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Digital marketing: important terms 

Term Explanation 

Above-the-line advertising Targeting of a broad audience without a specific focus 

Below-the-line advertising Targeting of specific target groups 

Paid media Paying a medium to host your ads – paid placement 

Owned media Anything under companies’ direct control 

Earned media Publicity or exposure gained from methods other than 
paid or owned advertising 

Branding A long-term strategic perspective on how to build, 
grow and maintain your brand value 

Campaign Here and now. A strategically planned chronology and 
collection of MarComs with a common creative appeal 
and an appropriate communication strategy and 
budget planning per medium 

Reach The number of people you can reach – large segments 

Relevance Making your message relevant so your consumers will 
be attentive – narrow segments 

Death by KPI Focusing on the wrong metrics. 
You can have a KPI in mind but if you cannot measure 
it, then you measure something that’s easily 
measured and you forget your initial KPI 

Programmatic advertising A bidding system where you say you have an ad 
campaign and you say how much it’s worth to you to 
score that high on relevance parameters. The bid is 
pre-programmed. 
You don’t simply say that you want your ad to be 
placed on a website and you ask the host of the 
website how much it costs. (p. 13 SV & 61 boek) 

Third-party cookies Tracking pixels on your website that actually capture 
information and send it to a third party 

SEO  
= Search engine optimization 

A methodology of strategies, techniques and tactics 
used to increase the amount of visitors to a website 
by obtaining a high-ranking placement in the SERP of a 
search engine 

Paid search results A company has paid to have their page show up at the 
top of the list 

Organic / natural search results Listings on a SERP that appear because of factors such 
as relevance to the search term and valid SEO efforts 

SERP  
= Search engine results page 

 

Third-party SERP ranking Considers how the brand, product or organization 
might appear high in the SERP listings, but not on its 
own website. On a website owned by a third party 

Zero click SEO Your search result explains everything in itself, you 
don’t need to click any further / leave the SERP 

SEA  
= Search engine advertising 

A form of online marketing where the search engine is 
used to reach the target group 

CPM  
= Cost per 1000 impressions 

The price of 1000 advertisement impressions on one 
web page.  
Advertisers using CPM advertising set a fixed amount 
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per thousand ad impressions and select specific ad 
positions on which to display their ads 

CPC 
= Cost per click 

An online advertising revenue model that websites 
use to bill advertisers based on the number of times 
visitors click on a display ad attached to their sites. 

PPC 
= Most common form of paid search 
marketing 

Allows companies to pay search engines to place their 
ads higher on SERPs with the goal of driving traffic to 
their site 

PPC bid / keyword bid 
= Pay per click bid 

A bid placed in a pay-per-click auction to help secure 
ad placement at the top of search results. Online 
businesses bid on specific keywords or keyword 
groups in an attempt to secure ad space for important 
terms relative to their business. 

SEM  
= Search engine marketing  

A form of online marketing that is focused specifically 
on search engines 

Ad rank Combination of the bid advertisers place + quality 
score 

Direct marketing The business of selling products or services directly to 
the public, rather than through retailers 

DOOH 
= Digital out of home 

All the advertising out of home 

OBA 
= Online behavioral advertising 

Monitoring people’s online behavior and using the 
collected information to show people individually 
targeted advertisements 

e-WOM 
= electronic Word of Mouth 

Information written by other consumers on the 
internet about their experience with products or 
services. 

Native advertising A type of advertising that mimics non-advertising 
content and thus looks “native” to the medium it is 
presented in. 
Has to do with the business model behind content 
marketing 

Content marketing A strategic marketing approach focused on creating 
and distributing valuable, relevant and consistent 
content to attract and retain a clearly defined 
audience, to ultimately drive profitable customer 
action 

Persuasion knowledge Your knowledge about how persuasion works which 
you can throw in as a barrier for the potential effects 
of the persuasive message 

Advertising literacy The personal knowledge people have about 
advertising, its persuasive intent and the advertising 
techniques that are used to target them and the skills 
they have to critically cope with advertising 

Law of large numbers The bigger you are as a company, the easier your job 
is 

Thunderclap A tool where you ask beforehand whether you already 
get the permission to automatically retweet and 
repost a certain message at some point 
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Digital transformation An effort to secure competitiveness by leveraging 
digital technology to adapt to the changing business 
environment 

NFC 
= Near Field Communication 

Easier version of the QR code (also geobased) 

Personalization Each customer can receive a marketing message that 
is bespoke to that individual. 
Segmentation, targeting and positioning (STP) 

Viral marketing Marketing strategy to encourage individuals to pass 
on promotional messages to others 

Influencer A person who is paid by their sellers to show and 
describe products and services on social media, 
encouraging other people to buy them 

Affiliate marketing A form of performance-based marketing where a 
commission is paid only if a sale is completed 

VR 
= virtual reality 

Offers a digital recreation of a real life setting. Use a 
controller 

AR  
= augmented reality 

Delivers virtual elements as an overlay to the real 
world. Use mobile devices 

Big data The collection of data from and about everything 
internal and external to the organization and the 
interpretation of that data to help make the business 
run more efficiently 

Artificial intelligence When a machine mimics cognitive functions that 
humans associate with other human minds, such as 
learning and problem solving 

GDPR  
= General Data Protection Regulation 

Has the aim of protecting all EU citizens from privacy 
and data breaches 

Strategic digital objectives Long term 
Brand development – revenue/income generation – 
customer care/service/support 

Operational digital objectives Short-term 
SMART measurement model 

Long tail of keywords A phrase that is generally made from 3 to 5 words. 
Since these keywords are more specific than generic 
terms, they allow you to target niche demographics. 
These keywords are also less competitive than generic 
keywords because they are designed to better reflect 
how people make queries 

Standardized web presence approach Having only one website of an organization that caters 
for global audience 

Localized web presence approach Developing different websites for each country, with 
content and presentation of these sites adapted to 
address local cultures and issues 

Inbetween web presence approach Developing local websites for each country in which 
they have a physical presence, but each web presence 
has a standardized brand image 

DMU 
= Decision making unit 

A group of people within the organization that has 
responsibility for making buying decisions 
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Lead generation The action or process of identifying and cultivating 
potential customers for a business's products or 
services 

Landing page The web page to which the user is taken when they 
click on the link in an advert 

CTR 
= clickthrough rates 

Showing how often people who see your ad listing 
end up clicking it 

ROI 
= Return on investment 

A performance measure used to evaluate the 
efficiency of an investment or compare the efficiency 
of several investments 

KPI  
= Key performance indicator 

A quantifiable measure of performance over time for 
a specific objective 

Attribution Identifying what aspects of marketing prompted 
someone to take the action desired by the marketer 

Metrics Standards of measurement 

Analytics Seek patterns in the data gathered as metrics that can 
be used in the future and to create models 

First-party data gathering Gathered by the organization for the organization 

Second-party data gathering Organizations use the first-party data of another 
organization 

Third-party data gathering Aggregated by organizations for whom the practice is 
a business. Third party data can provide context and 
relevance. Generally gathered via third-party cookies. 

GRP 
= Gross rating point 

To measure the size of an audience (or total amount 
of exposures) reached by a specific media vehicle or 
schedule during a specific period of time. 

TRP 
= Target rating point 
Or television rating point for tv 

To compare target audience impressions of a 
campaign or advertisement through a communication 
medium relative to the target audience population 
size. 

Micro-targeting Uses consumer data and demographics to identify the 
interests of specific individuals or very small groups of 
like-minded individuals and influence their thoughts 
or actions. 

Conversion rate The conversion rate is the number of conversions 
divided by the total number of visitors. For example, if 
an ecommerce site receives 200 visitors in a month 
and has 50 sales, the conversion rate would be 50 
divided by 200, or 25%. 

Lead Someone who has showed some interest in your 
solution by making any type of contact with you and 
give you an email or and a name (Or any other open 
channel of communication like phone number). So 
they convert from visitor to lead. 

Outbound marketing Proactively reaching out to consumers to get them 
interested in a product. 

Inbound marketing Creating and distributing content that draws people 
into your website. Bringing them in. 

Prospect Potential customer who has been qualified as fitting 
certain criteria. 

  


