
 

 
Search Engine Marketing Key Terms Glossary 

 
A/B Testing – A/B Testing, or split testing, is a form of testing used in Internet marketing and 
website optimization, whereby groups of users see different versions of a landing page, ad, 
email or other content. Performance is measured to determine which version will be used going 
forward. 
 
Above The Fold - Above the fold refers to the area of a web page that is visible to users without 
scrolling down. In web marketing, common wisdom dictates that content placed above the fold 
receives more viewer attention. The concept of the fold is borrowed from print news journalism. 
 
AdWords – a paid advertising service from Google. If you have an Adwords account you can 
link it to your Analytics account to collect additional data about your campaign performance. 
 
Ad Campaigns - An ad campaign, in search marketing, enables you to run advertisements 
within the search results of certain search queries. These ads are generally paid for on a 
pay-per-click basis. 
 
Ad Extensions - Extensions expand your ad with additional information—giving people more 
reasons to choose your business. They typically increase ads’ click-through-rate by several 
percentage points.  Extension formats include like call buttons, location information, additional 
links, additional text, and more. 
 
Ad Groups - An ad group is a container for your keyword list in either your search marketing or 
content network advertising campaigns. 
 
Ad Ranking - Ad ranking in Internet marketing is the position of a pay-per-click (PPC) ad on a 
search engine results page (SERP). 
 
AdSense - AdSense is an advertising platform that allows website operators to monetize their 
sites by running contextually relevant Google ads, generating revenue based on clicks or 
impressions. 
 
Attribution – the process by which Google Analytics determines which of your channels receives 
the credit for a conversion. There are several different attribution models you can choose from. 
 
Below The Fold - Below the fold refers to the area of a web page that is only visible after 
scrolling. In web marketing, common wisdom dictates that content placed above the fold 
receives more viewer attention, so the space below the fold is less valuable. The concept of the 
fold is borrowed from print news journalism. 
 



 

 
Bid - A bid, in search marketing, is the maximum amount an advertiser is willing to pay per click 
for a given keyword. More competitive keywords tend to have higher bids. 
 
Bounce Rate – the percentage of people who arrived to your website, then left without going to 
any other page on your website or triggering any events. 
 
Broad Match - Broad match is a matching option implemented by search engines, which 
matches your ad against a keyword and queries that contain the keyword, as well as related 
terms. 
 
Broad Match Modifier - Broad match modifiers ensure that your ads will only show when 
someone’s search is an exact match or close variant of your keyword. Close variants include 
misspellings, singular and plural forms, abbreviations and acronyms, and stemmings (like "floor" 
and "flooring"). Synonyms (like "quick" and "fast") and related searches (like "shoes" and 
"boots") aren't considered close variants. 
 
Call To Action - or CTA, in Internet marketing prompts a website visitor or a user viewing an ad 
to engage further with the site or business. A call to action or call-to-action button may suggest 
that a visitor download a white paper, sign up for a newsletter or free trial, or make a purchase. 
 
Campaign UTM Parameters - simply utm tags that you add to the end of the URL that allow you 
to track each specific instance of a link. These are automatically used in AdWords to report in 
Google Analytics 
 
Channels – these are the differents categories of website traffic you receive. For example, 
people can arrive to your website via links in Email, or Organic Search, or simply by typing your 
URL directly into their browser. 
 
Conversion – this most commonly refers to users completing a transaction or goal on your 
website; i.e. purchasing a product or service from you, or completing the steps in one of your 
pre-defined goals. 
 
Conversion Rate – the percentage of visits to your website that lead to a conversion or goal 
completion, out of the total number of visits for a given period. 
 
Conversion Tracking - the process of monitoring the number of conversions completed on a 
website (your conversion rate) as well as other relevant details, such as type of conversion and 
keywords used by search engine visitors. 
 
Cost Per Action (CPA) - a metric that measures how much your business pays in order to attain 
a conversion. Generally, your CPA will be higher than your cost per click, or CPC, because not 
everyone who clicks your ad will go on to complete your desired action, whether it’s making a  



 

 
purchase or filling out a form to become a lead. Cost per action takes into account the number 
of ad clicks you need before someone converts – in order words, improving your conversion 
rate will lower your CPA. Along with CPC, your CPA will contribute to your overall AdWords 
costs. 
 
Cost Per Click (CPC) - refers to the actual price you pay for each click in your pay-per-click 
(PPC) marketing campaigns. 
 
Cost Per Impression (CPI) - a measure of online advertising costs. An impression is an 
appearance of an ad on a web page. 
 
Cost Per Lead (CPL) - the amount an advertiser pays for each new lead generated by an 
advertisement. 
 
Cost Per Sale (CPS) - the amount an advertiser pays for each sale generated by an 
advertisement. 
 
Click Through Rate (CTR) - a metric that measures the number of clicks a receive on their ads 
per number of impressions. 
 
Dimensions - Dimensions are attributes of your data that appears in every report. For example, 
the dimension City indicates the city, for example, "Paris" or "New York", from which a session 
originates. The dimension Page indicates the URL of a page that is viewed. 
 
Daily Budget - A daily budget is the maximum amount an advertiser is willing to pay per day on 
a particular AdWords campaign. Once the budget is spent the ads stop appearing for the day. 
 
Dayparting - the practice of running pay-per-click ads at specific times of the day or on specific 
days of the week to more effectively target an audience. 
 
Direct – one of the most misunderstood traffic channels. The simple definition is that it refers to 
users who arrived at your website by typing your address directly into their browser bar, or by 
clicking on a bookmark. However there are occasions when Google Analytics may not be able 
to capture the source of a visit; if this occurs, the visit will also be categorised as “Direct”. 
 
Display URL - the URL that search engine users see in a PPC ad. The display URL may differ 
from the destination URL. Display URL helps users to anticipate the content  of the landing page 
they are taken to. This explains why Google requires your display URL to be similar to your 
destination URL, but both urls do not have to be identical. 
 
Exact Match - Exact Match is a keyword match type available to advertisers using Google 
AdWords and Bing Ads. Exact match keywords allow you to reach prospects searching only for  
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the specific keyword you’re bidding on or close variants of that keyword. Bidding on exact match 
keywords allows you to exercise tight control over your advertising budget, giving you a better 
ROI on your AdWords investment. 
Final URL - The URL address of the page in your website that people reach when they click 
your ad. The final URL isn’t displayed on your ads (the URL shown is your display URL). The 
final URL replaced the destination URL as part of a URL upgrade. For now, you can choose to 
use either a final URL or a destination URL as your landing page address. 
 
Gcid - Gclid is a globally unique tracking parameter (Google Click Identifier) used by Google to 
pass information back and forth between Google AdWords and Google Analytics. If you enable 
URL auto tagging in Google AdWords, Google will append a unique ?gclid parameter on your 
destination URLs at run-time. Because it is a redirect, you won't see any gclid parameters on 
your ad words text ad destination url's, but it will show up in your Web server log files. Auto 
tagging was introduced in 2004 and is on by default in any Google AdWords accounts. 
The gclid parameter enables data sharing between Google Analytics and Google AdWords. For 
example, the "Traffic Sources" feature in Google Analytics to segment your campaigns based 
on ad text and other PPC-related campaign metrics and dimensions, relies on gclid. 
 
Geo-targeting - refers to the practice of delivering different content to a website user based on 
his or her geographic location. Geo-targeting can be used to target local customers through paid 
(PPC) or organic search. 
 
Goal – this is similar to an event, in that it is a predefined action or set of actions that visitors 
can take on your website, like signing up for your email newsletter. Goal conversions are used 
as a measurement of your website’s performance. 
 
Google Quality Score - A Google Quality Score is a score assigned to your Google AdWords ad 
groups, based on a calculation of a keyword’s relevance to its associated ad text, landing page 
and the user’s search terms. A higher Google Quality Score leads to better ad placement (or ad 
ranking) at lower costs. Your ad groups Quality Score is a combination of the Quality Score of 
each keyword you target. This score changes constantly and many elements are scrutinized to 
calculate the Quality Score: 

● The historical clickthrough rate 
● The relevance of the keyword within its ad group. 
● The relevance of the keyword 
● Your account history 
● The historical CTR of the display URLs in the ad group 
● The quality of your landing page.  

 
Landing Page - the URL people arrive at after they click your ad, and the experience you offer 
affects your Ad Rank and therefore your CPC and position in the ad auction. Your ads may 
show less often (or not at all) if they point to websites that offer a poor user experience. 



 

 
Long-Tail Keyword Term - A long-tail term is a longer keyword usually containing three or more 
words. Each long-tail term has a low traffic volume individually, but collectively, the long tail 
accounts for most of the web's traffic. 
 
Maximum Bid - Maximum CPC bid refers to the most you, the advertiser, are willing to pay per 
click within your search engine marketing campaigns. 
 
Medium – a particular category of traffic sources, for example “paid search” or “referral”. 
 
Metrics - quantitative measurements that appear in every report (Ex. sessions, users, 
pageviews, bounce rate, goal completions). 
 
Negative Keywords - Negative keywords let you exclude search terms from your campaigns and 
help you focus on only the keywords that matter to your customers. Better targeting can put 
your ad in front of interested users and increase your return on investment (ROI). 
 
Organic Search – this refers to the portion of your website traffic that arrived via a search results 
page, like Google, Bing or Yahoo. 
 
Pageview – when a visitor to your website loads one of your pages in their browser. 
 
Phrase Match - a keyword matching option whereby Google AdWords matches your ad only 
against keywords that include a phrase you designate. Ads may show on searches that match a 
phrase, or are close variations of that phrase, with additional words before or after. Ads won't 
show, however, if a word is added to the middle of the phrase, or if words in the phrase are 
reordered in any way. 
 
Query – this is the search term that generated an impression of your website in organic Google 
search results. You can find the data for queries in your Search Console report. 
 
Remarketing - also known as Retargeting, lets you show ads to people who've visited your 
website or used your mobile app. When people leave your website without buying anything, for 
example, remarketing helps you reconnect with them by showing relevant ads across their 
different devices. 
 
Return On Investment - is a ratio of the gain or profit that results from a search marketing 
campaign to the amount invested in the campaign. Companies should track their return on 
investment to ensure that their marketing campaigns are worthwhile. 
 
Search Query - or search term, is the string (one or more words, terms or phrases) that a user 
types into a search engine. A search query differs slightly from a keyword, in that a keyword is a  



 

word or phrase targeted as part of a PPC or SEO campaign. A search query 
may contain one or more keywords in addition to other terms. 
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