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(57) Abstract: A review for an advertisement is received, the advertisement to be provided to recipients over a distribution network
with content provided by content publishers. An aggregated approval score for the advertisement is generated based on the received
review and other reviews for the advertisement. The aggregated approval score is provided to a content publisher. An indication to
accept or reject the advertisement for presentation with content provided to recipients by the content publisher is received from the
content publisher. The indication is received after providing the aggregated approval score to the content publisher.

PUBLISHER AD REVIEW

This application claims priority to U.S. Provisional Patent Application Ser. No.

60/969,085 filed August 30, 2007, and entitled "CONTROLLING ADVERTISEMENTS

BASED ON AGGREGATED SCORES," and U.S. Patent Application Ser. No. 12/121,129
filed May 15, 2008 and entitled "PUBLISHER AD REVIEW" the contents of which are
incorporated herein by reference.

BACKGROUND
[0001]

Advertising through interactive media is gaining popularity, with the Internet

in particular becoming a dominant advertising medium. Internet users often search the
internet for products and services, and advertisers frequently use the Internet to target
audiences interested in available products and services.
[0002]

One form of interactive media advertising involves distributing advertisements

("ads") to online publishers (e.g., an online newspaper) for display with publisher content.
For example, advertisements for an automobile manufacturer can be displayed with publisher
content (e.g., a publisher's web page), in order to drive online customers to the manufacturer
website. In this advertising model, publishers and advertisers may be concerned with
advertisement control and transparency. If publishers and advertisers lack control over the
distribution of advertisements, the publishers and advertisers may be unwilling to participate
in this advertising model. Certain publishers may also be concerned with the quality of the
advertisements or advertisers and may not be willing to allow un-reviewed ads to be
displayed with publisher content.

SUMMARY
[0003]

In one general aspect, a computer-implemented method involves receiving a

review for an advertisement, the advertisement to be provided to recipients over a distribution
network with content provided by content publishers. The method involves generating an
aggregated approval score for the advertisement based on the received review and other
reviews for the advertisement. The method involves providing the aggregated approval score
to a content publisher and receiving, from the content publisher, an indication to accept or

reject the advertisement for presentation with content provided to recipients by the content

publisher. The indication is received after providing the aggregated approval score to the
content publisher.
[0004]

In another general aspect, a computer-implemented method involves

receiving, from online publishers, publisher reviews for an advertiser, the advertiser
providing online advertisements for display with content associated with the online
publishers. The method involves aggregating the publisher reviews for the advertiser and
generating an aggregated approval score for the advertiser based on the aggregated publisher
reviews. The method involves presenting the aggregated approval score to the online
publishers and receiving, from an online publisher, an indication to accept or reject an online
advertisement from the advertiser based on the aggregated approval score for the advertiser.
[0005]

In another general aspect, a computer-implemented method involves receiving

an advertisement targeting request from an advertisement distribution network. The targeting

request includes information associated with content requested from a content publisher. The
method involves identifying relevant advertisements to target to the requested content based
on the targeting request. The method involves applying approval decision filtering to the
identified relevant advertisements. The approval decision filtering reflects approval decisions
to accept or reject advertisements for presentation with the requested content, the approval

decisions being received from the content publisher after providing aggregated ratings of the
advertisements to the content publisher. The method involves serving the identified relevant
advertisements to the requested content based on results of the approval decision filtering.
[0006]

In another general aspect, a system comprises means for receiving a review for

an advertisement, the advertisement to be provided to recipients over a distribution network

with content provided by content publishers. The system comprises means for generating an
aggregated approval score for the advertisement based on the received review and other
reviews for the advertisement. The system comprises means for providing the aggregated
approval score to a content publisher and means for receiving, from the content publisher, an
indication to accept or reject the advertisement for presentation with content provided to
recipients by the content publisher. The indication is received after providing the aggregated
approval score to the content publisher.
[0007]

In another general aspect, a computer readable medium stores a computer

program. The computer program includes instructions that, when executed, cause at least one

processor to: receive a review for an advertisement, the advertisement to be provided to
recipients over a distribution network with content provided by content publishers; generate
an aggregated approval score for the advertisement based on the received review and other

reviews for the advertisement; provide the aggregated approval score to a content publisher;
and receive, from the content publisher, an indication to accept or reject the advertisement for

presentation with content provided to recipients by the content publisher, the indication being
received after providing the aggregated approval score to the content publisher.
[0008]

In another general aspect, a computer-implemented method involves receiving

a review for a content publisher, the content publisher publishing content to which
advertisements are targeted over a distribution network. The method involves generating an
aggregated approval score for the content publisher based on the received review and other
reviews for the content publisher. The method involves providing the aggregated approval
score to an advertiser and receiving, from the advertiser, an indication to accept or reject the

targeting of the advertisements to the publisher content. The indication is received after
providing the aggregated approval score to the advertiser.
[0009]

In another general aspect, a computer-implemented method involves receiving

an advertisement targeting request from an advertisement distribution network. The targeting

request includes information associated with content available from an online content
publisher. The method involves identifying relevant advertisements to target to the content
based on the targeting request, the identified advertisements being associated with online
advertisers. The method involves applying approval decision filtering to the identified

relevant advertisements. The approval decision filtering reflects approval decisions to accept
or reject advertisements for presentation with the content, the approval decisions being
received from the advertisers after providing aggregated ratings of the online content
publisher to the advertisers. The method involves serving the identified relevant
advertisements to the content based on results of the approval decision filtering.
[0010]

In another general aspect, a system comprises means for receiving a review for

a content publisher, the content publisher publishing content to which advertisements are
targeted over a distribution network. The system comprises means for generating an
aggregated approval score for the content publisher based on the received review and other
reviews for the content publisher. The system comprises means for providing the aggregated
approval score to an advertiser and means for receiving, from the advertiser, an indication to

accept or reject the targeting of the advertisements to the publisher content. The indication is
received after providing the aggregated approval score to the advertiser.
[001 1]

In another general aspect, a system comprises an advertisement management

system. The advertisement management system is configured to receive a review for a
content publisher, the content publisher publishing content to which advertisements are
targeted over a distribution network. The advertisement management system is configured to
generate an aggregated approval score for the content publisher based on the received review
and other reviews for the content publisher. The advertisement management system is
configured to provide the aggregated approval score to an advertiser and to receive, from the
advertiser, an indication to accept or reject the targeting of the advertisements to the publisher
content. The indication is received after providing the aggregated approval score to the
advertiser.
[0012]

In another general aspect, a computer readable medium stores a computer

program. The computer program includes instructions that, when executed, cause at least one
processor to: receive a review for a content publisher, the content publisher publishing
content to which advertisements are targeted over a distribution network; generate an
aggregated approval score for the content publisher based on the received review and other
reviews for the content publisher; provide the aggregated approval score to an advertiser; and
receive, from the advertiser, an indication to accept or reject the targeting of the
advertisements to the publisher content, the indication being received after providing the
aggregated approval score to the advertiser.
[0013]

The details of one or more implementations are set forth in the accompanying

drawings and the description below. Other features and advantages will be apparent from the
description and drawings as well as from the claims.

BRIEF DESCRIPTION OF THE DRAWINGS
[0014]

The accompanying drawings show features of implementations consistent with

this disclosure and, together with the corresponding description, help explain principles
associated with the disclosure.
[0015]

Fig. 1 is a block diagram depicting an example advertising environment.

[0016]

Fig. 2 is a diagram illustrating an example data flow within an advertising

environment.
[0017]

Fig. 3 is a flow diagram depicting an example advertisement review process.

[0018]

Figs. 4-6 are illustrations of example user interface displays.

[0019]

Fig. 7 is a flow diagram depicting an example publisher review process.

[0020]

Fig. 8 is a flow diagram depicting an example advertisement serving process.

[0021]

Fig. 9 is a block diagram of an example data processing system configuration.

[0022]

Fig. 10 is a block diagram of an example application layer configuration.

[0023]

Fig. 11 is a block diagram of an example user access device configuration.

DESCRIPTION
[0024]

The following description refers to the accompanying drawings, in which, in

the absence of a contrary representation, the same numbers in different drawings represent
similar elements.
[0025]

In some implementations, publishers (e.g., Internet content publishers

including online newspapers, television stations, radio stations, etc.) or their proxies can
review advertisements intended for display/presentation with publisher content (e.g.,
websites, broadcasts, etc.). Publishers can also review advertisers (e.g., a particular product
manufacturer) associated with advertisements. The publishers can, for example, indicate that
a particular advertisement or advertiser is offensive, objectionable, racy, damaging to the
publisher brand, suitable for general viewing, suitable for certain demographics, a competitor,
a client, of low production value, etc. In some examples, the publishers can review
advertisements/advertisers using an interface, such as graphical user interface provided by a
server application managing advertisements.
[0026]

The publisher reviews of the advertisements and/or advertisers can be

aggregated to generate an aggregated score for the advertisement or advertiser. This
aggregated score may represent the percentage of publishers indicating that a particular ad is
offensive, objectionable, racy, brand-damaging, etc. Publishers can then decide whether to
approve or disapprove advertisements/advertisers based on, for example, the aggregated
scores and particular publisher tolerances, capitalizing on the collective wisdom of
publishers. Publishers can set rules that effect automated approval decisions for
advertisements and advertisers based on the aggregated scores. The size and revenue
associated with publishers can be used to weight reviews and/or affect selections.
[0027]

By approving or disapproving advertisements or advertisers, publishers can

maintain control over the advertisements that appear with their content. Publishers can gain
transparency into the advertisements that have or could by presented with their content.
Publishers can thereby protect their brand while maximizing their revenue.
[0028]

With reference to Fig. 1, an example advertising environment 100 may include

one or more advertisers 102, one or more publishers 104, an advertisement management
system (AMS) 106, and one or more user access devices 108, which may be coupled to a
network 110. Each of the elements 102, 104, 106, 108 and 110 in Fig. 1 may be implemented

or associated with hardware components, software components, or firmware components or
any combination of such components. The elements 102, 104, 106, 108 and 110 can, for
example, be implemented or associated with general purpose servers, software processes and
engines, and/or various embedded systems. The elements 102, 104, 106 and 110 may serve,
for example, as an advertisement distribution network. While reference is made to
distributing advertisements, the environment 100 can be suitable for distributing other forms
of content including other forms of sponsored content.
[0029]

The advertisers 102 may include any entities that are associated with

advertisements ("ads"). An advertisement or an "ad" refers to any form of communication in
which one or more products, services, ideas, messages, people, organizations or other items
are identified and promoted (or otherwise communicated). Ads are not limited to commercial

promotions or other communications. An ad may be a public service announcement or any
other type of notice, such as a public notice published in printed or electronic press or a
broadcast. An ad may be referred to or include sponsored content.
[0030]

Ads may be communicated via various mediums and in various forms. In

some examples, ads may be communicated through an interactive medium, such as the
Internet, and may include graphical ads (e.g., banner ads), textual ads, image ads, audio ads,
video ads, ads combining one of more of any of such components, or any form of
electronically delivered advertisement. Ads may include embedded information, such as
embedded media, links, meta-information, and/or machine executable instructions. Ads
could also be communicated through RSS (Really Simple Syndication) feeds, radio channels,
television channels, print media, and other media.
[003 1]

The term "ad" can refer to both a single "creative" and an "ad group." A

creative refers to any entity that represents one ad impression. An ad impression refers to any
form of presentation of an ad such that it is viewable/receivable to a user. In some examples,
an ad impression may occur when an ad is displayed on a display device of a user access
device. An ad group refers, for example, to an entity that represents a group of creatives that
share a common characteristic, such as having the same ad targeting criteria. Ad groups can
be used to create an ad campaign.
[0032]

The advertisers 102 may provide (or be otherwise associated with) products

and/or services related to ads. The advertisers 102 may include or be associated with, for

example, retailers, wholesalers, warehouses, manufacturers, distributors, health care
providers, educational establishments, financial establishments, technology providers, energy
providers, utility providers, or any other product or service providers or distributors.
[0033]

The advertisers 102 may directly or indirectly generate, maintain and/or track

ads, which may be related to products or services offered by or otherwise associated with the

advertisers. The advertisers 102 may include or maintain one or more data processing
systems 112, such as servers or embedded systems, coupled to the network 110. The
advertisers 102 may include or maintain one or more processes that run on one or more data
processing systems.
[0034]

The publishers 104 may include any entities that generate, maintain, provide,

present and/or otherwise process content in the environment 100. The term "content" refers
to various types of web-based and/or otherwise presented information, such as articles,
discussion threads, reports, analyses, financial statements, music, video, graphics, search
results, web page listings, information feeds (e.g., RSS feeds), television broadcasts, radio
broadcasts, printed publications, etc.
[0035]

In some implementations, the publishers 104 may include content providers

with an Internet presence, such as online publication and news providers (e.g., online
newspapers, online magazines, television websites, etc.), online service providers (e.g.,
financial service providers, health service providers, etc,), and the like. The publishers 104
can include television broadcasters, radio broadcasters, satellite broadcasters, and other
content providers. One or more of the publishers 104 may represent a content network that is
associated with the AMS 106.
[0036]

The publishers 104 may receive requests from the user access devices 108 (or

other elements in the environment 100) and provide or present content to the requesting
devices. The publishers may provide or present content via various mediums and in various
forms, including web based and non-web based mediums and forms. The publishers 104 may
generate and/or maintain such content and/or retrieve the content from other network
resources.
[0037]

In addition to content, the publishers 104 may be configured to integrate or

combine retrieved content with ads that are related or relevant to the retrieved content for
display to users. As discussed further below, these relevant ads may be provided from the

AMS 106 and be combined with content for display to users. In some examples, the
publishers 104 may retrieve content for display on a particular user access device 108 and
then forward the content to the user access device 108 along with code that causes one or
more ads from the AMS 106 to be displayed to the user. In other examples, the publishers
104 may retrieve content, retrieve one or more relevant ads (e.g., from the AMS 106 or the

advertisers 102), and then integrate the ads and the article to form a content page for display
to the user.
[0038]

As noted above, one or more of the publishers 104 may represent a content

network. In such an implementation, the advertisers 102 may be able to present ads to users
through this content network.
[0039]

The publishers 104 may include or maintain one or more data processing

systems 114, such as servers or embedded systems, coupled to the network 110. They may
include or maintain one or more processes that run on data processing systems. In some
examples, the publishers 104 may include one or more content repositories 124 for storing
content and other information.
[0040]

The AMS 106 manages ads and provides various services to the advertisers

102, the publishers 104, and the user access devices 108. The AMS 106 may store ads in an

ad repository 126 and facilitate the distribution or targeting of ads through the environment
100 to the user access devices 108. In some configurations, the AMS 106 may include or

access functionality associated with the AdWords™ and AdSense™ systems provided by
Google, Inc. (Mountain View, California).
[0041]

The AMS 106 may include one or more data processing systems 116, such as

servers or embedded systems, coupled to the network 110. It can also include one or more
processes, such as server processes. In some examples, the AMS 106 may include an ad
serving system 120 and one or more backend processing systems 118. The ad serving system
120 may include one or more data processing systems 116 and may perform functionality

associated with delivering ads to publishers or user access devices. The backend processing
systems 118 may include one or more data processing systems 116 may perform functionality
associated with identifying relevant ads to deliver, processing various rules, performing
filtering processes, generating reports, maintaining accounts and usage information, and other
backend system processing. The AMS 106 can use the backend processing systems 118 and

the ad serving system 120 to target ads from the advertisers 102 through the publishers 104 to
the user access devices 108.
[0042]

The AMS 106 may include or access one or more crawling, indexing and

searching modules (not shown). These modules may browse accessible resources (e.g., the
World Wide Web, publisher content, data feeds, etc.) to identify, index and store information.
The modules may browse information and create copies of the browsed information for
subsequent processing. The modules may also check links, validate code, harvest
information, and/or perform other maintenance or other tasks.
[0043]

Searching modules may search information from various resources, such as

the World Wide Web, publisher content, intranets, newsgroups, databases, and/or directories.
The search modules may employ one or more known search or other processes to search data.
In some implementations, the search modules may index crawled content and/or content
received from data feeds to build one or more search indices. The search indices may be used
to facilitate rapid retrieval of information relevant to a search query.
[0044]

The AMS 106 may include one or more interface or frontend modules for

providing the various features to advertisers, publishers, and user access devices. For
example, the AMS 106 may provide one or more publisher front-end interfaces (PFEs) for
allowing publishers to interact with the AMS 106. The AMS 106 may also provide one or
more advertiser front-end interfaces (AFEs) for allowing advertisers to interact with the AMS
106. In some examples, the front-end interfaces may be configured as web applications that

provide users with network access to features available in the AMS 106.
[0045]

The AMS 106 provides various advertising management features to the

advertisers 102. In some examples, the AMS 106 may include features for advertisers similar
to those in the AdWords™ system provided by Google, Inc. The AMS 106 advertising
features may allow users to set up user accounts, set account preferences, create ads, select
keywords for ads, create campaigns or initiatives for multiple products or businesses, view
reports associated with accounts, analyze costs and return on investment, target customers in
different regions, target ads to particular publishers, track financial information, track ad
performance, estimate ad traffic, access keyword tools, add graphics and animations to ads,
etc.

[0046]

The AMS 106 may allow the advertisers 102 to create ads and input keywords

for which those ads will appear. In some examples, the AMS 106 may provide ads to user
access devices or publishers when keywords associated with those ads are included in a user
request or requested content. The AMS 106 may also allow the advertisers 102 to set bids for
ads. A bid may represent the maximum amount an advertiser is willing to pay for each ad

impression, user click-through of an ad or other interaction with an ad. A click-through can
include any action a user takes to select an ad. The advertisers 102 may also choose a
currency and monthly budget.
[0047]

The AMS 106 may also allow the advertisers 102 to view information about

ad impressions, which may be maintained by the AMS 106. The AMS 106 may be
configured to determine and maintain the number of ad impressions relative to a particular
website or keyword. The AMS 106 may also determine and maintain the number of clickthroughs for an ad as well as the ratio of click-throughs to impressions.
[0048]

The AMS 106 may also allow the advertisers 102 to select and/or create

conversion types for ads. A "conversion" may occur when a user consummates a transaction
related to a given ad. A conversion could be defined to occur when a user clicks on an ad, is
referred to the advertiser's web page, and consummates a purchase there before leaving that
web page. In another example, a conversion could be defined as the display of an ad to a user
and a corresponding purchase on the advertiser's web page within a predetermined time (e.g.,
seven days). The AMS 106 may store conversion data and other information in a conversion
data repository 136.
[0049]

The AMS 106 may allow the advertisers 102 to input description information

associated with ads. This information could be used to assist the publishers 104 in
determining ads to publish. The advertisers 102 may additionally input a cost/value
associated with selected conversion types, such as a five dollar credit to the publishers 104
for each product or service purchased.
[0050]

In some implementations, as further explained below in connection with Fig.

8, the AMS 106 may allow the advertisers 102 to approve or disapprove publishers. For

example, the AMS 106 may allow the advertisers 102 to rate publisher content (e.g.,
websites, web pages, etc.). The AMS 106 may aggregate the publisher ratings and display to
the advertisers 102 a set of scored publishers or scored publisher content. The AMS 106 may

then allow the advertisers 102 to manually approve and disapprove members of the scored set
and/or implement rules effecting automated approvals and disapprovals.
[005 1]

The AMS 106 may provide various features to the publishers 104. In some

examples, the AMS 106 may include features for publishers similar to those in the
AdSense™ system provided by Google, Inc. The AMS 106 may deliver ads (associated with
the advertisers 102) to the user access devices 108 when users access content from the
publishers 104. The AMS 106 can be configured to deliver ads that are relevant to publisher
sites, site content and publisher audiences.
[0052]

In some examples, the AMS 106 may crawl content provided by the

publishers 104 and deliver ads that are relevant to publisher sites, site content and publisher
audiences based on the crawled content. The AMS 106 may also target ads based on user
information and behavior, such as particular search queries performed on a search engine
website, a geographical location of the user, etc. The AMS 106 may store user-related
information (e.g., personal profiles of users, geographic locations of users, ad context
information) in a general data repository 146. In some examples, the AMS 106 can add
search services (e.g., a Google™ search box) to a publisher site and deliver ads targeted to
search results generated by requests from visitors of the publisher site. A combination of
these and other approaches can be used to deliver relevant ads.
[0053]

The AMS 106 may allow the publishers 104 to search and select specific

products and services as well as associated ads to be displayed with content provided by the
publishers 104. For example, the publishers 104 may search through ads in the ad repository
126 and select certain ads for display with their content.

[0054]

As further explained below in connection with Figs. 3-7, the AMS 106 may

allow the publishers 104 to review ads intended for display with publisher content as well as
advertisers associated with ads. The publishers 104 can provide reviews by, for example,
indicating that a particular ad or advertiser is offensive, damaging to the publisher brand,
suitable for general viewing, suitable for certain demographics, a competitor, a client, of low
production value, etc.
[0055]

The AMS 106 can receive publisher reviews of ads and advertisers and

aggregate these reviews to generate an aggregated score for the ad or advertiser. This
functionality may be performed by the backend processing systems 118. The AMS 106 may

present aggregated scores to the publishers 104, allowing the publishers 104 to make
approval decisions based on the aggregated scores. For example, the AMS 106 may indicate
to the publishers 104 that a certain percentage (e.g., 40%) of publishers find a particular ad to
have a low production value. The AMS 106 may then allow the publishers 104 to approve
ads/advertisers based on the aggregated scores. An approval may indicate that the publisher
is allowing ads to be served with publisher content. A disapproval may indicate that the

publisher is blocking particular ads or advertisers. The AMS 106 can allow the publishers
104 to approve/disapprove ads and advertisements manually or using decision rules that

effect automated approvals/disapprovals.
[0056]

The AMS 106 may be configured to target ads created by the advertisers 102

to the user access devices 108 directly or through the publishers 104. The AMS 106 may
target ads to a particular publisher 104 or a requesting user access device 108 when a user
requests search results or loads content from the publisher 104.
[0057]

In some configurations, the AMS 106 may target ads using a searching portion

and a content portion. The searching portion may include one or more elements for providing
various searching features to the user devices 108 and targeting ads to users based on search
terms. The content portion may include one or more elements for targeting ads to users based
on content rather than specific terms. The content portion may target ads based on content
provided by the publishers 104.
[0058]

The AMS 106 can target ads using static targeting and/or dynamic targeting.

Static targeting may involve targeting ads based on some static publisher-specific placement
criteria, such as by site or channel. In static targeting, the advertisers 102 can specify where
ads will be served. Dynamic targeting may involve using one or more matching processes

that match ads to context, geographic location, language, and other criteria.
[0059]

The AMS 106 may be configured to identify relevant ads for targeting using

various information, such as ad keywords, content keywords, geographic information, web
page identifiers and/or content indices. As an example, the AMS 106 can receive a URL of a
requested content page (e.g., from the user access device 108 or the publisher 104). The
AMS 106 may match the URL to indexed content keywords associated with the URL to
determine a user interest. The AMS 106 may then match the user interest with ads in the
repository 126 relevant to the interest. The AMS 106 may, for example, use ad keywords

from the advertisers 102 and/or other ad information to identify the ads. The AMS 106 could
compare ad keywords from the advertisers 102 or other information to content keywords
and/or content in the content page to identify relevant ads. In some examples, the ad
selections and preferences specified by the publishers 104 can be used by the AMS 106 when
it selects relevant ads.
[0060]

In some implementations, the AMS 106 may manage and process financial

transactions among and between elements in the environment 100. For example, the AMS
106 may credit accounts associated with the publishers 104 and debit accounts of the

advertisers 102. These and other transactions may be based on conversion data, impressions
information and/or click-through rates received and maintained by the AMS 106.
[0061]

The user access devices 108 may include any devices capable of receiving

information from the network 110. The user access devices 108 could include general
computing components and/or embedded systems optimized with specific components for
performing specific tasks. Examples of user access devices include personal computers (e.g.,
desktop computers), mobile computing devices, cell phones, smart phones, media
players/recorders, music players, game consoles, media centers, media players, electronic
tablets, personal digital assistants (PDAs), television systems, audio systems, radio systems,
removable storage devices, navigation systems, set top boxes, other electronic devices and
the like. The user access devices 108 can also include various other elements, such as
processes running on various machines.
[0062]

The network 110 may include any element or system that facilitates

communications among and between various network nodes, such as elements 108, 112, 114
and 116. The network 110 may include one or more telecommunications networks, such as
computer networks, telephone or other communications networks, the Internet, etc. The
network 110 may include a shared, public, or private data network encompassing a wide area
(e.g., WAN) or local area (e.g., LAN). In some implementations, the network 110 may
facilitate data exchange by way of packet switching using the Internet Protocol (IP). The
network 110 may facilitate wired and/or wireless connectivity and communication.
[0063]

For purposes of explanation only, certain aspects of this disclosure are

described with reference to the discrete elements illustrated in Fig. 1. The number, identity
and arrangement of elements in the environment 100 are not limited to what is shown. For

example, the environment 100 can include any number of geographically-dispersed
advertisers 102, publishers 104 and/or user access devices 108, which may be discrete,
integrated modules or distributed systems. Similarly, the environment 100 is not limited to a
single AMS 106 and may include any number of integrated or distributed AMS systems or
elements.
[0064]

Furthermore, additional and/or different elements not shown may be contained

in or coupled to the elements shown in Fig. 1, and/or certain illustrated elements may be
absent. In some examples, the functions provided by the illustrated elements could be
performed by less than the illustrated number of components or even by a single element.
The illustrated elements could be implemented as individual processes run on separate
machines or a single process running on a single machine.
[0065]

Fig. 2 illustrates an example data flow 200 within the environment 100. The

data flow 200 is an example only and not intended to be restrictive. Other data flows may
therefore occur in the environment 100 and, even with the data flow 200, the illustrated
events and their particular order in time may vary.
[0066]

In the data flow 200, the AMS 106 stores ads from the advertisers 102 and

receives ad decisions 202 from a particular publisher 104. The ad decisions 202 can include
decisions to approve and/or disapprove certain ads and/or advertisers. These ad decisions can
be based on aggregated ratings or scores, associated with ads/advertisers that are provided to
the publisher 104 by the AMS 106. Such aggregated scores can represent ratings of
ads/advertisers received from multiple publishers 104.
[0067]

During the data flow 200, the publisher 104 may receive a content request 204

from a particular user access device 108. The content request 204 may, for example, include
a request for a web document on a given topic (e.g., automobiles). In response to the request
204, the publisher 104 may retrieve relevant content (e.g., an automobile article) from the
content repository 124 or some other source.
[0068]

The publisher 104 may respond to the content request 204 by sending a

content page 206 or other presentation to the requesting user device 108. The content page
206 may include the requested content 208 (e.g., the automobile article) as well as a code
"snippet" 205 associated with an ad. A code "snippet" refers, for example, to a method used
by one device (e.g., a server) to ask another device (e.g., a browser running on a client

device) to perform actions after or while downloading information. In some examples, a
code "snippet" may be implemented in JavaScript® code or may be part of HTML
(Hypertext Markup Language) or other web page markup language or content.
[0069]

The AMS 106 may provide the code snippet 205 to the publisher 104 and/or

the user access device 108. The code snippet can originate and/or be provided from other
sources. As the requesting user device 108 loads the content page 206, the code snippet 205
causes the user device 108 to contact the AMS 106 and receive additional code (e.g., Java
Script® or the like), which causes the content page 206 to load with an ad portion 210.
[0070]

The ad portion 210 may include any element that allows information to be

embedded within the content page 206. In some examples, the ad portion 210 may be
implemented as an HTML element, such an I-Frame (inline frame) or other type of frame.
The ad portion 210 may be hosted by the AMS 106 or the publisher 104 and may allow
content (e.g., ads) from the AMS 106 or the publisher 104 to be embedded inside the content
page 206. Parameters associated with the ad portion 210 (e.g., its size and shape) can be
specified in the content page 206 (e.g., in HTML), so that the user access device 108 can
present the content page 206 while the ad portion 210 is being loaded. Other
implementations of ad portion 210 may also be used.
[0071]

The ad portion 210 may send the AMS 106 formatting and content

information 212. This information 212 may include information describing the manner (e.g.,
how, when, and/or where) in which ads can be rendered by the user access devices 108. The
information 212 may also include ad attributes and parameters, such as size, shape, color,
font, presentation style (e.g., audio, video, graphical, textual, etc.), etc. The information 212
may also specify a quantity of ads desired.
[0072]

The formatting and content information 212 can include information

associated with the content 209 displayed in content page 206. Such information may
include a URL associated with the requested content page 206. The information 212 can
include the requested content itself, a category corresponding to the requested content or the
content request, part or all of the content request 204, content age, content type (e.g., text,
graphics, video, audio, mixed media, etc.), geo-location information, and the like.
[0073]

In response to the information 212, the AMS 106 may provide the user access

device 108 with ad information 214. The ad information 214 may include one or more ads

225 for placement in the ad portion 210 of the content page 206. The ad information 214

may also include a signed or encoded specification of an ad.
[0074]

The ad information 214 may include ads that are relevant to user interest. The

AMS 106 may retrieve and provide relevant ads based on the information 212 received from
the user access device 108. The AMS 106 may retrieve the ad information 216 from the ad
repository 126 using the backend processing systems 118. The AMS 106 may retrieve
relevant ads using information from a crawling module, various keywords, various statistical
associations between ads and content, and/or preference information associated with the
publishers.
[0075]

The AMS 106 may decide whether to serve certain ads with publisher content

based on the ad decision 202 received from the publisher 104. For example, the AMS 106
may identify a relevant ad from the ad repository 136 based on keywords but may decide that
the ad should not be served with the publisher content (e.g., the requested automobile
document) because the publisher 104 has indicated in the ad decisions 202 a disapproval of
the identified ad. In some examples, these ad serving decisions may be based on rules
maintained by the backend processing systems 118.
[0076]

The ad portion 210 may populate with ads included in the ad information 214,

such as ads 225. The ad portion 210 and the displayed ads 225 may occupy a portion of the
content page 206, which may be distinct from other content (e.g., the content 208) in the
content page 206.
[0077]

When a user clicks on the displayed ad 225, an embedded code snippet may

direct the user access device 108 to contact the AMS 106. During this event, the user access
device 108 may receive an information parcel, such as a signed browser cookie, from the
AMS 106. This information parcel can include information, such as an identifier of the
selected ad 225, an identifier of the publisher 104, and the date/time the ad 225 was selected
by the user. The information parcel may facilitate processing of conversion activities or other
user transactions.
[0078]

The user access device 108 may then be redirected to the advertiser 102

associated with the selected ad 225. The user access device 108 may send a request 216 to
the associated advertiser 102 and then load a landing page 218 from the advertiser 102. The
user may then perform a conversion action at the landing page 218, such as purchasing a

product or service, registering, joining a mailing list, etc. A code snippet 220, which may be
provided by the AMS 106, may be included within a conversion confirmation page script,
such as a script within a web page presented after the purchase. The user access device 108
may execute the code snippet 220, which may then contact the AMS 106 and report
conversion data 222 to the AMS 106. The conversion data 222 may include conversion types
and numbers as well as information from cookies. The conversion data 222 may be
maintained in the conversion data repository 136.
[0079]

Fig. 2 is an example only and not intended to be restrictive. Other data flows

may therefore occur in the environment 100 and, even with the data flow 200, the illustrated
events and their particular order in time may vary. Further, the illustrated events may overlap
and/or may exist in fewer steps. Moreover, certain events may not be present and additional
and/or different events may be included.
[0080]

In alternative data flows, the AMS 106 can allow advertisers to approve

publishers in a manner similar to the manner in which publishers approve advertisers. In
such data flows, the AMS 106 can receive publisher decisions from one or more advertisers
102. The publisher decisions can include approvals and disapprovals of certain publishers.

These approval/disapproval decisions can be based on aggregated scores, associated with
publishers that are provided to advertisers. The aggregated scores can represent ratings of
publishers received from multiple advertisers 102. When providing relevant ads to the user
access devices 108, the AMS 106 may take into account these publisher
approvals/disapprovals. For example, the AMS 106 may decide to not provide an otherwise
relevant ad to a given publisher based on the advertiser's disapproval of that publisher. Not
providing can include not bidding in an auction for publisher ad space.
[0081]

In alternative data flows, the publisher 104 can send an ad request to the AMS

106 prior to sending a content page to the user access device 108. The AMS 106 may

respond by sending relevant ads to the publisher 104. The publisher 104 may combine the
received ads with requested content in the content page and then send the content page,
including the ad portion, to the user access device 108 for display to a user.
[0082]

In alternative data flows, the AMS 106 may target ads to the user access

devices 108 based on search terms provided by the user access devices 108. In these
dataflows, the AMS 106 may provide searching services and receive search terms directly

from the user access devices. The AMS 106 can also receive search terms from a dedicated
searching system that receives user search requests. The AMS 106 may target ads to the user
access devices based on the received search terms and ad keywords provided by the
advertisers. Other modifications to the data flow 200 are also possible.
[0083]

Fig. 3 is a flow diagram illustrating an example ad review process 300. In

some implementations, the process 300 may be performed by one or more elements in the
AMS 106. The process 300 can be performed by other systems in conjunction with or
instead of the AMS 106. The process 300 may receive ad reviews (310), aggregate received
ad reviews (320), present aggregated ad reviews (330) and receive approval decisions based
on aggregated ad reviews (340).
[0084]

The process 300 may receive ad reviews (310). This can involve receiving

one or more ad reviews from one or more of the publishers 104. Receiving an "ad review"
can include, for example, receiving any type of view or judgment regarding an ad or an
advertiser. Ad reviews can include, for example, indications that a particular ad or advertiser
is offensive, objectionable, racy, damaging to the publisher brand, suitable for general

viewing, suitable for certain viewers or demographics, a competitor or related to a
competitor, a client or related to a client, producing low value, not relevant to a publisher
audience (e.g., ad content not relevant or advertiser not relevant), etc. Ad reviews can also
include, for example, indications that the look and feel of ads or advertisers are not consistent
with the publisher site. Various other indications are possible.
[0085]

Receiving ad reviews may involve receiving approvals and disapprovals

associated with ads and advertisers. An approval may indicate that the publisher is allowing
ads to be served with publisher content. A disapproval may indicate that the publisher is

blocking particular ads or advertisers. Receiving ad reviews may involve receiving particular
bases for such approvals and disapprovals (e.g., offensive, brand-damaging, low production
value, etc.). Receiving ad reviews can also involve receiving indications that publishers
would like to "hold" an ad/advertiser for subsequent review.
[0086]

As discussed above, ads can include both individual creatives and ad groups.

Receiving ad reviews (310) can involve receiving reviews at the individual creative level
and/or at the ad group level. For example, the receiving can involve receiving a disapproval
for a specific ad or a disapproval for an entire ad group.

[0087]

In some implementations, receiving ad reviews (310) may involve selecting

and presenting to the publishers 104 ad review sets. An ad review set can include a set of ads
that are reviewable by a specific publisher 104. The selection of ad review sets can be
performed by one or more components in the AMS 106. Users may also generate ad review
sets, independently or in conjunction with the AMS 106.
[0088]

The ad review set can be selected using a variety of selection criteria. In some

examples, an ad review set for a given publisher can include all unexpired ads stored in the
AMS 106 regardless of relevancy to the content provided by the publisher. An ad review set
can alternatively include a set of sample ads that have been or can be displayed with the
publisher's content. This sample set can be identified using the backend processing systems
118 in the AMS 106. As another example, an ad review set can include all unexpired ads
maintained by the AMS 106 that have potential for being served to the publisher in the near
future (e.g., 30 days). An ad review set can also include all unexpired ads maintained by the
AMS 106 that can be previewed by the publisher.
[0089]

As another example, the ad review set can include all unexpired ads

maintained by the AMS 106 that have been served to the publisher in a certain time window
in the past (e.g., the previous day, the last two days, the last thirty days, etc.). The particular
time window may be selected or specified by the particular publisher. This ad review set
may include ads selected regardless of the particular targeting model used for the ads. For
example, assuming a thirty-day window, all ads served in that thirty-day window can be
selected for the set regardless of the targeting basis on which those ads were served. The ad
review set could alternatively include all ads that have been statically targeted to some
portion of the publisher content or site, including ads that have not yet been served.
[0090]

Each of multiple publishers can be presented with a different ad review set,

and different ad review set selection criteria can be used for each publisher. In some
examples, the AMS 106 can specify the selection criteria independently or in conjunction
with input from the publisher 106. The selection criteria can change over time.
[009 1]

Receiving ad reviews (3 10) may involve presenting an interface through

which the publishers 104 can view ad review sets and input ad reviews. Presenting an
"interface" may involve generating and presenting any type of physical or virtual mechanism
by which a user (or system) can input information (e.g., the ad reviews) to the AMS 106 or

other system and/or by which a user (or system) can perceive information generated by such
systems. In some examples, presenting an interface can involve generating and presenting a
graphical user interface (GUI), for example, using one or more of the front-end interfaces
(e.g., the PFEs) in the AMS 106. Other types of interfaces could also be used.
[0092]

Presenting an interface may involve presenting in the interface various control

elements for inputting ad reviews. A control element may include any physical or virtual
element or widget that allows a user (or system) to select or indicate an ad review. Presenting
control elements may include generating and presenting various selection buttons, check
boxes, radio buttons, toggle buttons, list boxes, pull- or drop- down lists/menus, spinners,
combo boxes, check lists, select boxes, dialogue boxes, pop-ups, windows, etc. In some
examples, control elements could include text fields in which users can input descriptions
(e.g., descriptions of ad reviews) for analysis and processing by the AMS 106.
[0093]

Fig. 4 shows an example display 400 that can be generated by an interface for

viewing ad review sets and inputting ad reviews. As illustrated in Fig. 4, the interface display
400 may include various selectable control elements for effecting ad reviews. The display
400 may present a control element 410 for allowing a user to approve a particular advertiser
102. The display 400 may also present a control element 420 for allowing a user to

disapprove the advertiser. Each option of the control element 420 may indicate a different
basis for disapproving the advertiser. For example, one of the options in the element 420
may allow the publisher to indicate disapproval on the basis that the advertiser is a direct
competitor. Selecting another option in the element 420 may indicate disapproval on the
basis that the advertiser is direct client. As another example, the selection of a particular
option in the element 420 may indicate that the publisher 104 is disapproving of the
advertiser because the advertiser damages the publisher brand.
[0094]

In addition to advertiser options, the display 400 may present selectable

control elements related to approving and disapproving ads. For example, the display may
include a control element 430 for allowing a user to approve a particular ad. The display 400
may also present a control element 440 for allowing a user to disapprove of the ad. As with
the element 420, the element 440 may include different options indicating different bases for
disapproval. For example, one option of the element 440 may allow the publisher to indicate
disapproval on the basis that the ad is producing low value. Selecting another option in the
element 440 may indicate disapproval on the basis that the ad is offensive.

[0095]

In some implementations, when a publisher selects (e.g., clicks) any of the

advertiser-level options in the element 410 and 420, that decision can be applied, for
example, to all currently unchecked and future ads from that advertiser. When a publisher
selects any of the ad-level options in the elements 430 and 440, that decision can be
processed, for example, as an approval or disapproval of the particular ad.
[0096]

Referring back to Fig. 3, the process 300 may aggregate received ad reviews

(320). This may involve using the backend processing systems 118 in the AMS 106 to

aggregate or compile ad reviews. Aggregating received ad reviews may involve aggregating
or compiling ad reviews using different types of disapprovals. For example, "Direct
Competitor" disapprovals, "Direct Client" disapprovals, and "Damages Brand" disapprovals
can be aggregated, either separately or in a combined fashion. In some examples, the
aggregating may involve aggregating only those ad reviews manually entered by publishers.
[0097]

Aggregating ad reviews (320) may involve determining percentages or other

quantitative indicators or scores associated with ad reviews. In some examples, the
aggregating may involve determining a percentage of publishers (relative to the number of
publishers participating in the process) that have indicated a particular basis for disapproving
an ad/advertiser. As an example, the aggregating may involve determining a percentage of

publishers that have indicated that a particular ad/advertiser is offensive/racy or branddamaging.
[0098]

Ads can include both individual creatives and ad groups. In some

implementations, aggregating ad reviews (320) can involve determining percentages or other
quantitative indicators at the individual creative level and/or at the ad group level. For
example, the aggregating can involve determining a percentage for a specific ad or for an
entire ad group.
[0099]

In some examples, aggregating ad reviews (320) may involve weighting

received ad reviews. The weighting can be based on various criteria, such as publisher
revenue, publisher size, publisher location, publisher tier, publisher traffic, etc. In some
implementations, in the aggregating, ad reviews received from larger publishers can be
weighted more heavily than ad reviews from smaller publishers. This may reflect an
assumption that bigger publishers may have more sophisticated judgment about ad
production value, brand impact and the like.

[00100]

As an example, consider a set of two publishers: Publ with revenue of $90k

per year and Pub2 with revenue of $ 10k per year. Publ may approve a particular ad, while
Pub2 may indicate that the ad is offensive/racy. In this example, given the discrepancy in
revenue, the aggregation of the ad reviews can be weighted such that the ad is given a 10%
offensive/racy score. In this fashion, the aggregation score takes into account the differences
in publisher revenue and the assumed difference in sophistication.
[00101]

In some examples, determining a percentage for a given advertiser may

include calculating the weighted sum of manual disapprovals for the advertiser divided by the
weighted sum of all manual disapprovals and approvals. The weights can be based on, for
example, publisher revenue, publisher size, publisher location, publisher tier, publisher
traffic, etc. Decisions on individual ads may not affect the advertiser-level percentage.
Similarly, the ad-level percentage calculation may exclude advertisers-level approvals and
disapprovals. Rule-based approvals may not be included in the percentage calculations, since
they can unnecessarily amplify the initial signal.
[00102]

Once aggregated information about disapproval rates exists for an advertiser

or ad, the process 300 may present the aggregated ad reviews (330). Aggregated ad reviews
can be presented at the individual creative level and/or at the ad group level. Presenting
aggregated ad reviews (330) may involve presenting an interface through which the
publishers 104 can view the aggregated information. This may involve, for example,
generating and presenting a GUI, for example, using one or more PFEs in the AMS 106.
Other types of interfaces could also be used. Presenting an interface may involve presenting
in the interface various control and display elements for displaying aggregated ad reviews.
[00103]

As discussed above, aggregating ad reviews may involve weighting received

ad reviews. In a similar fashion, presenting aggregated ad reviews (330) may involve
weighting. In some examples, the presenting may involve deciding whether or not to display
or otherwise publish an ad/advertiser percentage or other indicator based on a revenue
threshold. As an example, an ad/advertiser percentage may be published once it has been
manually decided on by some threshold dollar amount or publisher revenue, such as $100k or
more.
[00104]

Fig. 5 shows an example display 500 that can be generated by an interface for

viewing aggregated ad reviews. As illustrated in Fig. 5, the interface display 500 may

include one or more aggregation indicators 510. The aggregation indicators 510 can include
any type of control or display element for presenting aggregated ad reviews. In Fig. 5, the
aggregation indicators 510 include percentage indicators 512, 514 and 516. The percentage
indicators represent the percentage of publishers (relative to the number of publishers in the
system) associated with a certain ad review. The percentage 512 may represent, for example,

the percentage of publishers that have indicated that an ad is associated with a branddamaging advertiser. The percentage 514 may represent, for example, the percentage of
publishers indicating that an ad is offensive. The percentage 516 may represent, for example,
the percentage of publishers indicating that an ad has a low production value. Various other
percentages can also be used.
[00105]

In some examples, presenting aggregated ad reviews (330) may involve

displaying the aggregated ad reviews in conjunction with previous approval and disapproval
decisions. For example, as illustrated in Fig. 5, the percentages 512, 514 and 516 can be

displayed in an interface that displays one or more ads 520 previously approved by the
publishers (e.g., approved during stage 310). The percentages can also be displayed along
with disapproved ads, approved advertisers and/or disapproved advertisers.
[00106]

As illustrated in Fig. 5, the aggregated ad reviews can also be displayed along

with approval types 530 and approval dates 540. The approval types 530 can indicate the
manners in which ads were approved/disapproved. For example, approval types can indicate
that an ad was approved/disapproved manually (e.g., "Manually Approved"),
approved/disapproved using automated rules (e.g., "Rule-based Approved Ad"), or
approved/disapproved by a default approval setting (e.g., Ad Approved by Default"). The
approval dates 540 can indicate when ads were approved.
[00107]

While Fig. 5 shows the aggregation indicators 510 (e.g., percentages) for a

single ad, this is merely an example. Presenting the aggregated ad reviews (330) may involve

presenting percentages or other aggregation indicators at the individual creative level and/or
at the ad group level.
[00108]

In some examples, presenting the aggregated ad reviews (330) may involve

allowing publishers to search or sort aggregated ad reviews. It may also involve allowing
publishers to search or sort ads and advertisers (e.g., previously approved/disapproved
ads/advertisers). The process 300 may allow publishers to search or sort based on time

windows, revenue opportunity, text in ads, words in image ads, advertiser names, etc. In
some examples, providing searching and sorting may involve functionality associated with
the AdSearch system provided by Google, Inc.
[00109]

Fig. 5 is merely an example, and aggregated information can be presented in

various other interfaces. In alternative examples, the percentages 510, 520 and 530 can be
displayed in an interface dedicated to aggregated information. The percentages can also be
displayed along with information different that what is illustrated in Fig. 5 . For example, the
percentages can be part of generated statistic reports, account preferences, and other
displayed information.
[001 10]

After presenting aggregated ad reviews, the process 300 may receive approval

decisions based on aggregated ad reviews (340). An approval decision may indicate that the
publisher is allowing ads to be served with publisher content. A disapproval decision may
indicate that the publisher is blocking particular ads or advertisers. A publisher may, for
example, view the percentages 5 12, 5 14 and 516 and then input a decision to allow or block
ads/advertisers. Receiving approval decisions (340) can include receiving approval decisions
at the individual creative level and/or at the ad group level.
[001 11]

Receiving approval decisions can involve presenting an interface through

which the publishers 104 can input the decisions. This may involve generating and
presenting a GUI using one or more PFEs in the AMS 106. Other types of interfaces could
also be used. Presenting an interface may involve presenting in the interface various control
and display elements for allowing publisher to input information.
[001 12]

In some examples, receiving approval decisions based on aggregated ad

reviews (340) can involve allowing publishers to manually input approval decisions. In
addition, or as an alternative, receiving approval decisions can involve allowing publishers to
implement decision rules that effect automated rule-based approvals/disapprovals. These
rules may effect automatic approval decisions based on thresholds and tolerances associated
with publishers. For example, a given publisher can set a rule that causes all ads having a
certain brand-damaging percentage (e.g., 10%) to be automatically disapproved. The
backend systems 118 of the AMS 106 may be used to implement automated decision rules
and carry out automated decisions based on the decision rules.

[001 13]

Implementing automated decision rules can involve presenting an interface

through which the publishers 104 can input the rules and rule parameters. Fig. 6 shows an
example display 600 that can be generated by an interface (e.g., associated with one or more
PFEs) for allowing publishers to specify decision rules.
[001 14]

In Fig. 6, the display 600 includes a decision rule 610 for rule-based

disapprovals and a decision rule 620 for rule-based approvals. The rule 610 may effect
automated rule-based disapprovals based on one or more rule elements, such as elements 612,
614 and 616. Rule element 612 may relate to a percentage of publishers indicating that

advertisers are "brand-damaging." The element 614 may relate to an "offensive/racy"
percentage. The element 616 may relate, for example, to a "low production value"
percentage. As illustrated, the publishers can input various tolerances associated with the
rule elements 612, 614 and 616. These tolerances may include percentage numbers that, if
exceeded, will trigger an automated disapproval. The decision rule 610 may cause a
disapproval if any or all of the rule elements 612, 614 and 616 is satisfied.
[001 15]

Using rule 610, a publisher can effect an automated disapproval if any

advertisers have a "brand-damaging" percentage, an "offensive/racy" percentage or a "low
production value" exceeding the publisher tolerance. Fig. 6 depicts the tolerances as being
100% for each of the elements 612, 614 and 616. These may represent default tolerances

initialized by the system. These default tolerances may never trigger and may allow
publishers to wait or free-ride until other publishers review ads/advertisers.
[001 16]

The decision rule 620 for rule -based approvals may effect automated rule-

based approvals based on one or more rule elements, such as elements 622, 624 and 626.
Rule element 622 may relate to a percentage of publishers indicating that advertisers are
"brand-damaging." The element 624 may relate to an "offensive/racy" percentage. The
element 626 may relate, for example, to a "low production value" percentage. The publishers
can input various tolerances associated with the rule elements 622, 624, 626. If exceeded,
these tolerances can trigger an automated approval. The decision rule 620 may cause an
approval if any or all of the rule elements 622, 624 and 626 is satisfied.
[001 17]

Using rule 620, a publisher can effect an automated approval of any

advertisers having a "brand-damaging" percentage, an "offensive/racy" percentage or a "low
production value" below the publisher tolerance. Fig. 6 depicts the tolerances as being 0%

for each of the elements 622, 624 and 626. These may represent default tolerances initialized
by the system. These 0% tolerances may never trigger and may allow publishers to wait for
other publishers to provide reviews. If there are conflicting approvals and disapprovals, the
process 300 may be biased to apply disapprovals before approvals.
[001 18]

In some implementations, the process 300 can provide to the publishers 104

insight into the distribution of ads across the various rule categories (e.g., offensive/racy,
brand-damaging, low production value, etc.). This may allow the publishers 104 to gain an
understanding of what percentage of total ads or advertisers are eliminated for a given rule
threshold. The process 300 may present this distribution of ads across the rule categories
during the presentation of rules (e.g., interface display 600) or at some other time.
[001 19]

In some implementations, the process 300 can display in an interface (e.g., the

interface displays 400, 500 and/or 600) how much revenue a particular ad is expected to earn
a publisher. This can allow the publishers 104 to make informed economic decisions about
whether to approve or disapprove an ad. This expected revenue can be displayed to
publishers when the publishers are manually entering ad reviews and approval decisions
and/or when publishers are specifying approval rules for effecting automated approval
decisions.
[00120]

In some examples, the process 300 (e.g., using the backend systems 118) can

calculate and provide to the publishers 104 an expected revenue loss resulting from a
particular ad/advertiser disapproval. Additionally or alternatively, the process 300 (e.g.,
using the backend systems 118) can calculate and provide to the publishers 104 various cost
indicators, such as an ECPM (effective cost per thousand impressions) indicator. The ECPM
can be calculated, for example, by dividing the total earnings for an ad by the total number of
ad impressions in thousands. As an example, a given ad could receive 700 impressions and
$3.50 in total earnings. Calculating the ECPM for this ad reveals that the estimated earnings
for every 1000 impressions is $5.00 ((3.50/700)

1000). The publishers 104 can use this

ECPM figure to deduce or estimate the potential impact of disapproving an ad.
[00121]

In addition, or as an alternative, to expected revenue information, the process

300 can calculate and provide historical revenue information, historical EPCM information,

and/or other measures.

[00122]

The process 300 in Fig. 3 relates to the reviewing of ads and the advertisers

102 by the publishers 104. In some implementations, the advertisers 102 can submit reviews

of the publishers 104 and decide to approve or disapprove the publishers. Fig. 7 is a flow
diagram illustrating an example publisher review process 700.
[00123]

The process 700 may be performed by one or more elements in the AMS 106.

The process 700 can be performed by other systems in conjunction with or instead of the
AMS 106. The process 700 may receive publisher reviews (710), aggregate received
publisher reviews (720), present aggregated publisher reviews (730) and receive approval
decisions based on aggregated publisher reviews (740).
[00124]

The process 700 may receive publisher reviews (710). This can involve

receiving one or more publisher reviews from one or more of the advertisers 102. Receiving
a "publisher review" can include, for example, receiving any type of view or judgment
regarding a publisher. Publisher reviews can include, for example, indications that a
particular publisher site is particularly effective for ad targeting or receiving a certain amount
of traffic. Publisher reviews can also include ratings of publisher content (e.g., websites, web
pages, etc.). For example, publisher reviews can include indications that publisher content is
offensive. Various other indications are possible.
[00125]

Receiving publisher reviews may involve receiving approvals and

disapprovals associated with publishers. Receiving publisher reviews may also involve
receiving particular bases for such approvals and disapprovals (e.g., offensive content).
Receiving publisher reviews can also involve receiving an indication that the advertiser
would like to "hold" a publisher for subsequent review.
[00126]

In some implementations, receiving publisher reviews (710) may involve

selecting and presenting to the advertisers 104 publisher review sets. A publisher review set
can include a set of publishers that are reviewable by a specific advertiser 102. The selection
of publisher review sets can be performed by one or more components in the AMS 106.
Users may also generate publisher review sets, independently or in conjunction with the AMS
106.

[00127]

The publisher review set can be selected using a variety of selection criteria.

Each of multiple advertisers can be presented with a different publisher review set, and
different publisher review set selection criteria can be used for each advertiser. In some

examples, the AMS 106 can specify the selection criteria independently or in conjunction
with input from the advertiser 102. The publisher review set selection criteria can change
over time.
[00128]

Receiving publisher reviews (710) may involve presenting an interface

through which the advertisers 102 can view publisher review sets and input publisher
reviews. In some examples, presenting an interface can involve generating and presenting a
GUI, for example, using one or more of the advertiser front-end interfaces (AFEs) in the

AMS 106. Other types of interfaces could also be used.
[00129]

The process 700 may aggregate received publisher reviews (720). This may

involve using the backend processing systems 118 in the AMS 106 to aggregate or compile
publisher reviews. Aggregating received publisher reviews may involve aggregating or
compiling publisher reviews using different types of approvals/disapprovals. As with ad
reviews, in some implementations, aggregating publisher reviews may involve aggregating
only those publisher reviews manually entered by advertisers. Rule-based approvals may not
be included in the calculations in some examples, since they can unnecessarily amplify the
initial signal.
[00130]

As with ad reviews, aggregating publisher reviews (720) may involve

determining percentages or other quantitative indicators or scores associated with publisher
reviews. The aggregating may involve, for example, determining a percentage of advertisers
(relative to the number of advertisers participating in the process) that have indicated a
particular basis for approving/disapproving a publisher. As an example, the aggregating may
involve determining a percentage of advertisers that have indicated that particular publisher
content (e.g., a website) is offensive or brand-damaging.
[00 131]

As with ad reviews, aggregating publisher reviews (720) may involve

weighting received publisher reviews. The weighting can be based on various criteria, such
as advertiser revenue, advertiser size, advertiser location, advertiser tier, advertiser traffic,
etc. As an example, in the aggregating, publisher reviews received from larger advertisers

can be weighted more heavily than publisher reviews from smaller advertisers.
[00132]

Once aggregated information about disapproval rates exists for a publisher, the

process 700 may present the aggregated information (730). Presenting aggregated publisher
reviews (730) can involve presenting an interface through which the advertisers 102 can view

the aggregated information. This may involve generating and presenting a graphical user
interface (GUI), for example, using one or more of the AFEs in the AMS 106.
[00133]

Presenting aggregated publisher reviews (730) may involve weighting. The

presenting may involve, for example, deciding whether or not to display or otherwise publish
a publisher percentage or other indicator based on a threshold (e.g., a revenue threshold).
[00134]

In some examples, presenting aggregated publisher reviews (730) may involve

allowing advertisers to search or sort aggregated publisher reviews. It may also involve
allowing advertisers to search or sort publishers (e.g., previously approved/disapproved
publishers). The process 300 may allow publishers to search or sort based on various criteria,
such as time, location, etc.
[00135]

After presenting aggregated publisher reviews, the process 700 may receive

approval decisions based on aggregated publisher reviews (740). This may involve receiving
indications from the advertisers that ads should be served to approved publishers and should
not be served (e.g., blocked) to disapproved publishers. Receiving approval decisions can
involve presenting an interface through which the advertisers 102 can input the decisions.
[00136]

Receiving approval decisions based on aggregated publisher reviews (740) can

involve allowing advertisers to input manual approvals/disapproval. Additionally or
alternatively, receiving approval decisions based on publisher reviews can involve allowing
advertisers to implement decision rules that effect rule-based approvals/disapprovals of
publishers. These rules may effect automatic approval decisions based on thresholds and
tolerances associated with advertisers. For example, a given advertiser can set a rule that
causes all publishers having a certain "offensive content" percentage (e.g., 10%) to be
automatically disapproved. The backend systems 118 of the AMS 106 may be used to
implement automated decision rules and carry out automated decisions based on the rules.
Implementing automated decision rules can involve presenting an interface through which the
advertisers 102 can input rules and rule parameters.
[00137]

In some implementations, the process 700 can provide to the advertisers 102

insight into the distribution of publishers across the various rule categories. The process 700
can also calculate and present to the advertisers 102 expected revenue earnings and loss
figures associated with publishers being reviewed. For example, the process can present how
much revenue a particular publisher is expected to earn an advertiser. This can allow the

advertisers 102 to make informed economic decisions about whether to approve or
disapprove publishers.
[00138]

Turning now to Fig. 8, a flow diagram depicting an example advertisement

serving process 800 will be discussed. The process 800 may be performed by one or more
elements in the AMS 106, such as the ad serving system 120. The process 800 can be
performed by other systems in conjunction with or instead of the AMS 106. The process 800
may receive an ad targeting request (810), identify relevant ads (820), apply approval
decision filtering (830) and serve identified ads based on the filtering (840).
[00139]

The ad serving process 800 may serve ads to publishers and user access

devices based on approval decisions for ads and advertisers. The process 800 may
additionally or alternatively serve ads based on approval decisions for publishers. That is,
approvals and disapprovals of advertisers/ads made by publishers, as well as approvals and
disapprovals of publishers made by advertisers, may provide bases for serving ads in the
process 800.
[00140]

The process 800 may begin by receiving an ad targeting request (810). This

can involve, for example, the ad serving system 120 in the AMS 106 receiving information
from a system or user causing the AMS 106 to target ads to that or another system/user. In
some examples, the ad targeting request may include information associated with a request
for publisher content. The ad targeting request may cause the AMS 106 to target ads to the
requested publisher content, for example, by targeting ads to a publisher 104 or a user access
device 108. As an example, receiving an ad targeting request can involve a publisher 104
receiving a content request (e.g., a search request, a request to access a webpage, etc.) from a
user access device 108 and the publisher 104 providing information associated with the
content request (e.g., search terms, a requested URL, the content request itself, user location,
formatting information, ad parameters, etc.) to the ad serving system 120 in the AMS 106. In
some examples, the ad targeting request may include information similar to the formatting
and content information 212 discussed above in connection with Fig. 2 .
[00141]

The process 800 may identify relevant ads (820) based on the ad targeting

request. This may involve searching the ad repository 136 for ads. The searching may
involve searching for ads that are relevant to publisher content requested by a user. Relevant
ads may be determined based on specific advertiser settings and instructions, and/or they may

be determined using one or more matching processes that match ads to context, geographic
location, language, and other criteria. In some implementations, the backend systems 118 in

the AMS 106 may identify relevant ads.
[00142]

Once relevant ads are identified, the process 800 may apply approval decision

filtering (830). This can involve determining whether or not to serve or deliver the identified
ads based on approval decisions and rules. Applying approval decision filtering (830) can

involve filtering identified ads and blocking the serving of ads based on decisions and rules
from publishers and/or advertisers. The approval decision filtering may be based on manual
and rule-based ad/advertiser approval decisions by publishers to which the identified ads may
be targeted. Additionally or alternatively, the approval decision filtering may be based on
manual and rule-based publisher approval decisions by advertisers associated with the
identified ads or other ads.
[00143]

In some examples, applying approval decision filtering (830) may involve

whitelist-based filtering and/or blacklist-based filtering. This can involve maintaining one or
more lists of approved advertisers and/or ads (creatives or ad groups) as well as one or more
lists of disapproved advertisers/ads. In some implementations, the process 800 can involve

maintaining one or more lists of approved publishers and one or more lists of disapproved
publishers. The process 800 may maintain different lists of approved/disapproved advertisers
for different publishers. The process 800 may maintain different lists of
approved/disapproved publishers for different advertisers and/or ads. The various lists may
represent manual approvals/disapprovals and/or automated, rule-based
approvals/disapprovals.
[00144]

In some implementations, when applying the approval decision filtering, the

process 800 may determine whether the targeted publisher participates in ad reviewing. If the
publisher does not participate, then the process 800 may perform whitelist-based filtering on
the identified ads. The process 800 can decide to serve none of the identified ads if there are
no whitelist matches. If the targeted publisher participates in ad reviewing, then the process
800 may execute one or more filtering rules, in order to apply approval decision filtering

(830). The filtering rules may include blocklist rules, ad blacklist rules, advertiser blacklist

rules and score-based filtering rules.

[00145]

The blocklist rules can include rules that block ads based on URLs, phrases,

and other blocking criteria set by the targeted publisher or at the global system level. The
process 800 can decline to serve any of the identified ads blocked by the blocklist rules.
[00146]

The ad blacklist rules can include rules that block ads based on blacklists of

disapproved ads. These ad blacklists may include lists of ads that have been manually
disapproved by the targeted publisher. The blacklists may be generated and maintained, for
example, by the backend processing systems 118. If any of the identified ads match the ad
blacklist rules, then those ads may be declined for serving.
[00147]

The advertiser blacklist rules can include rules that block ads based on

blacklists of disapproved advertisers. These advertiser blacklists may include lists of
advertisers that have been manually disapproved by the targeted publisher. The blacklists
may be generated and maintained, for example, by the backend processing systems 118. If
any of the identified ads are associated with advertisers matching the advertiser blacklist
rules, then those ads may be declined for serving.
[00148]

The score-based filtering rules can include rules that block ads based on

ad/advertiser scores and information in the ad targeting request. The score-based filtering
rules may be generated and maintained, for example, by the backend processing systems 118.
If any of the identified ads match the score-based rules, then those ads may be declined for
serving. The score -based filtering rules may act as fail-through rules if none of the other

filtering rules match the identified ads.
[00149]

In some implementations, when applying the approval decision filtering, the

process 800 may determine whether advertisers participate in publisher reviewing. If a
particular advertiser does not participate, then the process 800 may perform whitelist-based
filtering on identified ads associated with the advertiser. The process 800 can decide to serve
none of the identified ads associated with the non-participating advertiser to a targeted
publisher if the targeted publisher is not found on a whitelist. If the advertiser participates in
publisher reviewing, then the process 800 may execute one or more filtering rules, in order to
apply approval decision filtering (830). The filtering rules can include publisher blocklist
rules, publisher blacklist rules and publisher score -based filtering rules.
[00150]

Publisher blocklist rules can include rules that block the serving of ads to

publishers based on various criteria set by advertisers or at the global system level (e.g., a

default setting). The process 800 can decline to serve any of the identified ads blocked by the
blocklist rules. Publisher blacklist rules can include rules that block publishers based on
blacklists of disapproved publishers. These blacklists may include lists of publishers that
have been manually disapproved by advertisers. If a targeted publisher matches the publisher
blacklist rules for a given advertiser/ad, then identified ads may be declined for serving to the
publisher. Publisher score -based filtering rules can include rules that block publishers based
on publisher scores and information in the ad targeting request.
[0015 1]

After applying approval decision filtering, the process 800 may serve the

identified ads based on results of the filtering (840). This may involve serving to the targeted
publisher or user access device those ads of the ads identified in stage 820 that have not been
declined for serving by the various approval decision filtering rules. In some examples, the
ad serving system 120 in the AMS 106 may serve to the targeted publisher or user access

device the identified ads that pass through the approval decision filtering.
[00152]

In some implementations, the process 800 may involve offline decision

making and online decision making. After ad reviews are aggregated, there may be many
ads/advertisers having associated aggregated scores. These aggregated scores, however, will
be global scores for the ad/advertiser, not publisher-level scores. The global scores therefore
may not be meaningful in determining which ads can be served to which publishers. To
determine which ads can be served to which publishers, the process 800 may employ offline
decision making and online decision making.
[00153]

For each publisher, there will be two sets of ads/advertisers: (1) the ad review

set that the publisher has seen, which can be the historical ad population; and (2) the
remaining inventory of ads that can be served based on ad targeting. For the first set, the
process 800 can make explicit decisions based on approval rules setup by the publisher and/or
manual approval decisions made by the publisher. When an ad is not covered by any rule or
manual approval decision, then that ad can be automatically approved if a certain period of
time elapses between insertion of the ad in the publisher's ad review set and this approval
time. This decision can be considered an offline decision, since it is a decision made before
ad serving time. Eventually, there will be a specific decision for each ad in the ad review

set—either a rule-based decision, a manual decision or an automatic default decision. These
decisions can be reflected in ad-level blacklists (if disapproved) and ad-level whitelists (if
approved).

[00154]

For the second set (the remaining inventory of servable ads), the process 800

can use publisher-specified rules, along with other filters (e.g., blocklist filters), to make

decisions as to whether ads will be served to a publisher. These decisions can be considered
online decisions, as they occur at ad serving time. In this fashion, the process 800 may utilize
online and offline decision making to determine which ads can be served to which publishers.
[00155]

In some implementations, the process 800 may involve offline decision

making and online decision making with respect to publisher reviews, in order to determine
which ads can be served to which publishers.
[00156]

The illustrated sequences of events in Figs. 3, 7 and 8 are examples and not

intended to be limiting. Other processes may therefore be used and, even with the processes
depicted in Figs. 3, 7 and 8, the illustrated events and their particular order in time may vary.
Further, the illustrated events may overlap and/or may exist in fewer steps. Moreover, certain
events may not be present and additional events may be included in the illustrated processes.
[00157]

The displays 400, 500 and 600 in Figs. 4, 5 and 6 are examples only and not

intended to be restrictive or limiting. The number, identity and arrangement of elements in
the example displays are not limited to what is shown Figs. 4-6, and additional and/or
different elements may be presented. Further, the displays may include fewer elements than
what is illustrated.
[00158]

For example, in alternative configurations, the display 400 can include layered

HTML select boxes in which users can select approval settings for ads and advertisers. As an
example, three layers of HTML select boxes can be displayed. The first layer can allow users
to select either Approve, Disapprove or Hold. The second layer can allow users to choose

feedback (e.g., advertiser is competitor, advertiser is a client, advertiser is not relevant to
publisher audience, etc.). The second layer can also allow users to indicate that there is
problem with a specific ad. The selection can trigger a third later that allows the user to
select the problem with the ad (e.g., content is offensive, not relevant, look and feel does not
fit publisher site, etc.).

Example Data Processing System Configuration
[00159]

Fig. 9 illustrates an example configuration 900 of a server system 910. In

some implementations, the data processing systems 112, 114 and 116 depicted in Fig. 1 could

be configured in a manner consistent with configuration 900. The configuration 900 is an
example only, and the systems 112, 114 and 116 could be configured in other ways. Further,
each of the servers could have its own individual structure and configuration. Moreover, as
noted above, the functions provided by the systems 112, 114 and 116 could be performed by
a single server computer or could be performed by a single server process running on a single
computer.
[00160]

In the configuration 900, the server 910 may include various components,

such as a network interface 912, a processor 914, an output 916, an input 918, interfaces 920,
and a storage 922. One or more system buses (not illustrated) may interconnect these
components. The number, identity and arrangement of elements in the configuration 900 are
not limited to what is shown, and additional and/or different elements may be contained in or
coupled to the elements shown. Further, configuration 900 may include fewer components
than what is illustrated.
[00161]

The network interface 912 may facilitate connectivity with a network, such as

the network 110. Network interface 912 may be any appropriate wireline (e.g., IEEE 1394,
USB, etc.) or wireless (e.g., IEEE 802.1 1™, Bluetooth®, IrD A®, etc.) mechanism for
facilitating unidirectional or bidirectional transmission of data between the server 910 and a
network. The network interface 912 may include one or more network cards and/or data and
communication ports.
[00162]

The processor 914 routes information among components and executes

instructions from storage 922. Although Fig. 9 illustrates a single processor, the server 910
may include any number of general- and/or special-purpose processors. The processor 914
may be implemented, for example, using one or more commercially available INTEL®
processors.
[00163]

The output 916 may present text, images, video, audio, or any other type of

information. Examples of the output 916 include, video display devices, audio display
devices, printers, and the like. The output 916 may display user interface information for
various software applications running on the server 910, as well as the operating system
programs necessary to operate the system. The output 916 may present information by way
of a cathode ray tube, liquid crystal, liquid crystal on silicon, light-emitting diode, gas
plasma, laser, or other type of display mechanism. The output 916 could also be configured

to receive, generate and/or present holographic or other visual representations. The output
916 may be configured to audibly present information, and it may include suitable

components for receiving and presenting audio signals. Although Fig. 9 illustrates a single
output 916, the server 910 may include any number of similar or different output devices.
[00164]

The input 918 may include components such as a keyboard, a mouse, a

pointing device, a joystick, and/or a touch screen. The input 918 may also include audio- or
video-capture devices (e.g., video cameras, microphones, etc.) and/or various sensors for
sensing emissions (e.g., thermal, motion, sound, etc.). It may also include one or more
information reading devices (e.g., scanners, disk drives, etc.) and/or input ports. Although
Fig. 9 depicts the input 918 as a single discrete element, the server 910 may include any

number of similar or different input devices. For example, the server 910 could include a
keyboard and a mouse as well as a video-capture device, a scanner and several disk drives.
[00165]

A user of the server 910 may input commands to control and operate

functionality of the server 910 by way of the output 916 and the input 918. These commands
may, for example, be input by way of user manipulation of physical controls, such as a
keyboard or mouse. The user may input commands to select and manipulate graphics and
text objects presented on the output 916 in order to operate and control the server 910.
[00166]

The interfaces 920 may include various interfaces for facilitating bidirectional

or unidirectional communication between the server 910 and one or more peripheral or other
devices. The peripheral devices may include, for example, output devices (e.g., a monitor, a
printer, a speaker, etc.), input devices (e.g., a keyboard, a mouse, a scanner, etc.), or any other
device operable to connect to the server 910. The interfaces 920 may include a combination
of hardware, software and/or firmware components. The interfaces 920 may include various
connection ports, such as USB, RS-232, RS-485, Fibre Channel, Ethernet, IEEE 1394, RG-6,
and/or TOSLINK®.
[00167]

The storage 922 may provide mass storage and/or cache memory for the server

910. The storage 922 may be implemented using a variety of suitable memory elements. The

memory elements may include, for example, solid state elements, optical elements, polymer
elements, magnetic elements, and/or organic elements (e.g., crystals). The memory elements
may be volatile or non-volatile and may be randomly or sequentially accessed. The storage
922 may include random access memory (RAM), flash RAM, read-only memory (ROM),

erasable programmable read-only memory (EPROM), and electrically erasable
programmable read-only memory (EEPROM). The storage 922 may include one or more
fixed disk drives (e.g., a hard drive, RAID storage, etc.) and one or more removable disk
drives (e.g., a CD-ROM drive, DVD drive, etc.). Although a single storage module is shown,
the server 910 may include any number of individually configured storage modules.
[00168]

The storage 922 may store program code for various applications, an operating

system (e.g., Windows® XP, Linux® OS), an application-programming interface, application
routines, middleware components, and/or other executable instructions. The storage 922 may
include program code and information for communications (e.g., TCP/IP communications),
middleware components, kernel and device drivers, invariant low-level systems code, data for
basic input and output, and various configuration information.
[00169]

The storage 922 may maintain an application layer 924, which may include

various software programs and modules. Such programs and modules could be transferred to
a hard drive (not shown) in the storage 922 by way of network transmissions (e.g., an Internet
download) and/or removable disks (also not shown), such as a CD-ROM or DVD.
[00170]

In the configuration 900, the server 910 may be coupled to one or more

repositories 926. In some examples, the repositories 124, 126, 136 and 146 may be
implemented in a manner consistent with the repositories 926. The repository 926 may
include any structured collection or aggregation of information that is stored and accessible.
In some implementations, the repositories 926 may include one or more structured data
archives distributed among one or more network-based data processing systems. The
repositories 926 may include one or more schemas for organizing stored information. In
some examples, the repositories 926 may include one or more relational databases and
systems, distributed databases, object-oriented databases, and/or any other types of databases.
Examples of databases include Oracle® databases, IBM DB2® systems, MySQL®
databases, XML databases, and the like. Although illustrated as coupled to the server 910,
the repositories 926 could be distributed and/or included in various systems and/or networks.

Example Application Layer Configuration
[00171]

Fig. 10 is a block diagram of an example application layer configuration 1000,

which may be maintained in the AMS 106. The configuration 1000 may represent the
configuration of one or more application layers 924 of one or more data processing systems

116 maintained by the AMS 106. As illustrated in Fig. 10, the application layer configuration
1000 may include an ad review module 1010, a publisher review module 1020, and a filtering

module 1030. As illustrated, the review modules 1010 and 1020 can be located in separate
backend systems 118 and the filtering module 1030 can be located in the ad serving system
120.

[00172]

The particular arrangement illustrated in Fig. 10 is an example only, and other

arrangements are possible. For example, the review modules 1010 and 1020 can be colocated in a single data processing system 116 while the filtering module 1030 can be located
in a different data processing system. As another example, the modules 1010, 1020 and 1030
can all be co-located in a single data processing system 116. In some examples, the various
functionality of the modules 1010, 1020 and 1030 can be distributed or exist in more or less
modules that what is illustrated in Fig. 10.
[00173]

The modules 1010, 1020 and 1030 may include and/or use one more data

structures as well as one or more computational algorithms that may operate on various data.
The modules may include sets of instructions for performing various tasks, and the modules
may output information for use by users or other systems. In some implementations, the
modules may include one or more engines, which may output code (e.g., source code,
HTML, etc.) that serves as input to other systems, engines or processes.
[00174]

The modules 1010, 1020 and 1030 may be implemented using any

programming or other language suitable for controlling behavior of a system, such as a
computer. In some examples, the modules 1010, 1020 and 1030 may be implemented using
one or more of C/C++, Java, Visual Basic, eXtendible Markup Language (XML), HTML and
other languages.
[00175]

Although depicted within software application layers 924, the modules 1010,

1020 and 1030 could include and/or be coupled to various hardware elements (within or

external to the data processing system(s)). For example, the modules could include one or
more neural networks, which may employ software and hardware processing elements or
agents linked together. In some examples, the modules could include or use one more
embedded systems, such as microcontrollers, routers, etc.
[00 176]

The ad review module 1010 may be configured to provide various

functionality associated with allowing the publishers 104 to review ads and advertisers and

effect manual and rule-based approval decisions. The ad review module 1010 may
(independently or in conjunction with other systems and modules) compile sets of ads to
display to publishers, compute economic measures (e.g., ECPM calculations) for display
alongside the ads, receive and aggregate approval/disapproval decisions, present aggregated
results to publishers, and receive approval decisions (e.g., score-based rules) based on the
aggregates. In some implementations, the module 1010 may provide features associated with
AdWords™ and/or AdSense™ provided by Google, Inc. In some implementations, the
module 1010 (independently or in conjunction with other systems and modules) may perform
aspects of the process 300. The ad review module 1010 may be configured with executable
instructions that perform aspects of the process.
[00177]

The publisher review module 1020 may be configured to provide various

functionality associated with allowing the advertisers 102 to review the publishers 104 and
effect manual and rule-based approval decisions. The publisher review module 1020 may
(independently or in conjunction with other systems and modules) compile sets of publishers
to display to advertisers, compute economic measures (e.g., ECPM calculations) for display
alongside the publishers, receive and aggregate approval/disapproval decisions, present
aggregated results to advertisers, and receive approval decisions (e.g., score-based rules)
based on the aggregates. In some implementations, the publisher review module 1020 may
be configured to provide features associated with AdWords™ and/or AdSense™ provided by
Google, Inc. In some implementations, the publisher review module 1020 (independently or
in conjunction with other systems and modules) may perform aspects of the process 700. The
publisher review module 1020 may be configured with executable instructions that perform
aspects of the process.
[00178]

The filtering module 1030 may be configured to provide functionality

associated with effecting ad approval decisions at the ad serving level. For example, the
module 1030 may perform approval decision filtering to determine which ads to serve to
which publishers based on manual or rule-based approval decisions made by the targeted
publishers and/or relevant advertisers/ads. The filtering module 1030 may interact with (e.g.,
receive input from) the ad review module 1010 and the publisher review module 1020. The
filtering module 1030 may be configured to be agnostic with respect to targeting types (e.g.,
static and dynamic) when effecting serving decisions. In some implementations, the filtering
module 1030 (independently or in conjunction with other systems and modules) may perform

aspects of the process 800. The filtering module 1030 may be configured with executable
instructions that perform aspects of the process.
[00179]

In some implementations, the ad review module 1010 and the publisher review

module 1020 may perform various reviewing functionality (such as compiling review sets,
aggregating decisions, performing EPCM calculations, etc.) offline, e.g., separate from real
time ad serving. The review modules 1010 and 1020 may perform reviewing functionality
periodically, for example, weekly, daily, or hourly. Various frequencies can be used, and
different operations can occur at different frequencies. In some examples, the particular
frequency for a given operation can be fixed or adjustable and it can default to a preset value
under certain conditions (e.g., at initialization or absent user input). The filtering module
1030 may perform online or real-time ad serving functionality based on the offline processing

performed by the ad review module 1010 and the publisher review module 1020.

Example User Access Device Configuration
[00180]

Fig. 11 is a block diagram of an example configuration 1100 of the user access

devices 108 in environment 100. The number, identity and arrangement of elements in the
configuration 1100 are not limited to what is shown, and additional and/or different elements
may be contained in or coupled to the elements shown. The configuration 1100 is an
example only, and the user access device 108 could be configured in other ways.
[00181]

In the example configuration 1100, the user access devices 108 may include

various components, such as a network interface 1112, a processor 1114, an output 1116, an
input 1118, interfaces 1120, and a storage 1122, which may maintain an application layer
1124. The components illustrated in Fig. 11 (i.e., 1112, 1114, 1116, 1118, 1120, 1122, and
1124) may be similar in structure and functionality to those components described in
connection with Fig. 9 (i.e., 912, 914, 916, 918, 920, 922, and 924). In some
implementations, however, one or more of the user access devices 108 may include
components that are structurally and functionally different from those described in
connection with Fig. 9 . For example, the user access devices 108 may be configured with
different (e.g., less) storage capacity and different application layers than the server system.
In some examples, the application layer 1124 in a user access device may include one or
more modules configured to present various viewers (e.g., browsers) to users. The
application layer 1124 may also include one or more modules for interacting with other

elements (e.g., data processing systems 112, 114 and/or 116), receiving and processing ads,

and/or combining received ads with received content for presentation to users.
[00182]

The user access devices 108 could also be configured with less or different

processing capabilities than that of the server system. In some examples, the user access
devices 108 may include various user interface components (e.g., keypads, display devices,
speakers, microphones, etc.) while the server system may lack such (or even any) user

interface components. In some examples, the server system 910 could be a general purpose
server while the user access devices 108 could include embedded systems optimized with
specific components for performing specific tasks.
[00183]

The foregoing description does not represent an exhaustive list of all possible

implementations consistent with this disclosure or of all possible variations of the
implementations described. Other implementations are within the scope of the following
claims.

WHAT IS CLAIMED IS:
1.

A computer-implemented method, comprising:

receiving a review for an advertisement, the advertisement to be provided to
recipients over a distribution network with content provided by content publishers;
generating an aggregated approval score for the advertisement based on the

received review and other reviews for the advertisement;
providing the aggregated approval score to a content publisher; and
receiving, from the content publisher, an indication to accept or reject the
advertisement for presentation with content provided to recipients by the content

publisher, the indication being received after providing the aggregated approval score to
the content publisher.

2.

The method of claim 1, wherein the received review reflects a basis for an

approval of the online advertisement.

3.

The method of claim 1, wherein the received review reflects a basis for an

objection to the online advertisement.

4.

The method of claim 1, wherein the generating comprises weighting the

received review and the other reviews.

5.

The method of claim 3, wherein the weighting comprises weighting the

received or other reviews based on revenue associated with content publishers.

6.

The method of claim 1, further comprising:

presenting to content publishers an expected earning associated with the
advertisement.

7.

The method of claim 6, wherein the received or other reviews are based on

the expected earning.

8.

The method of claim 6, wherein the received indication to accept or reject

the online advertisement is based on the expected earning.

9.

The method of claim 1, further comprising:

receiving advertiser reviews for an advertiser associated with the advertisement;
aggregating the advertiser reviews for the advertiser;
generating an aggregated advertiser approval score for the advertiser based on the
aggregating;

presenting the aggregated advertiser approval score to the content publisher; and
receiving, from the content publisher, an indication to accept or reject the
advertisement based on the aggregated approval score and the aggregated advertiser
approval score.

10.

The method of claim 1, wherein receiving an indication to accept or reject

the advertisement comprises receiving an automated decision from a network, the
automated decision based on approval rules.

11.

The method of claim 1, further comprising:

targeting the advertisement to the content provided to recipients by the content
publisher based on the received indication to accept or reject the advertisement for
presentation with the content.

12.

A computer-implemented method, comprising:

receiving, from online publishers, publisher reviews for an advertiser, the
advertiser providing online advertisements for display with content associated with the
online publishers;
aggregating the publisher reviews for the advertiser;
generating an aggregated approval score for the advertiser based on the
aggregated publisher reviews;
presenting the aggregated approval score to the online publishers; and

receiving, from an online publisher, an indication to accept or reject an online
advertisement from the advertiser based on the aggregated approval score for the
advertiser.

13.

The method of claim 12, wherein the received publisher reviews reflect

approvals of the advertiser and objections to the advertiser.

14.

The method of claim 12, wherein the generating comprises weighting the

received publisher reviews.

15.

The method of claim 12, further comprising:

presenting to the online publishers expected earnings associated with online
advertisements from the advertiser.

16.

The method of claim 15, wherein the received indication to accept or

reject an online advertisement from the advertiser is based on the expected earning.

17.

The method of claim 12, wherein receiving an indication to accept or

reject an online advertisement from the advertiser comprises receiving an automated
decision from a network, the automated decision based on approval rules.

18.

A computer-implemented method, comprising:

receiving an advertisement targeting request from an advertisement distribution
network, the targeting request including information associated with content requested
from a content publisher;

identifying relevant advertisements to target to the requested content based on the
targeting request;
applying approval decision filtering to the identified relevant advertisements, the

approval decision filtering reflecting approval decisions to accept or reject advertisements
for presentation with the requested content, the approval decisions being received from

the content publisher after providing aggregated ratings of the advertisements to the
content publisher; and
serving the identified relevant advertisements to the requested content based on

results of the approval decision filtering.

19.

The method of claim 18, wherein applying approval decision filtering

comprises accessing a stored whitelist of approved advertisements or advertisers.

20.

The method of claim 18, wherein applying approval decision filtering

comprises accessing a stored blacklist of rejected advertisements or advertisers.

21.

The method of claim 18, wherein applying approval decision filtering

comprises blocking the serving of an identified relevant advertisement to the requested
content.

22.

The method of claim 18, wherein receiving an advertisement targeting

request comprises receiving information associated with a requested web page available
from the content publisher.

23.

The method of claim 18, wherein identifying relevant advertisements

comprises accessing a database storing online advertisements.

24.

A system, comprising:

means for receiving a review for an advertisement, the advertisement to be
provided to recipients over a distribution network with content provided by content
publishers;
means for generating an aggregated approval score for the advertisement based on
the received review and other reviews for the advertisement;
means for providing the aggregated approval score to a content publisher; and
means for receiving, from the content publisher, an indication to accept or reject
the advertisement for presentation with content provided to recipients by the content

publisher, the indication being received after providing the aggregated approval score to
the content publisher.

25.

A computer readable medium storing a computer program, the computer

program including instructions that, when executed, cause at least one processor to:
receive a review for an advertisement, the advertisement to be provided to
recipients over a distribution network with content provided by content publishers;
generate an aggregated approval score for the advertisement based on the received

review and other reviews for the advertisement;
provide the aggregated approval score to a content publisher; and
receive, from the content publisher, an indication to accept or reject the
advertisement for presentation with content provided to recipients by the content

publisher, the indication being received after providing the aggregated approval score to
the content publisher.

