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ADVERTISEMENTS ON DEMAND

BACKGROUND
[0001] 1. Field of the Invention
[0002] The present invention relates to internet advertising,

and more particularly, to providing advertisements on
demand for optimal promotion of advertisements.

[0003] 2. Description of the Related Art

[0004] With the growing popularity of internet commerce,
advertisers and publishers are resorting to internet advertising
for marketing their products and services. Internet advertising
provides a flexible, low cost advertising tool to reach out to a
global audience. For an advertiser or publisher, internet
advertising gives the opportunity to precisely target their
audience and to customize the advertisements based on a
consumer’s geographical region, interest, preference, taste,
etc. Internet advertising also enables an advertiser or pub-
lisher to analyze the effectiveness of an advertisement by
tracking user interaction with their advertisements. For a
consumer, Internet advertising provides more direct interac-
tion and provides easy and convenient access to wide array of
products and services resulting in hassle-free shopping expe-
rience.

[0005] One form of internet advertising is Search engine
marketing (SEM) wherein an advertiser tries to lure a con-
sumer to the advertiser’s website and hence, to the product or
service offered by the advertiser, by strategically placing the
advertisement in search results webpage for greater visibility.
In order to place the advertisement in search results webpage,
advertisers define their advertisements based on one or more
keywords that they believe will be used by consumers search-
ing for products/services similar to the ones offered by the
advertisers. A consumer (user) looking for a certain product
or service, uses the internet as a searching tool and enters one
or more search parameters into a search engine. The search
parameters include one or more search keywords defining
search criteria of the user. The search engine searches the
available inventory on the internet and returns a list of search
results that match the entered search criteria. The search
engine also searches an ad inventory to determine if the search
keywords match keywords that define an advertisement.
When a match of the keywords is found, the relevant adver-
tisement will be included with search results for rendering on
a search results webpage. These advertisements called
“Sponsored links” or “sponsored advertisements” appear
next to or above the search results on search results webpage,
or anywhere an advertiser and/or search engine host chooses
to place on the relevant content page. The revenue generated
for the advertiser and search engine host are mostly through
sponsored advertisements.

[0006] The sponsored advertisements are generally served
in broadcast mode. In broadcast mode, one or more adver-
tisements matching the search keyword(s) are rendered on a
search result webpage for specific period of time. These
advertisements are relevant to the search criteria. The adver-
tisements may be banner advertisements or any other type of
advertisements. In a banner advertisement, the advertise-
ments are rendered either at top or bottom of a search
webpage generally with a link to an advertiser’s content or
external website. The advertiser is able to determine the effec-
tiveness of the advertisement by tracking advertising metrics,
such as user interactions (for e.g. number of clicks) at the link
provided in the advertisement. However, the advertising met-
rics may not provide an accurate picture of the effectiveness
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of the advertisement as some of the user interactions may be
inadvertent or fraudulent. In such a case, the advertiser has no
way of knowing the true intentions of the user. As a result, the
conversion ratio between a user interaction (such as clicking)
to revenue generation is very low. The advertiser may end up
spending his/her advertising budget without realizing any
tangible benefit from the advertisement.

[0007] Meanwhile, a user will be presented with a plurality
of advertisements on a search results webpage that he/she
may or may not want to view. The user does not have any
control with the rendering of the advertisements. As a result,
auser may be overwhelmed with the search experience due to
inundation of information on the search results webpage.

[0008] It is in this context that embodiments of the inven-
tion arise.

SUMMARY
[0009] Embodiments of the present invention provide

methods and computer implemented systems that enable pro-
viding advertisements on demand on a search results
webpage. The methods include obtaining an ad preference for
an advertisement from an advertiser associated with the
advertisement. The ad preference defines rendering option
desired by an advertiser for the advertisement on the search
results webpage. A user preference for viewing the advertise-
ment is received from a user that defines viewing option
desired by a user. The user preference may be received along
with a plurality of search parameters that define search crite-
ria for a product or service. An ad repository is searched to
identify one or more advertisements that not only match the
search criteria of the user but also match the user preference
with the ad preference of each of the advertisements. The ad
repository includes a plurality of advertisements from a plu-
rality of advertisers. Each of the advertisements in the ad
repository is stored along with a descriptive tag that uniquely
identifies the ad preference defining the rendering option
desired by the advertiser for the respective advertisements.
The identified advertisements are rendered on the search
results webpage along with a plurality of search results in a
format defined by the ad preference and the user preference.
The rendered advertisements provide optimal promotion of
the product/service for the advertiser associated with the
advertisement.

[0010] It should be appreciated that the present invention
can be implemented in numerous ways, such as methods,
apparatus or a system. Several inventive embodiments of the
present invention are described below.

[0011] In one embodiment, a method for providing adver-
tisement on demand on a search results webpage is disclosed.
The method includes receiving an ad preference for the adver-
tisement. The ad preference may be obtained from an adver-
tiser associated with the advertisement. The ad preference
defines rendering option desired by the advertiser for the
advertisement. A user preference for viewing an advertise-
ment on the search results webpage is received from a user.
An ad repository having a plurality of advertisements from a
plurality of advertisers is searched to identity and return an
advertisement that matches the ad preference with the user
preference. The identified advertisement that matches the
user preference with the ad preference is rendered on the
search results webpage along with a plurality of search results
in a format defined by the ad preference and user preference.
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The rendered advertisement allows optimal promotion of the
product/service for the advertiser associated with the adver-
tisement.

[0012] In another embodiment, a method for providing an
advertisement on demand on a search results webpage is
disclosed. The method includes receiving a plurality of adver-
tisement parameters for booking an advertisement, from an
advertiser. The advertisement parameters define an advertis-
er’s objective and include one or more keywords describing
the advertisement. The advertisement parameters are used in
booking the advertisement. In addition to the advertisement
parameters, an ad preference is also obtained from the adver-
tiser. The ad preference determines rendering option desired
by the advertiser for the advertisement. The advertisement is
booked using the advertisement parameters. A descriptive tag
is defined to distinctly identify the ad preference for the
advertisement. The descriptive tag is associated with the
advertisement and stored in an ad repository along with the
advertisement upon booking of the advertisement. The
descriptive tag is used in mining the advertisement for ren-
dering on a search results webpage based on a user prefer-
ence.

[0013] In yet another embodiment, a method for providing
an advertisement on demand on a search results webpage is
disclosed. The method includes receiving a plurality of search
parameters from a user. The search parameters define search
criteria and include one or more search keywords. The search
parameters are used to search for a product or service. A user
preference is also obtained along with the search parameters.
The user preference defines viewing option desired by a user
to view an advertisement at a search results webpage. One or
more search results matching the search criteria are identified
from available inventory and returned for rendering on a
search results webpage. One or more advertisements with
keywords matching the one or more search keywords are
identified from an ad repository. Each of the advertisements
in the ad repository is tagged with a descriptive tag that
distinctly defines an ad preference associated with the corre-
sponding advertisement, during the booking of the advertise-
ment. The identified advertisements are rendered on a search
results webpage along with the plurality of search results in a
format defined by the ad preference and user preference. The
rendered advertisements allow optimal promotion of a prod-
uct or service associated with the advertisement.

[0014] In yet another embodiment, a system for providing
advertisements on demand on a search results webpage is
disclosed. The system includes a user interface to receive and
transmit a user preference for viewing an advertisement on
the search results webpage and an ad preference defining
rendering option desired by an advertiser for an advertise-
ment associated with the advertiser. The system also includes
server equipped with a search engine that is communicatively
connected to the user interface to receive the user preference
of a user and an ad preference for an advertisement. A tag
generator at the server is configured to interact with the search
engine to receive the ad preference, define and associate a
descriptive tag distinctly defining the ad preference for that
advertisement. An ad generator at the server interacts with an
ad repository to identify one or more advertisements that not
only match with the search criteria but also match the ad
preference with the user preference and return the identified
advertisements to the search engine. The search engine is
configured to identify one or more search results from avail-
able inventory at the server that match the search criteria and
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return the search results along with the identified advertise-
ments to the user interface for rendering. The identified adver-
tisement is rendered with the search results on a search results
webpage in a format defined by the ad preference and user
preference. The rendered advertisements allow optimal pro-
motion of a product or service associated with the advertise-
ment.

[0015] Other aspects of the invention will become apparent
from the following detailed description, taken in conjunction
with the accompanying drawings, illustrating by way of
example the principles of the invention.

BRIEF DESCRIPTION OF THE DRAWINGS

[0016] The invention may best be understood by reference
to the following description taken in conjunction with the
accompanying drawings.

[0017] FIG. 1 illustrates a high-level block diagram of a
system used in providing advertisement on demand on a
search results webpage, in accordance with one embodiment.
[0018] FIG. 2 illustrates an overview of components of a
system involved in providing advertisement on demand on a
search results webpage, in accordance with one embodiment.
[0019] FIG. 3A illustrates a sample search results page with
search results and sponsored advertisements rendered, in
accordance with one embodiment.

[0020] FIG. 3B illustrates a sample search results page with
search results rendered, in accordance with one embodiment.
[0021] FIG. 3C illustrates a sample search results page with
sponsored advertisements rendered, in accordance with one
embodiment of the invention.

[0022] FIG. 4 illustrates a flow chart of process operations
involved in providing advertisements on demand in a search
results webpage, in accordance with one embodiment of the
invention.

[0023] FIG. 5 illustrates a flow chart of process operations
involved in providing advertisements on demand in a search
results webpage, in accordance with an alternate embodiment
of the invention.

[0024] FIG. 6 illustrates a flow chart of process operations
involved in providing advertisements on demand in a search
results webpage, in accordance with an alternate embodiment
of the invention.

DETAILED DESCRIPTION

[0025] Broadly speaking, the embodiments of the present
invention provide methods and computer implemented sys-
tems for providing advertisements on demand on search
results webpage. A plurality of advertisement parameters
associated with an advertisement is received through a user
interface. The plurality of advertisement parameters defines
advertisement objective of an advertiser and is used in book-
ing the advertisement using one or more keywords. An ad
preference for the advertisement is received from the adver-
tiser along with the advertisement parameters. The ad prefer-
ence identifies rendering option desired by the advertiser for
the advertisement. A descriptive tag distinctly describing the
ad preference is defined and associated with the advertise-
ment. The descriptive tag is stored in an ad repository along
with the advertisement for future mining.

[0026] A wuser preference identifying viewing option
desired by the user for viewing advertisements on a search
results webpage, is received from the user interface. The user
preference is received along with a plurality of search param-
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eters that define search criteria for a product or service. The
search parameters, including one or more search keywords,
are used to identify and return one or more search results from
available inventory. The ad repository is searched to identify
and return one or more advertisements with keywords that
match the one or more search keywords, based on a matching
of'the ad preference associated with each advertisement with
user preference. The identified advertisements are rendered
on a search results page along with the identified search
results in a format defined by the ad preference and user
preference. The identifying and rendering of the advertise-
ments allows for optimal promotion of a product or service
for the advertiser associated with the advertisement.

[0027] Using ad preference, an advertiser is able to control
when and what type of advertisement to render on a search
results webpage. This allows the advertiser to maximize the
return on advertisement budget as the advertisements are
rendered only when the advertiser wants to render and a user
desires to view the advertisement. Thus, the advertiser is able
to realize better click-to-revenue conversion ratio as there is a
high likelihood of a user interaction at the rendered advertise-
ments. As the advertisements are rendered based upon user
preference, potential fraudulent or inadvertent user interac-
tions are averted. For a user, the embodiments ofthe invention
provide a better control on when to include advertisement on
the search results webpage thereby enriching the user’s
search experience. The user preference option provides for a
more customized search results webpage with controls to
activate or deactivate rendering of advertisements.

[0028] With the aforementioned general description of the
invention, various embodiments of the invention will now be
described in more detail. FIG. 1 illustrates a high-level block
diagram of a system used in providing advertisement on
demand on a search results webpage. The system includes a
user interface 100 to receive and transmit a plurality of adver-
tisement parameters and ad preference for an advertisement.
The advertisement parameters define the advertisement
objective of the advertisement and are used for booking the
advertisement using one or more keywords. The user inter-
face 100 is also used to receive and transmit one or more
search parameters and user preference. The search param-
eters include one or more search keywords and are used in
searching for a product or service. The user preference iden-
tifies the viewing option desired by a user for viewing adver-
tisements.

[0029] A search engine 350 on a server 300 is configured to
interact with the user interface 100 through a network 200,
such as internet, to receive the advertisement parameters, ad
preference for an advertisement, search parameters for a
product or service and user preference. The search engine 350
uses the advertisement parameters for booking an advertise-
ment using one or more keywords. A tag generator 310 avail-
able to the search engine 350 on the server 300 is configured
to receive the ad preference and define a descriptive tag dis-
tinctly describing the rendering option identified by the ad
preference. The descriptive tag is associated with the adver-
tisement at the time of booking the advertisement. The adver-
tisement and the descriptive tag are stored in an ad repository
320 available to the search engine 350 on the server 300, for
future mining. The ad repository 320 houses a plurality of
advertisements from a plurality of advertisers with each of the
plurality of advertisements associated with a respective
descriptive tag describing the ad preference associated with
the respective advertisements. The ad repository 320 may be
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a single repository accessible to the search engine on the
server 300 or may include a plurality of repositories available
on the server 300 or on a plurality of servers with the search
engine communicatively connected to each of the servers to
access the advertisements and the associated descriptive tags.
The search engine also includes a search link repository 330
to store a plurality of search result links. The search link
repository 330 may, in turn, include a plurality of repositories
distributed on the server 300 or across a plurality of servers
with the search engine 350 having access to each of the search
link repositories 330 for mining the search results.

[0030] Inaddition tothe various repositories, the server 300
includes a rendering rules module 340 used for rendering of
the advertisements on the search results webpage. The ren-
dering rules module may include a set of pre-defined rules to
determine where and how the advertisements are to be ren-
dered on the search results webpage. In one embodiment, the
rendering rules module 340 may include a rule to rank and
prioritize a plurality of advertisements selected for inclusion
on a search results webpage, based on a pre-defined ranking
metric. The ranking metric may be used to determine the
rendering sequence of the selected advertisements on the
search results webpage. The rendering rules module 340
interacts with the ad repository 320 to rank and prioritize the
identified advertisements for rendering on the search results
webpage. The advertisements are rendered on the search
results webpage based on the rules from the rendering rules
module 340 and the user preference.

[0031] FIG. 2 illustrates an overview of the process opera-
tions involved in providing advertisements on demand on a
search results webpage, in one embodiment of the invention.
The process begins with an advertiser providing a plurality of
advertisement parameters to book an advertisement for a
product or service. The advertisement parameters are
obtained through an ad interface webpage 245 at the user
interface and define the objective of the advertiser. Along with
the advertisement parameters, the advertiser provides an ad
preference to define the rendering option desired by the
advertiser for the advertisement. The rendering option avail-
able at ad interface webpage 245, for instance, may include an
“On-Demand” option or an “On-Display” option. An adver-
tisement with the on-demand option will be rendered only
when explicitly requested by a user. On the other hand, an
advertisement with the on-display option may be rendered as
a default or when a user chooses to view advertisements along
with search results. In the embodiment illustrated in FIG. 2,
the ad preference is depicted as a drop-down menu box. The
ad preference is not restricted to a drop-down menu box but
can be extended to include other options such as radio-but-
tons, check-boxes, etc. The ad preference and advertisement
parameters for the advertisement are transmitted to the search
engine 350 on the server. The advertisement parameters,
defining the objective of the advertiser, are used to book the
advertisement using one or more keywords. The ad prefer-
ence for the advertisement is used to define a descriptive tag
that distinctly identifies the intent of the advertiser for ren-
dering the advertisement. The descriptive tag is associated
with the advertisement. The booked advertisement and the
associated descriptive tag are stored in an ad repository 320
accessible to the search engine 350 for later mining. It should
be noted that the booked advertisements may be classified as
sponsored advertisements. A sponsored advertisement is one
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wherein the advertiser associates an advertisement budget for
the advertisement and is used during the rendering of the
advertisement on a webpage.

[0032] A plurality of search parameters is received from a
user interface through a search interface webpage 235 avail-
able at the user interface. The search parameters define search
criteria for a product or service and include one or more
search keywords. The search parameters are used to search
available inventory at the server to identify one or more search
results that satisfy the search criteria. The search results are
obtained by searching the available inventory to identify one
or more search results that algorithmically match the search
parameters. In addition to the search parameters, a user pref-
erence is also obtained from the search interface webpage
235. The user preference provides options that dictate the
rendering content in a search results webpage. Some of the
options for controlling the rendering content available at the
search interface webpage 235 may include “Search only”,
“Search and Advertisements”, or “Advertisements only.”
When a “Search only” option is selected, only search results
are rendered on the search results webpage. When a “Search
and Advertisements” option is selected, search results and
one or more sponsored advertisements are rendered on the
search results webpage and when “Advertisements only”
option is selected, only sponsored advertisements are ren-
dered on the search results webpage. Thus, the user prefer-
ence provides the control to determine what content is to be
rendered on a search results webpage.

[0033] FIGS. 3A through 3C illustrate the search results
webpage rendering the search results and associated adver-
tisements based on user preference. FIG. 3A illustrates a
search results webpage with sponsored advertisements 210
rendered along with a plurality of search results 220, in one
embodiment of the invention. The search results 220 are
obtained by matching one or more search parameters 230
provided at a user interface webpage 235 with available
inventory, using a mathematical algorithm. The user prefer-
ence, in this embodiment, specifies “Search and Advertise-
ments” option. As the user option specifically requests for
advertisements to be rendered along with search results, the
search results webpage includes the sponsored advertise-
ments that match the search parameters 230 along with search
results. The ad preference for each of the advertisements will
have to specify “ON-DISPLAY” option in order to be ren-
dered on the search results webpage along with the search
results. If an advertisement specifies an “ON-DEMAND”
option, then that advertisement will be filtered out by an ad
generator module and will not be rendered on the search
results webpage even though the keyword(s) of the advertise-
ment will match one or more search keywords. In one
embodiment, the “Search and Advertisements™ is provided as
a default option for all users.

[0034] FIG. 3B illustrates a search results webpage
wherein the user preference specifies “Advertisement only”
option. The search results webpage includes a plurality of
sponsored advertisements with keywords matching the
search parameters 230 provided at the user interface. In one
embodiment, the advertisements are identified by matching
keywords of the advertisements with one or more search
keywords. The identified sponsored advertisements are fur-
ther based on the ad preference of the respective advertise-
ments matching with the user preference. In the instance
where the user preference specifies “Advertisement only”, the
ad preference for each of the advertisements being rendered
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specifies “ON-DEMAND” option. As the user explicitly
requests advertisements only, the search results webpage
includes only sponsored advertisements. This option pro-
vides a greater return-on-investment for an advertiser as there
is a higher potential for the advertiser to generate ad income
based on user interaction at the advertisement associated with
the advertiser. If, on the other hand, the ad preference for an
advertisement specifies an “ON-DISPLAY” option, then that
advertisement will be filtered out by an ad generator module
and will, therefore, not be identified for rendering when the
user preference specifies “Advertisement only” option. The
advertisement will be filtered out even when the keyword of
the advertisement matches one or more search keywords.
Thus, appropriate advertisements are identified and rendered
based on a match of the user preference with corresponding
ad preference of each advertisement.

[0035] FIG. 3C illustrates a search results webpage
wherein the user preference specifies “Search only” option.
The search results webpage, in this embodiment, will only
include a plurality of search results 220 matching the search
parameters 230 provided at the user interface and identified
using a mathematical algorithm that match advertisement
keywords with one or more search keywords provided in
search parameters. As the user preference explicitly requests
search results only, all the sponsored advertisements whose
keywords match the search keywords are filtered out by the ad
generator module. This option provides flexibility to the user
to define the content of the search results webpage, thereby
enriching the user’s search experience.

[0036] The user preference may be updated during the
course of searching and rendering of the advertisements on
the search results webpage. For instance, if the user interface
specifies “Advertisements only” initially, the user preference
can be modified to specify either “Search only” or “Search
and Advertisements” at any time during the rendering of the
advertisement on the search results webpage. The content of
the search results webpage will be rendered accordingly,
based on a match of the user preference with the ad prefer-
ence.

[0037] Although embodiments of the invention have been
described with reference to a search results webpage, it
should be understood that the embodiments may be extended
to any type of webpage on which an advertisement may be
rendered.

[0038] With the above detailed description of the user pref-
erence and ad preference, a method for providing advertise-
ment on demand on a search result webpage will now be
described with reference to FIG. 4. The method begins at
operation 410 when an ad preference for an advertisement is
obtained from a user interface. The ad preference may be
obtained along with a plurality of advertisement parameters
that define advertisement objective for the advertisement. The
advertisement parameters are used to book the advertisement
using one or more keywords. A descriptive tag that distinctly
identifies the ad preference of the advertisement is defined.
The descriptive tag is associated with the advertisement and
stored along with the advertisement in an ad repository for
future mining.

[0039] A user preference associated with a user is obtained
through a user interface, as illustrated in operation 420. The
user preference may be obtained along with a plurality of
search parameters used in searching for a product or service.
The user preference identifies the viewing intent of a user for
viewing advertisements on a search results webpage.
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[0040] An ad repository is searched and a plurality of
advertisements with keywords matching one or more search
keywords are identified and returned based on ad preference
associated with each advertisement, as illustrated in operation
430. As the ad preference for an advertisement is defined by
the sponsorship intent of the advertiser for the advertisement,
not all advertisements with keywords that match the search
keywords will be identified and returned. The identified
advertisements are further filtered based on user preference.

[0041] The method concludes with the identified advertise-
ments rendered on a search results webpage based on user
preference and a match between the user preference and the
ad preference for each of the identified advertisements, as
illustrated in operation 440. The identified advertisements are
rendered in a format defined by the ad preference and user
preference. The rendered advertisements allow optimal pro-
motion of the product/service for the advertiser associated
with the advertisement as the identifying and rendering of
advertisements is based on an explicit request by a user indi-
cating potential revenue for the advertiser. The user is able to
enjoy hassle-free search experience while having the control
to view advertisements as and when the user wants.

[0042] FIG. 5 illustrates process tlow operations involved
in providing advertisements on demand on a search results
webpage. The process begins when a plurality of advertise-
ment parameters are received for booking an advertisement,
as illustrated in operation 510. The advertisement parameters
describe the advertisement objectives of an advertiser. An ad
preference, describing rendering options desired by the
advertiser associated with the advertisement, is received, as
illustrated in operation 520. In one embodiment, the plurality
of advertisement parameters may include an ad preference as
one of the advertisement parameters. In another embodiment,
the ad preference is separate from the plurality of advertise-
ment parameters. The advertisement parameters are used in
booking the advertisement, as illustrated in operation 530. A
descriptive tag distinctly describing the ad preference is
defined for the advertisement, as illustrated in operation 540.
A tag generator module may be used to receive the ad pref-
erence, analyze it and define a tag that appropriately reflects
the ad preference. The tag generator further associates the tag
with the advertisement, as illustrated in operation 550 and
returns the tag to the search engine for storing with the adver-
tisement in an ad repository for future mining, as illustrated in
operation 560. When a user enters a plurality of search param-
eters to search for a product or service, one or more of the
stored advertisements matching one or more search keywords
may be mined and returned for rendering based on a match of
the ad preference of each advertisement with the user prefer-
ence, as illustrated in operation 570. The rendered advertise-
ments have a better click-to-revenue conversion ratio, as there
is a higher likelihood of user interaction at these advertise-
ments. This is due to the fact that these advertisements were
rendered based on user preference, which indicates potential
user interest in these advertisements.

[0043] FIG. 6 illustrates process flow operation for provid-
ing advertisements on demand on a search results webpage, in
another embodiment of the invention. The method begins at
operation 610 where a plurality of search parameters is
received at a search engine through a user interface. The
search parameters define search criteria for a product or ser-
vice and include one or more search keywords. A user pref-
erence defining how a user wants to view search results is
received from a user interface at the search engine, as illus-
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trated in operation 620. In one embodiment, the user prefer-
enceis received as one of the search parameters. The available
inventory at the search engine is searched using the search
parameters and one or more search results matching the
search keywords are identified for rendering, as illustrated in
operation 630. An ad repository, including a plurality of
advertisements from a plurality of advertisers, is also
searched to identify one or more advertisements with key-
words matching the one or more search keywords, as illus-
trated in operation 640. Each of the advertisements is tagged
with a descriptive tag that distinctly describes the ad prefer-
ence defining the rendering option desired by the advertiser
for that advertisement. The identified advertisements are fil-
tered based on a match of the associated ad preference with
the user preference. The process concludes with the rendering
of'the identified advertisements and search results on a search
results webpage based on user preference, as illustrated in
operation 650. Thus, the ad preference for an advertisement is
matched with a user preference from a user, to determine if
the advertisement should be rendered on a search results
webpage or not. The current embodiments provide control to
the user to define the content of the search results webpage,
thereby enriching the user’s search experience. The advertise-
ments, thus rendered, have a better click-to-revenue conver-
sion ratio than the traditional advertisements rendered on the
search results webpage.

[0044] The rendering of the identified advertisements may
be influenced by one or more rendering rules. In one embodi-
ment, the rendering rules may be used to determine the
sequence of the rendered advertisements. The advertisements
are ranked and prioritized based on the rules and presented at
the search results webpage. In one embodiment, the ad gen-
erator and interacts with a rendering rules module to obtain a
rule for rendering the identified advertisements. The render-
ing rule may, in one embodiment, include logic to rank and
prioritize the advertisements based on an advertisement fee
paid by advertisers associated with the advertisements.
Advertisement with a higher advertisement fee may be placed
at a higher level than an advertisement with a lower adver-
tisement fee. The search engine, upon receipt of the rule for
rendering, ranks and prioritizes the identified advertisements
and transmits the sequence with the advertisements for ren-
dering on the search results webpage. The rendering rules
may be pre-set by a search engine host at the time each of the
advertisements are booked.

[0045] Thus, embodiments of the invention provide a tool
for rendering advertisements on demand in a search results
webpage. The rendered advertisements provide optimal pro-
motion of the product/service for the advertiser associated
with the advertisement as the advertisements are rendered
specifically upon user request strongly indicating user inter-
estinthese advertisements. The advertiser has more control in
determining how each advertisement is rendered, thereby
avoiding fraudulent and/or inadvertent user interactions at the
advertisements that unnecessarily consume an advertiser’s
advertisement budget. The rendered advertisements provide
better search experience for a user as the user has more
control in the rendering of the advertisement. The tool pro-
vides greater flexibility to the user for viewing the advertise-
ment by enabling user preferences to be updated at any time
during the search process.

[0046] The present invention may be used to provide adver-
tisement metrics for an advertiser, so that the advertiser may
be able to further optimize the advertisement for better return
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on investment. The advertiser may be able to obtain adver-
tisement metrics based on interaction at the advertisements,
such as click-through, double click, etc., to determine the
effectiveness of the advertisement. A host of a search engine
may also be able to use the advertisement metrics to deter-
mine monetization for each advertisement.

[0047] It will be obvious, however, to one skilled in the art,
that the present invention may be practiced without some or
all of these specific details. In other instances, well known
process operations have not been described in detail in order
not to unnecessarily obscure the present invention.

[0048] Embodiments of the present invention may be prac-
ticed with various computer system configurations including
hand-held devices, microprocessor systems, microprocessor-
based or programmable consumer electronics, minicomput-
ers, mainframe computers and the like. The invention can also
be practiced in distributed computing environments where
tasks are performed by remote processing devices that are
linked through a wire-based or wireless network.

[0049] With the above embodiments in mind, it should be
understood that the invention can employ various computer-
implemented operations involving data stored in computer
systems. These operations are those requiring physical
manipulation of physical quantities. Usually, though not nec-
essarily, these quantities take the form of electrical or mag-
netic signals capable of being stored, transferred, combined,
compared and otherwise manipulated.

[0050] Any of the operations described herein that form
part of the invention are useful machine operations. The
invention also relates to a device or an apparatus for perform-
ing these operations. The apparatus can be specially con-
structed for the required purpose, or the apparatus can be a
general-purpose computer selectively activated or configured
by a computer program stored in the computer. In particular,
various general-purpose machines can be used with computer
programs written in accordance with the teachings herein, or
it may be more convenient to construct a more specialized
apparatus to perform the required operations.

[0051] The invention can also be embodied as computer
readable code on a computer readable medium. The computer
readable medium is any data storage device that can store
data, which can thereafter be read by a computer system. The
computer readable medium can also be distributed over a
network-coupled computer system so that the computer read-
able code is stored and executed in a distributed fashion.
[0052] Although the foregoing invention has been
described in some detail for purposes of clarity of understand-
ing, it will be apparent that certain changes and modifications
can be practiced within the scope of the appended claims.
Accordingly, the present embodiments are to be considered as
illustrative and not restrictive, and the invention is not to be
limited to the details given herein, but may be modified within
the scope and equivalents of the appended claims.

What is claimed is:
1. A method for providing advertisement on demand on a
search results webpage, comprising:

receiving an ad preference for the advertisement, the ad
preference defining rendering option desired by an
advertiser for the advertisement;

receiving a user preference for viewing an advertisement
on the search webpage;

searching an ad repository to identify an advertisement that
matches the ad preference with the user preference, the
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ad repository having a plurality of advertisements from
a plurality of advertisers; and

rendering the identified advertisement on the search results
webpage in a format defined by the ad preference and
user preference, the rendering allowing optimal promo-
tion of a product or service associated with the adver-
tisement.

2. The method of claim 1, wherein receiving an ad prefer-
ence further including, receiving a plurality of advertisement
parameters for booking the advertisement, the advertisement
parameters including one or more keywords to define the
advertisement objective of the advertiser, wherein the plural-
ity of advertisement parameters includes the ad preference for
rendering the advertisement on the webpage;

defining a descriptive tag for the ad preference;

associating the descriptive tag to the advertisement upon

booking the advertisement, the descriptive tag distinctly
identifying the ad preference associated with the adver-
tisement; and

storing the descriptive tag along with the plurality of adver-

tisement parameters associated with the advertisement
in the ad repository for future mining.

3. The method of claim 2, wherein the user preference is
received with a plurality of search parameters defining search
criteria for a product or service, the search criteria including
one or more search keywords.

4. The method of claim 3, wherein searching the ad reposi-
tory further including, searching the ad repository using
search keywords to identify one or more advertisements that
match the search keywords;

selecting one or more of the identified advertisements

based on a match of the descriptive tag with user pref-
erence; and

returning the identified advertisements for rendering based

on the user preference.

5. The method of claim 4, wherein the advertisement is a
sponsored advertisement, wherein the sponsored advertise-
ment is defined by an advertisement budget provided by an
advertiser.

6. The method of claim 5, wherein the ad preference is one
of'an on-demand option or an on-display option, wherein the
on-demand option allows for only sponsored ads to be ren-
dered on the search results webpage and the on-display option
allows for sponsored ads to be rendered along with one or
more search results matching the search parameters on the
search results webpage.

7. The method of claim 6, wherein the user preference
includes one of search only option, search and advertisement
option or advertisement only option, wherein the search only
option includes only search results, the search and advertise-
ment option includes search results and sponsored advertise-
ments and advertisements only option includes only spon-
sored advertisements.

8. The method of claim 7, further including determining
monetization for an advertisement, the monetization based on
type of ad preference defined by the advertiser.

9. The method of claim 8, wherein the advertisement is
customized based on geo-location of a user.

10. The method of claim 1, wherein the user preference is
updated at any time during a search process.

11. A system for providing advertisement on demand on a
search results webpage, comprising:

a user interface at a client to receive an ad preference

identifying rendering option for an advertisement and a
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user preference identifying viewing option to view the
advertisement on the search results webpage; and
a search engine on a server communicatively connected to
the user interface to receive the ad preference for an
advertisement and user preference for viewing the
advertisement from the user interface;
a tag generator on the server communicatively connected
to the search engine and configured to receive the ad
preference for an advertisement and define a descriptive
tag for the advertisement, the descriptive tag distinctly
identifying the ad preference for the advertisement;
an ad generator on the server communicatively connected
to the search engine and configured to,
receive the user preference from the user interface for
viewing the advertisement;

identify the advertisement from an ad repository that
matches the user preference with the descriptive tag
defining the ad preference of the advertisement; and

return the identified advertisement for rendering on the
search results webpage in a format defined by the ad
preference and the user preference, the returned
advertisement allowing optimal promotion of a prod-
uct or service associated with the advertisement.

12. The system of claim 11, wherein the server further
including an ad repository for storing a plurality of advertise-
ments and descriptive tag for each advertisement.

13. The system of claim 12, wherein the server further
including a search link repository to store one or more search
results, the search results obtained by matching the search
parameters with inventory available at the search engine.

14. The system of claim 13, wherein the search link reposi-
tory is integrated with the ad repository.

15. The system of claim 11, wherein the tag generator is
integrated with the ad generator.

16. The system of claim 15, wherein the ad generator is
integrated with the search engine.

17. A method for providing an advertisement on demand
on a search results webpage, comprising:

receiving a user preference for viewing an advertisement
on the search webpage;
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searching an ad repository to identify a plurality of adver-
tisements that match the user preference, the ad reposi-
tory having a plurality of advertisements from a plurality
of advertisers, each of the plurality of advertisements in
the ad repository tagged with a descriptive tag that
defines an ad preference for the advertisement, the ad
preference defining a rendering option for each adver-
tisement defined by an advertiser associated with the
advertisement, wherein matching of the user preference
is matching the user preference with the ad preference of
the advertiser; and

rendering the identified advertisements on the search

results webpage along with search results in a format
defined by the ad preference and the user preference, the
rendering allowing optimal promotion of a product or
service associated with the advertisement.

18. The method of claim 17, wherein the user preference is
received along with one or more search parameters defining
search criteria for a product or service, the search criteria
including one or more search keywords.

19. The method of claim 18, wherein searching an ad
repository further including, searching the ad repository
using search keywords to identify one or more advertisements
that match the search keywords;

selecting one or more of the identified advertisements

based on a match of the descriptive tag with user pref-
erence; and

returning the selected advertisements along with one or

more search results matching the search keywords for
rendering on the search results webpage.

20. The method of claim 19, wherein the advertisements
are sponsored advertisements, wherein the sponsored adver-
tisements are defined by an advertisement budget provided by
an advertiser.

21. The method of claim 20, wherein the ad preference is
one of an on-demand option or a on-display option, wherein
the on-demand option allowing for only sponsored ads to be
rendered on the search results webpage and the on-display
option allows for sponsored ads to be rendered with search
results on the search results webpage.
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