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suit against Google on behalf of all Google

advertisers.

I tired of paying for invalid clicks.

A Mid. 2006:

| Case settled: Google agrees

I Opened for advertisers to ap
clicks they believe are invalio

A Mid. 2006- Alexander Tuzhi

to refund $90 million
ply for reimbursement for

In was asked to

evaluate Google invalid clic

kK detection efforts



Outline

o0 Background information

o Invalid Cliclc Hard to define
oD223f SQa ! LILINZI OK
o Conclusion
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Background

‘a AR apn Qa
Overture
founded

(a.k.a. goto.com)

.1994c Birth of Invented pay

targeted internet per-impression
ads sponsored
search
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1995¢
dguble
chick

founded.

Network of
Payper-

iImpression
banner ads
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‘ 2003- AdSense

was launched.
‘ Payper-Click
February 2002

The Payper-Click
overhauled version

of AdWordswas
launched
.ZOOOC Google
realized the power
of keywordbased

targeted ads

wdaunched its initial
version ofAdWords

Payper-
Impression
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AdWordvs.AdSense
— Tadwod  ladsense

Where
What
Who makes money

Who gainsdue to
click fraudshortterm)

Wholoses due to
click fraUd(short-term)

Who loses due to
click fraUd(long-term)
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www.google.com

Query based

Google

Googleb Gl NAS(GSR
competitors
TargetedAdvertiser

TargetedAdvertiser+ Google
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www.publishersSite.com
Content based

Google + publisher
Govog,IeA+ pu,blishe[ +

I RAS NI A aSNRa
Targeted Advertiser

Targeted Advertiser + Googl



e \When charge the advertiser?

When the ad Is being shown to
the user

I CPMc Cost per Mille
When the ad is being clicked by

the user \‘
I CPC Cost per Click
2 KSY UKS IR Kla aAyT

the user (conversion event)
I CPAc Cost per Action
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Costper-Action

The ad is
presented to
the user

k3D C

22.05.2008

The exposed
user
purchases the
product

The exposed

user visits the 4

I ROSNI A &S
page

Conversion event
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Two effectiveness measures

A ClickThrough Rate (CTR)

#ads clicked
#ads presentec

I CTR=

A Conversion Rate
I The % of visitors who took the conversion action



Costper-click Advertising Model

A Ad Ranlc How high the ad is placed on
www.google.con{example on next slide)

A Costper-Click (CPC)

A Quality Score quality of the keyword/ad pair
I Depends on the Cligkroughrate (CTR)

Ad Rank =f (CPC , QualityScore
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http://www.google.com/

Payper-ClickAdWordmodel

:L AdWord¢ Ranked
after the Ad Rank




