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                     Abstract
As a key criterion to measure ads performance, CVR quantitatively describes the proportion of users who take a desirable action (such as purchasing an item, adding to a cart, adding favorite items, etc.) on given ads in the ads ecosystem. Therefore, it is a critical issue to allocate ads-budget and increase advertisers profits. Focusing on improving the accuracy of CVR prediction in online advertising, this paper firstly analyzes and reveals the correlation underlying creatives associated with ads and CVR, which is excluded by most state-of-the-arts in this literature. Furthermore, we propose a novel LR+ model to utilize the potential impacts of creatives on predicting CVR. Experimental results and analysis on two public real-world datasets (REC-TMALL dataset and Taobao Clothes Matching dataset) validate the effectiveness of the proposed LR+ and demonstrate that the proposed LR+ outperforms typical models (e.g., LR, GBDT and linear SVR) in term of root mean square of error (RMSE).
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