
AD EXCHANGE/OPEN 
EXCHANGE 
A digital marketplace that 
enables advertisers and 
publishers to buy and sell 
advertising space, often 
through real-time auctions

01
AD SERVER
A digital store of content that 
will serve ads to pages and 
apps. Ad servers upload the 
ad to the webpage and target 
the most relevant ad to a 
particular user

02
AD TAG
Code snippets generated and 
provided from a web source 
that contain information on 
how the ad will be displayed

03
AD UNIT
These are the actual 
specifications for the ad in 
terms of dimensions and 
formatting

04

BID REQUEST
A real-time bidding (RTB) 
request sent from the ad 
server to the buyer for the 
auction of an ad impression

05
CLICK-THROUGH RATE
A ratio showing how often 
people who see your ad end 
up clicking it. Calculated by 
clicks divided by impressions

06
COMPLETION RATE
The percentage of a video 
ad the target audience 
watched from start to finish. 
Calculated by total views 
watched to completion 
divided by total views 
commenced

07
CONVERSION
A predetermined action 
intended to be completed by 
ad audiences. Each time the 
audience of an ad performs 
this action (e.g. newsletter 
sign up) a conversion is 
counted

08
COST PER  
ACQUISITION (CPA)
A performance-based ad 
purchasing model that 
requires an advertiser to pay 
when an action is completed 
as a result of the ad (e.g. user 
completes a sale or makes an 
enquiry)

09
COST PER  
CLICK (CPC)
A metric for determining the 
dollar value an advertiser 
pays for each click generated 
(on average). Calculated by 
dividing total amount spent 
on ad campaign by clicks 
generated

10

COST PER  
THOUSAND (CPM) 
(Why the ‘M’? Cost per ‘Mille’ – 
Latin for thousand)

A measure of the cost of 
serving 1000 ad impressions. 
This provides the advertiser 
with the value of an individual 
ad impression. CPM is also 
a standard measure for 
purchasing display ads – 
inventory is usually sold on a 
CPM basis

11
COST PER VIEW/COST 
PER COMPLETED VIEW  
(CPV/CPCV) 
A metric for determining the 
dollar value an advertiser 
pays for each view generated 
(on average) or each 
completed view generated. 
Calculated by dividing total 
amount spent on a video ad 
campaign by total views (or 
total completed views)

12
CREATIVE
This is the actual 
‘advertisement’ that the 
audience will see when the ad 
is served. Usually in the form 
of a code snippet, file or link

13
DEMAND SIDE  
PLATFORM (DSP)
A marketplace for ad 
inventory that combines 
multiple ad exchanges into 
a single interface. Buyers 
will bid for the purchase of 
inventory

14
IMPRESSION
A measure used to count the 
number of times an ad has 
been served

15
INVENTORY
The ad space available on 
web pages or applications 
that the publisher makes 
available to sell to advertisers

16

DIGITAL & 
PROGRAMMATIC 
TERMINOLOGY 
CHEAT SHEET 
Ever wondered what all those digital and 
programmatic terminologies and the seemingly 
never-ending list of associated acronyms  
actually mean? Wonder no more!

We’ve prepared a cheat sheet to explain  
33 of the most common ones. 



OVERLAY ADS
An ad that appears in the 
video player while content is 
playing and covering a part of 
the screen

19
POST ROLL
Once the feature video has 
ended, the video ad position 
will serve

20
PRE-ROLL
Before the feature video has 
started, the video ad position 
will serve. Typically shorter in 
duration than mid or post-roll 
(6 or 15 seconds)

21
PRIVATE MARKET- 
PLACE (PMP)
An invitation only RTB 
auction where publishers 
invite a select number of 
marketers to bid on their 
inventory

22

PROGRAMMATIC
Describes the purchase of 
digital advertising space 
automatically (including 
display, video, audio, and 
even OOH), with computers 
using data to decide which 
audiences to target, ad 
spaces to buy and how much 
to pay for them based on 
the campaign brief and KPIs 
loaded into the DSP and/
or PMP

23
RATE
The price that the advertiser 
is being charged to deliver 
guaranteed line items

24

STANDARD  
IN-STREAM ADS
A video ad format that is 
non-skippable

31

REAL-TIME BIDDING 
(RTB)
The buying and selling of ads 
in real-time through auctions 
held in DSPs, SSPs, or ad 
exchanges

25

UTM (URCHIN  
TRACKING MODULE)
A URL-based code that 
allows tracking of digital ad 
performance (by platform, 
targeting, creative content 
and/or ad size) in Google 
Analytics

32

REMARKETING
Remarketing is a way to 
connect with people who 
previously interacted with 
your website or mobile app

26

VIEWABILITY
Industry standard as to what 
constitutes an ad view – 
determined if 50% of your 
display ad is in view for 1 sec 
or more OR if 50% of your 
video ad is in view for 2 secs 
or more

33

REMNANT INVENTORY
Unsold inventory that is not 
contractually obliged to 
deliver a desired number of 
impressions. Can also refer to 
unsold inventory that can be 
purchased at the last minute 
for well under market value

27
RETARGETING
Sometimes used 
interchangeably with 
‘remarketing’, but can also 
mean following an audience 
within a website or ad 
network with additional ads

28

SKIPPABLE  
IN-STREAM ADS
A video ad format that allows 
users to skip an ad after a 
certain amount of time

29
SUPPLY SIDE  
PLATFORM (SSP)
A technology platform that 
enables digital media owners 
to sell their inventory space 
to a DSP inventory request

30

LOOK-A-LIKE  
AUDIENCE
A way to reach new people 
who are likely to be interested 
in your business because 
they exhibit similar attributes 
to your existing customers. 
This is often done by creating 
an audience based on the 
cookies stored temporarily by 
websites or by uploading an 
actual customer list

17
MID-ROLL
An ad that will serve during 
another video or interaction. 
An example might be an 
ad that plays 2 minutes 
into a long video (typically 
used within a digital TV 
environment)

18

If you’d like any more 
help with digital and 
programmatic, let us know.

Our media team would be 
happy to help you.

Give them a call  
04 384 5994 

or email  
hello@gslpromotus.co.nz


