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INTRO TO CONNECTED TV
The television viewing experience has drastically changed over the last decade due to the rapid 
evolution of digital technology. More and more people are cancelling their cable and satellite 
subscriptions, but that doesn’t mean that they have stopped watching their local news, live sports, 
or their favorite shows! Smart TV’s, streaming players, and gaming consoles have enabled viewers 
to stream all of their favorite content on their big screen TV’s without paying for a pricey cable or 
satellite subscription.

Over-The-Top (OTT) vs Connected TV (CTV):
What’s the difference?
Over The Top (OTT): video content that is delivered though an internet connection rather than a cable, satellite, 
or broadcast provider. The content is viewed on multiple devices: computers, phones, tablets, and televisions.

Connected TV (CTV): a subcategory of OTT. Like Over The Top, CTV ads are delivered through an internet 
connection rather than a cable, satellite, or broadcast provider. However, CTV ads are viewed only on televisions.

At Follow The Eyes, we use a Connected TV strategy to reach people on TV monitors with :30 non-skippable 
ads. We prefer to build a separate strategy for video ads on smaller screens (laptops, tablets, and smart phones) 
that usually includes a :10 or :15 video running on YouTube, video pre-roll, and social media.

Source: Neil Patel Source: Neil Patel

What if you could combine the user experience and impact of television advertising 
with the precise targeting and affordability of digital advertising?
Connected TV advertising gives marketers the ability to target specific audiences using 
first and third party data to serve ads to their ideal target audience. 

Pay TV vs. Non-Pay TV Households in the U.S., 2013-2023 
millions

Note: Pay TV households are households with a 
subscription to traditional pay TV services, includes cable, 
satellite, telco/fiber operators, multiple system operators 
(MSOs), and excludes IPTV and pure-play online video 
services (e.g., Hulu, Netflix, YouTube, etc.).

Pay TV Households

Non-Pay TV Households

63% of people aged 18-34 watch live 
streaming content regularly.

60% of viewers will do an online search 
while watching a live stream.
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Access to Amazon Fire TV 
inventory

+ MORE

Targeted behavioral 
audiences at scale
(deeper insights than just demo)

Access to Hulu inventory 
without minimums

Access to OTT cable 
network inventory within 
local markets

Connected TV 
retargeting capabilities

Target a flexible 
geography by DMA, 
zip code, or state

THE FTE DIFFERENCE

CONNECTED TV REACHES
202 MILLION PEOPLE
EACH MONTH
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We Buy Our CTV Inventory Only from Select National Partners and Network Providers, 
with a Neutral Stake in What Providers Our Buys Come From

OUR PARTNERS



What devices are users accessing content from?

Streaming Players Gaming Consoles Smart TV’s

+ MORE

TYPES OF VIEWERS

WAYS TO VIEW

CORD STACKERS
Age 46+
Example Services: cable and Hulu on their smart TV

Consumers who watch and subscribe to both traditional television 
services and one or more CTV streaming services

CORD CUTTERS
Age 31-45
Example Services: Amazon Fire TV on their tablet

Consumers who have canceled traditional cable and/or satellite TV 
services in favor of streaming on-demand TV content through OTT 
devices

CORD NEVERS
Age 18-30
Example Services: ESPN through their Xbox

Consumers who have never subscribed to traditional media television 
outlets; these people have grown up in an on-demand world where 
streaming TV content is second nature



CUTTING WASTE OUT OF YOUR
ADVERTISING PLAN

VIDEO SPECS:
• Size Ratio: 16:9, 1920×1080
• Length: 30 seconds 
• File Format: .mp4 or .mov
• File Size: Max size 200MB
• Frame Rate: Must be constant; 23.98, 25, 

or 29.97 FPS
• Bit Rate: Greater or equal to 2500 KBPS

Home Office: Florida Office:

Minnesota Office:

AUDIO SPECS:
• Overall Mix Level: 10db to -14db
• Dialogue: -12db to -15db 
• Music: -18db to -22db
• Sound Effects: -10db to -20db with 

occasional spikes up to -8db

Connected TV targeting capabilities provide advertisers with the opportunity to pinpoint their target 
audience with video ads. Unlike traditional television advertising, you can regulate who sees your ads 
by determining your targeted audience.
Traditional Television Advertising: 
You are buying a specific television program
Connected TV Advertising: 
You are buying a specific audience

Identify geography, age, gender, and unique behaviors of your target audience. 
Tailor your video content and messaging specifically to your targeted audience.

CTV ADVERTISING BEST PRACTICES
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