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(7) ABSTRACT

Large groups of Web ads may, at least in part, be approved
automatically. A subset of a group of ads is selected, and a
manual review process is used to determine which ads in the
subset are not acceptable, and perhaps the reasons for the
disapprovals. A distrust score may then be determined using
the ads in the subset that were disapproved. The distrust
score may also use the reasons for disapproval. The distrust
score may then be compared with a predetermined thresh-
old. If the distrust score is less than the threshold, the ads in
the group may be accepted. If the distrust score is equal to
or greater than the threshold, the ad group is not automati-
cally accepted.

( AD PREPROCESSING )

k 4
ACCEPT AD SET

300

310

[ IDENTIFY ADVERTISER P\BZO

330
IS

ADVERTISER

1S
AD SET TOO
SMALL?

YES 350

NO

h 4

ADVERTISER A TRUSTED

A 4

DETERMINE
DISTRUST SCORE

360Q

sus | FORWARD AD

43 | SET TO MANUAL
APPROVAL
FACILITIES

Y

IS
DISTRUST SCORE <
JHRESHOLD?

INDICATE
ADVERTISER AS
A TRUSTED
ADVERTISER

b.__—

AUTO-CHECK
(REMAINING) |~
ADS OF SET

N 370

380

]

((RETURN r~3q0



Patent Application Publication Oct. 6,2005 Sheet 1 of 5 US 2005/0222902 A1

FIG. 1

9140

AD NETWORK

110 120

AD
SERVING
SYSTEM

APPROVAL

ADVERTISER SYSTEM

150
AD

CONSUMER



Patent Application Publication Oct. 6,2005 Sheet 2 of 5 US 2005/0222902 A1

242
ADVERTISER ID | TRUSTED?

244 \/

215

SET OF ADS;
ADVERTISER ID i
240 K

-

210 : 220 i
K 8 " | ADVERTISER |/
%| INFORMATION
/| INcoming
ADVERTISER |—<»{ AD (HOPPER)
STORAGE
AD
PREPROCESSING
OPERATIONS
SPOT CHECK
so A MANUAL REVIEW OPERATIONS
260, /Y (AND REPAIR)
FACILITY  feereeeme
AUTO-CHECK
!
o5 OPERATIONS
270 N APPROVED
V) ADS

280 AD SERVING

OPERATIONS




Patent Application Publication Oct. 6,2005 Sheet 3 of 5 US 2005/0222902 A1

((AD PREPROCESSING )

A 4
ACCEPT AD SET N 340

y

IDENTIFY ADVERTISER

330

IS
DVERTISER A TRUSTE

ADVERTISER
?

YES

1S
AD SET TOO
SMALL?

YES 350 DETERMINE
DISTRUST SCORE

360

IS
DISTRUST SCORE <
JHRESHOLD?

NO

\ 4
345 FORWARD AD
Al SET TO MANUAL INDICATE
APPROVAL ADVERTISERAS |
FACILITIES A TRUSTED 370
ADVERTISER
v
AUTO-CHECK
(REMAINING) ~ 150
ADS OF SET

RETURN 390

FIG. 3



Patent Application Publication Oct. 6,2005 Sheet 4 of 5 US 2005/0222902 A1

DISTRUST SCORE
DETERMINATION

400

SELECT/ACCEPT | _
SUBSET (SAMPLE) [¥ "410

RECEIVE MANUAL
REVIEW OF ADS ks~ 420
IN SUBSET

DETERMINE DISTRUST
SCORE USING
DISAPPROVAL RATE

(AND PROBLEM 4‘430
SEVERITY) (AND PRIOR
ADVERTISER TRUST
INFORMATION)

RETURN 440

FIG. 4



51

INPUT DEVICE(S)

FIG. 5

Patent Application Publication Oct. 6,2005 Sheet 5 of 5

US 2005/0222902 A1

530

52

o

OUTPUT DEVICE(S)

\ 4

INPUT/OUTPUT
INTERFACE UNIT(S)

(@]
N
o

SYSTEM BUS OR NETWORK(S)

550
STORAGE DEVICE(S)

O
| =]
o

560

PROCESSOR(S)




US 2005/0222902 A1l

ADVERTISEMENT APPROVAL

1. BACKGROUND OF THE INVENTION
[0001] 1.1 Field of the Invention

[0002] The present invention concerns advertising. In par-
ticular, the present invention concerns processes for approv-
ing ads, such as Web ads for example.

[0003] 1.2 Background Information

[0004] Advertising using traditional media, such as tele-
vision, radio, newspapers and magazines, is well known.
Recently, advertising over more interactive media has
become popular. For example, as the number of people using
the Internet has exploded, advertisers have come to appre-
ciate media and services offered over the Internet as a
potentially powerful way to advertise.

[0005] Web page-based ads (also referred to as “Web ads™)
are often presented to their advertising audience in the form
of “banner ads” (i.e., a rectangular box that includes graphic
components). When a member of the advertising audience
(referred to as a “viewer” or “user” in the Specification
without loss of generality) selects one of these banner ads by
clicking on it, embedded hypertext links typically direct the
viewer to a page (which may be referred to as the “landing
page” of the ad) of the advertiser’s Website where they can
be presented with marketing information and/or consum-
mate a transaction.

[0006] Typically, various Websites place Web ads from
various advertisers on their pages. By charging a fee for such
placements from the advertiser, the Website gets a source of
income. Further, some entities accept ads from advertisers
and supply those ads to other entities to place on their Web
pages or page views of those Web pages. This is sometimes
referred to as “syndication.” Whether a Website serves ads
on its own pages or to the pages of a syndication partner,
such a Website may be referred to as an “ad network”.

[0007] Before placing an ad on its own Website, or syn-
dicating an ad to another’s Website, it is important to review
the ad to ensure that it is correct and appropriate. Such a
review may be used to identify such things as incorrect
punctuation, capitalization, grammar, text spacing, or price,
to name just a few. Also, such a review may be used to
identify forbidden text, unacceptable content, improper lists,
repetition, inappropriate superlatives, promotional offers, or
targeting keywords or other serving constraints that are too
general, among other things.

[0008] In some current ad networks, the number of ads
that are reviewed can easily reach the thousands or tens-of-
thousands. A manual review process is expensive and time-
consuming, as well as prone to human error. Thus, an
improved review process is desired.

2. SUMMARY OF THE INVENTION

[0009] Inone embodiment consistent with the invention, a
subset of an ad group (or ad set) is selected, each ad of the
subset is manually approved or disapproved, a score (e.g., a
percentage) is determined using the number of disapproved
ads to the total number of ads in the subset, and at least one
of the ads in the ad group that is not in the subset is accepted
automatically if the score does not exceed a predetermined
threshold. In at least some embodiments consistent with the
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invention, the determination of the score may use a severity
of the reason for each disapproval.

[0010] In at least one embodiment consistent with the
invention, at least one ad of an ad group received from a
Trusted Advertiser is automatically approved.

[0011] In at least one embodiment consistent with the
invention, a subset of a first ad group provided by a Trusted
Advertiser is selected, a score (e.g., a percentage) is deter-
mined using the number of ads in the subset that are
disapproved and the total number of ads in the subset, (and
perhaps the reason(s) for disapproval(s)), and at least one ad
in a second ad group received from the Trusted Advertiser is
pulled from circulation if the score exceeds a predetermined
threshold.

3. BRIEF DESCRIPTION OF THE DRAWINGS

[0012] FIG. 1 is a diagram illustrating entities that may
participate in an automated ad approval process.

[0013] FIG. 2 is a bubble diagram illustrating operations
that may be performed, and information that may be gen-
erated and/or stored, by an automated ad approval system
consistent with the invention.

[0014] FIG. 3 is a flowchart illustrating an exemplary
method that may be used to preprocess ads in a manner
consistent with the present invention.

[0015] FIG. 4 is a flowchart illustrating an exemplary
method that may be used to determine a distrust score in a
manner consistent with the present invention.

[0016] FIG. 5 is a block diagram of a machine that may
perform one or more operations, and store information used
and/or generated, in a manner consistent with the present
invention.

4. DETAILED DESCRIPTION

[0017] The present invention may involve novel methods,
apparatus, message formats and/or data structures for help-
ing an ad network to at least partially automate the process
of approving ads for circulation/syndication. The following
description is presented to enable one skilled in the art to
make and use the invention, and is provided in the context
of particular applications and their requirements. Thus, the
following description of embodiments consistent with the
present invention provides illustration and description, but is
not intended to be exhaustive or to limit the present inven-
tion to the precise form disclosed. Various modifications to
the disclosed embodiments will be apparent to those skilled
in the art, and the general principles set forth below may be
applied to other embodiments and applications. For
example, although a series of acts may be described with
reference to a flow diagram, the order of acts may differ in
other implementations when the performance of one act is
not dependent on the completion of another act. Further,
non-dependent acts may be performed in parallel. No ele-
ment, act or instruction used in the description should be
construed as critical or essential to the present invention
unless explicitly described as such. Also, as used herein, the
article “a” is intended to include one or more items. Where
only one item is intended, the term “one” or similar language
is used. Thus, the present invention is not intended to be
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limited to the embodiments shown and the inventors regard
their invention as any patentable subject matter described.

[0018] In the following, environments in which, or with
which, the present invention may operate are described in §
4.1. Then, exemplary embodiments of the present invention
are described in § 4.2. Finally, some conclusions regarding
the present invention are set forth in § 4.3.

[0019] 4.1 Environments in which, or with which, the
Present Invention may Operate

[0020] FIG. 1 illustrates an exemplary environment in
which the present invention may be used. The components
may be able to communicate with one another, such as via
a network or inter-network (not shown), for example. Each
of one or more advertisers 110 has ads they would like to
present to potential customers (not shown). An ad network
140 is interested in placing the ads in circulation where the
potential customers, such as individuals using and viewing
the Web pages of ad consumer 150, can see the ads. The
advertiser(s) 110 compensates, either directly or indirectly
via the ad network 140, the ad consumer 150 for this
opportunity to have its ads rendered to potential customers.
Further, the ad network 140 may sell ads, with or without
additional software to control the placement of the ads, to
other ad consumers 150 (e.g., other Website providers). This
is sometimes referred to as “syndication.”

[0021] Ad network 140 may advantageously use an
approval system 120 to review the submitted ads prior to
publication on its 140 Website or on the Website of a
syndicated ad consumer. This review is generally a manual
operation in which employees or agents of ad network 140
examine each ad for problems. Such problems may include
incorrect punctuation, capitalization, grammar, spelling, or
spacing. Other examples of problems may include incorrect
prices or forbidden text. Still other examples may include
inappropriate content, lists, superlatives, promotional offers,
competitive claims, inappropriate products, inappropriate
services and repetition.

[0022] Further, ad serving may use certain keywords from
a query by the user to trigger the serving of specific ads
related to the keyword. For example, if a user performed an
online search for a Toyota car, Toyota advertisements might
be placed on the search results page. This is one way that the
ad network 140 can place many ads on various page views
that are seen by many different users. However, if the
targeting keywords requested by advertiser 110 are too
general, the ads of that advertiser might be served too often.
This might lead to a poor user experience, as well as poorly
monetized ads and page views. Therefore, the manual
review of the submitted ads in approval system 120 may
include identifying such “too general” targeting keywords
(or some other serving constraint(s)) as problems, and not
approve those ads for use by content provider 140.

[0023] In one embodiment consistent with the invention,
the approval system 120 is at least partially automated. As
will be explained in greater detail below, at least some
embodiments consistent with the invention may combine the
manual review of a subset of the submitted ads with an
automated review of the remainder of the ads. Whether or
not the automated review is appropriate may be determined
using a distrust score. The distrust score could be determined
using a decline rate in the manual review and/or the severity
of problems uncovered in the manual review.
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[0024] Once the ads are approved, they are made available
for serving by an ad serving system 130. When served, the
approved ads are placed on ad network’s 140 own Websites,
or are syndicated to other content providers’ Websites.

[0025] FIG. 2 is a bubble diagram illustrating operations
that may be performed, and information that may be gen-
erated and/or stored, by an automated ad approval system
consistent with the invention. In one embodiment of the
invention, a particular advertiser 210 submits ads 215 to the
ad network. The ads are placed in an incoming ad storage
facility 220. If there is a large set of ads from the given
advertiser (e.g., if advertiser 210 is a large advertiser (sub-
mits a large number of ads) or is an advertiser that often
submits ads to the ad network), the ads may be forwarded to
ad preprocessing operations 230. If the set of ads from
advertiser 210 is too small, the submitted ads may be
forwarded to a manual review facility 260, which may be
another organization or workgroup of the ad network.
Whether or not a set of ads from an advertiser is “large” may
depend on whether or not a statistically significant sample of
its ads can be analyzed.

[0026] For the ads forwarded to ad preprocessing opera-
tions 230, whether advertiser 210 is a Trusted Advertiser
may be determined using advertiser information 240. For
example, a lookup table 242 may include a number of
entries, each entry including an advertiser ID 246 that may
be used as a lookup key and their corresponding “trust”
status 248. If not, ad preprocessing operations 230 may
select an appropriate subset of the submitted ads (for
example 20% or some statistically significant number) for
analysis. Ad preprocessing operations 230 may request
manual review of each of the ads in the subset for problems.
Each identified problem ad could be flagged. Moreover, the
flagged problem could be assigned a weighting factor,
corresponding to the severity of the problem. For example,
an ad containing inappropriate text might be considered to
be a more severe problem than a spelling mistake. Therefore,
“inappropriate content” might have a weighting factor of 3,
whereas a spelling mistake might have a weighting factor of
1.

[0027] The number of ads of the subset approved and
disapproved (declined), and/or the reasons for disapproval
or problem severity weights could be used to determining
(or update) a distrust score for the advertiser. In one embodi-
ment consistent with the present invention, a percentage of
the ads disapproved in the subset is adjusted using the
weighting factors.

[0028] The distrust score may then be compared to a
predetermined threshold. If the distrust score is lower than
the threshold, the advertiser could be considered “trusted”
and the entire group of ads submitted by the advertiser could
be automatically accepted, without further manual review of
the ads not included in the subset. Also, advertiser 210
would be identified as a “Trusted Advertiser,” and future ads
submitted by that advertiser could be automatically
approved, as described below. Thus, for example, if the
subset of ads had a combination of few problems along with
the relative lack of severe problems, it might be assumed
that the rest of the ad group is generally acceptable.

[0029] However, if the distrust score equals or exceeds the
predetermined threshold, the rest of the ads of the ad group
would be transferred from storage facility 220 to manual
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review facility 260. Also, advertiser 210 would not receive
the designation of Trusted Advertiser.

[0030] Returning to the scenario where distrust score is
less than the predetermined threshold, ad preprocessing
operations 230 would cause all of the ads in the group from
advertiser 210 in database 220 to be transferred to auto-
check operations 250. Auto-check operations 250 may be an
automated filter that examines the ad text for preselected
content. Such content could be inappropriate words, inap-
propriate URL’s, or inappropriate groups of words or
phrases. The ads flagged by filter operations 250 as contain-
ing any of the preselected content may be forwarded to
manual review facility 260. The ads which were not flagged
as containing any of the preselected content may be stored
in a database 270 of approved ads. Ad serving operations
280 could use ads of the database 270 when serving ads,
(e.g., on the ad network’s own Web pages, or into syndica-
tion, such as by providing the ads to other content providers
for use on their Web pages).

[0031] Manual review facility 260 may be a group which
may manually inspect the ads flagged for improper key-
words, and may correct them. If the ads are correct, such ads
may be transferred back to auto-check operations 250 for a
final screening, or may be stored as approved ads 270.

[0032] Manual review facility 260 may also review sets of
ads from storage facility 220 that are too small (e.g., that
were submitted by an advertiser 210 which is neither a large
advertiser, nor a frequent advertiser).

[0033] In another embodiment consistent with the inven-
tion, if advertiser 210 is a Trusted Advertiser, ads placed into
storage facility 220 and transferred to ad preprocessing
operations 230 might be recognized as being provided by a
Trusted Advertiser. Ad preprocessing operations 230 may
then transfer the ads directly to auto-check operations 250
for further processing as described above.

[0034] In yet another embodiment consistent with the
invention, a sample of approved ads 270 submitted by a
Trusted Advertiser 210 could be selected by spot check
operations 290 for manual review and determination of a
new distrust score. If the new distrust score is below the
threshold, all the ads from that Trusted Advertiser could
continue to be sent directly to auto-check operations 250.
Conversely, if the new distrust score is at or above the
threshold, the spot-check operations 290 might automati-
cally pull all or a portion of the ads previously placed in
circulation/syndication from that Trusted Advertiser. Addi-
tionally, the spot check operations 290 might remove the
designation of “Trusted Advertiser” from advertiser infor-
mation 240. At this point, the ad network could work with
advertiser 210 to improve future ads submitted by advertiser
210, so that they would conform with the Trusted Advertiser
standards. Thus, the spot check operations 290 may be used
to validate (continuously, periodically, responsive to the
occurrence of some condition, etc.) the status of a trusted
advertiser.

[0035] Because advertiser 210 would not want to lose its
status of Trusted Advertiser, which would result in slower
approval of submitted ads, advertiser 210 might have the
incentive to more carefully monitor the ads it submits and
improve its quality control before submitting future ads to
the ad network.
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[0036] Thus, the present invention allows for the auto-
matic approval of large numbers of ads, rather than the use
of a cumbersome, error-prone method of manually approv-
ing each ad prior to placement into circulation/syndication.

[0037] 4.2 Exemplary Embodiments
[0038] 4.2.1 Exemplary Methods

[0039] FIG. 3 is a flow diagram of an exemplary method
300 for preprocessing ads in a manner consistent with the
present invention. An ad set from an advertiser is accepted
(Block 310), and the advertiser is identified (Block 320). If
the advertiser is a Trusted Advertiser, the ad set is auto-
checked (Block 380). In this case, none of the submitted ads
are manually reviewed.

[0040] If the advertiser is not a Trusted Advertiser, the size
of the ad set is evaluated (Block 340). If the number of ads
is too small, the submitting advertiser is not a candidate for
being labeled a Trusted Advertiser, and the ads are for-
warded to manual review facilities (Block 345). If the
number of ads is sufficient to consider the advertiser as a
Trusted Advertiser, a distrust score is determined (Block
350).

[0041] If the determined distrust score is below a prede-
termined threshold (e.g., 3% to 5%) (Block 360), the adver-
tiser is indicated as a Trusted Advertiser (Block 370). The
ads in the submitted ad set that were not manually reviewed
in the process of determining the distrust score (Block 350)
are then auto-checked (Block 380), without further manual
review.

[0042] TIf, on the other hand, the determined trust score is
not below the threshold (Block 360), the ads in the submitted
ad set that were not manually reviewed in the process of
determining the distrust score (Block 350) are then for-
warded directly to manual review facilities (Block 345).

[0043] FIG. 4 is a flow diagram of an exemplary method
400 that may be used to determine a distrust score in a
manner consistent with the present invention. A subset of the
submitted ad set is selected or accepted (Block 410). This
subset could be any desired representative sample of the ad
set. The subset of ads is provided for manual review and a
manual review is received (Block 420). Finally, a distrust
score is determined using at least a disapproval rate of the
received manual review (Block 430). The determination of
a distrust score may also consider the severity of any
problems discovered by the manual review. The determina-
tion of a distrust score may also consider prior advertiser
trust information.

[0044] Thus, the number of ads disapproved, as well as the
reasons for disapproval, may be considered. The reason for
disapproval of each ad can then be translated into a weight-
ing factor for that disapproval. The percentage of disap-
proved ads in the subset to the total number of ads in the
subset may be adjusted according to the weighting factor(s)
of the disapproved ad(s).

[0045] 4.2.2 Examples of Operations
[0046] Example 1

[0047] Assume, for example, that the number of ads in the
submitted ad set is 10,000. The sample (subset) is chosen as
1000 randomly selected ads from the 10,000. These ads are
manually reviewed. Assume that 30 are disapproved; 20 for
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spelling errors (weighting factor of 1), and 10 for inappro-
priate content (weighting factor of 3).

Total ads 10,000
Subset 1,000
Problems 20 spelling x 1.0 (factor) = 20
10 content x 3.0 (factor) = 30
Totals 30 or 3% (raw) 50 or 5% (adjusted)

[0048] The raw percentage of disapproved ads is 30+1000,
or 3%. However, after applying the factors according to the
weightings based on the reasons for disapproval, the
weighted total is 50, resulting in an adjusted percentage of
50+1000, or 5%. This adjusted percentage could also be
characterized as a distrust score of 5%.

[0049] If the threshold is predetermined to be 4%, the
distrust score of 5% would exceed the threshold (Block 360
on FIG. 3), and the advertiser would not be a Trusted
Advertiser. All 10,000 ads would then be forwarded for
manual review (Recall block 345 on FIG. 3.).

[0050] Conversely, if the threshold was instead set at 6%,
the advertiser in this example would be labeled a Trusted
Advertiser, and all 10,000 ads in the ad set (or at least the
remaining 9,000 ads not already manually checked) could be
auto-checked (Recall block 380 of FIG. 3.). Further, new
ads submitted by this Trusted Advertiser may be automati-
cally approved (Recall block 330 of FIG. 3.) and could be
auto-checked (Recall block 380.).

[0051] Example 2

[0052] Advertiser A has a current backlog of 210,000 ad
groups. A sample of 18,600 ad groups was reviewed manu-
ally. The number of ads disapproved in sample was 334.
Thus, less than 2% (0.017=334/18,600) of ad groups were
found to contain errors—mostly editorial (e.g., spacing,
extra period, etc.).

[0053] The number of ad groups that will have their
syndication declined, along with the reasons for disapproval,
(except for forbidden ad text and unacceptable content
which will be caught by auto-check operations) are listed
below:

[0054] 3,700 (=210,000%0.017)
[0055] Top reasons for disapproval:

[0056] 38% punctuation

[0057] 15% capitalization

[0058] 9% Incorrect price

[0059] 8% forbidden ad text (will be caught by

filter and routed to manual review bin)
[0060] 7% grammar

[0061] 2% Unacceptable content (will be caught
by filter and routed to manual review bin)

[0062] Other reasons: Repetition, text spacing,
lists, superlatives, promotional offer, keywords
too general

[0063] The ad groups that have been disapproved for
forbidden ad text or unacceptable content will be caught by

Oct. 6, 2005

the auto-check operations and sent to a manual review bin.
The reasons for disapproval can be tracked and reported to
Adpvertiser A to help them avoid future disapprovals.

[0064] If all of the foregoing ad groups were to be manu-
ally reviewed, it is estimated that it would take 5 people, 28
weeks to review the current backlog with a potential human
error of 3%-5%.

[0065] 4.2.3 Alternatives and Refinements

[0066] Inone embodiment, if the determined distrust score
(Block 350) is close to the threshold, a larger sample set or
subset may be manually evaluated, in order to clarify the
determination of indicating the advertiser as a Trusted
Advertiser or not.

[0067] In another embodiment, auto-check may be used to
screen the ads for preselected content. If any of the ads
contain such content, such ads may either be (a) disap-
proved, or (b) transferred to a manual review facility. The
ads that don’t contain any of the predetermined content are
stored as approved ads and are available for serving.

[0068] On an occasional, or “spot check” basis, a sample
or subset of ads submitted by a Trusted Advertiser can be
identified, and a distrust score can be determined for them.
If it is determined that the distrust score is above the
threshold, all of the existing approved ads of that advertiser
might be pulled. Additionally, the ad group may be manually
reviewed. Finally, the designation of Trusted Advertiser may
be removed. However, if the distrust score of the ads from
the Trusted Advertiser is below the threshold, the Trusted
Adpvertiser would retain that designation.

[0069] Alternatively, a different threshold could be used
when spot checking Trusted Advertisers, either higher or
lower than the normal threshold, but preferably higher.

[0070] In another embodiment, any significant increase in
the distrust score of a Trusted Advertiser could initiate a
more intensive review, because of the indication that the
quality of ads from that Trusted Advertiser was beginning to
slip. Similarly, distrust scores, or information from which
distrust scores are derived, may be time weighted so that
recent improvements or declines might be amplified.

[0071] Although the invention was described with refer-
ence to a set of ads from an advertiser, it may be applied to
a set of ads from any source. For example, a third party firm
might provide ad copy services. Such a third party might be
designated as a “trusted source.”

[0072] Although at least some of the embodiments above
were described with reference to a manual review facility, in
at least some embodiments consistent with the present
invention, some other review process other than a manual
review process may be used. Such other review processes
may be expensive in terms of one or more of (a) time, (b)
money, (¢) manpower resources, (d) computer resources,
etc.

[0073] 4.2.4 Exemplary Apparatus

[0074] FIG. 5 is block diagram of a machine 500 that may
perform one or more of the operations discussed above. The
machine 500 may include one or more processors 560, one
or more input/output interface units 530, one or more storage
devices 550, and one or more system buses and/or networks
540 for facilitating the communication of information
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among the coupled elements. One or more input devices 510
and one or more output devices 520 may be coupled with the
one or more input/output interfaces 530.

[0075] The one or more processors 560 may execute
machine-executable instructions (e.g., C or C++ running on
the Solaris operating system available from Sun Microsys-
tems Inc. of Palo Alto, Calif. or the Linux operating system
widely available from a number of vendors such as Red Hat,
Inc. of Durham, N.C.) to perform one or more aspects of the
present invention. At least a portion of the machine execut-
able instructions may be stored (temporarily or more per-
manently) on the one or more storage devices 550 and/or
may be received from an external source via one or more
input/output interface units 530.

[0076] In one embodiment, the machine 500 may be one
or more conventional personal computers. In this case, the
processing units 560 may be one or more microprocessors.
The bus 540 may include a system bus. The storage devices
550 may include system memory, such as read only memory
(ROM) and/or random access memory (RAM). The storage
devices 550 may also include a hard disk drive for reading
from and writing to a hard disk, a magnetic disk drive for
reading from or writing to a (e.g., removable) magnetic disk,
and an optical disk drive for reading from or writing to a
removable (magneto-) optical disk such as a compact disk or
other (magneto-) optical media.

[0077] A user may enter commands and information into
the personal computer through input devices 510, such as a
keyboard and pointing device (e.g., a mouse) for example.
Other input devices such as a microphone, a joystick, a game
pad, a satellite dish, a scanner, or the like, may also (or
alternatively) be included. These and other input devices are
often connected to the processing unit(s) 560 through an
appropriate interface 530 coupled to the system bus 540. The
output devices 520 may include a monitor or other type of
display device, which may also be connected to the system
bus 540 via an appropriate interface. In addition to (or
instead of) the monitor, the personal computer may include
other (peripheral) output devices (not shown), such as
speakers and printers for example.

[0078] The various operations described above may be
performed by one or more machines 500, and the various
information described above may be stored on one or more
machines 500.

[0079] 4.3 Conclusions

[0080] As can be appreciated from the foregoing disclo-
sure, the present invention can be used to automatically
approve ads submitted by advertisers, rather than employ the
cumbersome, expensive, and error-prone manual reviews of
each of many ads submitted by an advertiser, with the
resultant delay in putting those ads into circulation or
syndication. Many parts of the process can be automated
through the use of some of the embodiments of the inven-
tion. Auto-checks further ensure the quality of the ads, to
minimize the chance of inappropriate or incorrect ads being
placed into circulation or syndication.

[0081] The foregoing description of preferred embodi-
ments of the present invention provides illustration and
description, but is not intended to be exhaustive or to limit
the invention to the precise form disclosed. Modifications
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and variations are possible in light of the above teachings or
may be acquired from practice of the invention.

What is claimed is:
1. A method comprising:

a) accepting a set of ads of a given source;
b) selecting a subset of the set of ads;

¢) receiving approval or decline of ads of the subset from
a first review process;

d) determining a score for the source using information
concerning the approval or decline of the ads of the
subset from the first review process; and

¢) automatically approving, using a second review pro-
cess, ads of the set that are not in the subset if the
advertiser score indicates that the given source is a
trusted advertiser.

2. The method of claim 1 wherein the first review process
is a manual review process.

3. The method of claim 1 wherein the score is a trust
score.

4. The method of claim 1 wherein the score is a distrust
score.

5. The method of claim 1 wherein determining a score for
the source further comprises determining a percentage of
declined ads in the subset.

6. The method of claim 5 wherein determining a score
further uses reasons for which declined ads in the subset
were declined.

7. The method of claim 1 wherein the set of ads comprises
Web ads.

8. The method of claim 1 further comprising:

f) automatically screening the approved ads for prese-
lected words or phrases.
9. The method of claim 8 wherein at least one of the
preselected words is a URL.
10. A method of ad approval comprising:

a) receiving a set of ads with a source indication;

b) determining whether the indicated source is a trusted
source; and

¢) if the indicated source is determined to be a trusted
source, then approving the set of ads without manual
review at least one ad of the set of ads.

11. The method of claim 10 further comprising:

d) if the indicated source is determined to not be a trusted
source, then

selecting a subset of the set of ads;
approving or declining ads of the subset;

determining a score for the source using information
concerning ads manually approved or declined; and

identifying the source as a trusted source if the score for

the source indicates that the given source is trusted.

12. The method of claim 11 wherein the score is a trust
score.

13. The method of claim 11 wherein the score is a distrust
score.

14. The method of claim 11 wherein the act of approving

or declining ads of the subset uses a manual review process.
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15. A method of ad approval comprising:

a) selecting a subset of a first ad group provided by a
trusted source;

b) accepting a determination of ads in the subset that are
disapproved;

¢) determining a score using information concerning
disapproved ads in the subset, approved ads in the
subset, and reasons for any disapprovals; and

d) pulling from circulation at least one ad in a second ad
group received from the trusted source if the score
indicates that the source is no longer a trusted source.

16. The method of claim 15 wherein the determination of

ads in the subset that are disapproved is accepted from a
manual review process.

17. Apparatus comprising:

a) an input for accepting a set of ads of a given source;
b) means for selecting a subset of the set of ads;

¢) means for receiving approval or decline of ads of the
subset from a first review process;

d) means for determining a score for the source using
information concerning the approval or decline of the
ads of the subset from the first review process; and

¢) means for automatically approving, using a second
review process, ads of the set that are not in the subset
if the advertiser score indicates that the given source is
a trusted advertiser.

18. The apparatus of claim 17 wherein the first review
process is a manual review process.

19. The apparatus of claim 17 wherein the score is a trust
score.

20. The apparatus of claim 17 wherein the score is a
distrust score.

21. The apparatus of claim 17 wherein the means for
determining a score for the source include means for deter-
mining a percentage of declined ads in the subset.

22. The apparatus of claim 21 wherein the means for
determining a score uses reasons for which declined ads in
the subset were declined in its determination.

23. The apparatus of claim 17 wherein the set of ads
comprises Web ads.

24. The apparatus of claim 17 further comprising:

f) means for automatically screening the approved ads for
preselected words or phrases.
25. The apparatus of claim 24 wherein at least one of the
preselected words is a URL.
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26. Apparatus of ad approval comprising:

a) an input for receiving a set of ads with a source
indication;

b) means for determining whether the indicated source is
a trusted source; and

¢) means for approving the set of ads without manual
review at least one ad of the set of ads if the indicated
source is determined to be a trusted source.

27. The apparatus of claim 26 further comprising:

d) means for
selecting a subset of the set of ads;
approving or declining ads of the subset;

determining a score for the source using information
concerning ads manually approved or declined; and

identifying the source as a trusted source if the score for
the source indicates that the given source is trusted,

if the indicated source is determined to not be a trusted

source.

28. The apparatus of claim 27 wherein the score is a trust
score.

29. The apparatus of claim 27 wherein the score is a
distrust score.

30. The apparatus of claim 27 wherein the means for
approving or declining ads of the subset use a manual review
process.

31. Apparatus of ad approval comprising:

a) means for selecting a subset of a first ad group provided
by a trusted source;

b) means for accepting a determination of ads in the
subset that are disapproved;

¢) means for determining a score using information con-
cerning disapproved ads in the subset, approved ads in
the subset, and reasons for any disapprovals; and

d) means for pulling from circulation at least one ad in a
second ad group received from the trusted source if the
score indicates that the source is no longer a trusted
source.

32. The apparatus of claim 31 wherein the determination

of ads in the subset that are disapproved is accepted from a
manual review process.



