
 

 

    
 

CTV Ad Glossary 
 

 
The streaming surge and expansion into AVOD and FAST services has resulted in advertising growth, 
specifically connected TV (CTV advertising). With CTV advertising, advertisers can engage with viewers 
in multiple ways and test the most effective types of ads. Below is a list of the various types of CTV ads. 
 
360-degree Videos: immersive videos allowing viewers to interact with the content by changing their 
perspective; most effective for showcasing products or immersive storytelling. 
 
Addressable TV: ads using new technologies to show different ads to different households watching the 
same CTV content.  
 
Audio: audio-only ads play during audio streaming services on CTV platforms; effective for reaching 
viewers who listen to music or podcasts. 
 
Augmented Reality (AR): AR ads incorporate augmented reality elements into the viewing experience, 
allowing viewers to interact with digital objects or information overlaid on their screens. 
 
Companion: companion ads may appear in parallel with linear or nonlinear ads. Companion ads 
display in different forms, from static images and text to rich media and creatives wrapping around the 
screen.  
 
Contextual video: ads that are relevant to the content and context of the video being watched.  
 
Display: static or animated banners that appear on the home screen, menu, online, or other 
placements on the CTV platform. Display ads on CTV provide the same experience as display ads on the 
web without interfering with streaming. 
 
Dual Screen: (also known as “second screen”) displays a stream of ads on a second screen. 
 
Dynamic Ad Insertion in CTV (DAI): DAI technology allows advertisers to serve personalized 
advertisements to individual viewers based on their profile and viewing behavior. This enables highly 
targeted and relevant ad experiences. 
 
In-stream (or Linear Video): appear when users consume video content in the digital space. In-stream 
ads can resemble traditional TV ads since they are aired in three formats when users watch movies or TV 
shows: pre-, mid-, and post-rolls. They can appear before, during, or after content, and can be used to 
drive viewers to landing pages.  
 
Interactive: ads shown to a specific audience and include actions for viewers to take.  
 



 

 

Mid-roll: interrupt the show or movie in the middle of streaming long content, like a linear TV 
commercial break. 
 
Non-linear: (also known as overlay ads) appear alongside video content, running concurrently without 
disrupting content playback. These include small static images, texts, videos, or animated media with 
call-to-action buttons or clickable links. Picture-in-picture ads are a type of non-linear CTV video overlay 
advertising.  
 
Non-skippable: do not provide an option to move to the streaming content instantly. Viewers have to 
watch an advertisement until the end: approximately 15-30 seconds. 
 
Post-roll: appear at the end of the streamed video. 
 
Pre-roll: play before the main video content. Sometimes, viewers can skip an ad after several seconds 
or watch the full version of the advertisement before they can access the content.  
 
Skippable: allow viewers to omit an advertisement after a few seconds. Amount of time varies, but 
typically 3 or 5 seconds. Advertisers pay when a certain percentage is watched but not if an ad is 
skipped. 
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