it occurs that in the response data of the survey a user

will threaten to cease using a particular product, service, or application. For example, a
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viewer may claim to be so outraged by an advertisement that they threaten to cease
using the service. Utilizing an agent, responses to surveys can be monitored for
threatening language. The agent determines the user identity and queries the L cookies
of that user. The agent tracks the user to determine whether the threatened action is
fulfilled. The agent tracks the L cookies of the user to determine whether any change in
the patterns of that particular user is noted to determine if the threatened action has
occurred (e.g. never visiting a particular application again). The tracking can occur on a
regular basis, such as weekly, or monthly and may have a cut-off period of a set
duration where tracking ends. By tracking the L cookies of a person who make such
threats, a metric can be developed to determine statistically how often such a threat is
carried out. This metric can then be included into the calculations for performance
scores.

Another aspect of the invention is to create advertising scheduling to optimize
the display of effective advertisements. The advertisements that have better
performance scores are shown more frequently, whereas advertisements that do not
perform well can be removed from circulation. In one embodiment of the invention, an
agent gathers the performance scores of the advertisements appearing in a specific
media, this may be from the database 22 shown in Fig. 16, for example. The agent
forms a table of the performance scores of the ads. The table is cross-referenced to a
circulation table. In the circulation table a hierarchical structure is developed so that
advertisements with the best performance scores will be shown most often. The
correlation of presentations of an advertisement with performance scores enables the

media owner to update the advertisements that are being shown most on their media
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based upon performance. The Evaluator can then review the table and determine
whether to remove certain poorly performing ads or to add new ads to circulation.

This application indicates advertisement burn-out. As an advertisement
becomes overexposed to the viewers its performance scores will drop. By monitoring
performance scores the Evaluator can remove advertisements from circulation where
their scores begin to drop. According to another embodiment, advertisements are
automatically removed from circulation by an agent when their performance scores
drop below a certain level. New advertisements are added to the circulation of
displayed advertisements. This embodiment limits the over exposure of advertisements
and the display of advertisements that perform poorly.

While the invention has been described in connection with what is considered to
be the most practical and preferred embodiment, it should be understood that this
invention is not limited to the disclosed embodiments, but on the contrary, is intended to
cover various modifications and equivalent arrangements included within the spirit and

scope of the appended claims.

34



WO 2005/013097 PCT/US2004/024859

WHAT IS CLAIMED:
1. A method of determining the performance of an advertisement
comprising:

collecting a plurality of input data points;
5 collecting a plurality of outcome data points; and
calculating one or more performance scores based upon the input and
output data points.
2. The method according to claim 1, wherein the input data points include
one or more of advertisement description data points, creative description data points,
10 and user description data points, and wherein the outcome data points include one or
more of objective data points, subjective data points, and user experience data points.
3. The method of claim 1, wherein the one or more performance scores are
accessible to an Evaluator through a computer-based application.
4. The method of claim 1, wherein the data points are accessible to an
15  Evaluator through a computer-based application.
5. The method of claim 2, wherein the performance scores include a
composite performance score.
6. The method of claim 2, wherein the performance scores include a user
experience score.
20 7. Thé method of claim 2, wherein the performance scores include a
subjective performance score.
8. The method of claim 2, wherein the performance scores includes an

objective performance score.
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9. The method of claim 1 further comprising:
displaying a survey concerning the advertisement to one or more users;
collecting the results of the survey; and
calculating at least one of the performance scores based on the survey
5  results.
10.  The method of claim 9, wherein the survey is presented to the one or
more users as a pop-up window.
11.  The method of claim 9, wherein the survey is accessed by the user via a
link associated with the advertisement.
10 12.  The method of claim 9, wherein the survey solicits text comments.
13. The method of claim 12, wherein the text comments are viewable by an
Evaluator.
14.  The method of claim 9, wherein a user experience score is calculated
using the survey.
15 15.  The method of claim 9, further comprising:
analyzing the text comments to identify key words;
assigning numeric values to the identified key words; and

calculating the subjective performance score based at least in part on

the numeric values.
20 16. The method of claim 9, wherein the text comments are viewable by an
Evaluator.

17.  The method of claim 2, wherein user description data points are

determined from cookies.
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18.  The method of claim 2, wherein the ad description data points are
downloadable from one or more external data collection databases.
19.  The method of claim 2, wherein the creative description data points are
downloadable from one or more external data collection databases.
20. A computer application for evaluating an advertisement, the application
comprising:
objective data collecting means for collecting a plurality of objective
data points regarding the advertisement;
subjective data collecting means for collecting a plurality of subjective
data points regarding the advertisement;
user experience data collecting means for collecting a plurality of user
experience data points regarding the experience of one or more user that have viewed
the advertisement;
advertisement description data collecting means for collecting a
plurality of advertisement description data points regarding characteristics of the
advertisement;
creative description data collecting means for collecting a plurality of
creative description data points regarding the content of the advertisement;
user description data collecting means for collecting a plurality of user
description data points regarding characteristics of one of more users; and
calculating means for calculating one or more performance scores from

the plurality of data points.

37



WO 2005/013097 PCT/US2004/024859

21.  The computer application of claim 20, further comprising a means to
present one or more performance scores to an Evaluator.
22.  The computer application of claim 20, further comprising means to
present the data points to an Evaluator.
5 23.  The computer application of claim 20, wherein one of the performance
scores is a composite performance score.
24.  The computer application of claim 20, wherein one of the performance
scores is a user experience score.
25.  The computer application of claim 20, wherein one of the performance
10 scores is a subjective performance score.
26. The computer application of claim 20, wherein one of the performance
scores is an objective performance score.
27.  The computer application of claim 20, further comprising means to
download data from external collection databases.
15 28.  The computer application of claim 20, further comprising:
means for displaying a survey concerning the advertisement to one or
more users;
means for collecting the results of the survey; and
means for calculating one or more performance score based on the
20  survey results.
29.  The computer application of claim 28, wherein the survey is displayed to

the one or more users as a pop-up window.
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30.  The computer application of claim 28, wherein the survey is accessed by
the user via a link associated with the advertisement.
31.  The computer application of claim 28, wherein the survey solicits text
comments.
32.  The computer application of claim 31, wherein the text comments are
viewable by an Evaluator.
33.  The computer application of claim 32 further comprising:
analyzing means for analyzing the text comments to identify key
words;
assigning means for assigning numeric values to the analyzed words;
and |
calculating the subjective performance score based at least in part on
the numeric values.
34.  The computer application of claim 20, further comprising cookie
inspection means for determining user description data points from cookies.
35.  The computer application of claim 27, wherein the ad description data
points are downloaded from the one or more external data collection databases.
36.  The computer application of claim 27, wherein the creative description

data points are downloaded from the one or more external data collection databases.
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HUNTED

14 THEATERS EVERYWHERE RARCH 14
SOUND BIfTEIE)

Yahoo! Movies

Give us feedback about this ad

Search:|Entire movie database | | for|

Home ! In Theaters I Times & Tickets l Greg's Previews l Trailers | DVDNideo l News & Gossip I

Showtimes: 95125 [Change location]

View by: [ Movie | Theater]

Almaden Cinema Five Camera 1 Century Capitol Drive-In
Towne 3 Cine 16 at the Agenda Theatre
Century 24 Restaurant & Lounge Camera 7
Camera3 The Tech Museum IMAX More Theaters...
Dome Theater

Century Capitol 16 San Jose

March 13, 2003 [Thur |Fri |Sat [Sun |Mon [Tue |Wed ]

Buy Tickets from Movie Tickets.com by clicking on a linked showtime.

Almaden Cinema Five
2306 Almaden Road, San Jose, CA 95125

Agent Cody Blanks PG 1Hr. 41min.

Starts on Fri. March 14
Click for Friday's showtimes

Daredevil PG 13 1Hr. 41min.
(11:30AM), (2:00), (4:15), 7:00, 9:15

Jungle Book 2, The G 1Hr. 12min.

(11:12AM), (1:00), (3:15), (5:00), 7:00

Tears Of The Sun R 1Hr. 58min.
(12:00PM), (2:30), (5:00), 7:30, 10:00

Towne 3
1433 The Alameda, San Jose, CA 95126

Adaptation R 1Hr. 54min.
4:40PM, 9:05

He Loves Me, He Loves Me Not NR 1Hr. 32min

Phone: (408) 265-7373
Theatrg Info Map it

Bringing Down The House PG 13 1Hr. 41min.

(12:00PM), (2:15), (4:45), 7:15, 9:30
How to Loose a Guy in 10 Days pG 13 1Hr. 50min.

(12:00PM), (2:15), {4:45), 7:15, 9:30
Life of David Gale, The R 2Hrs. 10min.

8:45 PM

~— Phone: (408) 287 1433
.! Theatre Info Map it

Bowling for comumbine g 1Hr. 54min.

Starts on Fri. March 14
Click for Friday's showtimes

Spider R 1Hr. 54min.

4/22

4:30 PM, 7:05, 9:35

Russian Ark Nr 1Hr. 32min

7:00PM

Fig. 4
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<HTML> adfeedback [1] _

"<headxTITLE>Yahoo! Surveys</TITLE></HEAD> FIG 5
<BOOQY bgcolor="#ffffff"> a
<CENTER>

<TABLE CELLPADDING="2" CELLSPACING="0" BORDER="0" WIOTH="600">
<TR><TD WIDTH="1%"><A HREF="http://www.yahoo.com/"><img border=0
src="http://us.il.yimg.com/us.yimg.com/ilyahoo.gif" width=147; height=31></A></TD>
<TD VALIGN= "bottom" ALIGN="right" NOWRAP><font face=arial size=1>

<a href="javascript:window.close()">close Window</a></font>

<HR SIZE="1" NOSHADE></TD>

</[TR></TABLE>

<TABLE CELLPADDING="2" CELLSPACING="0" border="0" WIDTH="600">
<tr><td

<forn method=post action="/generic.forw">

<input type=hidden name="adids"

value="1407366,1407374,13 54072,1407384,1486230, HE6H48">

<input typfr=hidden name="property"” value="sports">

<input type=hidden name="pageM value="2566482S5:FOOT">

<input type=hidden name=Surveytlame value=adfeedback020822>

cinput type=hidden name=Redirect
value=http://promo.yahoo.com/adfeedback/thanks.htmi>

<input type=mdden name=RequiredFields value="q1, .q4,.913,.915,.97,.q6">
<input type=hidden name=RedirectRequired
value=http://promo.yahoo.com/adfeedback/1ndex.htm!>

<input type=nidden name=ReduinpActivate value=r>

<l-Page 1of 1 -->

<table cellspacing=2 cellpadding=2 width=100%>

<tr><td width=600>

<table width="90%" align=center>

<tr><td><b>Thank you for providing feedback regarding an online advertisement.
completing the survey below should take about one minute.</b><br>

<tr><td><hr size=1 noshade></td></tr>

<tr><td><b>1. Is your feedback ad-related?</b></td></tr>

<tr><td valign=top><font size="-1" color=666666>Please check one.</font></tdx/tr>
<tr><td>

<input type=radio name="q1" value="yes">yes<br>

<input type=radio name="q1" value="no">No<br>

<ftd></tr>

<tr><td> height=1 valign=top bgcolor=ccccc></td></tr>

<tr><td> &nbsp; </tdx/t r>

<trxtdxb>2. if possible, please name the advertiser:</bx/tdx/tr>

<trxtdxfont size="--1" color=666666>Type your answer in the box.</font></tdx/tr>
<trxtd>

<input type=text name=".q10" value=""> 5/22

<ftd></tr>
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Notes
Output Created 24-SEPT-2002 14:33:49
Comments
Data D:WMy Dacuments\gooey-usability\AdFeedbackLinl\Annoyanceindex.sav
"I Filter dlicks>100(FILTER)
Input Weight <none>
- | Split File <none>
N of Rows In Working Data File 89
GRAPH
Syntax IBAR(SIM-PLE)=MEAN(compscor)BY position.
Resourcesl Resources 0:00:00.00
Ad Composite Score
Fl g 6 CTR's-Annoyance
(Standardized with M=0 and SD=1)
A
24
0.0 l I
e —  — ——
8 -2 —
(V2]
L 4
[73
o
Q. -6
E
S -8
S 104
o
= a2 T | T T ¥ T T T T
FoOT LREC NN SKY T
FAD HEAD N PB SUPER w
AD POSITION
Output Created 24-8EPT-2002 14:33:49
Cammentg o L ) .
Data D:\My Docunignts\gooey-usabliity\AdFeedbackLink\Annoyancelndex.sav
Filter clicks>100(FILTER)
Input Weight <none>
Split File <none>
N of Rows In
Working Data File 89
Definition of For each dependent variable in a table, user-defined missing values for the
Missing dependent and all grouping variables are treated as missing
Missing Value

6/22
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P

Frequencies 7122
Statistics
ADID 1O POSITION 1
N~ Vald 113 101 113 Flg' 7
Missing 0 12 0
Frequency Table
POSITION
Cumulative
1 Frequency | Percent | Valid Percent Percent
Valid 12 10.6 10.6 10.6
- COMP 1 .9 9 11.5

E q .9 9 12.4
FAD 3 2.7 2.7 . 15.0
FQOT 2 1.6 1.6 16.8
HEAD 3 2.7 2.7 19.5
LREC 9 8.0 8.0 27.4
N 49 434 434 70.8
NN 1 9 9 71.7
PB 1 9 9 7261 -
PU 1 .9 9 73.5
SKY 4 3.5 3.5 77.0
SUPER 3 2.7 2.7 79.6
T 15 13.3 13.3 92.9
UGCST -1 9 9 93.8
W 7 6.2 6.2 100.0
Total - 113 100.0 100.0 :

Descriptives

Descriptives Statistics

Anneyance Score 931 01| 3456 '
Valid N-flistwise) .93 ,

Frequencies
Statistices
Annayance Score

N Valid 93
Missing 20
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Fig. 8

Annoyance Score

Cummulative

Valid Frequency | Percent | Valid Percent |Percent
34.56 1 .9 1.1 1.1
29.02 1 9 1.1 2.2
27.91 1 9 1.1 3.2
25.03 1 .9 1.1 4.3
22.87 1 9 1.1 54
11.70 1 9 1.1 6.5
928 1 9 1.1 7.5
8.25 1 9 1.1 8.6
7.30 1 9 1.1 9.7
4.04 1 9 1.1 10.8
3.96 1 9 1.1 11.8
3.93 1 9 1.1 12.9
3.40 1 9 1.1 14.0
3.22 1 9 1.1 15.1
3.09 1 9 1.1 16.1
2.57 1 .9 1.1 17.2
1.93 1 9 1.1 18.3
1.69 1 9 1.1 19.4
1.70 1 .9 1.1 20.4
1.64 1 9 1.1 215
1.45 1 9 1.1 22.6
120 1 9 1.1 23.7
1.19 1 9 1.1 24,7
1.05 1 .9 1.1 25.8
1.04 1 .9 1.1 26.9
1.03 1 9 1.1 28.0
1.03 1 9 1.1 29.0
.88 1 9 1.1 30.1
.85 1 9 1.1 31.2
.85 1 9 1.1 32.3
.84 1 .9 1.1 33.3
.84 1 9 1.1 34.4
.82 1 9 1.1 35.5
.79 1 .9 1.1 36.6
.79 1 9 1.1 37.6
.70 1 .9 1.1 38.7
.69 1 9 1.1 39.8
.66 1 9 1.1 40.9
.63 1 9 1.1 41.9
.53 1 9 1.1 43.0
.50 1 9 1.1 44 1
48 1 9 1.1 45.2
A7 1 9 1.1 46.2
A7 1 9 1.1 47.3
A7 1 9 1.1 48.4
42 1 .9 1.1 49.5
31 1 9 1.1 50.5
.30 1 9 1.1 51.6
.30 1 9 1.1 52.7
.29 1 9 1.1 53.8
.26 1 9 1.1 54.8
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Fig. 15
15/22

Mercury
Ad Feedback & Performance Report

Best Performers/Top 10 re

" - Qceureence Pagewewreslcﬁcks CTR%‘OchPV(%)] noyance Relevance Interests Pdvertiser lrahoo!

Occ/PV (%): Top 10

Column Legend Interests  +3 Very Interested... -3 Notinterested

ARnoyance +3 Enjdyable...-3 Annoying Advertiser +3 Very postively... -3 Very negatively
Relevahee +3 Very rélevant... -3 Not relevant dt all Yahao! +3 Véty postivély... -3 VeryTiegatively
AdID Qccurence  Pageviewers Clicks  CTR (%) Occ/PV (%) Annoyance Relevance Interests Advertiser
TotMean 19 146,733,682 257 371 1 .247292 Q -1.933 -1.473 -1.365  -1.801
Tot Median 2 42,066,537 10031 0.103 0 -3 2.14 -2 -2.45
TOTAL 4,898 1,834,945 20,236 - - - - - -
559025 20 19 307 1615.7894737  105.2631579 -2.40 -1.80 -2.10 -1.75
559024 8 1 3 27.2727273 727272727 -1.50 -1.38 -1.50 -1.50
1481 235 2 188 5 2.6595745 1.0638298 -3.00 -3.00 -1.50 -1.50
1450462 1,451 276,868 4,313 1557782 5240765 -2.61 -2.36 -2.46 -245
1450471 1,750 340,335 5395  1.5852028 5141992 -2.60 2.34 250  -2.51
1481234 1 195 8 41025641 5128205  -3.00 -3.00 300 -300
1399942 4 1,038 35 3.371869 3853565 3.00 075 0.75 3.00
1464047 404 236,403 2,055 .8692783 1708946 -2.05 -2.24 210 -1.99
1450459 539 411,860 3,276 .7954159 1308697 -2.66 2.24 -2.41 -2.38

1450464 n7 568,028 4,839 .8518946 1262262 -2.66 -2.15 -2.43 -2.41
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Mercury 18/22 Fig. 18

Configure Mereury Options & Settings
Blacklisted Ad Ids (most recent)
AdID Date Added to Blacklist Options
1490470 04/07/2003 12:51:41 PM Undo (disabled)
1295176 04/04/2003 04:23:52 PM Undo (disabled)
1226762 03/12/2003 04:14:37 FM Undo (disabled)
1226764 03/12/2003 04:13:15 PM Undo (disabled)
1226834 03/12/2003 04:13:00 PM Undo (disabled)

95 total ad Ids blacklisted

View Entire Blacklist 1 Add To Blacklist

Column Formulas (most recent)
Column Name Created Author Status
INBTest1 04/09/2003 10:17:19PM  John Boyd ¢ 0
Q-Combined 03/13/2003 02:40:38 PM System Defined 0
Occ/PV (%) 03/13/2003 02:25:54 PM System Defined * 0
CTIR (%) 03/13/2003 02:20:11 PM System Defined L)
Annoyance 03/13/2003 02:28:11 PM System Defined LS

13 total column formulas

View All Column Formulas { Add New Column Formula

‘Custoir Reports (most recent)
Report Name Created Author Status  Run
testd 03/21/2003 05:04:00PM  Paul Kim O ® Notrunyet
PK Custom Report ~ 03/14/2003 12:47:16PM  Paul Kim O e Notrunyet
cusitom test _03/5/200311:29:34PM  PmulKim  O"¢  Notrunyet
customn test2 03/25/2003 11:30:59PM  Paul Kim O ® Notiunyet
custom test 3 03/25/2003 04:33:14PM  Paul Kim O ® Notrunyet

5 total custom reports

View All Custom Reports I New Custom Report

Data Collection Constraints

® Date Range
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~ Configure New Column Formula -

NOTE: This form aliows you to configure a new column for your reports based on an algorithm/formula
from existing columns in the report.

Author John Boyd
Col N . I::::l characters left - max 10 chars
olumn Name Nole Your naw column name can NOT have a name similr to one of Mercury's Mathi Functions
Unexpected results may occur.
Description | |
Status ® Active O Inactive
Variables: (existing columns) Math Functions:
AdID ' ¥
Advertiser -
Annoyance bd
Clicks /
CTR (%) modulo
Interests average
JNBTest1 round
*ciick to select *click to select

Column Legend

Formula

Hote* Each math'function must have a-space bstweéen it and the variable itis belrig
- appligqto. . LT

»

]

“Edit History
Created by John Boyd
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