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SELECTING ADVERTISEMENTS BASED ON
SERVING AREA AND MAP AREA

BACKGROUND

Many users interact with various Internet-based services
using mobile devices such as personal digital assistants
(“PDAs”) and cell phones. Common Internet-based services
include map services, navigation services, and search ser-
vices. A map service, which may be provided as a web ser-
vice, provides maps of various locations as requested by
users. For example, a user driving a vehicle may request using
a cell phone that the map service provide a map of the sur-
rounding area. The map service may determine the user’s
current location based on global positioning system (“GPS”)
coordinates provided by the cell phone and download a map
of the surrounding area to the cell phone so that it can be
displayed to the user. The map service may provide maps
based on locations other than the user’s current location. For
example, a user may use a map service when planning a
vacation in a distant city. In such a case, the map service
provides a map of the distant city. The map service may be
accessible by any computing device (e.g., a desktop com-
puter) and not just mobile devices.

A navigation service provides directions for travel between
locations. For example, a user driving a vehicle may use a
PDA to specify a destination location and request that the
navigation service provide directions from their current loca-
tion to the destination location. The navigation service, after
determining the user’s current location (e.g., using GPS infor-
mation), prepares the directions and downloads the directions
to the user’s PDA for presentation to the user. The directions
may be in various formats. For example, the directions may be
presented by highlighting a map or by providing a written or
an audible list of turn instructions.

A search service may allow users to search for enterprises
(e.g., retail outlets, governmental entities, and schools) that
satisfy a search request or query. For example, a user driving
avehicle may use a PDA to request a search service to identify
the restaurants that are nearby. The user may enter the query
“nearby restaurants.” The search service would identify res-
taurants that are near the user’s current location and provide
to the user’s PDA a listing of those restaurants or a map
indicating the locations of the restaurants.

Many Internet-based services, such as map services, navi-
gation services, and search services, rely on advertising rev-
enue as their sole source of revenue or to augment other
sources of revenue. When a service receives a request, the
service may provide advertisements along with the response
to the request. A navigation service may provide advertise-
ments that are in some way related to the destination location.
For example, if the destination location is Washington, D.C.,
then the navigation service may provide advertisements for
tour companies, restaurants, airlines, and so on that service
Washington, D.C. A map service may similarly provide
advertisements that are in some way related to the area of the
map being displayed, and a search service may provide adver-
tisements related to the search terms and the user’s current
location.

A difficulty, however, with providing advertisements that
are in some way related to a location is that the advertisements
are often ranked based on distance from the advertised service
to the user’s current location. For example, if a user in Seattle
enters “nearby restaurants,” a search service may identify
advertisements for coffee outlets, fast-food outlets, and full-
service restaurants that are within a five-mile radius of the
user’s current location. The search service may rank eight
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2

coftfee outlets first because they are nearest to the user (e.g.,
within one mile of the user) and rank a coftee outlet that is two
miles away higher than a restaurant that is three miles away.
The user, however, is unlikely to be interested in a coffee
outlet that is two miles away, but is likely to be interested in a
restaurant that is three miles away. In such a case, the ranking
based on distance would not necessarily reflect a correct
ranking from the user’s perspective. In addition, when a user
is reviewing a map, a map service may provide advertise-
ments for enterprises whose locations are not on the map. For
example, a map service may provide an advertisement for a
restaurant that is off the map. In such a case, the user may not
have a good idea of how far away the restaurant is or how
difficult it would be to get to the restaurant.

SUMMARY

Methods and systems for selecting advertisements to
present to a user of a computing device are provided. An
advertisement system selects advertisements to display to a
user based on the serving area of the advertisements. The
advertisement system may initially identify candidate adver-
tisements to be provided to a user and then filter those adver-
tisements based on serving area. The advertisement system
may determine the “serving areas” of the candidate advertise-
ments. The advertisement system selects those candidate
advertisements whose serving area encompasses the user’s
current location for presentation to the user. The advertise-
ment system may alternatively rank the candidate advertise-
ments based on distance to serving area. The advertisement
system can thus provide advertisements to users factoring in
the serving areas of the advertisements.

The advertisement system may also select advertisements
to present to a user based on a map area currently being
displayed to the user. The advertisement system may initially
identify candidate advertisements to be provided to a user and
then filter those advertisements based on “provider location.”
The advertisement system then determines the provider loca-
tions of the candidate advertisements. The advertisement sys-
tem then selects those candidate advertisements whose pro-
vider locations are within or encompassed by the map area
that is currently being displayed to the user. The advertise-
ment system can thus provide advertisements to users factor-
ing in the areas of the maps currently being displayed to the
users.

This Summary is provided to introduce a selection of con-
cepts in a simplified form that are further described below in
the Detailed Description. This Summary is not intended to
identify key features or essential features of the claimed sub-
jectmatter, nor is it intended to be used as an aid in determin-
ing the scope of the claimed subject matter.

BRIEF DESCRIPTION OF THE DRAWINGS

FIG. 1 illustrates the selecting of advertisements based on
a serving area by the advertisement system in one embodi-
ment.

FIG. 2 illustrates the display of advertisements selected by
the advertisement system based on map area in one embodi-
ment.

FIG. 3 illustrates the display of advertisements selected by
the advertisement system based on a zoomed-in map area in
one embodiment.

FIG. 4 is a block diagram that illustrates components of the
advertisement system in one embodiment.

Samsung Ex. 1049, page 12 of 17
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FIG. 5 is a flow diagram that illustrates the processing of
the select advertisements component of the advertisement
system in one embodiment.

FIG. 6 is a flow diagram that illustrates the processing of
the identify advertisements based on serving area component
of the advertisement system in one embodiment.

FIG. 7 is a flow diagram that illustrates the processing of
the identify advertisements based on map area component of
the advertisement system in one embodiment.

FIG. 8 is a flow diagram that illustrates the processing of
the determine map area component of the advertisement sys-
tem in one embodiment.

DETAILED DESCRIPTION

Methods and systems for selecting advertisements to
present to a user of a computing device are provided. In one
embodiment, an advertisement system selects advertisements
to display to a user based on the serving area of the advertise-
ments. The advertisement system may initially identify can-
didate advertisements to be provided to a user and then filter
those advertisements based on serving area. For example, the
advertisement system may take a query submitted by auser to
a search service and submit that query to an advertisement
search system. The advertisement search system searches for
advertisements that are related to the submitted query. The
advertisement system considers the related advertisements to
be candidate advertisements. The advertisement system may
then determine the “serving areas” of the advertisements. For
example, the serving area of an advertisement for a coffee
outlet may have a three-block radius centered at the coffee
outlet while the serving area for a car dealership may have a
50-mile radius. The advertisement system may determine the
serving area in various ways, such as from explicit metadata
associated with advertisements or analyzing the content of
the advertisements. The advertisement system then selects
those candidate advertisements whose serving area encom-
passes the user’s current location. For example, if the serving
area of a small coftee outletis two blocks and the serving area
of a larger coffee outlet is five blocks and the user is located
three blocks from the small coffee outlet and four blocks from
the larger coffee outlet, the advertisement system would
select the advertisement for the larger coffee outlet, but not
the advertisement for the smaller coffee outlet even though
the smaller coffee outlet is closer to the user. Alternatively, the
advertisement system may rank the advertisements based on
distance from the user’s current location to the serving areas.
For example, the advertisement system may rank advertise-
ments whose serving areas encompass the user’s current loca-
tion first, followed by advertisements ordered based on dis-
tance from the user’s current location to the perimeter of their
serving areas. In this way, the advertisement system can pro-
vide advertisements to users factoring in the serving areas of
the advertisements.

In one embodiment, the advertisement system selects
advertisements to present to a user based on a map area
currently being displayed to the user. The advertisement sys-
tem may initially identify candidate advertisements to be
provided to a user and then filter those advertisements based
on “provider location.” For example, the advertisement sys-
tem may take a query submitted by a user to a search service
and submit that query to an advertisement search system. The
advertisement search system searches for advertisements that
are related to the submitted query. The advertisement system
considers the related advertisements to be candidate adver-
tisements. The advertisement system may then determine the
provider locations of the candidate advertisements. The pro-
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4

vider location represents the physical location at which a
service advertised by an advertisement is provided. For
example, the provider location of an advertisement for a
coftee outlet is the location of the outlet. The provider loca-
tion of a bank may be a local branch office. The advertisement
system may determine the provider location in various ways,
such as from explicit metadata associated with the advertise-
ments or analyzing the content of the advertisements. The
advertisement system then selects those candidate advertise-
ments whose provider locations are within or encompassed
by the map area that is currently being displayed to the user.
For example, if the map area is currently a one-mile square
centered at the user’s location and the location of a restaurant
is two miles away from the user, then the advertisement
system does not select an advertisement for the restaurant. If,
however, the user requests to zoom out the map to a two-mile
square, then the advertisement system would select the adver-
tisement for the restaurant. In this way, the advertisement
system can provide advertisements to users factoring in the
areas of the maps currently being displayed to the users.

In one embodiment, the advertisement system seclects
advertisements to display to a user based on the current map
area that a user is viewing and the serving area of the adver-
tisements. The advertisement system initially identifies can-
didate advertisements to be provided to a user as described
above. The advertisement system may then select candidate
advertisements whose provider locations are within the cur-
rent map area and whose serving areas encompass the user’s
current location. For example, if the current map area is a one
mile square and the user’s current location is in the center of
the map area, then the advertisement system will select can-
didate advertisements whose provider location is within the
one-mile square and whose serving area overlaps the center of
the map area. The advertisement system, however, will not
select candidate advertisements whose provider location is
within the one-mile square but whose serving area does not
overlap the center of the map area. Similarly, the advertise-
ment system will not select candidate advertisements whose
serving area overlaps the center of the map area but whose
provider location is not within the one-mile square.

FIG. 1 illustrates the selecting of advertisements based on
a serving area by the advertisement system in one embodi-
ment. A square 100 represents a six mile square centered on a
user’s current location 101. The advertisement system may
initially identify three candidate advertisements to present to
the user. These candidate advertisements include advertise-
ments for a pizza parlor, a coffee outlet, and a hot dog stand.
The provider location for the pizza parlor is location 102, the
coftee outlet is location 103, and the hot dog stand is location
104. The serving area for the pizza parlor has a three-mile
radius, the serving area for the coffee outlet has a one-mile
radius and the serving area for the hot dog stand has a two-
mile radius. The advertisement system selects the advertise-
ments for the pizza parlor and the coffee outlet, but does not
select the advertisement for the hot dog stand. The serving
areas for the pizza parlor and the coffee outlet both encom-
pass the user’s current location, but the serving area for the
hot dog stand does not, even though the hot dog stand is closer
to the user’s current location than the pizza parlor. Alterna-
tively, if the user’s current location was at location 105, none
of'the serving areas would encompass the user’s current loca-
tion. In such a case, the advertisement system may select all
the advertisements and rank them based on distance to perim-
eter of their serving areas. In particular, the advertisement
system would rank the advertisement for the hotdog stand
first, followed by the advertisements for the coftee outlet and
the pizza parlor.
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FIG. 2 illustrates the display of advertisements selected by
the advertisement system based on map area in one embodi-
ment. Display page 200, which may be displayed on a mobile
device, includes a map 201 and advertisements 203-205. The
map represents a one-mile square. The map is currently dis-
playing the location of pizza parlors 1-4 as represented by the
asterisks. Since pizza parlors 1-4 are all within the map area,
the advertisement system selected advertisements for all four
pizza parlors; ranked them as pizza parlor 3, pizza parlor 1,
pizza parlor 2, and pizza parlor 4; and then selected the three
highest ranking advertisements because only three advertise-
ment slots were available. If the user then selects to zoom in
the map area, for example, to the area 202, then the advertise-
ment system would re-select advertisements that are within
the zoomed-in map area.

FIG. 3 illustrates the display of advertisements selected by
the advertisement system based on a zoomed-in map area in
one embodiment. Display page 300 includes a map area 301
that is a 0.5-mile square. The map area is currently displaying
the location of three restaurants: pizza parlor 1, pizza parlor 4,
and an Italian restaurant. Since the user zoomed in, pizza
parlor 2 and pizza parlor 3 are no longer within the map area.
In such a case, even though advertisements for pizza parlors
1-4 are candidate advertisements, the advertisement system
selected only advertisements 302 and 303 for pizza parlor 1
and pizza parlor 4. Since only two of the candidate advertise-
ments had a provider location within the map area, the adver-
tisement system may have expanded the search for candidate
advertisements resulting in an additional candidate advertise-
ment for an [talian restaurant. Since the provider location of
the Italian restaurant is within the map area, the advertisement
system displayed an indication of its provider location and
presented its advertisement 304.

FIG. 4 is a block diagram that illustrates components of the
advertisement system in one embodiment. The advertisement
system 430 is connected to user devices 410 via communica-
tions link 420, which may be a wireless communications
network. The advertisement system may work in conjunction
with a map server 433 and a map store 431. The map server
may receive requests from a user device to display a map of a
specified area, retrieve the map from the map store, and then
provide the retrieved map to the user device for presentation
to the user. The map server may also identify advertisements
that are to be presented to the user by interacting with the
advertisement system. The advertisement system includes an
advertisement store 432, a select advertisements component
434, an identify advertisements based on serving area com-
ponent 435, an identify advertisements based on map area
component 436, and a determine map area component 437.
The select advertisements component receives a query for
advertisements, searches for candidate advertisements, and
then invokes either the identify advertisements based on serv-
ing area component or the identify advertisements based on
map area component, or both, to identify which of the candi-
date advertisements are to be provided to the user. The deter-
mine map area component determines the area of the map
currently being displayed to the user.

The computing device on which the advertisement system
is implemented may include a central processing unit,
memory, input devices (e.g., keyboard and pointing devices),
output devices (e.g., display devices), and storage devices
(e.g., disk drives). The memory and storage devices are com-
puter-readable media that may contain instructions that
implement the advertisement system. In addition, the instruc-
tions, data structures, and message structures may be stored
or transmitted via a data transmission medium, such as a
signal on a communication link. Various communication
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links may be used, such as the Internet, a local area network,
a wide area network, a point-to-point dial-up connection, a
cell phone network, and so on.

Embodiments of the advertisement system may be imple-
mented in various operating environments that include per-
sonal computers, server computers, hand-held or laptop
devices, multiprocessor systems, microprocessor-based sys-
tems, programmable consumer electronics, digital cameras,
network PCs, minicomputers, mainframe computers, distrib-
uted computing environments that include any of the above
systems or devices, and so on. The computing devices that
interact with the advertisement system may be cell phones,
personal digital assistants, smart phones, personal computers,
programmable consumer electronics, digital cameras, and so
on.

The advertisement system may be described in the general
context of computer-executable instructions, such as program
modules, executed by one or more computers or other
devices. Generally, program modules include routines, pro-
grams, objects, components, data structures, and so on that
perform particular tasks or implement particular abstract data
types. Typically, the functionality of the program modules
may be combined or distributed as desired in various embodi-
ments. For example, the advertisement system may be imple-
mented on a computer system separate from the map service,
the navigation service, or other services for which it provide
advertisements.

The advertisement system may include or interact with
systems that determine the provider locations and serving
areas of advertisements. Various techniques for determining
provider locations and serving areas are described in U.S.
patent application Ser. No. 11/081,014, now U.S. Pat. No.
7,574,530 issued Aug. 11, 2009, entitled “Method and Sys-
tem for Web Resource Location Classification and Detec-
tion,” and U.S. patent application Ser. No. 11/277,704, now
U.S. Pat. No. 7,606,875 issued Oct. 20, 2009, entitled
“Detecting Serving Area of a Web Resource,” which are both
hereby incorporated by reference. For example, the advertise-
ment system may interact with a location system that deter-
mines the serving area of a web resource (e.g., web site of the
business being advertised) based on addresses (e.g., IP
addresses) of users who access the web resource. The location
system may identify the accesses to a web resource by ana-
lyzing web access information such as web access logs, click-
through logs, and so on. A web access log may be generated
by a web site and may contain an entry for each access by a
user to the web site. Each entry may include the IP address of
the user. A click-through log may be generated by a search
engine and may contain an entry for each selection of a
reference to the web site that is included in a query result,
commonly referred to as a “click-through.” The location sys-
tem retrieves the IP addresses from the web access informa-
tion and then determines the geographic locations associated
with the IP addresses. Many commercial products are avail-
able that provide mappings from IP addresses to geographic
locations, such as IP2Location by Hexasoft Development and
GeoPoint by Quova Corp. After the location system identifies
the locations of each user access to the web site, it analyzes
the identified locations to determine the serving area of the
web resource. The location system may use a hierarchy of
locations such as one organized by continent, country, state,
and city. The location system may select locations for the
serving area based on the number of accesses of the web
resource by users within the location and based on a distribu-
tion of the number of accesses of the web resource by users
within locations that are hierarchically within the location.
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Alternatively, a location system may determine the serving
area of a web site of a provider of an advertisement based on
the business category of the web site and a “provider location”
associated with the web site. The location system may deter-
mine the category of a web site by providing the content of the
web site to a classifier that has been trained to classify a web
site by business category based upon its content. For example,
the business categories may include banking services, trans-
portation services, restaurants, and so on. The location system
defines a scope for each business category that indicates the
typical size of the serving area for web sites within that
business category. For example, a web site for banking ser-
vices or a restaurant may provide services to users that are
typically within the same city. A web site for an airport, in
contrast, may provide services to users in a broader area, such
as within the same state. A web site for a software develop-
ment company may provide services to users in a yet broader
area, such as within the same country. Thus, the location
system may represent the scope as a city, state, or country.
Alternatively, the location system may represent scope by a
radius (e.g., 10 miles for a restaurant and 100 miles for an
airport). To determine the serving area for a web site, the
location system analyzes the web site to identify the provider
location. A provider location identifies the geographic loca-
tion of the entity (e.g., organization, corporation, or person)
that provides the web resource. The provider location usually
is a sequential address string including street address, city
name, state name, zip code, country, and so on. For example,
the provider location of a web site provided by a certain
company may be the address of the corporate headquarters of
the company. The location system then represents the serving
area for the web site as the scope associated with the identified
provider location.

FIG. 5 is a flow diagram that illustrates the processing of
the select advertisements component of the advertisement
system in one embodiment. The component 500 receives a
query, searches for candidate advertisements, and identifies
advertisements based on the serving area of the advertise-
ments or the map area currently being displayed to a user. In
block 501, the component searches for candidate advertise-
ments that match the query. In decision block 502, if the
component is to select advertisements based on serving area
only, then the component continues at block 503, else the
component continues at block 505. In block 503, the compo-
nent determines the user’s current location. In block 504, the
component invokes the identify advertisements based on
serving area component passing the user location and the
candidate advertisements. The component then returns the
identified advertisements as the selected advertisements. In
decision block 505, if the component is to select advertise-
ments based on map area only, then the component continues
at block 506, else the component continues at block 508. In
block 506, the component invokes the determine map area
component to determine the map area that is currently being
displayed to the user. In block 507, the component invokes the
identify advertisements based on map area component pass-
ing the map area and the candidate advertisements. The com-
ponent then returns the identified advertisements as the
selected advertisements. In blocks 508-511, the component
identifies advertisements based on both serving area and map
area. In block 508, the component determines the user’s cur-
rent location. In block 509, the component invokes the deter-
mine map area component to determine the map area cur-
rently being displayed to the user. In block 510, the
component invokes the identify advertisements based on
serving area component passing the serving area and the
candidate advertisements. In block 511, the component
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invokes the identify advertisements based on map area com-
ponent passing the map area and the advertisements identified
based on the serving area. The component then returns the
identified advertisements as the selected advertisements. The
select advertisements component may be invoked whenever
the user location changes or whenever the map area changes
such as when the user changes the resolution of the map by
zooming in or out.

FIG. 6 is a flow diagram that illustrates the processing of
the identify advertisements based on serving area component
of the advertisement system in one embodiment. The com-
ponent 600 is passed a user location and candidate advertise-
ments. In block 601, the component selects the next candidate
advertisement. In decision block 602, if all the candidate
advertisements have already been selected, then the compo-
nent continues at block 606, else the component continues at
block 603. In block 603, the component determines the serv-
ing area of the selected candidate advertisement. In decision
block 604, if the user location is within the serving area of the
selected advertisement, then the component continues at
block 605, else the component loops to block 601 to select the
next candidate advertisement. In block 605, the component
marks the selected advertisement as having a serving area that
encompasses the user location and then loops to block 601 to
select the next advertisement. In block 606, the component
ranks the marked advertisements and then returns the ranked
advertisements as the identified advertisements. The adver-
tisement system may use various techniques for ranking
advertisements. For example, the advertisements may be
ranked based on popularity of the web sites of the advertised
businesses, on how closely the keywords of the advertisement
match terms of the query, on how much the advertiser is
willing to pay for placing the advertisement, on distance
between the provider location and the user location, or dis-
tance between the perimeter of the serving area and the user
location when the serving area does not encompass the user
location, and so on, as well as various combinations of these
ranking techniques.

FIG. 7 is a flow diagram that illustrates the processing of
the identify advertisements based on map area component of
the advertisement system in one embodiment. The compo-
nent 700 is passed candidate advertisements and a map area.
In block 701, the component selects the next candidate adver-
tisement. In decision block 702, if all the candidate advertise-
ments have already been selected, then the component con-
tinues at block 706, else the component continues at block
703. In block 703, the component determines the provider
location of the selected candidate advertisement. In decision
block 704, if the provider location is within the map area, then
the component continues at block 705, else the component
loops to block 701 to select the next candidate advertisement.
In block 705, the component marks the selected candidate
advertisement as having a provider location within the map
area and then loops to block 701 to select the next candidate
advertisement. In block 706, the component ranks the marked
advertisements. The component then returns the ranked
advertisements as the identified advertisements.

FIG. 8 is a flow diagram that illustrates the processing of
the determine map area component of the advertisement sys-
tem in one embodiment. The component 800 determines the
map area currently being displayed to a user. In block 801, the
component interacts with the map server to retrieve informa-
tion on the displayed map. In block 802, the component
determines the location of the displayed map. In block 803,
the component generates an upper left and lower right coor-
dinate for the map. In block 804, the component sets the map
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area to the upper left and lower right coordinates. The com-
ponent then returns the map area.

Although the subject matter has been described in lan-
guage specific to structural features and/or methodological
acts, it is to be understood that the subject matter defined in
the appended claims is not necessarily limited to the specific
features or acts described above. Rather, the specific features
and acts described above are disclosed as example forms of
implementing the claims. For example, one skilled in the art
will appreciate that if too few candidate advertisements are
selected for presentation, the advertisement system could
relax the query used to identify candidate advertisements or
expand the serving area of the advertisements. Accordingly,
the invention is not limited except as by the appended claims.

We claim:

1. A computer system for selecting advertisements to
present to a user of a computing device, the system compris-
ing:

a memory;

a processor;

a component that provides a user location of the user;

an advertisement data store having advertisements, each

advertisement having a serving area, the serving area of
an advertisement representing geographic distribution
of users who are interested in the advertisement; and

a component that ranks advertisements to be presented to

the user based on serving areas of the advertisements and
proximity of the user location to perimeters of the serv-
ing areas of the advertisements such that the rank of an
advertisement whose serving area does not encompass
the user location is based on a distance of the user loca-
tion to a perimeter of the serving area for the advertise-
ment

wherein the memory stores computer-executable instruc-

tions of the components and the processor executes the
computer-executable instructions stored in the memory.

2. The computer system of claim 1 wherein the component
that provides a user location determines the user location
based on information provided by a mobile device.

3. The computer system of claim 1 including a component
that receives a user query, searches for candidate advertise-
ments that match the query, and stores indications of the
candidate advertisements in the advertisement data store.

4. The computer system of claim 1 including a component
that marks an advertisement as being selected when the user
location is within the serving area of the advertisement.

5. The computer system of claim 1 wherein the component
that ranks advertisements factors in whether a serving area of
an advertisement encompasses the user location.

6. The computer system of claim 1 including a component
that determines the serving area of an advertisement based on
geographic locations of users who had previously selected the
advertisement based on analysis of a click-through log indi-
cating the users that previously selected the advertisement.

7. The computer system of claim 1 including a component
that determines the serving area of an advertisement based on
a categorization of a service advertised by the advertisement.

8. A computer system for selecting advertisements to
present to a user of a computing device, the system compris-
ing:

a memory;

a processor;

a component that provides a user location of the user;

an advertisement data store having advertisements, each

advertisement having a serving area;

acomponent that ranks advertisements based on their serv-

ing areas, wherein the component that ranks advertise-
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ments factors in distance to perimeter of serving area for
an advertisement whose serving area does not encom-
pass the user location such that an advertisement that is
closer to the perimeter of the serving area is ranked
higher than an advertisement that is farther from the
perimeter of the serving area; and

a component that presents the advertisement to the user in
an order based on the ranks of the advertisements such
that an advertisement is presented to the user even
though the user location is not within the serving area of
that advertisement

wherein the memory stores computer-executable instruc-
tions of the components and the processor executes the
computer-executable instructions stored in the memory.

9. A computer system for selecting advertisements to
present to a user of a computing device, the system compris-
ing:

a memory;

a processor;

a component that provides a map area for the user, the map
area indicating an area of a map currently displayed to
the user;

an advertisement data store having advertisements, each
advertisement having a provider location and a serving
area, the provider location of an advertisement repre-
senting a geographic location of the provider that pro-
vides a service advertised by advertisement, the serving
area of an advertisement representing geographic distri-
bution of users who are interested in the service adver-
tised by the advertisement; and

a component that marks an advertisement as being selected
when both the provider location of the advertisement is
within the map area and the serving area of the adver-
tisement overlaps the center of the map area

wherein the memory stores computer-executable instruc-
tions of the components and the processor executes the
computer-executable instructions stored in the memory.

10. The computer system of claim 9 wherein as the map
area displayed to the user changes to cover a new map area,
the component that marks advertisements marks the adver-
tisements based on the new map area.

11. The computer system of claim 9 wherein as the user
changes resolution of the map to cover a new map area, the
component that marks advertisements marks the advertise-
ments based on the new map area.

12. The computer system of claim 9 including a component
that receives a user query, searches for candidate advertise-
ments that match the query, and stores indication of the can-
didate advertisements in the advertisement data store.

13. The computer system of claim 9 including a component
that determines the provider location of an advertisement by
submitting the advertisement to a classifier for classifying
locations of advertisements.

14. The computer system of claim 9 including a component
that determines the serving area of an advertisement based on
geographic locations of users who had previously selected the
advertisement based on analysis of a click-through log indi-
cating the users that previously selected the advertisement.

15. A computer system for selecting advertisements to
present to a user of a computing device, the system compris-
ing:

a memory;

a processor;

a component that receives from the user a user query,
searches for candidate advertisements that match the
query, and stores indications of the candidate advertise-
ments;
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a component that provides a map area for the user;
a component that provides a user location of the user;
an advertisement data store having the indications of the
candidate advertisements, each advertisement having a
provider location and a serving area, the provider loca-
tion of an advertisement representing a geographic loca-
tion of a provider that provides a service advertised by
advertisement, the serving area of an advertisement rep-
resenting geographic distribution of users who are inter-
ested in the service advertised by the advertisement; and

acomponent that marks an advertisement as being selected
when the user location is within the serving area of the
advertisement and the provider location of the advertise-
ment is within the map area

wherein the memory stores computer-executable instruc-

tions of the components and the processor executes the
computer-executable instructions stored in the memory.

16. The computer system of claim 15 wherein the compo-
nent that provides the map area determines the map area
based on a map currently displayed to the user.

17. The computer system of claim 16 wherein the compo-
nent that provides a user location determines the user location
based on information provided by a mobile device.

18. The computer system of claim 15 including a compo-
nent that determines the serving area of an advertisement
based on geographic locations of users who had previously
selected the advertisement based on analysis of a click-
through log indicating the users that previously selected the
advertisement.
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