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METHOD AND SYSTEM FOR RANKING OF
KEYWORDS FOR PROFITABILITY

Field of the Invention

[0001] The present application relates to a method for rank-
ing Internet search terms for profitability.

BACKGROUND

[0002] Internet-based advertising is now a common means
of advertising. There are several basic steps involved:

[0003] 1. Advertisers bid on keywords. The factors affect-
ing the price of the keywords differ depending on the search
engine.

[0004] 2. Some websites set aside space for ads to be

placed. In this advertising model, the website owners cannot
choose which ads will fill the space. They have an agreement
with search engines to allow search engines to place ads in the
allotted space which are closely aligned with the website’s
content.

[0005] 3. Advertisers only pay when a web user clicks on
the advertisement.

[0006] 4. Search engines collect this “click-thru” fee and
share a portion with the website which hosted the ad.

[0007] 5. Advertisements placed on websites which are
closely related to the ad’s subject have higher click-thru rates.
Therefore, a high degree of relatedness of the advertisement
to the website is advantageous to all parties because:

[0008] a. The advertiser gets more targeted exposure;
[0009] b. The websites receive payment for bringing traffic
to the advertiser;

[0010] c. The search engine receives payment for facilitat-
ing the arrangement.

SUMMARY

[0011] Inone embodiment of the present invention, a com-
puter implemented method provides a profitability ranking
for a searchterm. A physical computing device receives infor-
mation regarding a total number of people who are searching
on the search term. Information is received regarding an
amount advertisers pay for the search term. Information is
received regarding a click through rate of the search term. A
traffic estimate ofthe search term is determined. Longevity of
the search term is determined.

[0012] This data is then weighted and compiled to deter-
mine worth of the keyword.

[0013] Many other features and embodiments of the
present invention will be apparent from the accompanying
drawings and from the following detailed description.

BRIEF DESCRIPTION OF THE DRAWINGS

[0014] The present disclosure is illustrated by way of
example and not limited in the figures of the accompanying
drawings in which like references indicate similar elements.
[0015] FIG. 1 illustrates a search term profitability system
in accordance with one embodiment of the present invention.
[0016] FIG. 2 illustrates a method for determining a traffic
estimate in accordance with one embodiment of the present
invention.

[0017] FIG. 3 illustrates a method for determining an indi-
cation of profitability of a search term in accordance with one
embodiment of the present invention.
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[0018] FIG. 4 illustrates a method for determining longev-
ity of'a search term in accordance with one embodiment of the
present invention.

DETAILED DESCRIPTION

[0019] In the following description, for purposes of expla-
nation, numerous specific details are set forth in order to
provide a thorough understanding of the description. It will be
apparent, however, to one skilled in the art that embodiments
of the disclosure can be practiced without these specific
details. In other instances, structures and devices are shown in
block diagram form in order to avoid obscuring the descrip-
tion.

[0020] Reference in this specification to “one embodi-

ment”, “an embodiment”, “other embodiments”, or the like
means that a particular feature, structure, or characteristic
described in connection with the embodiment is included in at
least one embodiment of the disclosure. The appearances of,
for example, the phrase “in one embodiment” in various
places in the specification are not necessarily all referring to
the same embodiment, nor are separate or alternative embodi-
ments mutually exclusive of other embodiments. Moreover,
various features are described which may be exhibited by
some embodiments and not by others. Similarly, various
requirements are described which may be requirements for
some embodiments but not other embodiments.

[0021] The present invention involves a method and system
for selectively considering data regarding various search
terms, or keywords, to determine their profitability. In one
embodiment, the present invention may be used in assessing
the profitability of search terms in an advertising system for
advertisements displayed over the Internet. In one embodi-
ment, the present invention considers the following exem-
plary factors (1) the number of likely audience members for
each search term, (2) the likely dollar amount advertisers will
pay for each search term, (3) the likely click rate for each
search term, (4) the ability of content targeting a given search
term to compete with other content targeting that same term,
and (5) the estimated longevity of content created relating to
each search term.

[0022] As shown in FIG. 1, a system 100 in accordance
with one embodiment of the present invention includes a
computing device 102, audience source 104, advertising rate
source 106, click rate source 108, a competitive ability mod-
ule 110, and a longevity module 112. In one embodiment, the
competitive ability module 110 and the longevity module 112
are integrated within the computing device 102. In one
embodiment, components of the system 100 are distributed
over the Internet 103. In another embodiment, components of
the system 100 are maintained within an intranet of an orga-
nization. In yet another embodiment, the components of the
system 100 are selectively distributed over the Internet as well
as maintained within an intranet of an organization.

[0023] In one embodiment, one or more of the audience
source 104, the advertising source 106, and the click rate
source 108 may each constitute a plurality of smaller sources,
or databases, that in the aggregate are represented the by the
audience source 104, the advertising source 106, and the click
rate source 108. In one embodiment, one or more of the
audience source 104, the advertising source 106, and the click
rate source 108 may be coupled to other information sources
or databases that provide data to populate the audience source
104, the advertiser source 106, and the click rate source 108.
In one embodiment, the other information sources or data-
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bases may be managed or maintained by entities different
from those managing the system 100 or components thereof.
[0024] The audience source 104 contains information from
which to ascertain the total number of people who are search-
ing on a particular search term (Audience Number) AU. The
Audience Number AU can be determined from information
obtained for a fee or for free from other sources, such as those
maintained by companies offering search engines and other
search services.

[0025] When various audience sources 104 provide or sug-
gest, for a particular search term, different values for the
Audience Number AU, the values are analyzed and combined
to produce a net value for the Audience Number AU. In one
embodiment, each value from the various audience sources
104 is reduced to a log value. The log values associated with
the various audience sources 104 are then averaged. The
averaged value is then converted to a base ten value. The base
ten value constitutes the net value for the Audience Number
AU. The net Audience Number AU can be validated by a high
number of audience sources 104 having values that approxi-
mate or are consistent with the Audience Number AU. In one
embodiment, the value of Audience Number AU is between
100 and 10,000,000. The AU may be mathematically manipu-
lated in other fashions to achieve a relative weighting of the
sources.

[0026] The advertising rate source 106 contains informa-
tion from which to ascertain how much advertisers are paying
for each search term (Advertising Rate) AR. Like the Audi-
ence Number AU, the Advertising Rate AR can be determined
from information obtained for a fee or for free from other
sources, such as those maintained by companies offering
search engines and other search services.

[0027] Likethe Audience Number AU, when various adver-
tising rate sources 106 provide or suggest, for a certain search
term, different values for the Advertising Rate AR, the values
are analyzed and combined to produce a net value for the
Advertising Rate AR. In one embodiment, each value from
the various advertisers sources 106 is reduced to a log value.
Thelog values associated with the various advertisers sources
106 are then averaged. The base ten value constitutes the net
value of the Advertising Rate AR. The net Advertising Rate
AR can be validated by a high number of advertising sources
106 having values that approximate or are consistent with the
Advertising Rate AR. In one embodiment, the value of the
Advertising Rate AR is between $0.05 and $50.00.

[0028] The Click-Thru rate source 108 contains informa-
tion from which to ascertain how much advertisers are paying
for each search term (Click-thru Rate) CTR. Based on the
number of people who search a particular search term in a
particular period of time, the Click-Thru Rate CTR indicates
how many of those people clicked on or selected advertise-
ments that appeared in connection with search results for the
search term. As will be appreciated by those having ordinary
skill in the art, various methodologies can be employed to
determine click-thru metrics. The Click-Thru Rate CTR can
be determined only through empiric data which records the
number of searches relating to a specific term and the fre-
quency with which those searchers click on advertising. In
one embodiment, the value of the Click-Thru Rate CTR is
between 0.1% to 40%.

[0029] The competitive ability module 110 provides a
value indicating a traffic estimate for a particular search term
(Traffic Estimate) TE. In one embodiment, the competitive
ability module 110 is integrated into the computing device
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102. In one embodiment, the competitive ability module 110
provides the Traffic Estimate TE to the computing device 102.
FIG. 2 illustrates a routine 200 to determine the Traffic Esti-
mate TE. At block 202, a search term is designated for which
a Traffic Estimate TE is desired. The routine 200 continues to
block 204. At block 204, a Gross Competitive Score is deter-
mined based on information from a cost per click (CPC)
source 250, a Click-Thru rate (CTR) source 252, a search
volume (SV) source 254, a third party rating (TPR) source
256, an aggregate page rank (AP) source 258, a word count
(WC) source 260, a letter count (LC) source 262, and a
Category Competitiveness Measurement (CCM) 264. Each
source provides a score value that is indicative of competi-
tiveness of a search term and that is used in the determination
of'the Gross Competitive Score 264.

[0030] Inone embodiment, some but not all of the cost per
click (CPC) source 250, the Click-Thru rate (CTR) source
252, the search volume (SV) source 254, the third party rating
(TPR) source 256, the aggregate page rank (AP) source 258,
the word count (WC) source 260, and the letter count (L.C)
source 270 are considerations used in the determination of the
Gross Competitive Score. In one embodiment, other sources
of information, in addition to the cost per click (CPC) source
250, the Click-Thru rate (CTR) source 252, the search volume
(SV) source 254, the third party rating (TPR) source 256, the
aggregate page rank (AP) source 258, the word count (WC)
source 260, and the letter count (L.C) source 270, are used to
determine the Gross Competitive Score. In one embodiment,
the sources used as considerations in the determination of the
Gross Competitive Score may be managed or maintained by
entities different from those managing the system 100 or
components thereof.

[0031] The CPC source 250 provides a score value indica-
tive of bid value of a search term. The higher the bid is for a
search term, the more competitive the search term is. For
example, a search term “credit card offers” may sell for sev-
eral dollars while a search term “George Washington” may
sell for a nickel. Thus, the former search term is very com-
petitive and is associated with a high score value, whereas the
latter search term is less competitive and is thus associated
with a low score value.

[0032] The CTR source 252 provides a competitive score
correlating to the click-thru rates of a search term. How fre-
quently people click on the advertisements associated with a
search term correlates to how competitive the search term is
since people generally build competitive content for terms
with high Click-Thru rates. For example, a search term “best
credit card deals” has a high Click-Thru rate, whereas a
search term “how to boil an egg” has a low Click-Thru rate.
Therefore, the former search term is associated with a score
value that is higher than the latter search term.

[0033] The SV source 254 provides a score value indicative
of'the volume of searching associated with a search term. For
any given search term, there are a certain number of people
who type that search term into search engines in any given
time period (e.g., a month). For example, many searches
would be performed on a famous celebrity personality,
whereas fewer searches would be performed on a search term
“left handed dentist tools”. Many search terms would be
associated with search volumes between those exemplary
extremes. When assigning a score value, search terms asso-
ciated with a large number of searches are more competitive
because more content is created around these terms. Simi-
larly, search terms associated with a small number of searches
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are not actually more competitive but behave as if they were
because there are very few people who search for the search
term. Therefore, search terms associated with either a very
large or very small number of searches are given high score
values whereas terms in the middle are given lower score
values.

[0034] The AP source 258 provides a score value indicative
of the ranking of websites that are returned as matches in
response to a search associated with a search term. Website
rankings, which determine the number of visitors to the web-
site in a given period of time, are provided by various com-
panies. One exemplary website ranking is provided by Evr-
soft Developer Network, which provides an Alexa Ranking
Tool, which can be located at http://developers.evrsoft.com/
find-traffic-rank.shtml. For example, when a search term is
entered into a search engine, a certain number of search
matches are returned. The top ten of the search matches are
identified, and website rankings of the websites associated
with the top ten search matches are determined. A search term
that returns matching websites that are highly ranked is more
competitive than a search term that returns matching websites
that are lowly ranked.

[0035] The TPR source 256 provides a score value indica-
tive of page ranking. In a manner similar to the manner
described above in connection with the TRP source 256, the
page rank of each of the top ten matches returned in response
to a term search is determined. Then, the page ranks are
squared and summed together as the score value. The higher
the score value, the more competitive the search result set is.

[0036] The WC source 260 provides a score value indica-
tive of the number of words in a search term. For example,
search terms with one or two words—e.g., “dogs” or “dog
breeds”—are more competitive than search terms with more
than two words—e.g., “dog breeds that are good with chil-
dren”. Thus, the score value of search terms having fewer
words is higher than the score value of search terms having
more words.

[0037] The L.Csource 262 provides a score value indicative
of the number of letters in a search term. For example, short
words are more competitive than long words, and thus the
score value for a short word is higher than the score value for
a long word.

[0038] The CCM source 264 provides a score relative to the
competitiveness of the overall category in which the term
would fall. Words are categorized using any popularly-devel-
oped taxonomy or mode of taxonomy then rated for competi-
tiveness based on their overall competitive rate. For example,
“money and finance” is a more competitive category than
“history.”

[0039] Each score value for the cost per click (CPC) source
250, the Click-Thru rate (CTR) source 252, the search volume
(SV) source 254, the third party rating (TPR) source 256, the
aggregate page rank (AP) source 258, the word count (WC)
source 260, the letter count (L.C) source 262 and Category
Competitiveness Measure (CCM) source 264 are added
together to generate the Gross Competitive Score.

[0040] The routine 200 proceeds to block 206. At block
206, the Percentile Competitive Score is determined. To
determine the Percentile Competitive Score, each Gross
Competitive Score for the set of search terms of interest are
then converted to have a percentile rank so that there are an
equal number of search terms in each of the 100 percentiles.
That is, the number of search terms in the 99% percentile is
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equal to the number of search terms in the 98% percentile,
which is equal to the number of search terms in the 97%
percentile, etc.

[0041] The routine 200 proceeds to block 208, where the
Percentile Competitive Score is converted to the Traffic Esti-
mate (TE) provided by the competitive ability module 110.
The Percentile Competitive Score is mapped to a table corre-
sponding with a traffic prediction of that percentile. For
example, a particular keyword in the 99” percentile is asso-
ciated with 3456 views a month. As another example, another
keyword in the 987 percentile is associated with 2999 views
a month. Therefore, content built around that keyword is
predicted to receive that many views per month.

[0042] The longevity module 112 provides a value indicat-
ing the longevity associated with content built around a par-
ticular search term (Longevity Value) LV. The longevity mod-
ule 112 performs a mapping, based on expert analysis,
between categories of search terms and durations of time.
FIG. 3 illustrates a method 300 for determining the Longevity
Value LV. The method 300 begins at block 302 where the
search term of interest is identified. The method 300 proceeds
to block 304. At block 304, the search term is categorized. For
example, the search term “shovel” falls under the category
“gardening”. As another example, the search term “DVD
player” falls under the category “home electronics”. The
method 300 proceeds to block 306, where a mapping is per-
formed to associate the category with a value of longevity. A
category listing 310 of categories includes, for example,
“home electronics” and “‘gardening”. The category listing
310 can include other categories encompassing other search
terms. A longevity listing 312 includes a sequence of time
durations. The category “gardening” is associated with a lon-
gevity of 10 years. The category “home electronics” is asso-
ciated with a longevity of two years. The method 300 pro-
ceeds to block 308, where the Longevity Value LV is
determined from the longevity listing 312. The Longevity
Value LV is provided to the computing device 102.

[0043] FIG. 4 illustrates a routine 400 for determining a
Ranking Value RV for a particular search term. The routine
400 begins at block 404, with the Traffic Estimate (TE). The
routine 400 proceeds to block 406, where the amount of block
404 is multiplied by the Advertising Rate AR. The routine 400
proceeds to block 408, where the Traffic Estimate (TE) is
multiplied by the click-thru Rate CTR. The routine 400 pro-
ceeds to block 410, where the result of block 408 is multiplied
by twelve (12). The routine 400 proceeds to block 412, where
the result of block 410 is multiplied by the Longevity Value
LV.

[0044] The routine 400 represents the determination of a
Ranking Value RV, where:

RV=TEXARXCIRx12xLV

[0045] The Ranking Value is a quantitative indication
regarding the revenue forecast of content developed around
this profitability of a particular search term. In one embodi-
ment, the determination of the Ranking Value RV may be
modified with weighting factors to render more or less impor-
tant the various values used in the determination. Consider-
ations such as reusability of the content, strategic value, and
the ability of the content to create inbound links are some of
the factors which could contribute to weighting current fac-
tors.

[0046] An embodiment of the invention relates to a com-
puter storage product with a computer-readable or machine-
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accessible medium having executable instructions or com-
puter code thereon for performing various computer-
implemented operations. The term “computer-readable
medium” or “machine-accessible medium” is used herein to
include any medium that is capable of storing or encoding a
sequence of executable instructions or computer code for
performing the operations described herein. The media and
computer code can be those specially designed and con-
structed for the purposes of the invention, or can be of the kind
well known and available to those having ordinary skill in the
computer software arts.

[0047] Examples of computer-readable media include
computer-readable storage media such as: magnetic media
such as hard disks, floppy disks, and magnetic tape; optical
media such as Compact Disc-Read Only Memories (“CD-
ROMSs”) and holographic devices; magneto-optical media
such as floptical disks; and hardware devices that are spe-
cially configured to store and execute program code, such as
Application-Specific Integrated Circuits (“ASICs”), Pro-
grammable Logic Devices (“PLDs”), Read Only Memory
(“ROM”) devices, and Random Access Memory (“RAM”)
devices. Examples of computer code include machine code,
such as produced by a compiler, and files containing higher
level code that are executed by a computer using an inter-
preter. For example, an embodiment of the invention may be
implemented using Java, C++, or other programming lan-
guage and development tools. Additional examples of com-
puter code include encrypted code and compressed code.
Another embodiment of the invention can be implemented in
hard wired circuitry in place of, or in combination with,
computer code.

[0048] While the invention has been described with refer-
ence to the specific embodiments thereof, it should be under-
stood by those skilled in the art that various changes may be
made and equivalents may be substituted without departing
from the true spirit and scope of the invention as defined by
the appended claims. In addition, many modifications may be
made to adapt a particular situation, material, composition of
matter, method, operation or operations, to the objective,
spirit, and scope of the invention. All such modifications are
intended to be within the scope of the claims appended hereto.
In particular, while the methods disclosed herein have been
described with reference to particular operations performed
in a particular order, it will be understood that these opera-
tions may be combined, sub-divided, or reordered to form an
equivalent method without departing from the teachings of
the invention. Accordingly, unless specifically indicated
herein, the order and grouping of the operations is not a
limitation of the invention.

What is claimed is:
1. A computer implemented method for ranking a search
term by profitability comprising:
receiving, via a physical computing device, information
regarding a total number of people who are searching on
the search term;
receiving information regarding an amount advertisers pay
for the search term;
receiving information regarding a click-thru rate of the
search term;
determining a traffic estimate of the search term; and
determining longevity of the search term.
2. The method of claim 1 wherein the determining a traffic
estimate of the search term includes determining a frequency
of views of content for the search term.
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3. The method of claim 1 wherein the determining a traffic
estimate of the search term includes:

determining a gross competitive score; and

determining a percentile competitive score.

4. The method of claim 3 wherein the determining a gross
competitive score is based on at least one of a cost per click,
a click-thru rate, a search volume, a third party rating, an
aggregate page rank, a word count, and a letter count.

5. The method of claim 1 further comprising validating at
least one of the total number of people who are searching on
the search term and the amount advertisers pay for the search
term.

6. The method of claim 5 wherein the validating includes
comparing the information regarding the total number of
people who are search on the search term from various
sources.

7. The method of claim 5 wherein the validating includes
comparing the information regarding the amount advertisers
pay for the search term from various sources.

8. A tangible machine-readable medium having stored
thereon a set of instructions which when executed perform a
method comprising:

receiving, via a physical computing device, information

regarding a total number of people who are searching on
the search term;

receiving information regarding an amount advertisers pay

for the search term;

receiving information regarding a click-thru rate of the

search term;

determining a traffic estimate of the search term; and

determining longevity of the search term.

9. The method of claim 8 wherein the determining a traffic
estimate of the search term includes determining a frequency
of views of content associated with the search term.

10. The method of claim 8 wherein the determining a traffic
estimate of the search term includes:

determining a gross competitive score; and

determining a percentile competitive score.

11. The method of claim 10 wherein the determining a
gross competitive score is based on at least one of a cost per
click, a click-thru rate, a search volume, a third party rating,
an aggregate page rank, a word count, and a letter count.

12. The method of claim 8 further comprising validating at
least one of the total number of people who are searching on
the search term and the amount advertisers pay for the search
term.

13. The method of claim 12 wherein the validating includes
comparing the information regarding the total number of
people who are search on the search term from various
sources.

14. The method of claim 12 wherein the validating includes
comparing the information regarding the amount advertisers
pay for the search term from various sources.

15. A system for determining profitability of a search term
comprising:

a physical computing device coupled to external database

sources;

a competitive ability module, coupled to the sources, to

determine a traffic estimate of the search term; and

a longevity module, coupled to the sources, to determine

the longevity of the search term.

16. The system of claim 15 wherein the competitive ability
module and the longevity module are integrated within the
computing device.
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17. The system of claim 15 wherein the sources include an
audience source having information regarding a total number
of people searching on the search term, an advertising rate
source having information regarding an amount advertisers
pay for the search term, and a click-thru rate source having
information regarding a number of people who clicked on
advertisements regarding the search term.

18. The system of claim 15 wherein the computing device
computes a ranking value for the search term based on outputs
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from the audience source, the advertising rate source, the
click-thru rate source, the competitive ability module, and the
longevity module.

19. The system of claim 15 wherein the computing device
validates information from the audience source.

20. The system of claim 15 wherein the computing device
validates information from the advertising rate source.

sk sk sk sk sk



