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Glossary - 60 terms
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7 Junsll wleuall &40 - Sales elasticity
8 Juasll izzall e - Sample size
1 Jumall luall 8 alsll gl - Scientific approach

&lSy>a yie uswcll - Search engine marketing
4 Junall el

ol &8y s - Search engine optimization
5 Juaall

5 Junall ylasdl Ly o 1,341 - Seeding

9 Juaall sLzsYl 5Ll - Selection bias

ol eslaall wsbive] - Social and display ads
4 Juaall

Junall olsaisall 5 @iscll - Speaking engagements
7

8 Juaall Jlasdl 2]l - Statistical noise
5 Loall ligaall Blagzal - Targeting blogs
1 Jundll caadl 52218 - The 50 percent rule
1 Jusall Ul s :oisd] - Traction

3 Laall wisdl wlgid - Traction channels
10 Jussll wisdl s - Traction goal

7 Junall dyylsdl o ,leall - Trade shows

Juaall dyadadl y.e dalsll w8Ms)l - Unconventional PR
5

6 Junall ylzidl sl - Viral loop

Traction: How Any Startup Can Achieve Explosive Customer Growth -

Mares - 2015

3 sl 4a3l8l wlawll - Existing platforms

9 Junall Jlusd] dcgama - Holdout group

4 Junall _3LoYl 341 - Incrementality

2 Junall 3.843) :a1s14)] aals)l - Inner ring

8 Loall Bladl by - Kill criteria

9 Juaall sl sludl - Marketing attribution
2 Junall jlasdl el aals)l - Middle ring

8 Junall Jawgll ddlsJl sl | - Middle-ring test
4 Junsll eiysdl 7,5 wbledl - Offline ads

7 Junall oleldlly ollall - Offline events

2 Junsll (Saall IS 1de 131 dals)| - Outer ring

3 Junall Jgladll Ml - Owned media

3 Junill ¢ gdaall p¥c)l - Paid media

2 Jinall gjlsuall sLesdl - Parallel testing

7 Jundll o3l 2.1 - Personal selling

6 Jundll o3l - Personalization

10 Juasll zuall 3L 3595 - Product life cycle

5 Juoall dslsll wBMsl - Public relations

ilaasll 4y~ - Randomized controlled trial
9 Junall dapiiall

6 Junall iyl 5aliys - Referral program

9 Junall Juaslly Blazsdl - Retention

8 Junall @)ladl 4Lzs| - A/B testing

4 Junall dgaslly 1Syl zaly - Affiliate programs
4 Junsll doMsll auwl @lalS - Brand keywords

2 Junsll yoill opue 5] - Bullseye framework
alSlyadly Jedl yyshi - Business development
7 Juoall

1 Junall wiadl 4531 - Carryover effect

2 Jnall olgisll uiyi - Channel ranking

10 Juasll 3Ll gizs - Channel saturation

3 Jundll §gud) 5Lal decMo - Channel-market fit

6 Junsll gaizall <Ly - Community building

5 Jundll cgimally 3191 - Content marketing

10 Junall z3J1 luall - Critical path

Juasll wlus| 44lSs - Customer acquisition cost
8 Juaall

9 Junsll Juasll da3l4)l 40,8l - Customer lifetime value
10 Junall fpdeal oy slacsdl - Diffusion

10 Juasll $5lall 0305 - Diminishing returns

1 Junall Jeasll JI Jsodll - Distribution

3 Junsll ewsSall pMed] - Earned media

1 Jesall dgyall - Elasticity

6 Junall Jiluyllg 1yl dsswcdl - Email marketing

6 Jundll 3y0S dwrig)l - Engineering as marketing
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