Business

Lounge Screen
- 7" TVC

Advertising appears on a loop with
news content. Flight information is
also displayed on these screens.

Specifications:
Creative approval & file submission

Airports have very strict display requirements so
you must follow the Airport Content Guidelines
(at the end of this document) and send all files to
us for approval at least 10 working days prior to
campaign commencement to allow time for any
required changes fo be made.

For animated campaigns we must receive the full
digital file for approval - storyboard, sketches or
static images will not be approved.

All digital files should be delivered by email or if
over 10mb you can contact us for details of our
fransfer service.

Animation - HD MPEG-4 Video

¢ Media files should be sized to screen resolution
2732 pixels (w) x 768 pixels (h).

e 32:9 Landscape format.

¢ File format is MPEG-4/H.264 AVC at 20Mbps.

¢ Frame rate for all media is 25 as per PAL standard.

¢ Max duration is 7 seconds.

¢ Maximum file size 21MB.

Static content - JPEG
e JPEGs should be saved with maximum quality
settings to minimize compression artefacts.

*« Media files should be sized to screen resolution
2732 pixels (w) x 768 pixels (h).

e 32:9 Landscape format.

* Files need to be saved at 72dpi.
e File formatis JPEG.

* Max duration is 7 seconds.

e Maximum file size 21MB.

Animated content production service

Supply us with the working files for your static
artwork and we will produce a high-impact,
professional animation ready for display on the
oOh! Digital network.

Questions? Need more information?

Contact your oOhl Campaign Delivery Executive.
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Qantas Lounge WiFi advertising guidelines

oOh! has developed Digital Advertising Guidelines
to provide a comprehensive overview of advertising
opportunities within the Qantas Lounge Wi Fi
environment. This document intfends fo sef out
generalrules (DOs and DON'Ts of advertising

with oOh! in the Qantas Lounge) and includes
pointers to more specific documents and product
specification where applicable and intends to be
consistent with the latest IAB Australia guidelines.

oOh! standard Qantas Lounge digital ad units
include the units of the Interactive Advertising
Bureau's (IAB).

Creative Approval & File Submission

All material for the Qantas Lounges must be airport
approved prior to display. This process will take up
to 5 working days. Qantas Lounge have very strict
display requirements so you must follow the Content
Guidelines (af the end of this document) and send
all files to us for approval at least 10 working days
prior fo campaign commencement to allow fime
for any required changes to be made. For animated
campaigns we must receive the full digital file for
approval storyboard, sketches or static images will
not be approved. All digital files should be delivered
by email or if over 10mb you can contact us for
details of our transfer service.

Delivery address
Please contact your Client Services Coordinator

Deadline
10 working days prior to campaign
commencement.

Qantas Lounge Wi Fi creative guidelines
Advertising creative material must noft:

¢ destroy, disrespect or pretend to be content

e contain nudity, profanity, violence

e contain strobing effects and rapid image
sequences

e contain uninitiated sound

e contain reference fo Qantas or Frequent Flyer
program (without explicit approval from
Qantas/FF)

e disable form fields, navigation or other site
functionality

* contain program calls to another site or
executable file set third, fourth etc. party
cookies for pre or retargeting purposes is not
permitted.

Advertising creative material must:

* be of sufficient quality i.e. meeting professional
design standards, using suitable image
resolutions etc.

¢ leave users to remain in full control of rich media
units, i.e. able to terminate, shut down or minimise
overlays, players efc.

¢ include a 1px solid border with at least 20%
contrast against its environment. Note that
custom and integrated ad shapes and
executions may be excluded at the discretion of
oOh! or Qantas.

¢ include -in case of media rich and interactive
creative — a static or animated (please refer
to platform specific requirements) fall back
creative format to be served to users with low
powered devices, without sufficient plugins or
where JavaScript disabled.

Additionally

* oOh! or Qantas reserves the right fo remove or
request the removal / revision of any creative that
is deemed unsuitable.

e 0oOh! or Qantas may at its absolute discretfion
refuse to publish any advertisement.

* oOh! or Qantas reserves the right to reject
/ remove any rich media ad from rotation
that does not meet creative specifications,
contravenes guidelines or adversely affects
site performance other ad placements or user
experience.

Building, Hosting & Reporting

oOh! will host/ adserve and report on the creative
unit due to the requirements for content control
within the Qantas Lounge.
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Airport content guidelines

The airport authorities must approve all creative

due for display on all airport sites prior to installation.

oOh! will advise of approval/non-approval within

5 working days. Print of static material must not
proceed without airport approval and installation
of all sites will not proceed unless approval has
been granted. The advertiser/advertising agency is
responsible for providing the creative for approval
fo oOh!

The airport authorities maintain strict controls over
the subject matter and general appearance of all
advertisements. The guidelines forming the basis
on which advertising copy may be rejected are
set out below. These guidelines are not meant to
be exhaustive and may be added to, amended or
varied from time to time throughout the period of
the License Agreement:

All advertising shall comply with the relevant
Commonwealth and Statfe legislation.

All advertising shall comply with voluntary codes of
conduct established by the advertising industry.

The advertising of cigarettes and tobacco products,

including any reference to brand names or to
smoking is not permitted.

The advertisement should not display any obscene
or offensive material or any material with political,
religious or racial overtones nor hold any exhibition
of obscene or offensive nature or with political,
religious or racial overtones.

Advertising that is, oris likely to be, offensive (as
decided by the airport authority) is not permitted.

Advertising that imitates or may be confused with,
terminal directional or information signs, either by
shape, size or colour is not permitted.

Advertising that does not conform to a standard
considered suited to a prestige location is not
permitted.

The licensee must not display any advertisement
that would be in conflict with the retailing objectives
or would prejudice the interests of the retailers,
airlines, service providers and franchisees operating
in the terminal.

Advertising shall not conflict with the Terminal
directional signage.

Advertisements should be made up of
approximately 80% pictorial content and 20%
advertising copy.

Foreign language content within the advertisement
will be permitted only where a translatfion in English
appears of the same size.

Advertising must be suitable for exhibit for all
ages. Suitable suggests that while the products
may not be appropriate for use by children the
advertisement presentation must be morally or
ethically correct.

Advertising must avoid text messages in areas
adjacent to safety information, security checkpoints
and arrival and departures informational signage.

Advertising should not attempft to duplicate or
imitate airport graphic text or symbol standards in
any type, style, colour or layout.

Terminal directional and informational signage
should have preference over advertising graphics
if issues of congested signage and information
overload occur.

Advertising must avoid prices being highlighted or
prominent in creative.

Prices may be featured only within the text of the
ad and in standard size font.

In addition, the following guidelines apply to
advertising on sites at Qantas terminals:

No reference to political or religious or any other
potentially controversial advertising.

No price based advertising.

No naming of competitor airlines, products or
services.

No photos of competitor aircraft, brand or product.

No reference to relationships, loyalty agreements,
frequent flyer programmes with or utilising
competitor airlines.

No retail brands to be placed within reasonable
proximity of a competitive retail outlet within the
terminal.

Retail precincts can not be named on a retail
brand’s creative.

No naming of competitors to Qantas Loyalty
Partners.
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