
Getting Started
with OTT

7 THINGS
TO KNOW



What is OTT?

OTT refers to "Over the Top" and it's the 
way by which video content and advertising 
is delivered across platforms such as a CTV 
(connected TV), desktop, mobile, tablet, 
gaming device, or any other way people 
stream and consume content.
 
In the past 12 months, consumer behavior 
has shifted more towards streaming. 
Approximately 63% of all TV viewership is 
through streaming. So if you aren't utilizing 
OTT, then you could be missing out on a 
large portion of audiences.
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How is this di�erent from advertising on my local TV stations?

1

OTT provides incremental reach, which allows you to target potential customers that you 
wouldn't otherwise be able to reach through traditional TV viewing experiences. The viewer 
experience and engagements may be di�erent across platforms. When streaming, most users 
are watching content deliberately (versus passively) and they are engaged with the content 
and programming, even during advertising breaks.

In regards to reach, consumers are spending more time streaming and most have "cut the 
cord" on cable. OTT advertising is an e�cient way to extend reach and ensure that we are 
displaying across all devices.

Consumers want to watch on demand - where they want, when they want.



Targeting Capabilities

Because OTT’s online/digital nature, we 
have access to thousands of data points 
about our viewer. With this data, we are 
able to build a targeted audience which 
allows you to connect with your most 
relevant audience.
 
Imagine: You are the person responsible 
for increasing college enrollments. If you 
walk into a room of high school students 
and ask everyone interested in furthering 
their education to raise their hands, you 
can then immediately start having 
conversations with them.
 
OTT uses this same concept!
1 https://www.samsung.com/us/business/samsungads/insights/
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Or, if you are a Toyota dealer, you can tailor your message to di�erent sets of customers.
As an example: Tom is a Toyota truck owner looking to upgrade. He streams ESPN, listens to 
Pandora, and gets the news online. We’ll show Tom your Toyota truck ads on ESPN, Fox, CNN, 
Pandora, and other programs he views/listens to. Tom’s next door neighbor, Nadia, is an SUV owner 
comparing new SUVs. Nadia is bilingual, streams Bravo TV, is a heavy listener of podcasts and 
occasionally listens to Spotify. You can target Nadia with Toyota Highlander ads as she’s viewing 
programming or listening to audio.
 
Each viewer sees your relevant messaging in the environment they prefer and therefore, most likely 
to act. Information such as age of car, ending of lease, in-market activities, parts or service signals 
- we can connect the data from 76+ data partners to build your most relevant audience.
 

Own a solar company - let’s talk to people in-market for solar panels.

Running a political campaign? We can talk to registered Republicans, registered Democrats, 
Independents, Swing Voters, Eligible Voters, etc. 

Working to increase repeat business? Advertise to your customer list and lookalike audiences.

There's a wealth of information out there that is being tracked, which we can use to build audiences 
and ensure that we are reaching the right person at the right time.
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OTT Placements
Where would my OTT ads show up?

With OTT advertising your ads can show up 
wherever your potential customer is engaging 
with media - TV, mobile, tablet, desktop, etc. So 
that could be anything from watching a live 
game on your phone with the ESPN app; Or 
watching live TV on your Hulu app; Or streaming 
local news. Basically, any place that you can 
stream long form content that allows 
advertising.
 
It’s also important to note that not every OTT 
advertising provider runs solely in longform 
episodic content or premium inventory. You 
should question where your OTT partner gets 
their inventory: Are they using a direct deal 
through a partner, or are just buying up 
inventory through an exchange? Premium 
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inventory typically revolves around creating 
speci�c private deals. That's really the only way to 
ensure that you're running across the inventory 
and platforms you want.
 
There are a lot of partners out there that say they 
have premium inventory and long form, but it 
could just be a short video clip and not actually 
long form.
 
So you need to question where they're getting 
their inventory from and how is it being served. Is 
it through a DSP? Is it through an exchange?



Data driven choices are available with 
geographical targeting in OTT. Do you know 
where your customers are, what parts of town, 
or which zip codes you need to increase 
business? OTT advertising gives you the ability 
to target on zip code, counties, DMA, state 
and country. This is  used for advertisers that 
have insight about where their audience is and 
where their consumers are expected to come 
from. It's also a great way to conquest. So if 
we know that someone is shopping at partner 
A, but we want them to switch, we could start 
to target them based on where they are.
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Geotargeting
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Video is a great way to create brand awareness and 
consideration, specically with OTT. There's not alot 
of opportunity for people to actually click on the 
video ads. If you want them to go to your site, or to 
take a specic action after they've seen the ad, they 
would have to take that action on their own.
 
As an example, after your potential customer sees 
your video ad, they would then need to go �nd 
your website independently. While this does 
happen naturally, a better way to increase site 
visits and engagement is to add a cross-channel 
display campaign.
 
We can message someone that we know has seen 
our video ad, and then serve them a display ad to 
drive some sort of action, such as clicking through 
to the website.

Cross-Channel
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Audio is a compliment to video. Streaming is on 
the rise there as well. Consumption is very strong 
and it's just getting stronger, especially within 
the podcasting space. Online audio listeners are 
listening to 16 hours of streaming audio per 
week. And all of this inventory is accessible 
through programmatic buying.
 
Again - with audio, this is a format that 
consumers don't always have the opportunity to 
engage with, unless there is a companion banner 
ad that is served with the audio spot. So it's a 
great place for us to serve them a display ad 
after they've been exposed to the "brand 
awareness" type of advertising with audio. With 
cross channel advertising, you can provide a 
customer centric marketing plan - showing your 
consistent message where and when the 
potential customer is consuming media and is 
most likely to convert.
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Bots are becoming more and more prevalent 
within the OTT space. If your OTT advertising 
partner is not blocking bot tra�c, you could be 
wasting half of your ad budget.  Look for a 
partner that works with 3rd party veri�cation 
companies to monitor and block bot tra�c.  
Ampli� by The Moran Group works with 
HUMAN to provide an extra layer of 
protection, ensuring that impressions are 
showing to people (not bots).  HUMAN is the 
global leader in bot mitigation, bot prevention, 
and fraud protection, verifying more than 5 
TRILLION online interactions every week. 
Through HUMAN we analyze every impression 
in real time and block impressions from 
showing to a bot.  This ensures you pay to 
show ads only to your relevant audience and 
are not paying for waste. 

2 In�nite Dial 2021 by Edison Research and Triton Digital

Bots and Fraud
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Con�rming the goals and outcomes of the 
campaign before launch will ensure that 
success can be tracked and measured.  There 
are various tools and studies that can be used 
to measure success based on the goal.  For a 
larger brand campaign we can run a brand 
study to understand the incremental lift in 
branding of those that were exposed to your 
ads. For local businesses, store visits and 
o�line sales can be tracked and measured with 
scale.  Key actions on websites such as 
purchases, form leads, calls, product listing 
pages, etc.  are also tracked and used to 
optimize campaigns. In addition to outcome 
and results, Ampli� also measures the 
following metrics to ensure your campaigns 
are being optimized to meet your goals:

How do I measure
success? Unique reach (across channels) and 

frequency (per person)

Form leads by campaign
Key actions breakdown
(goals vary by client)

List of top apps and websites by 
impressions delivered

Breakdown of streaming app 
impressions and spend, cost per 
completed listen/view, and performance 
metrics by audio and video campaigns

List and interactive map of top zip 
codes by impressions delivered
Days between �rst ad exposure and 
conversion

Frequency to conversion



Con�rming the goals and outcomes of the 
campaign before launch will ensure that 
success can be tracked and measured.  There 
are various tools and studies that can be used 
to measure success based on the goal.  For a 
larger brand campaign we can run a brand 
study to understand the incremental lift in 
branding of those that were exposed to your 
ads.  For local businesses store visits and 
o�line sales can be tracked and measured with 
scale.  Key actions on websites such as 
purchases, form leads, calls, product listing 
pages, etc.  are also tracked and used to 
optimize campaigns. In addition to outcome 
and results, Ampli� also measures the 
following metrics to ensure your campaigns 
are being optimized to meet your goals:

ABOUT

 by The Moran Group:

Ampli� is audience-�rst advertising across premium channels. Ampli� targets your 
most relevant customers when and where they are most likely to convert. Ampli� 

utilizes the buying power of The Trade Desk, along with data and media 
partnerships. The Moran Group’s experienced team of Media Buyers, Media 

Planners, and Digital Performance Specialists utilize Ampli�’s Arti�cial Intelligence 
capabilities for predictive targeting and optimizations (pre-optimize your 
campaigns before you even spend a dollar). The experienced team works 

strategically in conjunction with Ampli�’s AI technology to yield the best results. To 
learn how Ampli� can bene�t your media plan, contact info@themorangroup.com.


