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ABSTRACT

Aggregated search is the task of blending results from dif-
ferent search services, or verticals, into a set of web search
results. Aggregated search coherence is the extent to which
results from different sources focus on similar senses of an
ambiguous or underspecified query. Prior work investigated
the “spill-over” effect between a set of blended vertical re-
sults and the web results. These studies found that users are
more likely to interact with the web results when the vertical
results are more consistent with the user’s intended query-
sense. We extend this prior work by investigating three new
research questions: (1) Does the spill-over effect generalize
across different verticals? (2) Does the vertical rank mod-
erate the level of spill-over? and (3) Does the presence of
a border around the vertical results moderate the level of
spill-over? We investigate four different verticals (images,
news, shopping, and video) and measure spill-over using in-
teraction measures associated with varying levels of engage-
ment with the web results (bookmarks, clicks, scrolls, and
mouseovers). Results from a large-scale crowdsourced study
suggest that: (1) The spill-over effect generalizes across ver-
ticals, but is stronger for some verticals than others, (2)
Vertical rank has a stronger moderating effect for verticals
with a mid-level of spill-over, and (3) Including a border
around the vertical results has a subtle moderating effect
for those verticals with a low level of spill-over.
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1. INTRODUCTION

In addition to web search, commercial search portals such
as Google, Bing and Yahoo! provide access to a wide range
of specialized search services or verticals. Common verticals
include search engines for a specific type of media (e.g., im-
ages, videos, books) or a specific type of search task (e.g.,
search for news, local businesses, on-line products). The
goal of aggregated search is to combine results from these
different systems in a single presentation. From a system
perspective, aggregated search is a two-part task: (1) pre-
dicting which verticals to present in response to a query
(vertical selection [4, 5, 11, 19]) and (2) predicting where to
present those verticals selected (vertical presentation [3, 23,
24]). Typically, a vertical is presented by blending a few of
its top results somewhere in the first page of web results.
The most confidently relevant verticals are blended higher.

In this work, we study a phenomenon called aggregated
search coherence [1]. Given an ambiguous query (e.g., “sat-
urn”), a common strategy for a search engine is to diversify
its results (e.g., to return results about Saturn the planet,
the car, and the Roman god). Aggregated search coherence
is the extent to which results from different sources focus on
similar query-senses. Suppose that a user issues the query
“saturn” and the system decides to blend image vertical re-
sults into the web results. If the web results cover multiple
senses, but the images focus exclusively on the planet, then
the aggregated results have a low level of coherence. Con-
versely, if both sets of results cover the same query-senses,
then the aggregated results have a high level of coherence.

We investigate the effect of aggregated search coherence
on search behavior. Specifically, we consider whether the
query-senses represented in a set of vertical results blended
on the search results page (SERP) can affect user interac-
tion with the web results. Prior work by Arguello and Capra
studied the “spill-over” effect between images and web re-
sults [1]. Results showed that users are more likely to inter-
act with the web results when the blended images are more
consistent with the intended query-sense. That is, a user
looking for web results about “saturn” the planet is more
likely to interact with the web results if the images contain
pictures of the planet versus the car. In a follow-up study,
Arguello and Capra investigated whether the spill-over ef-
fect generalizes across verticals [2]. Results showed a strong
spill-over for the images and shopping verticals, a moder-
ate spill-over for the video vertical, and no spill-over for the
news vertical. We build upon this prior work and explore
three new research questions.



Measuring spill-over requires detecting whether the query-
senses in the vertical results affect user engagement with the
web results. Arguello and Capra [1, 2] operationalized user
engagement with the web results in terms of clicks and book-
marks." While these are strong signals of user engagement,
their absence does not necessarily indicate zero engagement.
Thus, our first research question (RQ1) re-visits whether
the spill-over effect generalizes across verticals. We inves-
tigate four different verticals (images, news, shopping, and
video) and, to measure engagement with the web results, we
complement clicks and bookmarks with additional signals
derived from browsing behavior (scrolls and mouseovers).
We treat scrolls and mouseovers as evidence that the user
scanned the web results and study whether the query-senses
in the vertical results influence this behavior.

Our second and third research questions investigate two
factors that may moderate the level of spill-over from the
vertical to the web results. An important objective in ag-
gregated search is to make the most confidently relevant ver-
ticals more salient. One approach is to blend them higher
in the web results. Our second research question (RQ2) in-
vestigates whether the vertical rank moderates the level of
spill-over. Prior eye-tracking studies found that users spend
more time scanning results that are higher on the SERP [7,
9, 12, 15, 22]. Some of these studies also show a trust bias
in favor of higher-ranked results [15, 22]. Within aggregated
search, higher-ranked verticals may cause more spill-over for
two reasons. First, users may be more likely to notice the
vertical and thus the query-senses in the vertical results.
Second, users may assume that the system is more confi-
dent about the majority query-sense in the vertical results
and that the web results are also skewed towards this sense.

In most commercial systems, vertical results are blended
into the web results without a strong visual cue to separate
them from the web results. In contrast, advertisements are
often displayed using a different colored background or are
enclosed in a border. Such visual cues subtly communicate
to a user that the ads are separate from the web results and
should be treated differently. Our third research question
(RQ3) investigates whether the presence of a thin (2-pixel)
gray border around the vertical results moderates the level
of spill-over from the vertical to the web results. A border
may reduce the level of spill-over for two reasons. First, a
border may signal to a user that the vertical results are a
different type of result. If the user wants web results instead,
a border may influence them to skip-over the vertical and
not even recognize the query-senses in the vertical results.
Second, even if a user notices the query-senses in the vertical
results, a border may convey that the vertical results come
from a different source than the web results, which may
influence the user to judge the web results independently
from the vertical results. We investigate these three research
questions in a large-scale crowdsourced user study.

2. RELATED WORK

Current methods for vertical selection and presentation do
not explicitly favor coherent results. This is true in terms of
the evidence used by existing algorithms to make predictions
and the evaluation methods used to measure performance.

Algorithms for vertical selection and presentation use ma-
chine learning to combine a wide range of features. Prior

!Clicking a web result or marking it as relevant.

work investigated features generated from the query string [4,
11, 23, 24], from the vertical results [3, 4, 10, 11], from
the vertical query-log [3, 4, 10, 11], and from historic click-
through rates on the vertical results [23, 24]. None of the
features reported in the literature consider the relationship
between the vertical results and those from other compo-
nents on the SERP.

Evaluation methods for vertical selection and presenta-
tion also ignore the effects of the vertical results on other
components on the SERP. The goal of vertical selection is
to make binary predictions for a set of candidate verticals.
Thus, selection algorithms are evaluated using vertical rel-
evance judgements and metrics such as accuracy [4, 5, 11]
or precision and recall for each vertical [19]. A limitation of
these metrics is that all false positive predictions are treated
equally. In this study, we show that depending on the verti-
cal results, displaying a non-relevant vertical can also affect
user interaction with other components on the SERP.

Evaluation methods for vertical presentation fall under
three categories: on-line, test-collection, and whole-page eval-
uation methods. On-line methods are used to evaluate sys-
tems in a live environment using implicit feedback [10, 24].
If a vertical is presented, a vertical click signals a true posi-
tive prediction and a skip signals a false positive prediction.
These methods suffer from the same limitation mentioned
above—a vertical skip may deserve special treatment if it
also affects user interaction with other components. Test-
collection methods follow a Cranfield-style evaluation [8].
A test-collection includes a set of queries, cached results
from different sources, and relevance judgements. Zhou et
al. [30] proposed a utility-based evaluation metric that con-
siders three distinguishing properties between verticals: (1)
the vertical’s relevance to the task, (2) the likelihood of a
user noticing the vertical results, and (3) the expected ef-
fort required to assess their relevance. Our work suggests a
fourth aspect to consider: the expected spill-over from the
vertical results to other components on the SERP. Bailey et
al. [6] proposed a whole-page evaluation method called SASI,
which elicits human judgements on the whole SERP. While
cross-component coherence is mentioned as an important as-
pect of whole-page quality, its effect on user behavior and
satisfaction was not investigated [6].

Incoherent results occur when the query is ambiguous
and the different aggregated components focus on differ-
ent query-senses. A natural question is: How often does
this happen? Sanderson [25] conducted an analysis of a
large commercial query-log and found that roughly 4% of
all unique queries and 16% of all unique head queries (the
most frequent) had an exact match with an ambiguous en-
tity in Wikipedia and WordNet. Given an ambiguous query,
incoherent results are more likely when the different back-
end collections are skewed towards different senses. The
analysis by Santos et al. [26] suggests that this is often the
case. Santos et al. considered the different senses for a
set of ambiguous entities and compared their frequencies in
query-logs from a commercial web search engine and three
verticals. Results showed that different sources were skewed
towards different senses. For example, the shopping vertical
had more queries about “amazon” the company, while the
images vertical had more queries about the rainforest.

Our first research question (RQ1) investigates whether
the spill-over effect generalizes across verticals. Arguello
and Capra [1, 2] considered the same research question, but



measured spill-over only in terms of bookmarks and clicks.
We extend this work by considering additional interaction
measures that also indicate engagement with the web re-
sults (scrolls and mouseovers). Outside of aggregated search,
prior work considered the spill-over from advertisements on
the SERP to the web results. Kalyanaraman and Ivory [16]
found that relevant ads improve users’ attitudes towards the
web results, and Buscher et al. [7] found that relevant ads
increase the visual attention paid to the web results.

Our second research question (RQ2) investigates whether
the vertical rank moderates the level of spill-over. Eye-
tracking studies show that users tend to focus their visual
attention on results that are ranked higher on the SERP [7,
9, 12, 15, 22]. Prior studies also found a trust bias in favor
of higher ranked results [15, 22]. Users had a click-bias in
favor of the top result, even in cases where the they scanned
the top-two and the second was more relevant. Within ag-
gregated search, Sushmita et al. [28] found a click-bias in
favor of higher-ranked verticals.

Our third research question (RQ3) investigates whether
including a border around the vertical results moderates the
level of spill-over. Designing effective information displays
such as SERPs requires understanding how people perceive
groups of objects [29]. Early work in psychology developed
the Gestalt principles of pattern recognition [18]. For exam-
ple, the Gestalt principles of similarity and prozimity state
that items in a display that are similar and/or closer to-
gether are perceived as a group. Palmer [21] later proposed
the principle of common region, which states that items dis-
played in a common region (such as within a border) are
perceptually grouped. Commercial search portals use the
principle of common region to distinguish certain elements
on the SERP (e.g., advertisements) from the web results.
However, the use of common region is not typically applied
to verticals that are blended into web results. Additionally,
while search engine companies test the effects of subtle lay-
out changes on search behavior [13], the effect of common
region on the level of spill-over between components on the
SERP has not been reported in prior work.

3. METHODS AND MATERIALS

We investigated our three research questions in a large-
scale crowdsourced user study. Next, we describe the exper-
imental protocol (Section 3.1), our experimental variables
(Section 3.2), the search tasks used (Section 3.3), and some
implementation details (Section 3.4).

3.1 User Study Overview

The experimental protocol is shown in Figure 1. Par-
ticipants were given a search task and asked to use a live
search engine to find a webpage containing the requested
information. Search tasks had the form “Find information
about <entity>”, for example “Find biographical informa-
tion about the British politician Michael Moore.” The search
engine was implemented using the Bing Web Search API.

Our goal was to study search behavior under the following
scenario: First, a user has a search task in mind (e.g., “Find
information about the plot of the movie Salt.”) and issues
to the system an ambiguous query (e.g., “salt”). Then, in
response to this query, the system decides to show results
from a particular vertical in addition to the web results and
returns vertical results with a particular query-sense distri-
bution (e.g., all images about “salt” the mineral). Finally,
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Figure 1: Experimental protocol.

based on these results, the user must decide whether to inter-
act with the web results or reformulate the query. Our basic
research questions are whether the query-senses in the ver-
tical results influence the user’s decision to interact with the
web results and whether the vertical rank and the presence
of a border around the vertical results have a moderating
effect. In order to do a controlled study of the scenario de-
scribed above, participants were told that “to help get you
started with the search task, you will be provided with an
initial query and a set of results.” We refer to this starting
point SERP as the initial SERP. This initial SERP is where
the experimental manipulation took place.

The study proceeded as follows. After reading a set of in-
structions, participants were routed to the initial SERP. The
initial SERP included the search task description, an initial
query, and an initial set of results, supposedly returned by
the system in response to the initial query. As described
in more detail below, the initial query was purposely am-
biguous and the initial results included web results and a
set of blended results from one of four verticals (images,
news, shopping, and video). The web results corresponded
to the top-10 results returned by the Bing Web Search API
and the vertical results were experimentally manipulated as
described in Section 3.2. From the initial SERP, partici-
pants were instructed to search naturally by examining the
results provided in the initial SERP or by issuing their own
queries. Participant queries returned results using the Bing
Web Search API and did not include vertical results. Click-
ing on a search result opened the landing page inside an
HTML frame with a button above the frame labeled: “Click
here if this webpage contains the requested information.”
Clicking this button ended the search task. At an point,
participants were allowed to use the browser back button to
return to the SERP and continue searching. The purpose of
the study was disguised by telling participants that we were
testing a new search engine.

Our goal was to study whether the vertical results influ-
ence user interaction with the web results. Thus, all our
experimental outcome measures were derived from user in-
teractions with the web results on the initial SERP. We fo-
cused on four binary outcome measures: (1) Did the partic-
ipant select a web result on the initial SERP as containing
the requested information? (selected web), (2) Did the par-
ticipant click on a web result on the initial SERP? (clicked
web), (3) Did the participant scroll down to see results be-



low the fold? (scroll), and (4) Did the participant mouseover
on a web result on the initial SERP? (mouseover). These
four outcome measures indicate varying levels of engagement
with the web results on the initial SERP and extend prior
work that considered only clicks and bookmarks [1, 2].

3.2 Experimental Variables

We manipulated four experimental variables: vertical, ver-
tical query-sense, vertical rank, and vertical border. These
variables controlled which vertical was blended into the ini-
tial SERP and how it was displayed. Figure 2 shows four
example initial SERPs.

The vertical variable determined which vertical was blend-
ed into the initial SERP: images, news, shopping, or video.
The images, news, and video verticals were implemented us-
ing search APIs provided by Bing, and the shopping vertical
was implemented using the product search API provided by
eBay. For images, video, and shopping, we blended five ver-
tical results horizontally, and for news, we blended three
vertical results vertically. The blended vertical results were
designed to look similar to commercial systems: image re-
sults were displayed using thumbnails; news results were dis-
played using the title, summary snippet, news source, publi-
cation age, and a reduced-size rendering of an image pulled
from the article; shopping results were displayed using the
product name, price, condition (new, used), and a picture
of the product; and video results were displayed using the
title, duration, and a keyframe of the video.

The vertical query-sense variable manipulated the query-
senses represented in the vertical results and had three dif-
ferent values: on-target, off-target, and mixed. On target
results were all consistent with the search task description,
off-target results were all on a different sense, and mixed
results had a combination of on-target and off-target re-
sults. For example, for the search task “Find information
about the plot of the movie Salt.”, on-target results were all
about “salt” the movie, off-target results were all about “salt”
the mineral, and mixed results had a combination of both.
For images, shopping, and video, mixed results had two on-
target and three off-target results. For the news vertical,
mixed results had one on-target and two off-target results.

The vertical rank variable manipulated the position of the
vertical and had two values: rank one and rank four. For
rank one, the vertical was positioned directly above the first
web result, and for rank four, the vertical was blended be-
tween the third and fourth web results.

The vertical border variable manipulated the presence of
a thin (2-pixel) gray border around the vertical results and
had two values: border and no-border.

3.3 Search Tasks

Each vertical was associated with its own unique set of 60
search tasks and each search task was associated with four
components: (1) the search task description, (2) the initial
query, (3) the on-target sense, and (4) the off-target sense.
We used a subset of the search tasks used in Arguello and
Capra [2] and the same cached web and vertical results used
to construct the initial SERPs. We provide an overview of
how the search tasks were constructed and refer the reader
to Arguello and Capra [2] for more details.

The tasks were created as follows. First, a large set of
candidate initial queries was constructed by identifying all
entities with a Wikipedia disambiguation page. Second, in

order to use initial queries that a user might realistically en-
ter as a query, all entities not appearing as a query in the
AOL query-log were filtered. The third step was to iden-
tify initial queries with a strong orientation towards one of
the four verticals. To this end, the remaining entities were
issued to Bing and four (possibly overlapping) subsets of
entities were constructed based on whether the entity trig-
gered the images, news, shopping, or video vertical in the
Bing results. The next step was to identify entities that re-
turned multiple senses from its corresponding vertical. To
accomplish this, the authors manually inspected the results
from each vertical and selected 75 entities per vertical that
returned multiple senses in the top-50 results. One of these
senses was assigned to be the on-target sense and another
was assigned to be the off-target sense. Finally, the search
task description was constructed to be consistent with the
on-target sense. Because the goal was to study the spill-over
from the vertical to the web results, the search tasks were
designed to favor web results. We randomly sampled a sub-
set of 60/75 search tasks per vertical to use in our study.
Table 1 shows a few example tasks.

3.4 User Study Details

The study was run as a remote study using Amazon’s Me-
chanical Turk (MTurk). Each MTurk Human Intelligence
Task (HIT) was associated with a single search task. Each
vertical had its own unique set of 60 search tasks, and within
each vertical, the study design was fully crossed. This re-
sulted in 2,880 experimental conditions (4 verticals x 60
search tasks per vertical x 3 vertical query-senses X 2 ver-
tical ranks x 2 vertical border conditions = 2,880). Finally,
for each experimental condition, we collected data from 10
participants, for a total of 28,880 HITs. Each HIT was
priced at $0.10 USD.

Our HITs were implemented as external HITs, meaning
that everything besides recruitment and compensation was
managed by our own server. Hosting our HITs externally al-
lowed us to capture all the necessary user interactions with
the initial SERP, control the assignment of workers to ex-
perimental conditions, and do quality control dynamically.
All our outcome measures were derived from user interac-
tions with the initial SERP (Section 3.1). Clicks were cap-
tured at the server-side using URL re-directs, and scrolls and
mouseovers were captured at the client-side using Javascript
and transmitted to our server using AJAX.

MTurk workers were assigned to experimental conditions
randomly, except for three constraints. First, participants
were not allowed to see the same search task more than once.
Second, vertical border was a between-subjects variable. We
were concerned that varying the presence of a border as a
within-subjects variable might water-down its effect, limit-
ing our ability to detect differences in the two conditions.
Thus, participants were assigned to a single vertical border
condition. Finally, in order to collect data from a wide range
of participants, workers not allowed to complete more than
100 of our HITs (less than 0.05% of those available). In
total, we collected data from 898 participants.

MTurk studies require quality control, and we addressed
this in three ways. First, we restricted our HITs to workers
with a 95% acceptance rate or greater. Second, to help
ensure English language proficiency, we restricited our HITs
to workers in the U.S. Finally, using an external HIT design
allowed us to do quality control dynamically. Prior to the



Task: Find information about the storyline of the movie "Salt".

salt [ search |

WEB RESULTS: 110 of 50

Salt
Salt, also known as table salt, or rock salt, is a crystalline mineral that is composed primarily of sodium
chioride (NaCl), a chemical compound belonging to the ...

en.wikipedia.org/wiki/Salt

Salt (2010

Director: Phillip Noyce. Actors: Angelina Jolie: Evelyn Salt Liev Schreiber: Ted Winter Chiwetel Ejiofor:
Peabody Daniel Olbrychski: Vasily Orlov August ...

www.imdb.com/title/t{0944835/

Salt
Salt is a 2010 American action thriller film and spy film directed by Philip Noyce, written by Kurt Wimmer,
and starring Angelina Jolie, Liev Schreiber, Daniel ...

en.wikipedia.org/wiki/Salt_{2010_film)

Image results for salt

SALT
The SALT web site is developed and maintained by the Learning Technology Institute (WWW.LTI.ORG)
www .salt org/salt.asp?ss=I

Salt| Define Salt at Dictionary.com

noun 1. a crystalline compound, sodium chloride, NaCl, occurring as a mineral, a constituent of seawater,
etc., and used for seasoning food, as a preservative, etc. 2 ...

dictionary.reference.com/browse/Salt

Task: Find game schedule information for the Hurricanes college football team.

WEB RESULTS: 1-10 of 50

National Hurricane Center

Complete information on Hurricanes and Tropical Storms, including all advisories, watches and
warnings.

www.nhc.noaa.gov/

Hurricanes - Weather Wiz Kids weather information for kids

hurricanes, [ search |

Hurricanes What is a hurricane? A hurricane is a huge storm! It can be up to 600 miles across and
have strong winds spiraling inward and upward at speeds of 75 ...
www.weatherwizkids.com/weather-hurricane him

Tropical cyclone
Atropical cyclone is a storm system characterized by a low-pressure center and numerous

thunderstorms that produce strong winds and heavy rain. Tropical cyclones ...
en.wikipedia org/wiki/Hurricanes

News results for hurricanes

Epic Rant: Dan Sileo, WQAM Host, Blasts Miami Hurricanes Football Team [Listen]
The Inquisitr - 4 days ago

Dan Sileo, WQAM Miami radio talk show host, was not pleased when the University of
Miami Hurricanes football team lost to Kansas State 52-13 last Saturday, and he made his
feelings very evident during his show. Sileo, who was a defensive linemar ..

R Colden Hurricane Football Fans Help In Wake Of Tragedies
B8 ows9.com - 4 days ago

Preview: Miami Hurricanes at Georgia Tech Yellow Jackets
CBS Sporls - 14 hours ago

s - National Geographic - Inspiring People to Care About ...
s are giant, spiraling tropical storms that can pack wind speeds of over 160 miles (257
kilometers) an hour and unleash more than 2.4 trillion gallons (9 ...

environment,

(a) images, off-target, border, rank three

(b) news, on-target, border, rank three

Task: Find information about what other products are made by the camera manufacturer "Insignia”.
insignia | Search |

WEB RESULTS: 110 of 50

Shopping results for insignia

W |

Insignia baseball Insignia Insignia Insignia baseball  Insignia baseball

glove 11 1/2 NS-DSC1112 12.0 NS-DSG1112 glove 12 custom glove 12 custom
custom made MP Digital Camera -  12.0 MP Digital made (made in made (made in
(made in the Blug ALL INCLUDED Camera 3 X Opt USA) retails $199 ~ USA) must see
USA) retails IN BOX EXCELLENT Zoom - Blue $46.28 retails $200
§279 $34.99 §43.99 New without tags $83.99

6001 Used New other (see New without tags
New without tags details)

Insignia Consumer Electronic Products
Welcome to the world of Insignia. Find great deals on LCD HDTV, GPS, home audio systems,
computer speakers, iPod compatible alarm clocks and cameras.

'www.insigniaproducts.com/

Product Support | Insignia - Insignia Consumer Electronic Products

Manual, Firmware, Drivers & Product Information. Most of our support information is specific to your
product. Enter your model information in the search field below ...

‘www.insigniaproducts.com/support.html

Insignia

Insignia or insigne pl -nia or -nias (in Latin, insignia s the plural of singular insigne: emblem, symbol,
ensign, badge of honor): a symbol or token of personal .

en.wikipedia.org/wiki/Military_insignia

Task: Find information about the company "Bobeat", a manufacturer of construction equipment.

WEB RESULTS: 1-10 of 50

(c) shopping, mixed, no border, rank one

bobeat [ search |

Video results for bobcat

O um B~

BOBCAT MINI Remembering Rufus ~Playful Baby
Bobcat

Sleepy, sweetpet Bobcat

bobcat BackHoe EXCAVATOR 323)  the Bobat...
Duration: 1 minute ~ Duration: 2 Duration: 1 minute Duration: 3 minutes ~ Duration: 1 minute
minutes

Home Page - Bobcat Company
Behind the Scenes of a Bobeat Product Shoot (Video) Go behind-the-scenes on the latest Bobeat

commercial to get a few tree planting tips and watch an auger challenge.
‘www.bobcat.com/
Bobcat
The bobeat (Lynx rufus) is a North American mammal of the cat family Felidae, appearing during the
Irvingtonian stage of around 1.8 million years ago (AEO). With ..
en.wikipedia.org/wiki/Bob_cat
Bobcats, Bobeat Pictures, Bobeat Facts - National Geographic
Leam all you wanted to know about bobcats with pictures, videos, photos, facts, and news from
National Geographic.
"

Bobcat - Wikimedia
The Bobcat (Lynx rufus) is a North American mammal of the cat family, Felidae. With twelve
recognized subspecies, it ranges from southern Canada to northern Mexico ...
readerfeedback.labs.wikimedia.org/wiki/Bobcat

Bobeat | Basic Facts About Bobeats | Defenders of Wildife

Learn about the size, diet, population, range, behavior and other fascinating facts about bobeats.

‘www.defenders. org/bobcatbasic-facts

(d) video, mixed, no border, rank one

Figure 2: Example initial SERPs for different experimental conditions (cropped).

experiment, one of the authors judged the relevance of every
web result on an initial SERP. Workers who selected three
non-relevant results from an initial SERP as containing the
requested information were not allowed to do more HIT's.

4. RESULTS

In the following sections, we examine the main effect of
vertical query-sense (Section 4.1), the main effect of vertical
rank (Section 4.2), the main effect of vertical border (Sec-
tion 4.3), the interaction effect between vertical rank and
query-sense (Section 4.4), and the interaction effect between
vertical border and query-sense (Section 4.5).

4.1 Vertical Query-sense

In this section, we examine the level of spill-over across all
four verticals. User interaction with the web results from the
initial SERP was operationalized using the four measures
previously described: selected web, clicked web, scroll, and
mouseover. For each interaction measure, the presence of a
spill-over effect is indicated by an increase in the probability

of the interaction being true when the vertical results are
more on-target (i.e., on-target vs. mixed vs. off-target).

Figures 3(a)-3(d) show the results for each vertical and
each query-sense condition: off-target (off), mixed (mix),
and on-target (on). The percentages shown indicate the per-
centage of trials for which the interaction measure was true
(i.e., the user selected, clicked, scrolled, and mouseovered).
Recall that each vertical had its own unique set of 60 tasks
and that each experimental condition was completed by 10
participants. Thus, each percentage was computed across
2,400 trials (60 tasks x 2 rank conditions X 2 border condi-
tions x 10 participants per condition = 2,400).

The images vertical had the strongest level of spill-over.
Chi-squared tests showed significant main effects of vertical
query-sense on all four interaction measures: selected web
(x*(2) = 20.661, p < .001), clicked web (x*(2) = 35.043,
p < .001), scroll (x*(2) = 19.907, p < .001), and mouseover
(x*(2) = 6.612, p < .05). Post-hoc comparisons found sig-
nificant differences for selected web (on/off, mix/off), clicked
web (on/off, mix/off), scroll (on/mix, on/off ), and mouseover



Table 1: Example search tasks.

on-target off-target
vertical initial query sense sense task description
images washington state historical figure  Find information about tourist attractions in Washington State.
images proton car particle Find information about the Proton automobile company.
images wega coffee maker sony tv Find information about the coffee maker company ‘Wega’.
news sierra nevada beer maker mountain Find information about where Sierra Nevada beer is made.
news big bang theory  scientific theory  tv show Find information about the history of the Big Bang Theory of the universe.
news anthrax disease band Find information about different modes of infection for anthrax.
shopping  twister game movie Find historical information about the popular game ‘T'wister’.
shopping  bladerunner movie skates Find information about the book that inspired the movie Bladerunner.
shopping  the eagles band football team Find biographical information about the band ‘The Eagles’.
video blody mary song cocktail Find the lyrics to the song ‘Bloody Mary’ by Lady Gaga.
video blue orchid song flower Find the lyrics to the song ‘Blue Orchid’ by the White Stripes.
video dark angel band tv show Find biographical information about the band ‘Dark Angel’.

(on/off).? The largest spill-over for images was for clicked
web. Participants were 23% more likely to click on a web
result from the initial SERP when the images were on-target
versus off-target (an increase from 34.76% to 42.83%).

The shopping vertical had the second strongest level of
spill-over. Again, chi-squared tests showed significant main
effects of vertical query-sense on all interaction measures: se-
lected web (x*(2) = 15.850, p < .001), clicked web (x?(2) =
20.284, p < .001), scroll (x*(2) = 11.704, p < .05), and
mouseover (x?(2) = 10.348, p < .05). Post-hoc compar-
isons found significant differences for selected web (on/off,
mix/off), clicked web (on/off, on/mix, mix/off), scroll (on/off,
on/mix), and mouseover (on/off, mix/off). Similar to im-
ages, the strongest spill-over for shopping was for clicked
web. Participants were 19% more likely to click on an initial
SERP web result when the shopping results were on-target
versus off-target (an increase from 32.40% to 38.62%).

News and video had a similar trend. User interaction
with the web results was greater when the news and video
results were more on-target. However, the trend was less
pronounced. For news, the level of spill-over was only sig-
nificant for scroll (x*(2) = 8.052, p < .05), with post-hoc
comparisons showing significant differences between on/off
and mix/off. For video, the level of spill-over was only signif-
icant for mouseover (x*(2) = 8.052, p < .05), with post-hoc
comparisons showing significant differences between on/off
and mix/off.

4.2 Vertical Rank

In this section, we examine the main effect of vertical rank
on user interaction with the web results. Due to space lim-
itations, we focus this and all the following analyses on the
clicked web outcome measure. Results are presented in Fig-
ure 4. Each percentage was computed across 3,600 trials (60
tasks X 3 query-sense conditions x 2 border conditions X
10 participants per condition = 3,600).

For all verticals, user interaction with the web results was
greater when the vertical was presented at rank four versus
rank one. However, while the trend was the same for all
verticals, it was only significant for news (x?(1) = 21.632,
p < .001) and video (x?(1) = 14.558, p < .001). The main
effect of rank was not significant for images (x?(1) = 1.799,
p = .180) and shopping (x*(1) = 2.700, p = .100).

2 All post-hoc comparisons used the modified Bonferroni cor-
rection outlined in Keppel [17], p. 170.
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Figure 4: Main effect of vertical rank

4.3 Vertical Border

In this section, we examine the main effect of vertical bor-
der on user interaction with the web results. Results are pre-
sented in Figure 5. As before, each percentage was computed
across 3,600 trials (60 tasks x 3 query-sense conditions X 2
rank conditions X 10 participants per condition = 3,600).

For all verticals, user interaction with the web results
was greater in the presence of a border around the verti-
cal results. The trend was the same for all verticals, and
was significant for images (x*(1) = 6.005, p < .05), news
(x*(1) = 4.878, p < .05), and video (x2(1) = 5.35, p < .05).
The main effect of border was not significant for shopping
(x*(1) = 0.672, p = 0.412).
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Figure 5: Main effect of vertical border
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Figure 3: Main effect of vertical query-sense

4.4 Vertical Rank and Query-sense

The analysis in Section 4.2 shows that user interaction
with the web results was greater when the vertical was pre-
sented at rank four versus rank one. This general trend
suggests that users engaged with the vertical results more
when they were presented at rank one. In this section, we
examine whether vertical rank moderated the level of spill-
over from the vertical to the web results. In other words,
we investigate if there was an interaction effect of vertical
rank and query-sense. Results are presented separately for
each vertical in Figures 6(a)-6(d). Each percentage was com-
puted across 1,200 trials (60 tasks x 2 border conditions x
10 participants per condition = 1,200).

The level of spill-over is indicated by the magnitude of the
upward slope from off-target to mixed and from mixed to on-
target vertical results. The moderating effect of vertical rank
on the level of spill-over can seen by comparing the upward
slopes for rank four (solid line) and rank one (dashed line).

In general, the level of spill-over was greater when the ver-
tical was presented at rank one versus rank four. For each
vertical, we used a logistic regression to test the interaction
between vertical query-sense and vertical rank. Both vari-
ables were treated as categorical. We used the off-target
condition as the baseline for vertical query-sense and rank
four as the baseline for vertical rank. Thus, each logistic re-
gression included a total of five indicator variables: two for
vertical query-sense, one for vertical rank, and two for their
interaction. The only significant interaction was found for

the shopping vertical. The difference on clicked web from
on- versus off-target results was only significant at rank one
(Wald’s x?(1) = 4.166, p < .05).

4.5 Vertical Border and Query-sense

The analysis in Section 4.3 found that user interaction
with the web results was greater when there was a border
around the vertical results. This general trend suggests that
users noticed (and potentially processed) the vertical results
less when they were enclosed in a border. In this section,
we examine whether including a border moderated the level
of spill-over from the vertical to the web results. Results
are presented for each vertical in Figures 7(a)-7(d). Each
percentage was computed across 1,200 trials (60 tasks x 2
rank conditions x 10 participants per condition = 1,200).

For all verticals except images, the level of spill-over (i.e.,
the magnitude of the upward slope from off-target to mixed
and from mixed to on-target vertical results) was greater in
the absence of a border. Similar to the previous section,
for each vertical, we used a logistic regression to test the
interaction between vertical query-sense and vertical border.
We used the off-target condition as the baseline for vertical
query-sense and the no border condition as the baseline for
vertical border. Thus, each logistic regression included a
total of five indicator variables: two for vertical query-sense,
one for vertical border, and two for their interaction. None
of the interaction variables were found to be significant.
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Figure 6: Interaction of rank and sense on clicked web.

S. DISCUSSION

In the following sections, we discuss our results in terms
of our three research questions (RQ1-RQ3).

5.1 Vertical Query-sense

Our first research question (RQ1) investigates whether the
spill-over effect generalizes across verticals. The results from
Section 4.1 suggest that the spill-over effect was stronger for
images and shopping than for news and video. Images and
shopping had significant effects for all four interaction mea-
sures, while news and video had significant effects for only
scroll and mouseover, respectively. Arguello and Capra [2]
investigated the same set of verticals and measured spill-
over in terms of selected web and clicked web. They found
significant spill-over effects for images and shopping, but not
for news and video. Our results are consistent with theirs,
but also show that news and video do have some level of
spill-over, which can be detected using the lower-engagement
signals derived from scrolls and mouseovers.

A natural question is: How are images and shopping differ-
ent from news and video? To shed light on this, we consider
how spill-over occurs and discuss differences in how the ver-
ticals were displayed on the SERP. Arguello and Capra [2]
suggest that in order for spill-over to occur, the user must:
(a) notice the vertical results, (b) process the vertical results
and recognize their query-senses, and (c) allow the vertical
results to influence their perception of the web results. As
shown in Figure 2, our vertical surrogate representations
varied across three dimensions: (1) the orientation of the
vertical results, (2) the amount of text in the surrogate, and
(3) the quality of the thumbnail image (i.e., the extent to
which the thumbnail conveys the query-sense of the result).
We conjecture that these three factors affected the verti-
cal’s visual salience on the SERP (affecting the likelihood of
users noticing the vertical) and the level of cognitive effort
required to process the vertical results (affecting the likeli-
hood of users recognizing their query-senses).

Horizontal vs. vertical orientation—Image, shopping, and
video results were displayed horizontally in a single row,
making them visually distinct from the web results. In con-
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Figure 7: Interaction of border and sense on clicked
web.

trast, news results were displayed vertically, in a style similar
to the web results. Models of visual processing indicate that
people focus their visual attention on regions that exhibit
‘pop-up’ or distinguishability from the background [27]. In
this respect, images, shopping, and video (which were more
distinguishable from the web results) may have had more
spill-over because they were noticed more by participants.

Amount of text—Image results were displayed using only
image thumbnails. In contrast, news, shopping, and video
results were displayed using a combination of thumbnails
and other textual elements. Eye-tracking studies have found
that when surrogates include both thumbnails and text,
users focus on both elements. [14, 20].> These findings sug-
gest that the image results (which included only thumbnails)
required less cognitive effort to process, making it easier for
participants to recognize their query-senses.

Image quality—Visual inspection suggests that the thumb-
nails used for images and shopping were more effective in
conveying the underlying query-sense than those used for
news and video. This point is illustrated in Figure 2. The
thumbnails for the image vertical were obtained from the
Bing Image Search API. In general, these are high-quality
images that were selected by the search engine because they
contain all the necessary information for judging relevance.
The shopping thumbnails were obtained from the eBay Prod-
uct Search API and mostly corresponded to photographs
with a clear and sharp focus on the product. The news and
video thumbnails were different. The news thumbnails were
selected manually from the underlying news articles [2], but
were considerably smaller (*50 x 70 pixels) than the thumb-
nails for the other verticals (7120 x 120 pixels). Finally, the
video thumbnails were obtained from the Bing Video Search
APT and corresponded to video keyframes. The resolution,
contrast, and focus of these keyframes seemed to vary more
in quality. The pattern that emerges is that images and
shopping used thumbnails that made it easier for partici-
pants to recognize the query-senses in the vertical results.

3Prior work suggests that users focus on the text first and
then rely the thumbnail for confirmatory evidence [14].



Putting these factors together, we conjecture that the im-
age vertical had the strongest spill-over because it was the
most visually salient (distinguishable from the web results)
and required the least cognitive effort (high-quality images
with no text). On the other extreme, the news vertical had
the weakest spill-over because it was the least salient (less
distinguishable from the web results) and required the most
cognitive effort (used significantly smaller thumbnails and
the most text). Shopping and video both had display char-
acteristics that placed them in-between images and news in
terms of salience and cognitive effort. Thus, they had spill-
over effects that were in-between images and news.

5.2 Vertical Rank and Query-Sense

Our second research question (RQ2) investigates whether
vertical rank moderates the level of spill-over. Our primary
interest in this question was to see if displaying the vertical
at rank one causes more spill-over than displaying it at rank
four. In addition, we were interested in understanding the
main effect of rank, regardless of query-sense.

First, we consider whether the vertical rank moderates
the level of spill-over (Figures 6(a)-6(d)). As discussed pre-
viously, in these figures, a spill-over is evidenced by an up-
ward slope in the line as it moves from the off-target to the
on-target condition (with the mixed condition in the mid-
dle). An upward slope indicates more interaction with the
web results when the vertical results were more on-target.
A steeper slope indicates a greater level of spill-over.

Three trends are worth noting. First, rank had a small
moderating effect for news and video (not significant). As
shown in Figures 6(b) and 6(d), news and video had virtu-
ally no spill-over at rank four (nearly flat solid lines) and a
small level of spill-over at rank one (slightly upward slope
for both dashed lines). Second, rank also had a small mod-
erating effect for images (not significant). As shown in Fig-
ure 6(a), images had a high level of spill-over at rank four
(steep upward slope for solid line) and a slightly higher level
of spill-over at rank one (slightly steeper upward slope for
dashed line). As shown in Figure 6(c), rank had a strong
and statistically significant moderating effect for shopping
(p < .05). Comparing off- versus on-target shopping results,
the spill-over was about 10% at rank four (a change from
34.22% to 37.67%) and increased to about 30% at rank one
(a change from 30.58% to 39.58%).

All verticals had more spill-over at rank one than rank
two. However, these results suggest that rank has a stronger
moderating effect for verticals with a mid-level of spill-over
(e.g. shopping). In terms of RQ1, images had the strongest
spill-over, and news and video had the weakest spill-over. In
terms of RQ2, images had a strong spill-over irrespective of
rank, and similarly, news and video had a weak spill-over
irrespective of rank. Shopping appears to be at a middle
point where rank can have a strong moderating effect. We
see two possible explanations for this. One is that image
results were highly salient and participants noticed and pro-
cessed them regardless of rank. Another explanation is that
after expending cognitive effort in processing the news and
video results at rank one, participants were less willing to
explore further down the results (even when the news/video
results were on-target).

Since only the shopping vertical had a significant inter-
action effect, we were also interested in understanding the
main effect of vertical rank on user interaction with the web

results. The findings presented in Section 4.2 (and Figure 4)
show that, in general, user interaction with the web results
was lower when the vertical was presented at rank one ver-
sus rank four, regardless of query-sense. This trend suggests
that participants scanned the SERP from top-to-bottom and
did not skip-over the vertical when it was presented at rank
one. Instead, we believe that participants expanded effort
on the vertical results, which resulted in less interaction with
the web results. While this trend was the same for all verti-
cals, it was only statistically significant for news and video.
One possible explanation is that when news and video were
presented at rank one, users expended more cognitive effort
on them (as compared to images and shopping) and were
soon-after ready to explore a different query. This is consis-
tent with our explanation for why the moderating effect of
vertical rank was not significant for news and video.

5.3 Vertical Border and Query-Sense

Our third research question (RQ3) investigates whether
including a border around the vertical results moderates the
level of spill-over from the vertical to the web results. Our
primary interest in this question was to see if the presence
of a border helps signal to users that the vertical results are
separate and distinct from the web results, resulting in less
spill-over. In addition, we were interested in understanding
the main effect of border, regardless of query-sense.

First, we consider whether including a border around the
vertical results moderates the level of spill-over (Figures 7(a)-
7(d)). None of the verticals had a significant interaction ef-
fect of vertical border and query-sense. However, we note
several interesting trends in the data that give insights into
the role that border played. First, for news and video (the
ones with the least overall spill-over), border had a notice-
able effect. Both verticals had virtually no spill-over in the
presence of a border (indicated by the nearly flat solid lines
in Figures 7(b) and 7(d)), but had a noticeable spill-over in
the absence of a border (indicated by the upward trending
dashed lines). Second, for shopping (mid-level of spill over),
border had almost no effect (the solid and dashed lines are
almost identical). Finally, for images (the one with the most
overall spill-over), the border had a small, but opposite ef-
fect. In this case, the presence of a border increased the
level of spill-over (the slope of the solid line is more than the
slope of the dashed line).

These results suggest that including a border may reduce
the level of spill-over more for those verticals that are less
visually salient and require more cognitive effort to process
(e.g. news and video). For these verticals, the border may
play a role in allowing users to identify the vertical results
as a group and shift their focus to the web results.

While we found some interesting trends, the moderating
effect of border was not strong enough to reach significance
for any vertical. It may be that the Gestalt principle of
similarity (similar items are grouped together) also played a
role. Our vertical results were visually distinct from the web
results and this may have influenced participants to view
them as a group regardless of a border. Future work might
investigate the moderating effect of border for verticals that
are closer in appearance to the web results.

Since we did not find strong significant interaction effects,
we also explored the main effect of border on user interaction
with web results. The findings presented in Section 4.3 (and
Figure 5) show that, in general, user interaction with the web



results was greater when the vertical results were enclosed
in a border. This effect was statistically significant (p < .05)
for images, news, and video, and the trend was similar (but
not significant) for shopping. One possible explanation is
that the presence of a border helped participants to identify
the vertical results as being a different type of result than
the web results. The border might have allowed participants
to skip-over the vertical results and focus more cognitive
resources on processing the web results.

6. CONCLUSION

We reported on a large-scale user study that investigated
whether the spill-over effect (from a set of vertical results
to the web results) generalizes across verticals (RQ1), and
whether the vertical rank (RQ2) and the presence of a border
around the vertical results (RQ3) moderates this effect. Our
results suggest three important trends. First, the spill-over
effect generalizes across verticals, but is stronger for some
verticals than others. Images had the strongest spill-over,
followed by shopping, and then news and video. We confirm
previous results that also found a stronger spill-over for im-
ages and shopping [2], but also show that news and video
have some level of spill-over, which can be measured us-
ing interaction signals derived from scrolls and mouseovers.
We conjecture that the images and shopping verticals in our
study had more spill-over because they were more visually
salient and required less cognitive effort to process.

Second, our results suggest that vertical rank has a stronger
moderating effect for verticals with a mid-level of spill-over
(e.g., shopping). In other words, verticals with a strong spill-
over (e.g., images) or a weak spill-over (e.g., news and video)
will have a similar level of spill-over irrespective of rank. A
possible explanation is that highly salient verticals (e.g., im-
ages) are more likely to be noticed at lower ranks, and that
verticals that require more cognitive effort (e.g., news and
video) may influence users to re-formulate the query even
when the vertical results are on-target.

Finally, including a border around the vertical results has
a subtle effect on those verticals with a weak level of spill-
over (e.g., news and video). A possible explanation is that a
border influences users to skip-over the vertical results when
they are less salient and require more cognitive effort.

Our findings have important implications for aggregated
search. Current approaches to aggregated search do not ez-
plicitly favor coherent results. However, our research shows
that the vertical results can influence user interaction with
other components on the SERP. Moreover, the level of influ-
ence may depend on the specific vertical, its surrogate repre-
sentation, where it is displayed, and how it is distinguished
in the layout from other components on the SERP. Areas for
future research include developing evaluation methodologies
and algorithms that model all these different factors.
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