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CONTEXTUALAUCTION BIDDING 

0001. This Application claims the benefit under 35 U.S.C. 
S119 of the filing date of U.S. Patent Application No. 60/980, 
725, entitled “Measuring Online Advertisement Effective 
ness, filed on Oct. 17, 2007, the entire disclosure of which is 
incorporated herein by reference. 

BACKGROUND 

0002 This document relates to measuring the effective 
ness of online advertisements. 
0003. The rise of the Internet has enabled access to a wide 
variety of content items, e.g., video and/or audio files, web 
pages for particular Subjects, and news articles. Such access 
to these content items has likewise enabled opportunities for 
targeted advertising. For example, content items can be iden 
tified to a user by a search engine in response to a query 
Submitted by the user. One example search engine is the 
GoogleTM search engine provided by Google Inc. of Moun 
tain View, Calif., U.S.A. The query can include one or more 
search terms, and the search engine can identify and, option 
ally, rank the content items based on the search terms in the 
query and present the content items to the user (e.g., accord 
ing to the rank). The query can also be an indicator of the type 
of information of interest to the user. By comparing the user 
query to a list of keywords specified by an advertiser, it is 
possible to provide targeted advertisements to the user. 
0004 Another form of online advertising is advertisement 
syndication, which allows advertisers to extend their market 
ing reach by distributing advertisements to additional part 
ners. For example, third party online publishers can place an 
advertiser's text or image advertisements on web pages that 
have content related to the advertisement. As the users are 
likely interested in the particular content on the publisher 
webpage, they are also likely to be interested in the productor 
service featured in the advertisement. Accordingly, such tar 
geted advertisement placement can help drive online custom 
ers to the advertiser's website. 
0005. The serving of the advertisements can be further 
optimized by evaluating the effectiveness of the advertise 
ments. One technique for evaluating the effectiveness of an 
advertisement is to Survey an audience for advertisement 
recognition and brand linkage. The measure of advertisement 
recognition can, for example, be based on the percentage of a 
Survey audience that recognizes the advertisement, and the 
measure of brand linkage can, for example, be based on the 
percentage of the Survey audience that correctly identifies the 
featured product and/or brand of the advertisement. An adver 
tisement can be brand obfuscated, i.e., branding and/or prod 
uct information can be removed from the advertisement, and 
an audience can be Surveyed to measure the brand linkage and 
advertisement recognition. 
0006 Such surveys, however, are typically conducted 
after an advertising campaign has run. Additionally, Such 
Surveys are typically context-independent, i.e., the Surveys do 
not measure how effective an advertisement may be in the 
various contexts in which the advertisement may be pre 
sented. 

SUMMARY 

0007. In general, one aspect of the subject matter 
described in this specification can be embodied in methods 
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that include the actions of generating an evaluation version of 
an advertisement, the evaluation version of the advertisement 
including an evaluation tool for collecting evaluation results; 
serving the evaluation version of the advertisement for pre 
sentation in each of a plurality of contexts; for each serving of 
the evaluation version of the advertisement: determining the 
context in which the evaluation version of the advertisement 
is presented; receiving advertisement evaluation results for an 
evaluation conducted using the evaluation tool; and associat 
ing the advertisement evaluation results with the context in 
which the evaluation version of the advertisement is pre 
sented; and generating engagement rates for the evaluation 
version of the advertisement and the advertisement, each 
engagement rate being associated with at least one corre 
sponding context of the plurality of contexts, each engage 
ment rate being a measure of a rate of audience participation 
in evaluating the advertisement for the corresponding context 
using the evaluation tool, and each engagement rate being 
determined independent of a performance rate of the adver 
tisement. Other embodiments of this aspect include corre 
sponding systems, apparatus, and computer program prod 
uctS. 

0008 Another aspect of the subject matter described in 
this specification can be embodied in methods that include the 
actions of generating evaluation versions of advertisements in 
an advertising campaign, each evaluation version including 
an evaluation tool for collecting evaluation results; serving 
the evaluation versions of the advertisements for presentation 
in each of a plurality of contexts; for each serving of an 
evaluation version of an advertisement, determining the con 
text in which the evaluation version of the advertisement is 
presented; receiving advertisement evaluation results for an 
evaluation conducted using the evaluation tool; and generat 
ing engagement rates, each engagement rate being associated 
with an advertisement in the advertisement campaign and the 
corresponding evaluation version of the advertisement, and 
further associated with a corresponding context of the plural 
ity of contexts, each engagement rate being a measure of a 
rate of participation in evaluating advertisement in the corre 
sponding context, and each engagement rate being deter 
mined independently of performance rates of the advertise 
ments. Other embodiments of this aspect include 
corresponding systems, apparatus, and computer program 
products. 
0009. Another aspect of the subject matter described in 
this specification can be embodied in methods that include the 
actions of receiving an advertisement request for presentation 
of an advertisement in an identified context, the identified 
context being one of a plurality of contexts; receiving auction 
bids for advertisements in response to the advertisement 
request, the auction bids including contextual bids, each con 
textual bid being based on one or more performance param 
eters for a corresponding advertisement and an effectiveness 
measure associated with the corresponding advertisement 
and the identified context; and selecting one or more adver 
tisements based on the auction bids and serving the selected 
one or more advertisements in response to the advertisement 
request; wherein each corresponding advertisement can be 
served in a plurality of contexts, and each corresponding 
advertisement has a corresponding effectiveness measure for 
each of the plurality of contexts, each effectiveness measure 
determined from evaluation results received from evaluations 
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conducted in the plurality of contexts. Other embodiments of 
this aspect include corresponding systems, apparatus, and 
computer program products. 
0010. Another aspect of the subject matter described in 

this specification can be embodied in methods that include the 
actions of identifying advertisements in an advertisement 
campaign; generating evaluation versions of the advertise 
ments; serving the evaluation versions of the advertisements 
for presentation in a plurality of contexts; for each serving of 
an evaluation version of an advertisement: determining the 
context in which the evaluation version of the advertisement 
is presented; and determining whether a user selects the 
evaluation version of the advertisement in the context; receiv 
ing evaluation results for evaluation conducted from the 
evaluation version the advertisements; and generating an 
evaluation value for the advertisement for each of the plural 
ity of contexts, the evaluation values including one or more of 
a brand linkage value, and advertisement likeability value, 
and an advertisement recognition value. Other embodiments 
of this aspect include corresponding systems, apparatus, and 
computer program products. 
0011. Another aspect of the subject matter described in 

this specification can be embodied in methods that include the 
actions of receiving an advertisement request for presentation 
of an advertisement in an identified context; receiving con 
textual bids for corresponding advertisements in response to 
the advertisement request, each contextual bid being based on 
one or more evaluation values associated with a correspond 
ing advertisement and the identified context; and selecting 
one or more advertisements based on the contextual bids and 
serving the selected one or more advertisements in response 
to the advertisement request; wherein the corresponding 
advertisements each have a corresponding plurality of evalu 
ation values for a corresponding plurality of contexts, each 
evaluation value determined from evaluation results received 
from evaluations conducted in the plurality of contexts; and 
the identified context is one of the plurality of contexts. Other 
embodiments of this aspect include corresponding systems, 
apparatus, and computer program products. 
0012 Various optional advantages and features can 
include the determination of engagement rates for many dif 
ferent contexts. Such engagement rates are a signal of how 
effective or ineffective the advertisement is in different con 
texts. The engagement rates can, in turn, be combined with 
other measurements obtained from evaluation results, such as 
brand linkage values, advertisement likeability values, and 
advertisement recognition values, to determine an advertise 
ment effectiveness measure for each context. The engage 
ment rate and/or advertisement effectiveness measure can be 
used, for example, to adjust an advertisement campaign or 
bidding parameters for an advertisement auction. Such 
adjustments can increase advertisement performance, and/or 
identify diminishing returns or negative impact due to over 
exposure of an advertisement. Additional features can include 
an in situ evaluation that is conducted without redirection or 
invasive pop-ups, and Scalability of the evaluation from a 
single advertisement to an entire campaign. 
0013 For example, considerevaluation versions of adver 
tisements for Brand X baseball equipment may have a very 
high engagement rate on college sports related web sites, and 
a very low engagement rate on professional sports related 
websites. The advertiser, e.g., Brand X Company, may deter 
mine that instead of a 50/50 split between professional and 
college advertisement placement, a better campaign strategy 
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might be a 10/90 split between professional and college 
advertisement placement, as the viewers on the college sports 
related websites are much more responsive. Additionally, if 
Brand X Company decides to place the advertisement on 
professional sports related web sites, Brand X Company can 
be required to offer a higher minimum bid than required for 
the college sports related web sites, as the advertisement is 
less effective in the context of professional sports. 
0014. These various optional advantages and features can 
be separately realized and need not present in any particular 
embodiment. The details of one or more embodiments of the 
subject matter described in this specification are set forth in 
the accompanying drawings and the description below. Other 
features, aspects, and advantages of the Subject matter will 
become apparent from the description, the drawings, and the 
claims. 

BRIEF DESCRIPTION OF THE DRAWINGS 

0015 FIG. 1 is a block diagram of an example online 
environment. 
0016 FIGS. 2A-2C are screen shots of an example evalu 
ation being conducted for an online advertisement presented 
in a context. 
0017 FIG. 3 is a screen shot of an example advertisement 
context defined by the context of the advertisement. 
0018 FIG. 4 is a block diagram of an auction subsystem 
that includes advertisement effectiveness measurements in a 
bidding process. 
(0019 FIG. 5 is a flow diagram of an example process for 
determining advertisement engagement rates. 
0020 FIG. 6 is a flow diagram of an example process for 
generating advertisement effectiveness measurements. 
0021 FIG. 7 is a flow diagram of an example process for 
adjusting advertisement bid parameters based on advertise 
ment engagement rates and/or advertisement effectiveness 
CaSUS. 

0022 FIG. 8 is a flow diagram of an example process for 
adjusting campaign targeting based on contextual advertise 
ment effectiveness measures. 
0023. Like reference numbers and designations in the 
various drawings indicate like elements. 

DETAILED DESCRIPTION 

0024 FIG. 1 is a block diagram of an example online 
environment 100. The online environment 100 can facilitate 
the identification and serving of content items, e.g., web 
pages, or advertisements, to users. A computer network 110. 
such as a local area network (LAN), wide area network 
(WAN), the Internet, or a combination thereof, connects 
advertisers 102a and 102b, an advertisement management 
system 104, publishers 106a and 106b, user devices 108a and 
108b, and a search engine 112. Although only two advertisers 
(102a and 102b), two publishers (102a and 102b) and two 
user devices (108a and 108b) are shown, the online environ 
ment 100 may include many thousands of advertisers, pub 
lishers and user devices. 

S1.0 Advertisement Publishing And Tracking 
0025. In some implementations, one or more advertisers 
102a and/or 102b can directly, or indirectly, enter, maintain, 
and track advertisement information in the advertising man 
agement system 104. The advertisements can be in the form 
of graphical advertisements, such as banner advertisements, 
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text only advertisements, image advertisements, audio adver 
tisements, video advertisements, or advertisements combin 
ing one of more of any of such components, or any other type 
of electronic advertisement document 120. The advertise 
ments may also include embedded information, such as a 
links, meta-information, and/or machine executable instruc 
tions, such as HTML or JavaScript TM. 
0026. A user device, such as user device 108a, can submit 
a page content request 109 to a publisher or the search engine 
112. In some implementations, the page content 111 can be 
provided to the user device 108a in response to the request 
109. The page content can include advertisements provided 
by the advertisement management system 104, or can include 
executable instructions, e.g., JavaScriptTM instructions, that 
can be executed at the user device 108a to request advertise 
ments from the advertisement management system 104. 
Example user devices 108 include personal computers, 
mobile communication devices, and television set-top boxes. 
0027 Advertisements can also be provided from the pub 
lishers 106. For example, one or more publishers 106a and/or 
106b can submit advertisement requests for one or more 
advertisements to the system 104. The system 104 responds 
by sending the advertisements to the requesting publisher 
106a or 106b for placement on one or more of the publisher's 
web properties (e.g., websites and other network-distributed 
content). The advertisements can include embedded links to 
landing pages, e.g., pages on the advertisers 102 websites, 
that a user is directed to when the user clicks an ad presented 
on a publisher website. The advertisement requests can also 
include content request information. This information can 
include the content itself (e.g., page or other content docu 
ment), a category corresponding to the content or the content 
request (e.g., arts, business, computers, arts-movies, and arts 
music.), part orall of the content request, contentage, content 
type (e.g., text, graphics, video, audio, and mixed media), and 
geo-location information. 
0028. In some implementations, a publisher 106 can com 
bine the requested content with one or more of the advertise 
ments provided by the system 104. This combined page con 
tent request 109 and advertisements can be sent to the user 
device 108 that requested the content (e.g., user device 108a) 
as page content 111 for presentation in a viewer (e.g., a web 
browser or other content display system). The publisher 106 
can transmit information about the advertisements back to the 
advertisement management system 104, including informa 
tion describing how, when, and/or where the advertisements 
are to be rendered (e.g., in HTML or JavaScript TM). 
0029 Publishers 106a and 106b can include general con 
tent servers that receive requests for content (e.g., articles, 
discussion threads, music, video, graphics, search results, 
web page listings, and information feeds), and retrieve the 
requested content in response to the request. For example, 
content servers related to news content providers, retailers, 
independent blogs, social network sites, or any other entity 
that provides content over the network 110 can be a publisher. 
0030 Advertisements can also be provided through the 
use of the search engine 112. The search engine 112 can 
receive queries for search results. In response, the search 
engine 112 can retrieve relevant search results from an index 
of documents (e.g., from an index of web pages). Search 
results can include, for example, lists of web page titles, 
Snippets of text extracted from those web pages, and hyper 
text links to those web pages, and may be grouped into a 
predetermined number of (e.g., ten) search results. 
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0031. The search engine 112 can also submit a request for 
advertisements to the system 104. The request may include a 
number of advertisements desired. This number may depend 
on the search results, the amount of Screen or page space 
occupied by the search results, and the size and shape of the 
advertisements. The request for advertisements may also 
include the query (as entered, parsed, or expanded), informa 
tion based on the query (such as geo-location information, 
whether the query came from an affiliate and an identifier of 
Such an affiliate), and/or information associated with, or 
based on, the search results. Such information may include, 
for example, identifiers related to the search results (e.g., 
document identifiers), scores related to the search results 
(e.g., information retrieval (“IR”) scores), snippets of text 
extracted from identified documents (e.g., web pages), full 
text of identified documents, and feature vectors of identified 
documents. In some implementations, IR scores can be com 
puted from, for example, dot products of feature vectors 
corresponding to a query and a document, page rank scores, 
and/or combinations of IR scores and page rank scores. 
0032. The search engine 112 can combine the search 
results with one or more of the advertisements provided by 
the system 104. This combined information can then be for 
warded to the user device 108 that requested the content as the 
page content 111. The search results can be maintained as 
distinct from the advertisements, so as not to confuse the user 
between paid advertisements and search results. 
0033. The advertisers 102, user devices 108, and/or the 
search engine 112 can also provide usage information to the 
advertisement management system 104. This usage informa 
tion can include measured or observed user behavior related 
to advertisements that have been served, such as, for example, 
whether or not a conversion or a selection related to an adver 
tisement has occurred. The system 104 performs financial 
transactions, such as crediting the publishers 106 and charg 
ing the advertisers 102 based on the usage information. Such 
usage information can also be processed to measure perfor 
mance metrics, such as a click-through rate ("CTR), and 
conversion rate. 

0034. A click-through can occur, for example, when a user 
of a user device, selects or "clicks' on a link to a content item 
returned by the publisher or the advertising management 
system. The CTR is a performance metric that is obtained by 
dividing the number of users that clicked on the content item, 
e.g., a link to a landing page, an advertisement, or a search 
result, by the number of times the content item was delivered. 
For example, if a link to a content item is delivered 100 times, 
and three persons click on the content item, then the CTR for 
that content item is 3%. Other usage information and/or per 
formance metrics can also be used. 

0035. A “conversion’ occurs when a user consummates a 
transaction related to a previously served advertisement. 
What constitutes a conversion may vary from case to case and 
can be determined in a variety of ways. For example, a con 
version may occur when a user clicks on an advertisement, is 
referred to the advertiser's web page, and consummates a 
purchase there before leaving that web page. A conversion 
can also be defined by an advertiser to be any measurable/ 
observable user action Such as, for example, downloading a 
white paper, navigating to at least a given depth of a Website, 
viewing at least a certain number of Web pages, spending at 
least a predetermined amount of time on a Website or Web 
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page, or registering on a Website. Other actions that constitute 
a conversion can also be used. 

S2.0 Advertisement Auctioning and Management 

0036. In addition to the advertisements being selected 
based on content such as a search query or web page content 
of a publisher, the advertisements can also be selected from an 
auction. In some implementations, the advertisement man 
agement system 104 includes an auction process. Advertisers 
102 may be permitted to select, or bid, an amount the adver 
tisers are willing to pay for each click of an advertisement, 
e.g., a cost-per-click amount an advertiser pays when, for 
example, a user clicks on an advertisement. The cost-per 
click can include a maximum cost-per-click, e.g., the maxi 
mum amount the advertiser is willing to pay for each click of 
advertisement based on a keyword. For example, advertisers 
A, B, and C all select, or bid, a maximum cost-per-click of 
S0.50, S0.75, and S1.00, respectively. The maximum amount 
advertiser A will pay for a click is S0.50, the maximum 
amount advertiser B will pay is S1.00, and the maximum 
amount advertiser C will pay is S0.75. 
0037. The rank of an advertisement that is displayed can 
be determined by multiplying the maximum cost-per-click 
for the advertisement by a quality score of the advertisement. 
The advertisement can then be placed among other advertise 
ments in order of increasing or decreasing rank. For example, 
suppose the quality score of advertisers A, B, and C are 3. 
“1,” and “1” respectively. The rank of advertiser A, B, and C 
can be determined as follows: 

Rank=quality scorexmaximum cost-per-click=3.0x$0. 
SO=1...SO A. 

Rank-quality scorexmaximum cost-per-click -1.0xSO. 
75=0.75 B 

Rank-quality scorexmaximum cost-per-click -1.0x$1. 
OO=1.00 C 

0038. The advertisers can be ranked as follows: 
0039) 1. A 
0040 2. C 
0041) 3. B 
0.042 An advertisement can also be associated with an 
actual cost-per-click. The actual cost-per-click of the adver 
tisement can be determined by the maximum cost-per-click 
of the advertisement, quality Score of the advertisement, and 
by the amount selected orbid by the advertiser directly below. 
In one implementation, the actual cost-per-click can be the 
price that is necessary to keep the advertisement's position 
above the next advertisement. To determine the actual cost 
per-click, the system 104 can determine how much the adver 
tiser in position 1 would have to pay to give them a rank equal 
to the advertiser in position 2, and then the system 104 adds a 
unit amount, e.g., S0.01, to this determined amount. 
0043. To determine how much the advertiser in position 1 
would have to pay to give them a rank equal to the advertiser 
in position 2, the rank of position 2 can be divided by the 
quality score of position 1 and S0.01 can be added to that 
amount. The last advertiser in the list can pay a minimum 
cost-per-click to hold the position in the list. For example, 
suppose the minimum cost-per-click is S0.20. The actual 
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cost-per-click of advertisers A, B, and C can be determined as 
follows: 

C's rank A's quality score=1.0/3=S0.33+S0.01=S0.34 A. 

B's rank/C's quality score=0.75/1=S0.75+$0.01=S0.76 C 

minimum cost-per-click=S0.20 B 

0044. In this example, advertiser A would only have to pay 
S0.34 to hold the first position in the list of advertisements. C 
would have to pay $0.76 to hold the second position. Adver 
tiser B would be required to pay the minimum cost-per-click 
amount of S0.20. 
0045. The advertisements, associated usage data, and bid 
ding parameters described above can be stored as advertise 
ment data in an advertisement data store 114. An advertiser 
102 can further manage the serving of advertisement by 
specifying an advertising campaign. The advertising cam 
paign can be stored in campaign data in a campaign data store 
116, which can, for example, specify advertising budgets for 
advertisements, when, where and under what conditions par 
ticular advertisements may be served for presentation. For 
example, a computer company may design an advertising 
campaign for a new laptop computer that is scheduled to be 
released on November 20. The advertising campaign may 
have a budget of S500,000, and may have 30 different adver 
tisements that are to be served for presentation during the 
month of November. Such data defining the advertisement 
campaign can be stored in the campaign data 116. 

S3.0 Measuring Advertisement Effectiveness 
0046. As can be appreciated from the foregoing, the adver 
tising management system 104 permits the serving of adver 
tisements targeted to documents served by the publishers 106 
and the search engine 112. Additionally, the usage informa 
tion and quality factors described above can be used by the 
advertisement management system 104 to serve higher per 
forming advertisements that are more likely to elicit a 
response from users of the user devices 108a and 108b. 
0047. The serving of the advertisements, such as the 
advertisement 120, can be further optimized by evaluating the 
effectiveness of the advertisements. One technique for evalu 
ating the effectiveness of an advertisement is to have an 
audience, e.g., users of the user devices 108, evaluate the 
advertisement for advertisement recognition and brand link 
age. The evaluation can be used to collect evaluation results 
that can be used to generate evaluation values that measure 
various advertisement features of advertisement effective 
ness. For example, a measure of advertisement recognition 
can be based on the percentage of an evaluating audience that 
recognizes the advertisement, and the measure of brand link 
age can, for example, be based on the percentage of the 
evaluating audience that correctly identifies the featured 
product and/or brand of the advertisement. 
0048 Such advertisement measurements alone are con 
text-independent, i.e., the measurements of brand linkage and 
advertisement recognition alone do not reveal a measure of 
contextual effectiveness of an advertisement. Accordingly, in 
Some implementations, the advertisement management sys 
tem 104 includes a contextual evaluation subsystem 130. In 
addition to being able to collect evaluation results related to 
brand linkage, advertisement recognition, and other context 
independent advertisement data, the contextual evaluation 
subsystem 130 can also measure how effective an advertise 
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ment is in the various contexts in which the advertisement 
may be presented. Such contexts can include, for example, 
content dependent contexts, time dependent contexts, visu 
ally dependent contexts, or other contexts. 
0049. An example of a content dependent context is a 
context defined by the publisher content in which the adver 
tisement is presented. For example, an advertisement pre 
sented on a sports-related web page is presented in a sports 
context, and the same advertisement presented on a financial 
news-related web page is presented in a financial context. 
Such content contexts can, for example, be identified by 
meta-data related to the web page in which the advertisement 
is presented; by mining text of the web page to identify 
keywords associated with particular content types; or by iden 
tifying a predefined category to which the web page belongs. 
Other processes for identifying a content context can also be 
used. 
0050. Similarly, time dependent contexts can be defined 
by the local time of the user device 108 to which the adver 
tisement is served, or defined by a reference to a standard 
time, such as Greenwich Mean Time (GMT). Likewise, visu 
ally dependent contexts can, for example be defined by a 
visual aspect of the advertisement, such as a different font 
sizes or styles; and different images. Other parameters or 
features that can define a context in which the advertisement 
is presented can be used. 
0051. Other example contexts can be a search context and 
a content context. The search context is a context in which the 
advertisement is presented in response to identification of a 
search query for which the advertisement is determined to be 
relevant. For example, advertisements presented in conjunc 
tion with search results from the search engine 112 are pre 
sented in the search context. The content context is a context 
in which the advertisement is presented in response to iden 
tification of publisher content for which the advertisement is 
determined to be relevant. For example, a sporting equipment 
advertisement that is deemed relevant to the content of a 
sports-related web site may be selected for presentation with 
a web page for the sports-related web site. Sucha presentation 
with the web page is a presentation in the content context. 
0052 By measuring the contextual effectiveness of an 
advertisement, the advertiser can learn in which context the 
advertisement is most effective. Accordingly, advertisement 
placement, budgeting, and other advertising and/or campaign 
related factors can be adjusted to facilitate a more efficient use 
of the advertiser's resources. 
0053. In some implementations, the contextual evaluation 
subsystem 130 can generate an evaluation version 122 of the 
advertisement 120. The evaluation version 122 of the adver 
tisement 120 can, for example, be generated by embedding an 
advertisement evaluation tool 132 in the advertisement 120. 
In some implementations, the advertisement evaluation tool 
132 can be computer instructions, e.g., HTML, JavaScriptTM, 
or some other instructions executable by a computer device, 
such as a user device 108. In some implementations, the 
advertisement 120 can be brand obfuscated, i.e., a brand name 
or product identifier can be removed from the advertisement. 
For example, an advertisement image from a still advertise 
ment or a key frame from a video advertisement can be used 
to generate a debranded version of the advertisement 120. 
0054 The advertisement 120 can be served for presenta 
tion in a plurality of contexts C1, C2, C3 . . . Cn in response 
to a corresponding plurality of advertisement requests. For 
example, as requests for advertisements are received from the 
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publishers 102a and 102b, and/or the user devices 108a and 
108b, and/or the search engine 112, the advertisement 120 
may be served for presentation. In some implementations, the 
contextual evaluation subsystem 130 can serve the evaluation 
version 122 of the advertisement 120 in response to a subset 
of the advertisement requests, e.g., for every n' request, the 
advertisement management system 104 can serve the evalu 
ation version 122 of the advertisement. Other selection pro 
cesses can also be used to serve the evaluation version 122 of 
the advertisement 120, e.g., a random selection process, a 
contextual balancing process that proportionally serves the 
evaluation versions 122 according to contexts. 
0055. The contextual evaluation subsystem 130 can deter 
mine the context in which the evaluation version 122 of the 
advertisement 120 is presented. The determination can, for 
example, be made based on the content of a presentation 
environment, e.g., a sports web page, or news web page; or the 
determination can be made based on the web address of a 
requesting publisher, or by processing any other relevant 
information indicative of context in which the evaluation 
version 122 is presented. 
0056. The evaluation tool 132 can be presented to a user as 
a Survey or some other assessment opportunity by which the 
user can evaluate the advertisement by use of the evaluation 
tool 132. In some implementations, the contextual evaluation 
subsystem 130 can determine whether a user selects the 
advertisement evaluation tool 132 presented in the context, 
and can receive advertisement evaluation results QR1. QR2, 
QR3 ... QRn for evaluations conducted using the advertise 
ment evaluation tool 132. For example, in the context C1, 
approximately 50% of the evaluation versions 122 of the 
advertisement 120 are selected for conducting an evaluation, 
as illustrated by unselected white impression circles and 
selected shaded impression circles. Likewise, approximately 
25% of the evaluation versions 122 are selected in the context 
C2; almost none are selected in the context C3; and nearly all 
are selected in the context Cn. The corresponding evaluation 
results for the evaluations conducted can be provided to the 
advertising management system 104 and stored as the evalu 
ation data 134. 

0057 For each context C1, C2, C3 ... Cn, the contextual 
evaluation Subsystem 130 can generate engagement rates for 
the evaluation version 122 and the advertisement 120. Each 
engagement rate ER1, ER2, ER3. . . ERn is associated with 
the corresponding context C1, C2, C3 ... Cn of the plurality 
of contexts. Each engagement rate ER1, ER2, ER3. . . ERn is 
a measure of a rate of participation of use of the advertisement 
evaluation tool 132 for the corresponding context C1, C2, C3 

Cn 

0.058 Each engagement rate can be determined indepen 
dently of a performance rate of the advertisement 120, e.g., 
the engagement rate can be determined independent of an 
overall click-through rate of the advertisement 120, or some 
other measure of performance of the advertisement when the 
advertisement is presented without the evaluation tool 132. In 
particular, each engagement rate ER is indicative of a level of 
user interaction with the advertisement evaluation tool 132 in 
a corresponding contextC, which, in turn, is an indirect signal 
of an audience response to the advertisement 120. 
0059. The engagement rate signal, however, can either be 
a negative signal, e.g., audience dislike, or a positive signal, 
e.g., audience acceptance. In other words, the engagement 
rate alone may not necessarily indicate the effectiveness of 
the advertisement 120. For example, an evaluation version 
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122 of an advertisement 120 may have a particularly high 
engagement rate ER in a corresponding context C. However, 
the engagement rate ER may be particularly high in that 
context C because users in that context C may dislike the 
advertisement and desire to make their displeasure known to 
the advertiser. To determine an effectiveness of an advertise 
ment 120, the engagement rate ER is combined with other 
data to generate advertisement effectiveness measures. 
0060. In some implementations, the engagement rates 
ER1, ER2, ER3... ERn and the evaluation results QR1. QR2, 
QR3 . . . QRn can be used to generate the advertisement 
effectiveness measure for each of the contexts C1, C2, C3 .. 
. Cn. For example, if the advertisement evaluation tool 132 is 
used to evaluate advertisement recognition and brand linkage 
for the advertisement, then each advertisement effectiveness 
measure can be based on the advertisement recognition value, 
the brand linkage value, and the engagement rate ER associ 
ated with the contextC. In one implementation, the evaluation 
values of advertisement recognition value, brand linkage 
value and engagement rates are percentage values, and each 
advertisement effectiveness measure can be a product of the 
three values, e.g., 

EM=ARBLER 

where AR is the percentage of the evaluating audience in all 
contexts C1, C2, C3 ... Cn that recognized the advertisement, 
BL is the percentage of the evaluating audience in all contexts 
C1, C2, C3 ... Cn that recognized the brand linkage, and ERX 
is the engagement rate of a particular context CX. 
0061. In other implementations, the advertisement recog 
nition values and the brand linkage values can be associated 
with each context, and each advertisement effectiveness mea 
Sure can be a product of the three values for each context, e.g., 

EM=ARBLER 

where ARX is the percentage of the evaluating audience in a 
particular context Cx that recognized the advertisement, BLX 
is the percentage of the evaluating audience in a particular 
context that recognized the brand linkage, and ERX is the 
engagement rate of the particular context CX. 
0062. In some implementations, an additional advertise 
ment likeability value L can also be included. The likeability 
value L can be determined by qualitative evaluation results, 
e.g., a Likert Scale of ratings of 1-5, with 1 indicative of a low 
degree of likeability and 5 indicative of a high degree of 
likeability, and the overall value normalized to 1. For 
example, the effectiveness measure for a context can be the 
product of four values, e.g., 

EM=ARBLERL 

Or, alternatively: 
EM=ARBLERL 

where LX is a likeability value for a particular context. 
0063. In other implementations, the effectiveness measure 
for a context can be determined independent of an engage 
ment rate for the context. For example, an effectiveness mea 
Sure for a context can be equal to the brand linkage value for 
that context. 
0064. By way of another example, the contextual evalua 
tion subsystem 130 can determine advertisement effective 
ness measures based on the number of evaluation questions 
answered for each evaluation, and based on other values 
instead of percentages. For example, the advertisement evalu 
ation tool 132 may include hierarchal evaluation questions 
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that are presented in response to receiving a response to a first 
hierarchal evaluation question or a previous hierarchal evalu 
ation question, and the evaluation results can include data 
indicating a quantity of hierarchal evaluation questions pre 
sented, e.g., answered. The engagement rates ER1, ER2, ER3 
. . . ERn for the advertisement can be generated by weighing 
each engagement rate ER according to the quantity of hier 
archal evaluation questions presented in corresponding 
advertisement evaluations 132. For example, an advertise 
ment evaluation may include six hierarchal questions, e.g., 
questions that are presented conditioned on an answer to a 
previously presented or first question. Each time an adver 
tisement evaluation tool 132 is selected, an engagement count 
can be generated, e.g., a count value of 1. However, if only 
three of the six hierarchal questions are presented, the count 
value can be weighted by a factor of /2, e.g., 3/6. Likewise, if 
only two of the six hierarchal questions are presented, the 
count value can be weighted by a factor of /3, i.e., 2/6. Such a 
weighting can result in an engagement rate that is based on 
both an actual engagement of the evaluation tool 132 and a 
degree of engagement, i.e., questioning depth, of the evalua 
tion tool 132. The weighted engagement rates can thus be 
used to generate the advertisement effectiveness measures as 
described above. 

0065. Thus, in some implementations, the contextual 
evaluation subsystem 130 can determine advertisement effec 
tiveness measures based on qualitative data provided in the 
evaluation results. For example, the advertisement evaluation 
tool 132 may include questions that measure an audience's 
rating of the advertisement 120, e.g., “Rate this advertisement 
on a scale of 1-5 (1 being the worst rating, 5 being the best 
rating). Based on Such qualitative evaluation results pro 
vided from the advertisement evaluation tool 132, the con 
textual evaluation Subsystem 130 can generate an advertise 
ment effectiveness measure for a particular context C. For 
example, a central tendency of the evaluation results can be 
determined, e.g., an average. An average value of three can be 
determined to be neutral and result in an effectiveness mea 
Sure that is proportional to the engagement rate; an average 
value of less than three can be determined to be negative and 
result in an effectiveness measure that is a negative multiple 
of the engagement rate; and an average value greater than 
three can be determined to be positive and result in an effec 
tiveness measure that is a positive multiple of the engagement 
rate. Other processes for generating an effectiveness measure 
based on qualitative data can also be used. 
0.066 While the contextual evaluation subsystem 130 has 
been described with respect to an advertisement 120, the 
collection and processing of the evaluation data as described 
above can also be used to facilitate the tuning of an advertise 
ment campaign. For example, the contextual evaluation Sub 
system 130 can identify advertisements in an advertisement 
campaign, and generate evaluation versions 122 of the adver 
tisements, as indicated by the ellipses trailing the advertise 
ment 120. Each evaluation version 122 of the advertisements 
120 can be served as described above, and the evaluation 
results QR1. QR2, QR3...QRn for each context C1, C2, C3 
... Cn can likewise be processed for each evaluation version 
122. Engagement rates ER1, ER2, ER3. . . ERn the adver 
tisement 120 in the advertisement campaign and the corre 
sponding evaluation versions 122 can be generated in a simi 
lar manner as described above. 

0067. The engagement rates ER1, ER2, ER3 . . . ERn, 
evaluation results QR1. QR2, QR3 . . . QRn and the adver 
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tisement effectiveness measures can be stored in the evalua 
tion data store 134. Additionally, the engagement rate and/or 
the advertisement effectiveness measure for each context C1, 
C2, C3 ... Cn can be used to adjust advertisement placement, 
budgeting, and other advertising and/or campaign related 
factors to facilitate a more efficient use of the advertiser's 
resources. For example, a particular image associated with 
the advertisement 120 may be adjusted and the adjustment 
persisted to the advertisement data store 114. Likewise, an 
advertising budget, run rate, and/or placement parameters 
may be adjusted and persisted to the campaign data store 116. 

S4.0 Example Advertisement Evaluation 
0068. In some implementations, the advertisement evalu 
ation tool 132 can include computer instructions that generate 
an in situ evaluation. For example, the advertisement evalu 
ation tool 132, upon execution by a user device 108, can 
generate the in situ evaluation Substantially within the display 
region that would be normally occupied by the advertisement 
120, i.e., the display region occupied by the evaluation ver 
sion 122. The in situ evaluation is an evaluation having an 
evaluation environment Substantially within the display area 
of the evaluation version 122 of the advertisement, i.e., 
engagement of the evaluation tool does not redirect a web 
browser to a separate evaluation landing page or open a new 
browser window directed to the evaluation landing page. 
0069. An example in situ evaluation is shown in FIGS. 
2A-2C. FIGS. 2A-2C illustrates screen shots 200, 202 and 
204 of an example evaluation being conducted for an online 
advertisement 220 presented in a context. FIG. 2A illustrates 
a displayed advertisement 220 being presented in a presenta 
tion context, e.g., either as an advertisement listed in response 
to a search query, or as an advertisement selected and dis 
played based on the content of an underlying web page, or 
based on some other context. The advertisement 220 can be 
displayed or otherwise presented on a computer device. Such 
as a user device 108, in response to execution of the instruc 
tions included in the advertisement document 120. 
0070 The advertisement 220 includes a logo 240, and a 
branding 242 that includes a Brand name, “Brand X, a prod 
uct name, “Whippet a slogan, “Your Best Friend, and an 
image of the product. 
0071 FIG. 2B illustrates a screen shot 202 depicting a 
displayed evaluation version 222 of the advertisement 220. 
The evaluation version 220 can be displayed on a computer 
device, such as a user device 108, in response to execution of 
the instructions in the evaluation version 122 of the advertise 
ment 120 and the advertisement evaluation tool 132 included 
in the evaluation version 122. 
0072 A first in situ evaluation environment 230 presents 
questions related to advertisement recognition and likeability. 
A user selection of “No” indicates a lack of advertisement 
recognition; conversely, a selection of one or “Yes—Like it 
or “Yes—Dislike it indicates both advertisement recognition 
and a corresponding likeability factor. 
0073. Other questions to measure likeability can also be 
used. For example, the questions can be directed to rating the 
advertisement, e.g., on a scale of 1-5, ratings of 1-5, with 1 
indicative of a low degree of likeability and 5 indicative of a 
high degree of likeability; or presenting a broader range of 
“yes” responses, such as “Yes, and I love it.” “Yes, and it’s 
okay.” and “Yes, and I can’t stand it!” 
0074 FIG. 2C illustrates a screen shot 204 depicting the 
displayed evaluation version 222 of the advertisement 220. A 
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second in situ evaluation environment 232 presents a second 
hierarchal question in response to a user selection of one of 
the “Yes—Like it” or “Yes Dislike it options presented in 
FIG. 2B. The question presented in the environment 232 is 
related to brand linkage, and includes a text field in which a 
user may enter a product description. In some implementa 
tions, the second in situ display environment 232 is generated 
in response to engagement of the first in situ display environ 
ment 230. 
0075 Although only two questions are shown in FIGS. 2B 
and 2C, additional questions could also be presented during 
the evaluation. Additionally, while the evaluation shown in 
FIGS. 2B and 2C are in situ evaluations, other evaluation 
types could also be used, e.g., selection of the evaluation 230 
can redirect a web browser to a separate evaluation landing 
page or open a new browser window directed to the evaluation 
landing page. 
(0076 FIG.3 is a screen shot 300 of an example advertise 
ment context defined by the audio and/or visual features of the 
evaluation advertisement 322. For example, the advertise 
ment context can be defined by presentation features of the 
evaluation advertisement 322 that includes a visual presenta 
tion feature or an audio presentation feature. For example, a 
different logo 340 can be used in the evaluation advertise 
ment, and an audio feature 342, e.g., a barking Sound, can also 
be included to evaluate the effectiveness of such features. 
Accordingly, the engagement rate of each presentation con 
text, e.g., different audio and/or visual features, can be mea 
Sured. 

S5.0 Advertisement Effectiveness Based Auction 
0077 FIG. 4 is a block diagram of an auction subsystem 
400 that uses advertisement effectiveness measurements 
EM1, EM2 ... EMn in a bidding process. The auction sub 
system 400 can be included in the advertisement management 
system 104 of FIG. 1. 
0078. In one implementation, the auction subsystem 400 
processes advertiser bids for an amount the advertisers are 
willing to pay for each click of an advertisement, e.g., a 
cost-per-click amount an advertiser pays when, for example, 
a user clicks on an advertisement. The auction Subsystem can 
take into account a number of performance parameters of an 
advertisement 120 stored in the advertisement data store 114, 
such as the click through rate (CTR), a cost per number of 
actions (CPM), a maximum cost per click (MCPC), a mini 
mum cost per click (mCPC) and a quality factor (Q). Addi 
tional or fewer performance factors stored in the advertise 
ment data store 114 can be used by the auction Subsystem. 
0079 Additionally, campaign data stored in a campaign 
data store 116 can also be used by the auction subsystem 400 
when performing an auction. Advertiser budgets, placements, 
and run rates can also be considered to ensure that an auction 
is conducted in a manner that is consistent with campaign 
Strategies. 
0080 Finally, the engagement rates ER, effectiveness 
measures EM, and the contexts C of the advertisements that 
are submitted for auction can also be used when performing 
the auction. Together the performance parameters of an 
advertisement 120, the campaign data, and one or more of the 
engagement rates ER and effectiveness measures EM can be 
used to determine a contextual bid value for a bid. 
I0081 For example, the auction subsystem 400 can receive 
an advertisement request 402 that includes context data defin 
ing a context in which an advertisement is to be displayed, 
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e.g., content of a particular publisher, and/or defining a par 
ticular advertisement feature context, e.g., a video advertise 
ment, or an image advertisement. In response to the request 
402, the auction subsystem 400 can determine a correspond 
ing engagement rate ER and a corresponding effectiveness 
measure EM for each advertisement in the auction and adjust 
advertiser bidding parameters accordingly. 
0082 For example, an advertisement that is determined to 
be very effective in the context defined by the advertisement 
request 402 may have a corresponding minimum cost per 
click reduced, as the advertisement has been determined to 
elicit a positive user experience in the context. Conversely, an 
advertisement that is determined to be very ineffective in the 
context defined by the advertisement request 402 may have a 
corresponding minimum cost per click increase, or may even 
be precluded from participating in the auction for the request 
402, as the advertisement has been determined to elicit a 
negative user experience in the context, or likely to be ignored 
in the context and therefore generate no revenue for the pub 
lisher. 
0083. In some implementations, an adjusted minimum 
cost per click (mCPC) is determined according to the follow 
ing formula: 

where EM is an advertisement effectiveness measure, S is a 
Scaling factor, and mCPC is the minimum cost per click for an 
advertisement. Other auction adjustments based on the 
engagement rates, context, and effectiveness measures can 
also be used, e.g., mCPC'—mCPC/EM, or mGPC'—mCPC/ 
EM" (where n can be an adjustable number), or 
mCPC'—ER*mCPC/log(EM). Such adjustments can be 
selected based on the ranges of the effectiveness measures 
and engagement rates. 
0084. In summary, the auction subsystem 400 can receive 
auction bids for corresponding advertisements in response to 
the advertisement request 402. One or more of the auction 
bids can be contextual bids. Each contextual bid is based on 
one or more performance parameters for a corresponding 
advertisement and an effectiveness measure EM associated 
with corresponding advertisement and a context specified by 
the request 402. 

S6.0 Example Advertisement Effectiveness Processes 
I0085 FIG. 5 is a flow diagram of an example process 500 
for determining advertisement engagement rates. The process 
500 can, for example, be implemented in the contextual 
evaluation subsystem 130 of FIG. 1, or in some other pro 
cessing System. 
0.086 An evaluation version of an advertisement that 
includes an evaluation tool is generated (502). For example, 
the contextual evaluation subsystem 130 can generate the 
evaluation version 122 of the advertisement 120. 
0087. The evaluation version of the advertisement is 
served for presentation in a plurality of contexts (504). For 
example, the contextual evaluation subsystem 130 can 
receive advertisement requests from publishers, user devices 
and search engines, and can serve the evaluation version 122 
of the advertisement 120 for every n' impression. 
0088 For each serving of the evaluation version of the 
advertisement, the context in which the evaluation version of 
the advertisement is presented is determined (506). For 
example, the contextual evaluation subsystem 130 can deter 
mine the context in which the evaluation version 122 of the 
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advertisement 120 is presented based on the advertisement 
request, or based on content associated with the requestor, or 
by processing other data that is indicative of a context. 
0089 Advertisement evaluation results are received and 
associated with the contexts (508). For example, the contex 
tual evaluation subsystem 130 can receive evaluation results 
QR1. QR2. QR3...QRn and associate them with the contexts 
C1, C2, C3 ... Cn. 
0090 Engagement rates for the evaluation version of the 
advertisement are generated (510). For example, the contex 
tual evaluation Subsystem 130 can generate the engagement 
rates ER1, ER2, ER3. . . ERn for corresponding contexts C1, 
C2, C3 ... Cn as described with reference to FIG. 1 above. 
0091 FIG. 6 is a flow diagram of an example process 600 
for generating advertisement effectiveness measurements. 
The process 600 can, for example, be implemented in the 
contextual evaluation subsystem 130 of FIG. 1, or in some 
other processing system. 
0092. Each engagement rate is associated with a corre 
sponding context (602). For example, the contextual evalua 
tion Subsystem 130 can associate each engagement rate ER1. 
ER2, ER3. . . ERn with a corresponding context C1, C2, C3, 

Cn 

0093 Measurement values are generated from the evalu 
ation results (604). For example, the contextual evaluation 
Subsystem 130 can generate measurement values, such as 
brand linkage (BL) values, advertisement recognition (AR) 
values, and other values based on the evaluation results. 
0094 Engagement rates based on a rate of participation in 
the evaluation using the evaluation tool for each correspond 
ing context are determined (606). For example, the contextual 
evaluation Subsystem 130 can determine an engagement rate 
for each context based on a ratio of the number of times the 
evaluation tool was used by a user to the number of times the 
evaluation version 122 of the advertisement 120 was served. 
The engagement rate can be further determined based on the 
number of questions answered in the evaluation, or on other 
data indicative of a level of user engagement. 
0.095 Advertisement effectiveness measures for each of 
the contexts are generated (608). For example, the contextual 
evaluation Subsystem 130 generates an effectiveness measure 
EM for each context that is a product of the engagement rate 
ER for the context, the brand linkage value, and the adver 
tisement recognition value. 
0096. The effectiveness measure EM can also be gener 
ated based on other data, Such as qualitative data of the evalu 
ation results. For example, the effectiveness measure can be 
generated based on the likeability of the advertisement, e.g., 
based on numeric ratings of the advertisement, with 1 being 
the lowest and 5 being the highest. 
(0097 FIG. 7 is a flow diagram of an example process 700 
for adjusting advertisement bid parameters based on adver 
tisement engagement rates and/or advertisement effective 
ness measures. The process 700 can, for example, be imple 
mented in the auction subsystem 400 of FIG. 4, or in some 
other processing system. 
0098. An advertisement request for a context is received 
(702). For example, the auction subsystem 400 can receive an 
advertisement request 402 that includes context data defining 
a context in which an advertisement is to be displayed, e.g., 
content of a particular publisher, and/or defining a particular 
advertisement feature context, e.g., a video advertisement or 
an image advertisement/ 
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0099 Engagement rates and/or effectiveness measures for 
the advertisement in the context are identified (704). For 
example, in response to the request 402, the auction Sub 
system 400 can identify a corresponding engagement rate ER 
and a corresponding effectiveness measure EM for each 
advertisement in the auction. 
0100. One or more bid parameters for the advertisement 
based on the engagement rate and/or the effectiveness mea 
sure are adjusted (706). For example, the auction subsystem 
400 can reduce a minimum cost per clickfor an advertisement 
that is determined to be very effective in the context defined 
by the advertisement request 402, or can increase a corre 
sponding minimum cost per click for an advertisement that is 
determined to be very ineffective in the context defined by the 
advertisement request 402. 
0101 The advertisement is submitted to auction with the 
adjusted one or more bid parameters (708). For example, the 
auction Subsystem 400 can conduct the auction and use the 
adjusted auction parameters to select one or more winning 
advertisements in response to the advertisement request 402. 
0102 FIG. 8 is a flow diagram of an example process 800 
for adjusting campaign targeting based on contextual adver 
tisement effectiveness measures. The process 800 can, for 
example, be implemented in the contextual evaluation Sub 
system 130 and the advertisement management system 104 of 
FIG. 1, or in some other processing system. 
0103 Campaign performance in each of a plurality of 
presentation contexts is evaluated (802). For example, the 
contextual evaluation subsystem 130 can serve evaluation 
versions of advertisements belonging to a campaign and 
evaluate the performance the advertisements in each of the 
contexts, such as described with reference to FIGS. 1-3, 5 and 
6 above. 
0104 Evaluation values for the campaign for each presen 
tation context are generated (804). For example, the contex 
tual evaluation subsystem 130 can collect the evaluation 
results and generate corresponding evaluation values of brand 
linkage, likeability, and other evaluation values. 
0105 Campaign targeting for each presentation context 
based on the evaluation values for each presentation context is 
adjusted (806). For example, the advertisement management 
system 104 can adjust campaign targeting to increase adver 
tisement serving in contexts having a low brand recognition 
and decrease serving of advertisements in contexts having 
high brand recognition if the goal of the campaign is to 
increase brand recognition. Likewise, the advertisement 
management system 104 can adjust campaign targeting to 
reduce the serving of advertisements for contexts in which the 
advertisements have a low likeability, and increase the serv 
ing of advertisements for contexts in which the advertise 
ments have a high likeability. Other targeting adjustments 
based on the evaluation values can also be made. 
0106 The contextual evaluation subsystem 130 and the 
auction subsystem 400 can be realized by instructions that 
upon execution cause one or more processing devices to carry 
out the processes and functions described above. Such 
instructions can, for example, comprise interpreted instruc 
tions, such as Script instructions, e.g., JavaScript or ECMA 
Script instructions, or executable code, or other instructions 
stored in a computer readable medium. The contextual evalu 
ation subsystem 130 and the auction subsystem 400 can be 
implemented separately, or can be implemented as a single 
software entity. The contextual evaluation subsystem 130 and 
the auction subsystem 400 can also be implemented in many 
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computers communicating over a network, Such as a server 
farm, or can be implemented in a single computer device. 
0107 Embodiments of the subject matter and the func 
tional operations described in this specification can be imple 
mented in digital electronic circuitry, or in computer soft 
ware, firmware, or hardware, including the structures 
disclosed in this specification and their structural equivalents, 
or in combinations of one or more of them. Embodiments of 
the subject matter described in this specification can be 
implemented as one or more computer program products, i.e., 
one or more modules of computer program instructions 
encoded on a tangible program carrier for execution by, or to 
control the operation of data processing apparatus. The tan 
gible program carrier can be a propagated signal or a com 
puter readable medium. The propagated signal is an artifi 
cially generated signal, e.g., a machine generated electrical, 
optical, or electromagnetic signal that is generated to encode 
information for transmission to Suitable receiver apparatus 
for execution by a computer. The computer readable medium 
can be a machine readable storage device, a machine readable 
storage substrate, a memory device, a composition of matter 
effecting a machine readable propagated signal, or a combi 
nation of one or more of them. 
0108. A computer program (also known as a program, 
Software, Software application, Script, or code) can be written 
in any form of programming language, including compiled or 
interpreted languages, or declarative or procedural lan 
guages, and it can be deployed in any form, including as a 
Standalone program or as a module, component, Subroutine, 
or other unit Suitable for use in a computing environment. A 
computer program does not necessarily correspond to a file in 
a file system. A program can be stored in a portion of a file that 
holds other programs or data (e.g., one or more scripts stored 
in a markup language document), in a single file dedicated to 
the program in question, or in multiple coordinated files (e.g., 
files that store one or more modules, Sub programs, or por 
tions of code). A computer program can be deployed to be 
executed on one computer or on multiple computers that are 
located at one site or distributed across multiple sites and 
interconnected by a communication network. 
0109 Additionally, the logic flows and structure block 
diagrams described in this patent document, which describe 
particular methods and/or corresponding acts in Support of 
steps and corresponding functions in Support of disclosed 
structural means, may also be utilized to implement corre 
sponding software structures and algorithms, and equivalents 
thereof. The processes and logic flows described in this speci 
fication can be performed by one or more programmable 
processors executing one or more computer programs to per 
form functions by operating on input data and generating 
output. 
0110 Processors suitable for the execution of a computer 
program include, by way of example, both general and special 
purpose microprocessors, and any one or more processors of 
any kind of digital computer. Generally, a processor will 
receive instructions and data from a read only memory or a 
random access memory or both. The essential elements of a 
computer are a processor for performing instructions and one 
or more memory devices for storing instructions and data. 
Generally, a computer will also include, or be operatively 
coupled to receive data from or transfer data to, or both, one 
or more mass storage devices for storing data, e.g., magnetic, 
magneto optical disks, or optical disks. However, a computer 
need not have such devices. Computer readable media Suit 



US 2009/0106087 A1 

able for storing computer program instructions and data 
include all forms of non Volatile memory, media and memory 
devices, including by way of example semiconductor 
memory devices, e.g., EPROM, EEPROM, and flash memory 
devices; magnetic disks, e.g., internal hard disks or remov 
able disks; magneto optical disks; and CD ROM and DVD 
ROM disks. The processor and the memory can be supple 
mented by, or incorporated in, special purpose logic circuitry. 
0111. To provide for interaction with a user, embodiments 
of the subject matter described in this specification can be 
implemented on a computer having a display device, e.g., a 
CRT (cathode ray tube) or LCD (liquid crystal display) moni 
tor, for displaying information to the user and a keyboard and 
a pointing device, e.g., a mouse or a trackball, by which the 
user can provide input to the computer. Other kinds of devices 
can be used to provide for interaction with a user as well; for 
example, feedback provided to the user can be any form of 
sensory feedback, e.g., visual feedback, auditory feedback, or 
tactile feedback; and input from the user can be received in 
any form, including acoustic, speech, or tactile input. 
0112 Embodiments of the subject matter described in this 
specification can be implemented in a computing system that 
includes a back end component, e.g., as a data server, or that 
includes a middleware component, e.g., an application server, 
or that includes a front end component, e.g., a client computer 
having a graphical user interface or a Web browser through 
which a user can interact with an implementation of the 
Subject matter described is this specification, or any combi 
nation of one or more suchback end, middleware, or frontend 
components. The components of the system can be intercon 
nected by any form or medium of digital data communication, 
e.g., a communication network. Examples of communication 
networks include a local area network (“LAN”) and a wide 
area network (“WAN”), e.g., the Internet. 
0113. The computing system can include clients and serv 

ers. A client and server are generally remote from each other 
and typically interact through a communication network. The 
relationship of client and server arises by virtue of computer 
programs running on the respective computers and having a 
client server relationship to each other. 
0114 While this specification contains many specific 
implementation details, these should not be construed as limi 
tations on the scope of any invention or of what may be 
claimed, but rather as descriptions of features that may be 
specific to particular embodiments of particular inventions. 
Certain features that are described in this specification in the 
context of separate-embodiments can also be implemented in 
combination in a single embodiment. Conversely, various 
features that are described in the context of a single embodi 
ment can also be implemented in multiple embodiments sepa 
rately or in any suitable subcombination. Moreover, although 
features may be described above as acting in certain combi 
nations and even initially claimed as such, one or more fea 
tures from a claimed combination can in some cases be 
excised from the combination, and the claimed combination 
may be directed to a subcombination or variation of a sub 
combination. 
0115 Similarly, while operations are depicted in the draw 
ings in a particular order, this should not be understood as 
requiring that such operations be performed in the particular 
order shown or in sequential order, or that all illustrated 
operations be performed, to achieve desirable results. In cer 
tain circumstances, multitasking and parallel processing may 
be advantageous. Moreover, the separation of various system 
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components in the embodiments described above should not 
be understood as requiring such separation in all embodi 
ments, and it should be understood that the described program 
components and systems can generally be integrated together 
in a single software product or packaged into multiple soft 
ware products. 
0116 Particular embodiments of the subject matter 
described in this specification have been described. Other 
embodiments are within the scope of the following claims. 
For example, the actions recited in the claims can be per 
formed in a different order and still achieve desirable results. 
As one example, the processes depicted in the accompanying 
figures do not necessarily require the particular order shown, 
or sequential order, to achieve desirable results. In certain 
implementations, multitasking and parallel processing may 
be advantageous. 
0117 This written description sets forth the best mode of 
the invention and provides examples to describe the invention 
and to enable a person of ordinary skill in the art to make and 
use the invention. This written description does not limit the 
invention to the precise terms set forth. Thus, while the inven 
tion has been described in detail with reference to the 
examples set forth above, those of ordinary skill in the art may 
effect alterations, modifications and variations to the 
examples without departing from the scope of the invention. 
What is claimed is: 
1. A computer-implemented method of auctioning adver 

tisements, comprising: 
receiving an advertisement request for presentation of an 

advertisement in an identified context, the identified 
context being one of a plurality of contexts; 

receiving auction bids for advertisements in response to the 
advertisement request, the auction bids including con 
textual bids, each contextual bid being based on one or 
more performance parameters for a corresponding 
advertisement and an effectiveness measure associated 
with the corresponding advertisement and the identified 
context; and 

selecting one or more advertisements based on the auction 
bids and serving the selected one or more advertise 
ments in response to the advertisement request; 

wherein each corresponding advertisement can be served 
in a plurality of contexts, and each corresponding adver 
tisement has a corresponding effectiveness measure for 
each of the plurality of contexts, each effectiveness mea 
sure determined from evaluation results received from 
evaluations conducted in the plurality of contexts. 

2. The method of claim 1, wherein: 
the evaluation results are used to generate advertisement 

recognition values for each of the plurality of contexts; 
and 

each effectiveness measure for each of the plurality of 
contexts is based on the advertisement recognition value 
for the context. 

3. The method of claim 2, wherein: 
the evaluation results are used to generate an engagement 

rate for each context, each engagement rate based on a 
participation rate of audience participation in evaluating 
the advertisement for each of the plurality of contexts: 
and 

each effectiveness measure for each of the plurality of 
contexts is proportional to a product of the advertise 
ment recognition value for the context and the engage 
ment rate. 
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4. The method of claim 1, wherein: 
the evaluation results are used to generate brand linkage 

values for each of the plurality of contexts; and 
each effectiveness measure for each of the plurality of 

contexts is based on the brand linkage value for the 
COInteXt. 

5. The method of claim 4, wherein: 
the evaluation results are used to generate an engagement 

rate for each context, each engagement rate based on a 
participation rate of audience participation in evaluating 
the advertisement for each of the plurality of contexts: 
and 

each effectiveness measure for each of the plurality of 
contexts is proportional to a product of the brand linkage 
value for the context and the engagement rate. 

6. The method of claim 1, wherein: 
the evaluation results are used to generate advertisement 

likeability values for each of the plurality of contexts: 
and 

each effectiveness measure for each of the plurality of 
contexts is based on the advertisement likeability value 
for the context. 

7. The method of claim 6, wherein: 
the evaluation results are used to generate an engagement 

rate for each context, each engagement rate based on a 
participation rate of audience participation in evaluating 
the advertisement for each of the plurality of contexts: 
and 

each effectiveness measure for each of the plurality of 
contexts is proportional to a product of the advertise 
ment likeability value for the context and the engage 
ment rate. 

8. The method of claim 1, wherein the evaluation results are 
received from in situ evaluations generated by an evaluation 
version of the corresponding advertisement, and the plurality 
of contexts are defined by corresponding publisher content of 
publishers that presented the evaluation version of the adver 
tisement. 

9. The method of claim 1, wherein the performance param 
eter for the corresponding advertisement comprises a click 
through rate. 

10. A system, comprising: 
a plurality of computers; and 
computer-readable media that stores computer instructions 

executable by the plurality of computers, and upon Such 
execution cause the plurality of computers to perform 
the operations of 

receiving an advertisement request for presentation of an 
advertisement in an identified context; 

receiving contextual bids for corresponding advertise 
ments in response to the advertisement request, each 
contextual bid being based on one or more evaluation 
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values associated with a corresponding advertisement 
and the identified context; and 

selecting one or more advertisements based on the contex 
tual bids and serving the selected one or more advertise 
ments in response to the advertisement request; 

wherein: 
the corresponding advertisements each have a corre 

sponding plurality of evaluation values for a corre 
sponding plurality of contexts, each evaluation value 
determined from evaluation results received from 
evaluations conducted in the plurality of contexts; and 

the identified context is one of the plurality of contexts. 
11. The system of claim 10, wherein the one or more 

evaluation values include an advertisement recognition value 
for each of the plurality of contexts. 

12. The system of claim 10, wherein the contextual bids are 
further based on an advertisement effectiveness measure that 
is based on a product of: 

an engagement rate based on a participation rate of audi 
ence participation in evaluating the advertisement for 
each of the plurality of contexts; and 

the advertisement recognition value for each of the plural 
ity of contexts. 

13. The system of claim 10, wherein the one or more 
evaluation values include a brand linkage valued for each of 
the plurality of contexts. 

14. The system of claim 13, wherein the contextual bids are 
further based on an advertisement effectiveness measure that 
is based on a product of: 

an engagement rate based on a participation rate of audi 
ence participation in evaluating the advertisement for 
each of the plurality of contexts; and 

the brand linkage value for each of the plurality of contexts. 
15. The system of claim 10, wherein the one or more 

evaluation values include an advertisement likeability value 
for each of the plurality of contexts. 

16. The system of claim 10, wherein the contextual bids are 
further based on an advertisement effectiveness measure that 
is based on a product of: 

an engagement rate based on a participation rate of audi 
ence participation in evaluating the advertisement for 
each of the plurality of contexts; and 

the advertisement likeability value for each of the plurality 
of contexts. 

17. The system of claim 11, wherein the evaluation results 
are received from in situ advertisement evaluations generated 
by an evaluation version of the corresponding advertise 
ments, and the plurality of contexts are defined by corre 
sponding publisher content of publishers that presented the 
evaluation version of the advertisement. 
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