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Internet Glossary of Terms

Most Common Advertising Terms

Advertising banner - a graphic image or other media object used as an advertisement. See 1ab.net
for voluntary guidelines for banner ads.

Advertising click - a measurement of the user-initiated action of responding to (such as clicking on)
an ad element causing a re-direct to another Web location or another frame or page within the
advertisement. There are three types of ad clicks: 1) click-throughs; 2) in-unit clicks; and 3)
mouseovers. Ad click-throughs should be tracked and reported as a 302 redirect at the ad server
and should filter out robotic activity.

Ad impression - 1) the advertisement which is served to a user’s browser. Ads can be requested
by the user’s browser (referred to as pulled ads) or they can be pushed, such as e-mailed ads; 2) a
measurement of responses from an ad delivery system to an ad request from the user's browser,
which 1s filtered from robotic activity and 1s recorded at a point as late as possible in the process of
delivery of the creative material to the user's browser -- therefore closest to the actual opportunity
to see by the user. Two methods are used to deliver ad content to the user - a) server-initiated and
b) client-initiated. Server-initiated ad counting uses the publisher's Web content server for making
requests, formatting and re-directing content. Chient-initiated ad counting relies on the user's
browser to perform these activities. For organizations that use a server-initiated ad counting
method, counting should occur subsequent to the ad response at either the publisher's ad server or
the Web content server. For organizations using a client-imitiated ad counting method, counting
should occur at the publisher's ad server or third-party ad server, subsequent to the ad request, or
later, in the process. See 1ab.net for ad campaign measurement guidelines.

Banner - a graphic image displayed on an HT'ML page used as an ad. See 1ab.net for voluntary
guidelines defining specifications of banner ads.

Button - 1) clickable graphic that contains certain functionality, such as taking one someplace or
executing a program; 2) buttons can also be ads. See 1ab.net for voluntary guidelines defining
specifications of button ads.

Clicks - 1) metric which measures the reaction of a user to an Internet ad. There are three types of
clicks: click-throughs; m-unit clicks; and mouseovers; 2) the opportunity for a user to download
another file by clicking on an advertisement, as recorded by the server; 3) the result of a
measurable mteraction with an advertisement or key word that links to the advertiser’s intended
Web site or another page or frame within the Web site; 4) metric which measures the reaction of a
user to hot-linked editorial content. See 1ab.net for ad campaign measurement guidelines. See also
ad click, click-through, in-unit clicks and mouseover.

Click-through - the action of following a hyperlink within an advertisement or editorial content to
another Web site or another page or frame within the Web site. Ad click-throughs should be
tracked and reported as a 302 redirect at the ad server and should filter out robotic activity.



CPM (Cost-per-thousand) - media term describing the cost of 1,000 impressions. For example, a
Web site that charges $1,500 per ad and reports 100,000 visits has a CPM of $15 ($1,500 divided
by 100).

Expandable banners - a banner ad which can expand to as large as 468 x 240 after a user clicks on
it or after a user moves his/her cursor over the banner. See 1ab.net for the IAB IMU guidelines.

Floating ads - an ad or ads that appear within the main browser window on top of the Web page's
normal content, thereby appearing to "float" over the top of the page.

Frequency - the number of times an ad is delivered to the same browser in a single session or time
period. A site can use cookies in order to manage ad frequency.

Impression - a measurement of responses from a Web server to a page request from the user
browser, which 1s filtered from robotic activity and error codes, and 1s recorded at a point as close
as possible to opportunity to see the page by the user.

Interstitial ads - ads that appear between two content pages. Also known as transition ads,
mtermercial ads, splash pages and Flash pages.

Makegoods - additional ad impressions which are negotiated in order to make up for the shortfall
of ads delivered versus the commitments outlined in the approved insertion order.

Micro-sites - multi-page ads accessed via click-through from mitial ad. User stays on the publisher’s
Web site, but has access to more mformation from the advertiser than a standard ad format allows.

Page - a document having a specific URL and comprised of a set of associated files. A page may
contain text, images, and other online elements. It may be static or dynamically generated. It may
be made up of multiple frames or screens, but should contain a designated primary object which,
when loaded, 1s counted as the entire page.

Page impression - a measurement of responses from a Web server to a page request from the
user’s browser, which 1s filtered from robotic activity and error codes, and 1s recorded at a point as
close as possible to the opportunity to see the page by the user.See 1ab.net for ad campaign
measurement guidelines.

Page view - when the page 1s actually seen by the user. Note: this 1s not measurable today; the best
approximation today is provided by page displays.

Pay-per-Click - an advertising pricing model in which advertisers pay agencies and/or media
companies based on how many users clicked on an online ad or e-mail message.

Pay-per-Impression - an advertising pricing model in which advertisers pay based on how many
users were served their ads. See CPM pricing model.

Pop-under ad - ad that appears in a separate window beneath an open window. Pop-under ads are
concealed until the top window 1s closed, moved, resized or mimimized.
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Pop-up ad - ad that appears in a separate window on top of content already on-screen. Similar to a
daughter window, but without an associated banner.

Reach - 1) unique users that visited the site over the course of the reporting period, expressed as a
percent of the universe for the demographic category; also called unduplicated audience; 2) the
total number of unique users who will be served a given ad.

Sell-through rate - the percentage of ad inventory sold as opposed to traded or bartered.

Session - 1) a sequence of Internet activity made by one user at one site. If a user makes no request
from a site during a 30 minute period of time, the next content or ad request would then constitute
the beginning of a new visit; 2) a series of transactions performed by a user that can be tracked
across successive Web sites. For example, in a single session, a user may start on a publisher's
Web site, click on an advertisement and then go to an advertiser's Web site and make a purchase.
See visit.

Skyscraper - a tall, thin online ad unit. The IAB guidelines recommend two sizes of skyscrapers:
120 X 600 and 160 x 600.

Superstitials ® -an interstitial format which is fully pre-cached before playing. Specs are 550 x 480
pixels (2/3 of screen), up to 100K file size and up to 20 seconds in length.

Unique user - unique idividual or browser which has either accessed a site (see unique visitor) or
which has been served unique content and/or ads such as e-mail, newsletters, interstitials and pop-
under ads. Unique users can be 1identified by user registration or cookies. Reported unique users
should filter out robots. See 1ab.net for ad campaign measurement guidelines.

Unique visitor - a unique user who accesses a Web site within a specific ime period. See unique
user.

Visit - measurement which has been filtered for robotic activity of one or more text and/or graphics
downloads from a site without 30 consecutive minutes of inactivity and which can be reasonably
attributed to a single browser for a single session. See 1ab.net for ad campaign measurement
guidelines.

Visitor - individual or browser which accesses a Web site within a specific time period.



Internet Glossary of Terms

More Advertising Terms

Advertising audience - the number of unique users exposed to an ad within a specified time
period.

Advertising blocker - software on a user’s browser which prevents advertisements from being
displayed.

Advertising click rate - ratio of ad clicks to ad impressions.
Advertising delivered - when an ad 1s successfully displayed on the user's computer screen.

Ad download - when an ad 1s downloaded by a server to a user’s browser. Ads can be requested,
but aborted or abandoned before actually being downloaded to the browser, and hence there
would be no opportunity to see the ad by the user.

Address - a unique 1dentifier for a computer or site online, usually a URL for a Web site or
marked with an @ for an e-mail address. Literally, it 1s how one computer finds the location of
another computer using the Internet.

Ad impression ratio - Click-throughs divided by ad impressions. See click rate.
Ad insertion - when an ad 1s serted in a document and recorded by the ad server.

Ad materials -the creative artwork, copy, active URLs and active target sites which are due to the
seller prior to the mitiation of the ad campaign.

Ad network - an aggregator or broker of advertising inventory for many sites. Ad networks are the
sales representatives for the Web sites within the network.

Ad recall - a measure of advertising effectiveness in which a sample of respondents are exposed to
an ad and then at a later point in time are asked 1if they recall the ad. Ad recall can be on an aided

or unaided basis. Aided ad recall 1s when the respondent is told the name of the brand or category
being advertised.

Ad request - the request for an advertisement as a direct result of a user's action as recorded by the
ad server. Ad requests can come directly from the user’s browser or from an intermediate Internet
resource, such as a Web content server.

Ad serving - the delivery of ads by a server to an end user's computer on which the ads are then
displayed by a browser. Ad serving 1s normally performed either by a Web publisher, or by a third-
party ad server. Ads can be embedded in the page or served separately.

Ad space - the location on a page of a site in which an advertisement can be placed. Each space on
a site 1s uniquely 1dentified. Multiple ad spaces can exist on a single page.



Ad stream- the series of ads displayed by the user during a single visit to a site (also impression
stream).

Ad transfers - the successful display of an advertiser's Web site after the user clicked on an ad.
When a user clicks on an advertisement, a click-through is recorded and re-directs or "transfers"
the user's browser to an advertiser's Web site. If the user successfully displays the advertiser's Web
site, an ad transfer 1s recorded.

Ad view - when the ad is actually seen by the user. Note this 1s not measurable today. The best
approximation today is provided by ad displays.

Animated advertisement - an ad that changes over time. For example, an animated ad 1s an
mteractive Java applet or Shockwave or GIF89a file.

Animated GIF - an animation created by combining multiple GIF images in one file. The result 1s
multiple images, displayed one after another, that give the appearance of movement.

Aspect ratio - the width-to-height ratio of the picture frame. TV broadcasts at a 4:3 (1.33:1) aspect
ratio; digital TV will be broadcast with a 16:9 (1.78:1) ratio; and most feature films are shot in at
least a 1.85:1 ratio. IMUs have an aspect ratio of 6:5 (330x 250; 336 x 280; and 180 x 150).

Audit - third party validation of log activity and/or measurement process associated with Internet
activity/advertising. Activity audits validate measurement counts. Process audits validate internal
controls associated with measurement.

Bonus impressions -additional ad impressions above the commitments outlined in the approved
msertion order.

Bounce - what happens when e-mails are returned to the mail server as undeliverable.

Broadband - an Internet connection that delivers a relatively high bit rate - any bit rate at or above
100 Kbps. Cable modems, DSL. and ISDN all offer broadband connections.

Browser - a software program that can request, download, cache and display documents available
on the World Wide Web. Browsers can be either text-based or graphical.

Buffering - when a streaming media player saves portions of a streaming media file untl there is
enough information for the stream to begin playing.

Cache - memory used to temporarily store the most frequently requested content/files/pages in
order to speed its delivery to the user. Cache can be local (i.e. on a browser) or on a network. In
the case of local cache, most computers have both memory (RAM), and disk (hard drive) cache.
Today, Web browsers cause virtually all data viewed to be cached on a user's computer.



Cache busting -the process by which sites or servers serve content or HI'ML in such a manner as
to minimize or prevent browsers or proxies from serving content from their cache. This forces the
user or proxy to fetch a fresh copy for each request. Among other reasons, cache busting 1s used
to provide a more accurate count of the number of requests from users.

Cached ad impressions - the delivery of an advertisement to a browser from local cache or a proxy
server’s cache. When a user requests a page that contains a cached ad, the ad 1s obtained from the
cache and displayed.

Caching - the process of copying a Web element (page or ad) for later reuse. On the Web, this
copying 1s normally done in two places: in the user's browser and on proxy servers. When a user
makes a request for a Web element, the browser looks mto its own cache for the element; then a
proxy, if any; followed by the intended server. Caching i1s done to reduce redundant network
traffic, resulting in increased overall efficiency of the Internet.

Click rate - ratio of ad clicks to ad impressions.

Click-stream - 1) the electronic path a user takes while navigating from site to site, and from page to
page within a site; 2) a comprehensive body of data describing the sequence of activity between a
user’s browser and any other Internet resource, such as a Web site or third party ad server.

Click-within - similar to click down or click. But more commonly, click-withins are ads that allow
the user to “drill down” and click, while remaining in the advertisement, not leaving the site on
which they are residing.

Client - a computer that submits an information request to a server on behalf of a user or proxy.

Client-initiated ad impression -one of the two methods used for ad counting. Ad content is
delivered to the user via two methods - server-iitiated and client-initiated. Client-initiated ad
counting relies on the user’s browser for making requests, formatting and re-directing content. For
organizations using a client-initiated ad counting method, counting should occur at the publisher’s
ad server or third-party ad server, subsequent to the ad request, or later, in the process. See server-
mitiated ad impression.

Cookie - a file on the user’s browser that uniquely identifies the user’s browser. There are two
types of cookies: persistent cookies and session cookies. Session cookies are temporary and are
erased when the browser exits. Persistent cookies remain on the user’s hard drive untl the user
erases them or until they expire.

Cookie buster -software that blocks the placement of cookies on a user’s browser.
CPA (Cost-per-Action) - cost of advertising based on a visitor taking some specifically defined
action 1n response to an ad. "Actions" include such things as a sales transaction, a customer

acquisition, or a chick.

CPC (Cost-per-Customer) - the cost an advertiser pays to acquire a customer.



CPC (Cost-per-click) - cost of advertising based on the number of clicks received.
CPL (Cost-per-lead) - cost of advertising based on the number of database files (leads) received.

CPM pricing model -pricing model based on the cost of delivering ad impressions. See CPM and
Pay-per- Impression.

CPO (Cost-per-Order) - cost of advertising based on the number of orders received. Also called
Cost-per-Transaction.

CPS (Cost-per-Sale) - the advertiser's cost to generate one sales transaction. If this 1s being used in
conjunction with a media buy, a cookie can be offered on the content site and read on the
advertiser's site after the successful completion of an online sale.

CPT (Cost-per-Transaction) - see CPO (Cost-per-Order).

CPTM (Cost per Targeted Thousand Impressions) - implying that the audience one 1s trying to
reach 1s defined by particular demographics or other specific characteristics, such as male golfers
age 18-25.The difference between CPM and CPTM is that CPM i1s for gross impressions, while
CPTM is for targeted impressions.

Crawler - a software program which visits virtually all pages of the Web to create indexes for search
engines. They are more interested in text files than graphic files. See also spider, bot, and
mtelligent agent.

Daughter window - an ad that runs in a separate ad window associated with a concurrently
displayed banner. In normal practice, the content and banner are rendered first and the daughter
window appears thereafter.

Domain name - the unique name that identifies an Internet site. Every domain name consists of
one top or high-level and one or more lower-level designators. Top-level domains (T'LDs) are
either generic or geographic. Generic top-level domains include .com (commercial), .net
(network), .edu (educational), .org (organizational, public or non-commercial), .gov
(governmental), .mil (military); .biz (business), .info (informational),.name (personal), .pro
(professional), .aero (air transport and civil aviation), .coop (business cooperatives such as credit
unions) and .museum. Geographic domains designate countries of origin, such as .us (United
States), .fr (France), .uk (United Kingdom), etc.

Dynamic ad placement - the process by which an ad 1s inserted into a page in response to a user's
request. Dynamic ad placement allows alteration of specific ads placed on a page based on any
data available to the placement program. At its simplest, dynamic ad placement allows for multiple
ads to be rotated through one or more spaces. In more sophisticated examples, the ad placement
could be affected by demographic data or usage history for the current user.

Dynamic IP address -an IP address that changes every time a user logs on to the Internet.



Dynamic rotation - delivery of ads on a rotating, random basis so that users are exposed to
different ads and ads are served in different pages of the site.

F-commerce - the process of selling products or services via the Web.

E-mail - electronic mail. Text files that are sent from one person to another over the Internet.
E-mail campaign -advertising campaign distributed via e-mail.

FTP (File Transfer Protocol) - Internet protocol which facilitates transfer of files.

Filtering - the process of removing robotic activity and error codes from measurement records to
make the remaining records representative of valid human Internet actions.

Filtration guidelines -IAB voluntary guidelines for removing non-human activity in the reported
measurement of ad impressions, page impressions, unique visitors and clicks. See 1ab.net for ad
campaign measurement guidelines.

Flash™ - Macromedia’s vector-based graphics file format which 1s used to display interactive
animations on a Web page. This form of rich media technology 1s available via a plug-in.

Fold - an ad or content that is viewable as soon as the Web page arrives. One does not have to
scroll down (or sideways) to see it. Since screen resolution can affect what is immediately viewable,
it 1s good to know whether the Web site's audience tends to set their resolution at 640 x 480 pixels
or at 800 x 600 (or higher).

Frames - multiple, independent sections used to create a single Web page. Fach frame 1s built as a
separate HI'ML file but with one "master" file to control the placement of each section. When a
user requests a page with frames, several files will be displayed as panes. Sites using frames report
one page request with several panes as multiple page requests. IAB ad campaign measurement
guidelines call for the counting of one file per frame set as a page impression.

Frame rate - the number of frames of video displayed during a given time. The higher the frame
rate, the more high-quality the 1mage will be.

GIF (Graphic Interchange Format) - a graphic format which uses compression to store and display
1mages.

GIF89a/Animated GIF -

an extension of the .gif format which creates amimation through a sequence of 1images being stored
mn a single image. A delay 1s customizable between “frames” to render the appearance of
animation, much like a flappable picturebook.

Gross exposures - the total number of times an ad 1s served, including duplicate downloads to the
same person.



Hit - very old language - not used much anymore but refers to when users access a Web site, their
computer sends a request to the site's server to begin downloading a page. Fach element of a
requested page (including graphics, text, interactive items) is recorded by the site's Web server log
file as a "hit." If a page containing two graphics 1s accessed by a user, those hits will be recorded
once for the page itself and once for each of the graphics. Webmasters use hits to measure their
servers' workload. Because page designs and visit patterns vary from site to site, the number of hits
bears no relationship to the number of pages downloaded, and 1s therefore a poor guide for traffic
measurement.

Home page - the page designated as the main point of entry of a Web site (or main page) or the
starting point when a browser first connects to the Internet. Typically, it welcomes you and
mtroduces the purpose of the site, or the organization sponsoring it, and then provides links to
other pages within the site.

Host - any computer on a network that offers services or connectivity to other computers on the
network. A host has an IP address associated with it.

House ads - ads for a product or service from the same company. “Revenues” from house ads
should not be included in reported revenues.

HTML (Hypertext Markup Language) - a set of codes called markup tags in a plain text (*.txt) file
that determine what information is retrieved and how it is rendered by a browser. There are two
kinds of markup tags: anchor and format. Anchor tags determine what is retrieved, and format tags
determine how it 1s rendered.

HTML page - a HyperText Markup Language document stored in a directory on a Web server
and/or created dynamically at the time of the request for the purpose of satisfying that request. In
addition to text, an HI'ML page may include graphics, video, audio, and other files.

HTTP (Hyper-Text Transfer Protocol) - the format most commonly used to transfer documents

on the World Wide Web.

Hybrid pricing -pricing model which is based on a combination of a CPM pricing model and a
performance-based pricing model. See CPM pricing model and performance-based pricing model.

Hyperlink - HI'ML programming which redirects the user to a new URL when the individual
clicks on hypertext.

Hypertext - text or graphical elements on a page which activates a hyperlink when clicked.

1iFrame (inline frame) -
a floating frame inserted within a Web page which 1s not bound to the side of a browser window.

Insertion - actual placement of an ad i a document, as recorded by the ad server.

Insertion order -purchase order between a seller of interactive advertising and a buyer (usually an
advertiser or its agency).



Interactive advertising -all forms of online, wireless and interactive television advertising, including
banners, sponsorships, e-mail, keyword searches, referrals, slotting fees, classified ads and
Interactive television commercials.

Internal page impressions - Web site activity that is generated by individuals with IP addresses
known to be afhiliated with the Web site owner. Internal activity that 1s associated with
administration and maintenance of the site should be excluded from the traffic or measurement
report.

Intranet -a network based on TCP/IP protocols that belongs to an organization, usually a
corporation, and 1s accessible only by the organization’s members, employees or others with
authorization.

In-unit click - a measurement of a user-mitiated action of responding to an ad element which
generally causes an intra-site redirect or content change. In-unit clicks are usually tracked via a 302
redirect. Also known as click-downs, click-ups and click-withins. See ad click; 302 redirect.

Inventory - the number of ads available for sale on a Web site.

IP address - Internet protocol numerical address assigned to each computer on the network so that
its location and activities can be distinguished from other computers. The format is ##.##.##.##
with each number ranging from 0 through 255 (e.g. 125.45.87.204)

ISP (Internet Service Provider) - an organization that provides access to the Internet. An ISP can
be a commercial provider, a corporate computer network, a school, college, university, or the
government.

Java® - a programming language designed for building applications on the Internet. It allows for
advanced features, increased animation detail and real-ime updates. Small applications called Java
applets can be downloaded from a server and executed by Java-compatible browsers like Microsoft

Internet Explorer and Netscape Navigator.

JPEG (Joint Photographic Experts Group) - file format that uses a compression technique to
reduce the size (number of bytes) of graphic files.

Key word - specific word(s) entered into a search engine by the user that result(s) in a list of Web
sites related to the key word. The key word can be purchased by advertisers in order to direct the
hyperlink opportunity to the advertiser's site or to serve an ad related to the user’s search.

Link - an electronic connection between two Web sites. Also called "hot link" and hyperlink.

Listserv - a mailing list comprised of e-mail addresses.

Listserver - a program that automatically sends e-mail to a list of subscribers or listserv.



Load - usually used with up-load or down-load, it means to transfer files or software from one
computer or server to another computer or server. In other words, it 1s the movement of
mformation online.

Log - a file that keeps track of network connections.

Log file - a file that records transactions that have occurred on the Web server. Some of the types
of data which are collected are: date/time stamp, URL served, IP address of requestor, status code
of request, user agent string, previous URL of requestor, etc. Use of the extended log file format 1s
preferable.

Login - the identification or name used to access a computer, network or site.

Mouseover - the process by which a user places his/her mouse over a media object, without
clicking. The mouse may need to remain still for a specified amount of time to mitiate some
actions.

Non-registered user - someone who visits a Web site and elects not to, or 1s not required to,
provide certain information, and hence may be denied access to part(s) of the site.

Nonqualifying page impressions - page impressions which should be excluded from traffic or
measurement reports, such as unsuccessful transfers of requested documents, successful transfers
of requested documents to a robot or spider, and/or pages in a frame set. See frames.

Off-site measurement - when a site forwards its log files to an off-site Web research service for
analysis.

On-demand - the ability to request video, audio, or information to be sent to the screen
immediately by clicking something on the screen referring to that choice.

On-site measurement - when a server has an appropriate software program to measure and analyze
traffic received on its own site.

Opt-in - refers to an individual giving a company permission to use data collected from or about
the mdividual for a particular reason, such as to market the company's products and services. See
permission marketing.

Opt-out - when a company states that it plans to market its products and services to an individual
unless the mdividual asks to be removed from the company's mailing list.

Pay-per-Lead - an advertising pricing model in which advertisers pay for each "sales lead"
generated. For example, an advertiser might pay for every visitor that clicked on an ad or site and
successfully completed a form. See CPL.

Pay-per-Sale - an advertising pricing model in which advertisers pay agencies and/or media
companies based on how many sales transactions were generated as a direct result of the ad. See

CPS.



PDF files (Portable Document Format) - a translation format developed by Adobe used primarily
for distributing files across a network, or on a Web site. Files with a .pdf extension have been
created m another application and then translated into .pdf files so they can be viewed by anyone,
regardless of platform.

Performance pricing model - an advertising model in which advertisers pay based on a set of
agreed upon performance criteria, such as a percentage of online revenues or delivery of new sales

leads. See CPA, CPC, CPL, CPO, CPS, CPT.

Permission marketing - when an individual has given a company permission to market its products
and services to the individual. See opt-in.

Pixel - picture element (single illuminated dot) on a computer monitor. The metric used to
mdicate the size of Internet ads.

Plug-in -a program application that can easily be mstalled and used as part of a Web browser.
Once mstalled, plug-in applications are recognized by the browser and their function integrated
mto the main HTML file being presented.

Pop-up transitional - initiates play in a separate ad window during the transition between content
pages. Continues while content is simultaneously being rendered. Depending primarily on line-
speed, play of a transitional ad may finish before or after content rendering 1s completed.

Portal - a Web site that often serves as a starting point for a Web user’s session. It typically
provides services such as search, directory of Web sites, news, weather, e-mail, homepage space,
stock quotes, sports news, entertainment, telephone directory information, area maps, and chat or
message boards.

Privacy policy - a statement about what information 1s being collected; how the information being
collected 1s being used; how an individual can access his/her own data collected; how the individual
can opt-out; and what security measures are being taken by the parties collecting the data.

Profiling - the practice of tracking information about consumers' interests by monitoring their
movements online. This can be done without using any personal information, but simply by
analyzing the content, URL’s, and other information about a user’s browsing path/click-stream.

Rate card - the list of prices and products and packages offered by a media company.

Re-direct - when used in reference to online advertising, one server assigning an ad-serving or ad-
targeting function to another server, often operated by a third company. For instance, a Web
publisher's ad management server might re-direct to a third-party hired by an advertiser to
distribute 1its ads to target customers; and then another re-direct to a "rich media" provider might
also occur 1f streaming video were mvolved before the ad 1s finally delivered to the consumer. In
some cases, the process of re-directs can produce latency. See ad serving, latency.



Real time - events that happen in real time are happening virtually at that particular moment.
When one chats i a chat room, or sends an mstant message, one 1s interacting in real time since it
1s immediate.

Referral link - the referring page, or referral link 1s a place from which the user clicked to get to the
current page. In other words, since a hyperlink connects one URL to another, in clicking on a link
the browser moves from the referring URL to the destination URL. Also known as source of a
visit.

Referral fees -fees paid by advertisers for delivering a qualified sales lead or purchase inquiry.

Registration - a process for site visitors to enter information about themselves. Sites use registration
data to enable or enhance targeting of content and ads. Registration can be required or voluntary.

Repeat visitor -unique visitor who has accessed a Web site more than once over a specific time
period.

Return visits - the average number of times a user returns to a site over a specific ime period.

Rich media - a method of communication that incorporates animation, sound, video, and/or
mteractivity. It can be used either singularly or in combination with the following technologies:
streaming media, sound, Flash, and with programming languages such as Java, Javascript, and
DHTML. It 1s deployed via standard Web and wireless applications including e-mail, Web design,
banners, buttons, and interstitials.

Robot - a program that runs automatically without human intervention. Typically, a robot 1s
endowed with some artificial intelligence so that it can react to different situations it may encounter.
Two common types of robots are agents and spiders. Commercial robots are programs that are
used to fetch Web pages, but the user never has an opportunity to see the content of the requested
documents. Personal robots provide the user with the opportunity to see the requested Web
pages, usually in an offline mode. Also known as bots.

RON (Run-of-Network) - the scheduling of Internet advertising whereby an ad network positions
ads across the sites 1t represents at its own discretion, according to available imventor. The
advertiser usually forgoes premium positioning in exchange for more advertising weight at a lower

CPM.

ROS (Run-of-Site) - the scheduling of Internet advertising whereby ads run across an entire site,
often at a lower cost to the advertiser than the purchase of specific site sub-sections.

Search engine - a program that helps Web users find information on the Internet. The method for
finding this information 1s usually done by maintaining an index of Web resources that can be
queried for the keywords or concepts entered by the user.

Server - a computer which distributes files which are shared across a LAN, WAN or the Internet.
Also known as a "host".



Server-initiated ad impression - one of the two methods used for ad counting. Ad content 1s
delivered to the user via two methods - server-iitiated and client-initiated. Server-iitiated ad
counting uses the publisher’s Web content server for making requests, formatting and re-directing
content. For organizations using a server-initiated ad counting method, counting should occur
subsequent to the ad response at either the publisher's ad server or the Web content server, or
later in the process. See client-itiated ad impression.

Session cookies cookies which are loaded into a computer’s RAM, and only work during that
browser session. When the browser exits, these cookies are erased. They are “temporary cookies”,
and no cookie is written to a user’s hard drive. See cookie.

Skins - customized and interchangeable sets of graphics, which allow Internet users to continually
change the look of their desktops or browsers, without changing their settings or functionality.
Skins are a type of marketing tool.

Slotting fee - a fee charged to advertisers by media companies to get premium positioning on their
site, category exclusivity or some other special treatment. It 1s similar to slotting allowances charged
by retailers.

Sniffer - software that detects capabilities of the user's browser (looking for such things as Java
capabilities, plug-ins, screen resolution, and bandwidth).

Space - location on a page of a site in which an ad can be placed. Each space on a site 1s uniquely
identified. There can be multiple spaces on a single page.
Spam - slang term describing unsolicited e-mail.

Spider - a program that automatically fetches Web pages. Spiders are used to feed pages to search
engines. It 1s called a spider because it crawls over the Web. Because most Web pages contain
links to other pages, a spider can start almost anywhere. As soon as it sees a link to another page, it
goes off and fetches it. Large search engines have many spiders working in parallel. See robot.

Splash page - a preliminary page that precedes the user-requested page of a Web site that usually
promotes a particular site feature or provides advertising. A splash page 1s timed to move on to the
requested page after a short period of time or a click. Also known as an mterstitial. Splash pages
are not considered qualified page impressions under current industry guidelines, but they are
considered qualified ad impressions.

Sponsor - 1) a sponsor is an advertiser who has sponsored an ad and, by doing so, has also helped
sponsor or sustain the Web site itself; 2) an advertiser that has a special relationship with the Web
site and supports a specific feature of a Web site, such as a writer's column or a collection of
articles on a particular subject.

Sponsorship - an association with a Web site in some way that gives an advertiser some particular
visibility and advantage above that of run-of-site advertising. When associated with specific content,
sponsorship can provide a more targeted audience than run-of-site ad buys.



Static ad placement/Static rotation - 1) ads that remain on a Web page for a specified period of
time; 2) embedded ads.

Stickiness - a measure used to gauge the effectiveness of a site i retaining individual users.
Stickiness 1s usually measured by the duration of the visit.

Streaming - 1) technology that permits continuous audio and video delivered to a computer from a
remote Web site; 2) an Internet data transfer technique that allows the user to see and hear audio
and video files. The host or source compresses, then "streams" small packets of information over
the Internet to the user, who can access the content as it 1s received.

Streaming media player -a software program which decompresses audio and/or video files so the
user can hear and/or see the video or audio file. Some examples are Real Player™, Windows
Media and Quick Time Player.

Surfing - exploring the World Wide Web.

Target audience - the intended audience for an ad, usually defined in terms of specific
demographics (age, sex, Income, etc.) product purchase behavior, product usage or media usage.

Terms & Conditions -the details of the contract accompanying an insertion order. See 1ab.net for
voluntary guidelines for standard terms & conditions for Internet advertising for media buys.

Textual ad impressions - the delivery of a text-based advertisement to a browser. To compensate
for slow Internet connections, visitors may disable "auto load images" in their graphical browser.
‘When they reach a page that contains an advertisement, they see a marker and the advertiser's
message n text format in place of the graphical ad. Additionally, if a user has a text-only browser,
only textual ads are delivered and recorded as textual ad impressions.

Third-party ad server - independent outsourced companies that specialize in managing,
maintaining, serving, tracking, and analyzing the results of online ad campaigns. They deliver
targeted advertising that can be tailored to consumers' declared or predicted characteristics or
preferences.

302 Redirect -the process of a server sending a browser the location of a requested ad, rather than
sending the ad itself. Ad servers use 302 redirects to allow them to track activities such as ad
requests or ad clicks.

Throughput - the amount of data transmitted through Internet connectors in response to a given
request.

Token - tracer or tag which is attached by the receiving server to the address (URL) of a page
requested by a user. A token lasts only through a continuous series of requests by a user, regardless
of the length of the iterval between requests. Tokens can be used to count unique users.

Total ad impressions - the total of all graphical and textual ad impressions delivered, regardless of
the source. See ad impression.



Total visits - total number of browsers accessing a Web site within a specific time period. Total
visits should filter robotic activity, but can include visits from repeat visitors.

Total visitors -total number of browsers or individuals which have accessed a site within a specific
time period.

Traffic - the number of visits and/or visitors who come to a Web site.

Transitional ad - an ad that is displayed between Web pages. In other words, the user sees an
advertisement as he/she navigates between page ‘a’ and page ‘b.” Also known as an interstitial.

Triggers - a command from the host server that notifies the viewer's set-top box that interactive
content 1s available at this point. The viewer 1s notified about the available interactive content via an
icon or clickable text. Once clicked by using the remote control, the trigger disappears and more
content or a new interface appears on the TV screen.

Unduplicated audience - the number of unique individuals exposed to a specified domain, page or
ad 1n a specified time period.

Universe - total population of audience being measured.
Upload -to send data from a computer to a network. An example of uploading data 1s sending e-
mail.

URL (Uniform Resource Locator) - the unique identifying address of any particular page on the
Web. It contains all the information required to locate a resource, including its protocol (usually
HTTP), server domain name (or IP address), file path (directory and name) and format (usually

HTML or CGI).

URL tagging - the process of embedding unique 1dentifiers into URLSs contained in HI'ML
content. These 1dentifiers are recognized by Web servers on subsequent browser requests.
Identifying visitors through information in the URLs should also allow for an acceptable
calculation of visits, 1f caching 1s avoided.

User - an individual with access to the World Wide Web.

User agent string -a field in the server log file which identifies the specific browser software and
computer operating system making the request.

User centric measurement - Web audience measurement based on the behavior of a sample of
Web users.

User registration - information contributed by an individual which usually includes characteristics
such as the person's age, gender, zip code and often much more. A site’s registration system 1s
usually based on an ID code or password to allow the site to determine the number of unique
visitors and to track a visitor's behavior within that site.

Viewer - person viewing content or ads on the Web. There 1s currently no way to measure viewers.



Viral marketing - 1) any advertising that propagates itself; 2) advertising and/or marketing
techniques that "spread" like a virus by getting passed on from consumer to consumer and market
to market.

Visit duration - the length of time the visitor 1s exposed to a specific ad, Web page or Web site
during a single session.

VRML (Virtual Reality Modeling Language) - programming language designed to be a 3D analog
to HITML..

WAN (Wide Area Network) - a group of computers connected together (a network) which are not
located at the same physical location.

WAP (Wireless Application Protocol) - a specification for a set of communication protocols to
standardize the way that wireless devices, such as cellular mobile telephones, PDAs and others can
be used for Internet-based access.

WAP device -
any device (e.g., mobile phone, PDA, or simulator) that allows access to wireless content.

Web site - the virtual location (domain) for an organization's or individual's presence on the World

‘Wide Web.

Webcasting - real-time or pre-recorded delivery of a live event’s audio, video, or animation over
the Internet.

Yield - the percentage of clicks vs. impressions on an ad within a specific page. Also called ad click
rate.



