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Context 

• Hosted by the Barcelona Media Innovation 
Center

• Synergy with the Web Research Group of UPF

–Web Mining

–Web Characterization

–Web Search
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Mission & Vision

Vision: Where the Internet’s future is invented
– with innovative economic models for advertisers, publishers and 

consumers. 

Mission: Invent the
Next generation Internet by defining the future media to 

Engage consumers and

eXtend the economics for advertisers and publishers through new 
sciences that establish the

Technical leadership of Yahoo!
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How we get there

• Scientific excellence

–World-recognized leadership through 
publications, patents, keynotes, … 

• Business impact

–Tactical results from strategic behavior
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To be the most essential 
global Internet service 

for  consumers 
and businesses

 Global Mission

Yahoo! World 

• Search
– Yahoo! Image, 
– Yahoo! Video, 
– Yahoo! Local, 
– Yahoo! News, 
– Yahoo! Shopping Search,

• Communication
– Yahoo! Mail,
– Yahoo! Messenger,  
– My Web, 
– Yahoo! Personals, 
– Yahoo! 360º, 
– Yahoo! Photos, 
– Flickr, Delicious,
– Yahoo! Answers

• Content: 
– Yahoo! Sports, 
– Yahoo! Finance, 
– Yahoo! Music, 
– Yahoo! Movies, 
– Yahoo! News, 
– Yahoo! Games. 
– My Yahoo!

• Mobile: 
– Yahoo! Mobile 

• Commerce:
– Yahoo! Shopping, 
– Yahoo! Autos, 
– Yahoo! Auctions, 
– Yahoo! Travel,

• Small Business:
– Yahoo! Small Business 
– Yahoo! Domains, 
– Yahoo! Web Hosting, 
– Yahoo! Merchant Solutions, 
– Yahoo! Business Email, 
– HotJobs

• Advertising: 
– Yahoo! Search Marketing 
– Yahoo! Publisher Network. 



Yahoo! Numbers               (Oct. ‘05, April ‘06)

15 languages, 20 countries

• 1 million new accounts a day
• 3.4 billion page views per day
• 429 million unique users each month
• 201 million registered users each month
• #1 in average time spent per user

• 20 Pb of storage (20M Gb) 
– US Library of congress every day (28M books, 20TB).

• 10 Tb of data processed per day
• 2 billion photos stored, 6 billion musical ratings
• 2 billion Mail+Messenger sent per day 
• 1.6 billion game minutes per month

World: 6B people

France: 70M visitors p.y.
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We have a new set of consumer needs 
enabled by technology
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From searching to 
broadcasting information to “My”….
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Web 2.0 Defined

Users

PublishersAdvertisers

Bringing people together through 
open, community-driven services 

that help them find, use, share and 
expand



Enable people to find, use, share & expand all 

human knowledge

F.U.S.E.

"While early Internet success was driven by sheer numbers, the next generation will be driven by 

depth of relationships. We are the industry leader because of our reach and our relationships with 

advertisers' key audiences, our unique targeting capabilities, vertical industry expertise, and the 

ability to provide effective consumer insight that can be turned into actionable marketing 

campaigns." 

- Terry Semel

Our Vision
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Web 2.0 Ingredients

Reviews

RSS

Photos
Video

Blogs

Bookmarks

Playlists
Audio

Podcasts

IM

Tags
VoIP

APIs

Groups
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The Web: A Play in Three Acts

“Our” Web

“My” Web

“The” WebPublic

Personal

Social

(current)

Machine 
Driven

Humanity
Driven

 
 Knowledge Engine
    (The University)

Future competitive frame of reference

• Yahoo! is at the forefront of the Web 2.0, leveraging the power of technology, 
community content, and a more human/personal approach to drive “Better 
Search through People



Y! Search Blog

Yahoo! Search - Innovation

News Search 2.0

SmartView

Y! Toolbar w/ AntiSpy

Y! Shortcuts / Direct Display

New Y! Search Homepage

Image Search 1.5

Local Search – US & GlobalMobile Search

Spell Checker

Travel Search

Knowledge Search in TW

Y! Desktop Search

My Yahoo! Ticker

Y! Toolbar for Firefox

Y!Q

Toolbar Distribution

Q1 2004 Q1 2005 Q1 2006

YSDN

MyWeb Beta

Yahoo! Mindset

Site Explorer

Instant Search

Audio Search - UK

Y! Answers - UK

Video Search

Y! content

Private Y!
content 

Premium
Web

Content

Device 
content

Public Web
(YST)

Vertical
Searches

Partner
Content

Private
Web

content

Personal 
Web (My)

Shared
Web

Personalised
Search

Act I: Public Web
FIND – 
Building the best search engine possible

Act II: The Personal Web
USE – 
Help users manage digital lives (Toolbar, Y! 
Desktop Search, My Web Personal Search…)

Act III: The Shared Web
Share & Expand – 
The Future: RSS, Blogging, Tagging, Photos, 
Community

Personal Search Vision & F.U.S.E.
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Social  Search

18
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The power of social media

• Flickr – community phenomenon

• Millions of users share and tag each others’ 
photographs (why???)

• The wisdom of the crowd can be used to 
search

• The principle is not new – link and anchor text 
used in “standard” search

• Now we have tags
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Anchor text    

• When indexing a document D, include anchor 
text from links pointing to D.

www.ibm.com

Armonk, NY-based computer

giant IBM announced today

Joe’s computer hardware links

Compaq
HP

IBM

Big Blue today announced

record profits for the quarter
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Challenges in social media

• How do we use these tags for better search?

• What’s the ratings and reputation system?

• How do you cope with Web spam?

• The bigger challenge: where else can you exploit the 
power of the people?

• What are the incentive mechanisms?

• Example: ESP game (www.espgame.org)
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Web Mining: The data deluge

• 10 Terabytes a day

–Transactions

–Crawls

–Tags – MyWeb, Flickr

• TagLine … demo
Social Media Data Mining
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The Wisdom of the Crowd

• Crucial for Search Ranking

• Text: Web Writers 

–not only for the Web!

• Links: Web Editors

• Tags: Web Taggers

• Queries: All Web Users!

–Queries and actions

Web Query Mining

� The Dream of the Semantic Web

� Hypothesis: Explicit Semantic Information

� Obstacle: Us

� User Actions: Implicit Semantic Information

� It's free!

� Large volume!

� It's unbiased!

� Can we capture it?

� Hypothesis: Queries are the best source



Classified Queries
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Challenges in Mobile Search

• Global vs. Local Search 

– Yahoo! Shopping search

–  Interface issues

• Mobile Web Mining
– More variety than normal search

– PDA searchers use more words

– Less time spent seeing results

• Intention in typical searches

– Type of results: telephone, picture, …
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Vertical Search: Local



exampleIntegration opportunities

Mobile + Digital Camera

• Tagging pictures: use common knowledge

• Yahoo! Research Berkeley: Zonetag

• Improves Image Search



Persistent Life

• Yahoo! Go

• Your data on your mobile phone, TV, PC, etc.

• Includes mail, messenger, photos, etc.

Business: Advertisement

• Huge margin to grow

–USA: Internet is 15% of the media time but only 

6% of the 200B ad market

–UK: Internet is 17% of media time but only 7% 

of market (2005)



Mobile Ads 

WAP AD

WAP Site

User searches for content Sponsored results appear on their own or with 
Operator’s on-portal results

Advertisers WAP Site

•Directory structure currently live in UK on:
•Y! Mobile, Orange, O2, Vodafone
•Travel Sector, Adult Sector

•2006 plans:
•Extending sectors
•Moving towards a full search solution
•Crossing UK borders

Mobile Sponsored
Search:
We were the first!

Trends

• On demand & portable content

• Consumers pay to avoid ads

–More than the advertisers!

• Consumers

–Want more control and relevance

–Create the content


