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T Y P E S  O F  S E A R C H ,  D I S P L AY,  A N D  P R E - R O L L

ADWORDS: An advertising service by 
Google for businesses wanting to display 
ads on Google and its advertising network. 
The AdWords program enables businesses 
to set a budget for advertising and only pay 
when people click the ads. The ad service 
is largely focused on keywords.

DISPLAY ADS: Incorporates text, logos and pic-
tures or images positioned on a website or search 
engine. It is different than Google’s text, or classified 
advertising, in that it not only includes the brand’s 
message, but the business’s overall brand.

PAID SEARCH: A form of digital marketing where

search engines, such as Google and Bing, allow

advertisers to show ads on their search engine results 

pages (SERPs). Paid search works on a pay-per-click 

model, meaning you do exactly that (you don’t pay 

until someone clicks on your ad.) 

PRE-ROLL: a video advertisement that automatically 
plays directly before a featured video, on both mobile 
and desktop. These ads are commonly 15, 30, or 60 

seconds long.

PROGRAMMATIC: An advertising technique pur-
chased on a per-impression basis. Impressions are 
counted as the end user consumes web and video 
content across the internet based on predetermined 

targeting parameters. 

REMARKETING: A way to connect with people 
who previously interacted with your website or 
mobile app. It allows you to strategically position 
your ads in front of these audiences as they browse 
Google or its partner websites, thus helping you 
increase your brand awareness or remind those 
audiences to make a purchase. 



T Y P E S  O F  S O C I A L  M E D I A

SOCIAL MEDIA ADVERTISING: Used to describe 
online advertising (paid efforts) that focus on social 
networking sites.

ORGANIC SOCIAL: Anything that happens on social 
media without paid promotion. When you post from 
your page but don’t put any money behind the post to 
“boost” it, you are creating an organic post.

PAID SOCIAL: Anything 
that is influenced by adver-
tising dollars spent. Any post 
in your news feed that has 
the “Sponsored” tag is paid 
social media.

These are the following types of social media ad 
placements we purchase: 

Boosted Ads: An organic social post that you put 
money behind in order to get a message in front 
of your existing audience base. These ads do not 
have targeting capabilities and rely heavily on your 
existing audience to engage with the boosted ad to 
gain traction in order to make the ad successful.

Promoted/Sponsored Ads: Used to engage a larger 
number of people and ultimately fulfill campaign 
goals, such as conversion or traffic. Promoted ads have 
sophisticated abilities when targeting new individuals 
who have not interacted with the barre3 brand yet. 



T Y P E S  O F  S O C I A L  M E D I A

Carousel Ads:  Multiple videos or images 
combined into a single ad. Carousel ads are most 
popular on Instagram and Facebook where you can 
showcase a number of images to improve your chances 
of a conversion or sale.

Static Ads: Non-changing images, messages, CTAs 
(call to action), etc. with one desired image 
that will be featured on all ads for that campaign.  

Stories Ads: Are types of Instagram advertising units 
that are different from timeline/newsfeed ads. These 

are served interstitially between organic stories.

Vi d e o  Ad s :  Adver t i sements in  v ideo format . 



M E T R I C S  /  K E Y  P E R F O R M A N C E  I N D I C ATO R S  ( K P I ’ S )

KEY PERFORMANCE INDICATOR (KPI): A mea-
sureable value that demonstrates how effectively 
a company is achieving key business objectives.

COST PER ACQUISITION/ACTION (CPA): A 
ratio calculated by dividing the cost by the number 
of acquisitions. For example, if one spends $150 on 
a campaign and gets 10 “acquisitions”, this yields a 
cost per acquisition of $15. 

Depending on the goal of the specific campaign(s) we run across all three tiers and the type of media we are 
running, the campaigns are set up to optimize to specific goals. For example if the goal of the campaign is 
to drive impressions, tactics would be purchased on a CPM (Cost per Thousand/Mille) model. However, if a 
campaign’s goal is to drive traffic, tactics would be purchased for a traffic based campaign and measure CPA 
(Cost Per Aquisition) and CPC (Cost Per Click). In our partnership we will educate and advise on what type 
of campaign is set up and ensure that the campaign metrics and KPI’s (Key Performance Indicators) we will be 

reporting on, are understood and digestible.

COST PER CLICK (CPC): Anytime a viewer clicks 
on your ad and the actual cost you pay for each click. 

COST PER THOUSAND/ MILLE (CPM): A mar-
keting term used to denote the price of 1,000 
advertisement impressions on one webpage. 



M E T R I C S  /  K E Y  P E R F O R M A N C E  I N D I C ATO R S  ( K P I ’ S )

COST PER VIEW (CPV): The cost of each individual 
view of the video past a set duration and campaign 
objective (i.e. 15-seconds on YouTube; 3 or 10 seconds 
on social). 

CLICK-THROUGH-RATE (CTR): The number of 
users who click on a specific ad divided by the 
number of total users who are exposed to the 
advertisement. It is commonly used to measure the 
success of an online advertising campaign. We 
measure our barre3 campaigns against industry 
standard and barre3 benchmarks to ensure creative 
and messaging is performing at or above averages 
of the two.

IMPRESSIONS:  Sometimes called a view or an ad 
view, impressions refer to the point in which an ad is 
viewed once by a visitor, or displayed once on a web 
page. 



I N D U S T RY  T E R M S

A/B TESTING:  A method of comparing two versions 
of copy/image/call to actions (CTAs) against each 
other to determine which one performs better. This 
allows for more optimization in the future.

CLICK THROUGH LINK: A URL ocated on the image 
or video that the viewer can click on and be moved 
to the advertiser’s website. 

DISCOVERY:  The phase of campaign planning where 
client and agency meet to strategically plan around 
market and business specific insights. This phase occurs 
at the beginning of campaign kickoff. 

GEOFENCING: The practice of using global posi-
tioning (GPS) or radio frequency identification (RFID) 
to define a geographic boundary. Once this “virtual 
barrier” is established, the Agency can set up 
triggers to remarket advertising to mobile devices that 
enter or exit the specified area.

GEOTARGETING: The practice of delivering 
advertisements to a user based on their geographic 
location. This can be done on the city or zip code 

level, or more specifically through gps or geo-fencing.



I N D U S T RY  T E R M S

INSIGHTS/LEARNS: Pieces of information that 
are gained because of a significant amount of data or 
longevity of the campaign. 

LANDING PAGE: The webpage that users are 
taken to when they click on your ad. 

NEWSFEED/TIMELINE: A term used for the main
feed a user sees on the homepage of a social 
networking website. Ad units placed in this area are 
served in the same manner as organic content. 

OPTIMIZATION: The process of implementing 
changes to make the ad as effective or useful as 
possible by displaying the best performing ads. 

REPORTING/ANALYTICS: A deeper look into 
what the campaign is doing over time, and a 
chance for the client to look over insights, learns, 
and key performance indicators (KPIs) such as the: 
click through rate (CTR), impressions, cost per 

click (CPC), and cost per acquisition (CPA). 

TACTICS: Actions or strategies carefully planned 
to achieve a specific end. In this case we are using 
specific tactics such as Paid Search/Social to achieve 
impressions and conversions. 

DESIGNATED MARKET AREA (DMA): A geo-
graphic area of the US that represents specific tele-
vision markets defined by, and annually updated and 
rated by, Nielsen Media Research.

AD PLACEMENT: when the agency partner takes the 
approved copy and messaging and puts your ad into 

the designated channel such as Facebook, or Google.


