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CAMPAIGN OPTIMIZATION
The process of using campaign goals and key performance 
indicators such as benchmarks for determining budget shifts 
to take advantage of top performing placements.

CONTEXTUAL DATA 
Data related to the content and context of the specific 
webpage where the advertisement is run. (Interactive Advertising 
Bureau of Canada)

CONTEXTUAL ADVERTISING (or Targeting)
Advertising on a website that is targeted to the content on
 the page. Contextual advertising scans the text of the website 
for keywords and targets ads based on those keywords. 
This tactic can be used for text or display ads. (Interactive 
Advertising Bureau of Canada)

COOKIE SYNC (or Cookie Match)
A method of enabling data appending by  linking one company’s 
user identifier to  another company’s user identifier. This allows  
advertising platforms to identify users coming  from third-party 
sources such as ad exchanges  and DMPs. Because cookies can 
only be read  by the owner of the domain by which they were set, 
every company in the programmatic ecosystem has unique cookie 
IDs for each user (i.e. two ad serving companies may have different 
cookie  IDs for the same exact user). The cookie syncing process 
makes it possible for multiple parties (i.e. a DSP, an SSP and a DMP) 
to map each other’s IDs, allowing them to share datafreely and 
recognize the same user.
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AD EXCHANGE 
A virtual marketplace where participating suppliers (such 
as publishers, ad networks and other exchanges) sell their 
impressions to eligible buyers. The adexchange announces 
each impression, in real time, and asks buyers if they are 
interested in buying said impression and at which price. 
(Interactive Advertising Bureau of Canada)

AD NETWORK 
Aggregated unsold inventory from any number of publishers 
available for purchase through a singular platform.

AD SERVER 
A technology that stores display advertisements and delivers 
them to website visitors.

AD VERIFICATION (also Audience Verification) 
A service that confirms if an ad ran only where it was intended 
to by the advertiser. It is often used to ensure brand safety, so 
that an ad does not appear on an inappropriate page or site. 
(Interactive Advertising Bureau of Canada) 

AGENCY TRADING DESK (ATD) 
A services department or arm of an agency that oversees 
programmatic buying. Many agency holding companies have 
trading desks. Agency trading desks (ATD) use demand side 
platforms (DSP) as a tool for programmatic buying.  
A company (not owned by an agency) that uses DSP 
technology to provide programmatic and auction buying 
services is generally known as an independent trading desk or 
media trading desk. (Interactive Advertising Bureau of Canada)

AGGREGATED INFORMATION
Data combined from many individual users that does not identify 
any single user. (Interactive Advertising Bureau of Canada)

ALGORITHM
A process or set of rules to be followed in calculations  
or other problem solving operations, especially by a computer. 
For example, search engines use algorithms to determine the 
order of search results. Advertising technology vendors use 
them to calculate and optimize campaign performance.

ANONYMOUS INFORMATION
Data points that do not identify a specific person, such as age  
or gender. (Interactive Advertising Bureau of Canada)

ATTRIBUTION MODELING
A methodology for linking marketing activities to specific 
outcomes such as an online product purchase. Attribution 
modeling typically analyzes the degree to which different blends 
of media exposure, across different channels, generate results. 
This can establish causality to properly credit each media 
channel for its impact on the final outcome.

AUDIENCE BUYING
The ability to purchase online advertising impressions targeting 
users with specific attributes in real-time as they visit various 
websites.

AUDIENCE DATA
Consumer data that is provided by a first-party such as a 
publisher or a DMP or other third-party data sources. This term is 
frequently used in reference to an advertiser’s own retargeting 
list or to data coming directly from a publisher, which is available 
at the moment an ad impression is made available.

AUDIENCE INTELLIGENCE
The use of first and third-party data to determine an advertiser’s 
audience. (Interactive Advertising Bureau of Canada; Internet 
Advertising Bureau, 2013)

AUDIENCE SEGMENT
A data group that has common demographic attributes, habits or 
behaviors. These segments are used to target online advertising 
campaigns.

AUTOMATED GUARANTEED (also Guaranteed Reserved)
A fixed number of ad impressions purchased on a specific web 
page prior to the scheduled run date.
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BID MANAGEMENT
A method of using historical data and analytics to determine bid 
price for different types of online ad inventory. This concept can 
also be applied to paid search.

BLACKLIST
A list of domains that an advertiser will not permit their ads to 
be placed on. These sites usually contain content that does not 
align with the advertiser’s brand image. The opposite of this is 
whitelist. (Interactive Advertising Bureau of Canada)

BRAND SAFETY
The process of ensuring that an advertisement does not display 
next to content that could negatively impact that advertiser’s 
brand.  This is done by analyzing data about the page and site 
the impression is on, such as keywords, categories, domains and 
more.  (Interactive Advertising Bureau of Canada)
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COST PER THOUSAND (CPM)
Pricing model for purchasing media. It is the price per  
one thousand impressions.

CROSS-CHANNEL
A strategic approach focusing on the experience created for each 
individual customer as they journey through life and across devices.

CROSS-DEVICE
Is the ability to target the same consumer, from one device  
to the next.
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DATA MANAGEMENT (DPM)
A centralized system for gathering first-party data, integrating with 
third-party data and applying this data to an advertising strategy. 
Advertisers use DMPs to analyze clicks and  impressions and 
gain insights while planning  media buys to build data segments 
for targeting.  Publishers use DMPs to gain audience insights, 
target more precisely (to add value and attract higher CPMs on 
impressions) and sell data, among other reasons. (Interactive 
Advertising Bureau of Canada)

DEAL ID
A buyer and seller identifier for private programmatic advertising 
deals. The  Deal ID incorporates all of the agreed upon parameters 
of the agreement including: targeting, rates, and avails.

DEMAND SIDE PLATFORM (also Dynamic Creative Serving)
The process by which an ad is inserted into a page in response 
to data about the user. Dynamic ad placement allows alteration of 
specific ads on a page in real-time. It permits multiple ads to be 
rotated through an ad space, served by a template creative. 
For example, an advertiser may show a certain creative and 
message to one user, but then show something completely different 
to another user because of differences in gender, age, location or 
more. (Interactive Advertising Bureau of Canada)

DYNAMIC PRICING
The purchase price for an ad impression that is determined via a 
realtime auction rather than a predetermined fixed rate.

DYNAMIC CPM (DCPM)
The approach to winning ad impressions by allowing advertisers 
to operate within a variable cost method (between a set floor and 
ceiling price) where the CPM bid decreases or increases in real-time 
based on the optimal value of the impression. (Interactive Advertising 
Bureau of Canada)
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FIRST-LOOK (also First-Look Impressions or First-Look Inventory)
The process by which an ad is inserted into a page in response 
to data about the user. Dynamic ad placement allows alteration of 
specific ads on  a page in real-time. It permits multiple ads to be 
rotated through an ad space, served by a template creative. For 
example, an advertiser may show a certain creative and message to 
one user, but then show something completely different to another 
user because of differences in  gender, age, location or more. 
(Interactive Advertising Bureau of Canada)

FIRST-PARTY DATA
First-party data is generated when a cookie is placed on a website by 
the owner (publisher) so that the owner can recognize return visitors 
to the website. (Interactive Advertising Bureau of Canada)

FREQUENCY
The number of times in which an ad is served to an individual viewer 
within a given window of time. Often tracked by day, week, month, 
and campaign lifetime. ‘Frequency capping’ is the act of setting a limit 
to the number of times an ad or campaign is shown to the same user 
within a certain period of time. For instance, rules can be set to only 
show ads to each user three times per 24  hour period.
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HYPER-LOCAL TARGETING
A method for targeting ads to customers based on their vicinity
 or location. Targeting techniques can encompass a variety of  
data including geolocation, contextual element of media, 
user preferences and more.
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LOOK-A-LIKES (also Audience Modeling)
The process by which an ad is inserted into  
a page in response to data about the user.  Dynamic ad placement 
allows alteration of  specific ads on a page in real-time. It permits 
multiple ads to be rotated through an ad space, served by a template 
creative. For example, an advertiser may show a certain creative and 
message to one user, but then show something completely different 
to another user because of differences in gender, age, location or 
more. (Interactive Advertising Bureau of Canada)

LONG TAIL PUBLISHERS 
Small publishers or commercial websites with traffic levels that 
(generally) fall below the comScore 1000. These websites usually 
cover niche content or merchandise categories.
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NON-REMNANT INVENTORY
Inventory sold directly by a publisher to an advertiser.  
Remnant inventory is usually sold by a third-party.
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PIXELS (also Tags or Beacons)
1x1 pixel tags on websites that track users’ locations and activities 
online, such as a registration or conversion. Some are powerful 
enough to know what a user  types on a particular site.

PRIVATE EXCHANGE OR PRIVATE MARKETPLACE
A virtual marketplace operated by sellers to represent their  
high value or premium inventory, providing programmatic access  
to select buyers (via a DSP) who agree to transact based on  
pre-negotiated terms (e.g. flight dates, floor prices, auction types, 
budgets, etc.). True private exchanges offer access to inventory 
that is not otherwise  available within the open market.

PROGRAMMATIC DIRECT
A reserved (guaranteed) buy with fixed rates negotiated directly 
with the publisher and  executed in programmatic environments 
using Deal ID.
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REACH EXTENSION (also Audience Extension)
A process by which a publisher helps advertisers find more targeted 
audiences, besides the  ones already visiting a publisher’s owned 
and  operated properties, on other sites. In this case, the publisher 
would be selling ad inventory on other sites to the marketer.

REAL-TIME BIDDING (RTB)
An automated process that enables advertisers and agencies to buy 
and sell digital media assets (display, video, mobile, social, etc.) via 
auction in real-time, at the impression level. This is made possible 
through an RTB pipe (and API) that provides  a server side connection 
into an inventory  source that pushes impressions, in real-time, to 
eligible buyers.  (Interactive Advertising Bureau of Canada)

REMNANT INVENTORY
Ad space or impressions that a publisher is unable to sell directly so it 
is turned over to a third-party (ad network, ad exchange, SSP, etc.) for 
resale. It can also be referred to as ‘unsold.’ (Interactive Advertising 
Bureau of Canada)

RETARGETING
The act of gathering data on a web visitor and then serving an ad 
to that visitor on another website based on their online behavior. 
Data for this tactic is derived from the cookie that was placed on the 
visitor’s computer upon the initial website visit.
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SECOND PRICE AUCTION
An auction where the winner of the impression typically pays one 
cent above the second  highest bid (also known as a Vickery auction).

SELL SIDE PLATFORM (SSP)
An entity which facilitates the sale of a publisher’s inventory (direct 
and remnant/unsold) through  ad exchanges, ad networks, agency 
trading  desks, agencies, advertisers, and other SSPs.
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TAGGING
The process of placing a pixel on an advertiser’s website or landing 
page to “tag” or track user visitors. This allows the advertiser to then 
re-market offers  to the visitor via email or other marketing channel.

THIRD-PARTY DATA
Third-party data is generated when a cookie is placed on a website 
by a third-party, such as an ad server or data provider. Information 
from these cookies is collected and can be used to place users in 
one or more segments, based on their online activity. These cookies 
are used to target advertisements and segment audiences. 
(Interactive Advertising Bureau of Canada)
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USER ATTRIBUTE
Data about a user that is stored in a behavioral profile which may 
be used to match ad content to that user. Attributes can consist 
of demographic  information (age, gender, geographical location), 
segment or cluster information (auto enthusiast), and retargeting 
information (visited Site X two days ago).
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VIEWABILITY (also Viewable Impressions)
Viewability is an online advertising metric that aims to track only 
impressions that can actually be seen by users. The Media Ratings 
Council’s standard for a viewable display impression is a minimum of 
50% of pixels (of the ad) in view (within the browser) for a minimum 
of one second. For example, if an ad is loaded at the bottom of a 
webpage but a user doesn’t scroll down far enough to see it, that 
impression would not be deemed viewable. (Digiday, 2014)
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WIN RATE
The number of impressions won over the number of impressions bid.  
(Interactive Advertising Bureau of Canada)

WHITELIST
A list of web sites that an advertiser will permit its ads to be placed 
on. Websites not on this list will not be used to display ads for the 
advertiser. The opposite of this is blacklist. (Interactive Advertising 
Bureau of Canada)

Y

YIELD OPTIMIZATION
Method relied on by publishers to determine what their ad 
impressions will be worth and  how to manage the flow of inventory 
to  maximize revenue.
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