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1) Introduction

Tablets have delivered on their promise to revolutionise the way we consume content, in
the home, at work, at school and while travelling.

Ten percent of the Australian population has a tablet device, and based on growth
projections the market is expected to grow rapidly and become mainstream in 2012.
Research conducted in March 2011 before the launch of the iPad 2, reveals that more
than 20 percent of tablet owners use their device to read newspapers and books, and
watch TV and film, while 55 percent play games®.

Key Tablet Facts
9 iPad has 98% of tablet traffic in Australia
9 1.13 million tablets were sold since launch in early 20103
T 39 % have 3G
9 Estimates that the tablet market will grow to 4.7 million devices by 2014

More recent usage information provided by Fairfax Media apps show the following: *

IPad

Ownership

84% own aniPad : It's ashared device: 93% purchased 39% have 3G.
for personal use partners (54%) it outright 61% rely on Wi-Fi
and children (33%)

@ s

Telsyte Media Tablet Study 2011 Update
2 pWC: Australian Entertainment & Media Outlook, 2011 Edition

Telsyte Media Tablet Study 2011 Update

* Fairfax Media Tablet Survey, conducted from 21% October to 30" October through the Sydney Morning
Herald and The Age apps, with a sample of 9,424.
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As the tablet market matures, the marketing and advertising opportunities are becoming

apparent. As evidence of the tabl et tablatr ket 6s pr omi
advertising networks are beginningtoemergeover seas. At this stage o
development in Australia, iPad advertising opportunities are sourced by approaching

individual publishers, however in 2012 we expect that iPad advertising networks will

emerge.

Advertisers need to understand how to be involved at this early stage, to learn, innovate,
and build long lasting and deep connections with consumers. Reviewing the recent
survey from Fairfax Media, we see how important being involved in tablet advertising is,
with consumers conducting a variety of retail focused activities such as researching a
product to buy (91 percent of surveyed), searched for a store (82%) and buying a product
71% of those surveyed :

Usage

Women and men are accessing the iPad the same amount of times,

however women are spending more time per session than men.

How often are you on your iPad? How long would you spend on your tablet each week?

Once 5% 2 36%

amonth o, 4%

3 32%

Couples of 6% -1
times a month 0%

20%

15% 15%
10%
I 3%
_J

iD 10— Zu

@-

In Australia there are very few studies analysing the impact of iPad advertising on brand
metrics and purchase intent, so we have gathered the latest information from Australia
and around the world to give a first look at why and how iPad advertising works.

throughx

H LR\

The peak digital industry body, AIMIA, has written this guide to Tablet Advertising with
specific considerations in mind which are to:
1 support the optimal experience for consumers,
1 simplify the creation and delivery of advertising on the tablet devices,
1 reference and harmonise with international trends in tablet advertising,
1 and develop guidelines where appropriate that reflect specific Australian
conditions and behaviours.
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The Tablet Advertising Guide offers recommendations to agencies and advertisers on
how to make their advertising more effective and engaging. It focuses on the more
mainstream advertising options including in-application advertising and site advertising.

If you would like to contribute to the evolution of standards for tablet advertising in
Australia, please contact tablets@aimia.com.au or the AIMIA national office on tel: +612
9248 7900. Although these guidelines are intended to cater for the rapid changes
occurring in this area and be device agnostic, as new devices are launched into the market
and behaviours change, the recommendations may change. We anticipate that the
guidelines will be reviewed periodically as the tablet advertising industry matures.

2) Tablet Advertising Overview

Tablets are the fastest growing segment of consumer electronics today as demonstrated
by the chart below demonstrating a comparison on product uptake.

Table 1: Product Diffusion in Australia

100
90
80
70

50
40
30
20

10

o 1 2 3 4 5 6 7 8 9
Years in market
s DV D player s Plasma or LCD screen TV Digital Set Top Box
= MP3 Player =——iPod = Digital Video Camera
= Digital Camera over $150 Tablet

(Source: PWC: Australian Entertainment & Media Outlook, 2011 7 2015)

Tablets were picked up by early adopters as an entertainment and content consumption
device, but their use has been extended into education, B2B, corporate communications,
pharmaceutical, and field sales and support sectors. The widespread adoption is complete,
with 77 percent of tablet users reporting usage of their tablet for actions which they
would have previously used a laptop or desktop computer.®

® The Nielsen Company, Q1 2011, Mobile Connected Devices Report
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This trend away from PCs is confirmed by the down rating of personal computer
shipments to grow by less than 3 percent compared with the number of tablets shipped,
forecast to grow by 17 percent in 2011.°

a) The Australian tablet market

With the iPad currently at 98% of tablet traffic in Australia (96% in US and 88%
worldwide), it created the market and is winning the tablet wars. However, the tablet
segment also includes Android tablets such as the Samsung Galaxy, and cross over
devices such as the Amazon Kindle Fire (released in November 2011 in the US, no
Australian date announced). With news that Nokia will launch a tablet device mid 2012
based on Windows 8, there may be more realistic competition in the wings.

In Australia 1.13 million tablets were sold since launch in early 2010, according to
research conducted by Telsyte in June 20117, Telsyte estimates that the market share for
tablets will grow to 4.7 million devices by 2014.

Table 2: Australian media tablet audience projections 2010 i 2014

2010 (e) 0.3 0.38 2%
2011 (f) 1.5 1.75 8%
2012 (f) 2.5 2.88 13%
2013 (f) 3.5 3.92 18%
2014 (f) 4.7 5.17 24%

Source: Telsyte Media Tablet Study 2011 Update

6 IDC, September 2011 Worldwide Quarterly PC Tracker:
http://www.idc.com/getdoc.jsp?containerld=pruS23032211

! Telsyte Media Tablet Study 2011 Update
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b) Tablet Advertising opportunities

Tablets offer two main advertising opportunities: through the internet browser, (directed
to either standard or tablet optimised web sites) or via applications.

Internet browsing accounts for the majority of tablet usage to date, according to
Forrester®, with only 16 percent using apps more than internet browsing. Nearly 50% of
tablet users claim to spend an even amount of time between apps and internet browser,
therefore we would recommend marketers and advertisers use both opportunities.

The incursion of tablets usage into every day activities is obvious with the rapid growth
of impressions, as provided by Google AdMab.

Google Display Network: iPad Usage in Australia
B AdMob Network Impressions
» 500
é 450
E 400
350
300
250
200
150
100
50 .
- Q2'10 | Q3'10 | Q4'10 | Q111 | Q2'11 I Q3'11

As with any other campaign, use appropriate channel planning strategies, and consider
iPad as part of an integrated marketing campaign.

1AB Industry Report : tabvertising iPad and other tablets: the advertising and marketing opportunities
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3) Benefits of Tablet Advertising

Tablet advertising is unique. It gives advertisers the best of quality print design,
combined with the colour, sound and movement of TV and video, with the interactivity
of digital to engage the consumer in deeper conversations.

It offers a powerful creative challenge and the opportunity to do something different as it
involves the senses of sight, sound and touch. And by using the native features of the
device such as swiping to unlock, video & camera, voice-activation 1 it can offer a rich
experience that is unparalleled on other consumer electronic devices.

Being a digital channel, tablet interactions are also trackable, and allow publishers and
advertisers to have dialogue and responses with consumers in or close to real time.
Advertisers benefit from having a great proportion of the screen real-estate devoted to
their brand message as compared to online advertising. In some cases advertisers will
also have a higher share of voice as the market is less crowded.

Sponsorship of tablet apps offers advertisers a cost-effective way to align themselves
with utility or entertainment based content, and gives something of value to the
consumer.

Benefits of rich media

Interactive ads tend to generate stronger engagement, message involvement and therefore
higher purchase intent more than static ads. ° This US study confirmed that the digital
magazine format can enhance advertising engagement, and facilitates consumer interest
in the advertised product, based on interactivity.

Google has also reported impressive interaction rates from beta trials of rich media ads,
Coldwell Banker and Reebok reported interaction rates of 7% and 6% respectively. Gilt
which is still running its campaign is seeing 15% interaction rates.™

And as new devices roll out with improving screen resolution, the impact of high quality
graphics and design is significant. As well as being a visual medium, tablets are very
immersive by nature due to the larger touch screen, and improved audio capabilities.

° Alex Wang, Ph.D,University of Connecticut: Digital Ad Engagement: Perceived Interactivity as a Driver of
Advertising Effectiveness, based on testing of interactive ads in the May 2010 issue of WIRED Magazine in
both print and iPad editions.

Google Admob http://googlemobileads.blogspot.com/2011/06/in-late-may-admob-commemorated-its-
one.html
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Animations in the ad banner function well to grab attention, but ensure that these work
when the device is online (using wifi or3G), as well as offline.

The rich media possibilities are endless. Consider using video, audio, page flips, rich
interactive pages - including vertical or full page slideshows, animations, social media
integration such as sharing on twitter or facebook, links through to microsites, or native
apps built specifically for the brand/ advertiser.

Seamless ecommerce integration is a reality, with "Buy n o vbdttons linking to iTunes or
specific microsites.

Tablets also make possible activities such as 360 degree rotations of products

4) Overview of Screen Dimensions and Screen Real Estate

The iPad is the standard bearer for tablet advertising, and is a proxy for the function of
advertising on other tablet devices.

The iPad screen size, when held in portrait or vertically is 768 pixels horizontal by 1024

pixels vertical (an aspect ratio of 3:4) and vice versa when rotated on its side in landscape
or horizontally.
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Some publications retain the status bar at the top of the screen that contains the time,
status of wifi and 3G. This reduces the content area by 20 pixels. See below for an
example from Australian Gourmet Traveller (published by ACP Magazines).

GOURME

French indulgence IR \\IJ\I R

Rich chocolate & hearty flavours

Melbourne's best bistro food MASTER \J‘
Tony Bilson: my favourite recipes L THE MACARON

PIERRE HERM

e A

VOYAGE OF DISCOVERY

plus PETER MAYLE'S PROVENCE
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5) Ad Formats

Advertising opportunities are either browser based or app based and the same advertising
formats may be available on both. At this stage of the development in the tablet market,
there are no standard or mandatory ad units. The purpose of this document is also to help
guide publishers as to the most effective ad units to enable efficiencies and scale across
publishers to deliver reach.

Tablet advertising formats can be placed into the following broad categories:
1 Display
7 Search
1 Video

To take advantage of the rich media capabilities, tablet advertising needs to cater for
when the device is online (using wifi or3G), as well as offline. Your developer or
platform provider will advise whether animation or rich media ads can operate offline if
the SDK is cached.

We 61 | i nv e s tadvgrasinggfornatk ie more detail, amdptovide examples:
a) Display
Display formats can be either app based or site based. The availability of these formats
will vary from publisher to publisher with other formats emerging in 2012.
i) Full page interstitials
Full page interstitials with creative options including static, multipage, carousel and
video advertisements. These particularly suit interactive magazines and news apps.

See the example following of an Adidas 360 ad from FourFourTwo Australia iPad
Magazine (creative is supplied by Publisher, Haymarket Media)

Sponsored by: Supported by:

b, (el e

Page 11 of 36



8

AIMIA'

TOUCH FOR VIDEO

AdMob is also offering rich media ad formats including branded video, image galleries
and 360 degree images.
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i) Banner ads

Banner ads as used on the web are more familiar to agencies and publishers, and
increasingly are becoming transferable to applications. These suit free versions of games
or utility apps when the paid version does not show the ads.

Some publishers are extending the use of online advertising formats such as MRECs and
leaderboards to site-based content. These banners are click to expandable, generally to
full page ads, with the following actions available:

A Chap teweb

AClick/tap to iTunes

A Cltap toMaps

A Cltap tw\Kdeo

A Chtap te Download App

Several advertising sizes and formats have gained traction including:
1 MREC 300 x 250 pixels
9 Leaderboard 728 x 90 pixels.
Other advertising platforms such as AdMob also offer the following ad unit also based on
IAB standards, which can be utilised in either text and tile (35 characters) or image units
9 Standard banner at 468 x 60 pixels

Some examples of click to expandable formats follow:
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Click to Downloadapp from Nightstand app.

motoring Comricons rom Pact a5

We've done your homeloanwork. [Frryregy HSBC <> ‘-‘

¥ Your savings could really add up.  csmmn

carsales.com Ltd.

Motoring

motor._igg

HSBC €X» ™~
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b) Video

The video opportunity is still to be fully realised, as devices are continually evolving.
Publishers are only beginning to consider utilising pre-roll however that will not be in
market until early to mid 2012.

And what is possible on one device is not necessarily available on another, so the creative
needs to fully tested as it may behave differently depending on the operating system.
Given these complexities sufficient lead time for development and testing is required so
speak to your agency or developer.

A major difference with the iPad, is that, unlike the iPhone, the video can play within the
frame of the ad or screen, without loading a separate video player.

C) Search

To provide tablet users with a custom Search experience, Google has launched
customised ad interface for tablet devices. The number of ads which show will now be
dependent on the orientation of a tablet:

1 There will be a maximum of 3 top ads above search results when the tablet is in
landscape

9 There will be a maximum of 3 top ads when the tablet is in portrait.

1 There will also be a maximum of 3 ads at the bottom of search results, regardless
of tablet orientation.

Tablet users can experience a tablet optimised version of Google.com designed to
maximize the screen real estate of a tablet and be easy to navigate via touch.
Furthermore, optimised text ad layout, with bigger spaces between creatives and links
make ads more clear, reduce the impact of accidental clicks, and ensure that users are
clicking on the most relevant ad to their query providing an overall very effective Search
and Advertising engagement.
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Android Add
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webQS Add

Carriers and Wi-Fi
All avallable carriers and Wi-Fi
@) Let me choose..

= Wi-Fi traffic Add

Australla
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Selected operating systems

i0s Remove

Selected carriers
Optus Mobile (Ausfralia)

Telstra (Australia)

Vodafone (Australia) Remowe

3 (Ausfralia) Remaove

¥ Your ads won't show on deskiop and laptop computers.

Your ads won't show on mobile devices.

Save Cancel

xk

SF's Top Restaurants - Up to 70% Off San Francisco's Best
www.bloomspot.com/San-Francisco
bloomspot.com is rated 104 reviews

Discover The Best Restaurants

SF Dining Specials | GiltCity.com
www.giltcity.com/San-Francisco
SF's Most Exclusive & Luxurious Restaurants Up to 75% Off. Sign Up!

San Francisco » Restaurants - Yelp
yelp.com/c/sf/restaurants

reviewed for in San
like:PieTisserie, The Galley SF, S8F Grill, Salama Halal Meat, ..
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6) Creative Design Principles

Tablet advertising opens the door to a multitude of creative options by combining the best
of print, digital and TV with a strong call-to-action to help drive purchase intent. 1 t 6 s al |
about rich media.

Advertising must respect the user and the environment he or she is in. In the case of
magazine or news style apps or content, publishers seek to recreate a very rich editorial
experience, so the advertising needs to be mindful of context and relevance.

Creativity is essential, as the tablet, like mobile, is a very personal and intimate device

even though it may be shared amongst several people. Creative options available vary

from publisher to publisher and could include using video to demonstrate a product, links

to the adverti s erlihitdonetbysurimagipation. VCs, and i s

We have gathered some recommendations for creative advertising execution that apply to
both in-app and browser based campaigns including:
a) Design for both landscape and portrait orientations or include an animation to
guide users to a particular orientation/rotation.

b) Ensure that typeface and font sizes are readable and legible
c) No flickering animations/strobing effects

d) Content can be authored in HTMLJ5 or in some cases a proprietary format. Many
publishing platforms have the ability to display HTML5 ads or in the native
format of the publishing platform. Until HTML5 content is a reliable cross
platform format it may be best to use the same tools and platform the publisher is
using. In 2012 HTMLJ5 ads are expected to be more cross platform.

e) Apps may operate in an offline mode in which case a dynamic call to an ad server
is not possible. Modern publishing platforms may download content when online
for reading when offline e.g. The SMH app and The Australian App, therefore
while interactive ads designed around brand awareness will continue to work
offline, calls to action such as filling out a form will not work when offline.

Magazines, in particular Apple Newsstand magazines, mostly work completely
offline as the content is downloaded automatically by the app in the background.
This means a larger sized creative can be used than if on a website as the loading
time for the ad unit is eliminated. Never the less ad creative should not be more
than 5 MB.
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f) Be mindful of size of image files:

i) Photo-realistic images should be in JPG format, which provides the best
compression

i) GIF or PNG formats are generally used. PNG images have higher quality, but
are generally larger in size. If you need to use PNG images, you should use an
image optimising utility (e.g. PNGCrush) to compress them as much as
possible

iii) You can use CSS tiled backgrounds and WebK:it gradients to help reduce
overall file size

iv) Daily creative file size limit is 1.2MB regardless of the number of executions
in rotation. There needs to be a trade-off between rich media executions and
file weights. It is critical to ensure that ad loading does not impact on app
performance.

g) Build an iPad optimized landing page or nicro-site. Some publishers will
suggest that ads are linked to a campaign based landing page or microsite where
you can showcase videos, photo galleries and other interactive assets. Options that
you may be presented with:

1) Some publishers will insist that this is a closed environment and needs to
i ncl udeora @ koot dréct users back to the main site.

i) In other cases where there are external links, publishers will force the user
outside of the app into Safari or the iTunes store

h) Tell a story. Tablet advertising presents an opportunity to engage deeply with a
consumer and to tell a brandds story

i) Variety. We recommend using variations of creative for landscape and portrait to
keep readers interested.

J) Use the native functions of the deviceuch as swiping, video and the
accelerometer (tilt the tablet to change the content). For higher end devices, the
GPS function is enabled and therefore opens up the opportunity for location based
marketing.

k) Develop madefor-tablet creative assetsAvoid repurposing advertising used for
other media. By nature the tablet has rich media capabilities and interactivity so
do not disappoint the consumer who is expecting to see something different.

I) Guide users.tis still a very new device and environment so give clear
instructions to users who may be unfamiliar with navigation etc, and tell them to
tap, slide to unlock or view 3D. Use of Icons is recommended however they
should be clearly visible, intuitive and state whether more content or additional
functionality can be found.
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m) Brand iconography on the first frame. Research suggests that high visibility of
brand on the initial frame of the app will resonate better, so enlarge the brand logo
in order to stand out more on the larger screen**

n) Use bold colours and tonesNith highZesolution screens it@ important to grab
theu s eatétsent i on with strong colours and
user.

0) If possible aop video to the aspect ratioof the device Most video is shot in 16:9
(widescreen) but the iPad screen is 4:3 (the same as a TV before widescreen). To
avoid black bars above and below the video it should be cropped. This may not
be desirable with content such as movie trailers which are shot to fully utilise
widescreen 16:9

p) Portrait video shot in 3:4 of a person talking to camera is particularly effective
for conveying a one to one personal touch.

g) Best practice social media sharing

7) Branded applications

Sponsorship and branded applications are a feasible alternative to advertising restricted
by ad units. Sponsorship offers more control, contextual relevance and 100% share of
voice particularly for new apps. However the availability and offer will vary from
publisher to publisher.

In order to make the sponsorship work for you as the advertiser, you will also need to
consider the discovery strategy, either using an active search strategy, integration with
social media, using Twitter and Facebook links, and advertising, using some of the
opportunities discussed earlier.

8) Media and metrics

In addition to standard metrics, discuss what other metrics are available with the
publisher or platform provider. Metrics are only meaningful if they relate to the specific

1 Dynamic LogicAmerican Family Insurance; A tablet ad effectiveness case study:
Branding on the iPadpp pla:ormhttp://www.dynamiclogic.com/docs/petfase
studies/2011/06/21/DynamicLogic_CaseStudy AMFAM_iPad.pdf
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campaign objectives. While there is much discussion about measuring engagement the
following metrics may be useful:

1 Sessions - A session is one use of the application by an end user.

1 Active Users- An active user is defined as a user that has had a session with your
application on a specified day.
New Users - A new user is a user who has just started using your application.
Session length - The session length is defined simply as the length of time
between the start application event and the end application event which can vary
by platform.
Frequency of use - how many times/ day/ week/ month
User retention - User retention is a measure of how long a given user remains an
active user after they are a new user.
1 Number of pages viewed - The session page views is defined as the number of
detected user interactions with the tracked navigation structures in the application.
Impressions
Downloads
Interactions/clicks include:

o read is having the page open for more than 5 seconds

0 interacted is clicked anything on that page.
1 Time spent
1 Video completion rates

T
T

= =4

E N

Third party analytics packages such as Google analytics, or the inclusion of small
tracking pixels can also be implemented.

It is still early days for third party ad serving, however, it is evolving rapidly and we
expect it to be viable in 2012.

9) Measurement

Audit Bureau of Circulation and the Circulation Audit Board are currently working on the
measurement and aggregation of digital readership including tablets which is expected to
be launched in late 2011/early 2012. This development will rapidly drive the launch and
expansion of news and magazine apps and websites optimised for tablet devices.

10) Technical Guidelines for Advertisers

There are actually 3 states of operation: offline, online with 3G, and online with wifi.
Despite the low cost of 3G data packages for tablets in Australia, and the increased usage
of tethering for non-SIM devices

A note on Newsstand
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Apples Newsstand, introduced in 10S5, is a new way to discover and consume iPad
magazines and news apps. Newsstand has the ability to automatically download new
content over wifi even if the user has not opened the news/magazine app. In other words
it's possible to push content to iPad users. This means that download speed and 3G costs
are less of a concern. Larger file sizes for creative can be used; a good rule of thumb is to
allow up to double or triple the file sizes below which are for non-newstand apps.

iIPad

Android/Samsung Galaxy

Size

Portrait: 3:4 768px Wide x 1024px High
Landscape: 4:3 1024px Wide x 768px
High

Creative must be supplied in these
formats, as they cannot be resized.

Android screen sizes vary greatly but
the following aspect ratios are
dominant

Portrait: 9:16 Landscape: 16:9

Image formats to be
supplied

JPEG, PNG, PDF
Max file size 200kb
RGB

Creative formats to
be delivered

4 images to be supplied to cater for

portrait and landscape orientations :

1 one set for when in online mode,
and

1 one set for when the device is in
static or offline mode

Creative restrictions

[ 1 No tappable creative within 150
pixels width on the left and right
edges of the screens.

[ ] Leave 20 pixels at the top of image if
the app is showing the carrier/status bar.

[ 1 Do not use any creative that depends
on the hover function in HTML.

Content authoring

HTML5
No flash

Sponsored by:
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Screen resolution

1024 x 768

132 dpi

\Varies greatly depending on the size
of the device from 800 x 480 to 1280
x 800

Standard Banner

units

IAB standard banner units:
1 MREC 300 x 250 pixels
1 Leaderboard 728 x 90 pixels
7 Standard 468 x 60
Each image asset should be no larger
than 40k

AdMob formats:
72Xx72 image tile and a 38x38 image tile
require 35 characters of text

Action button required

Video format

h.264 codec in MPEG 4 or .mov

Preroll or autoplay i 15 seconds
duration is best practice, but up to
maximum of 30 seconds

User initiated videq i.e. film trailer
can be up to 2 minutes in duration.

In some apps video can be embedded in
which case it can be viewed offline or it
can be hosted by client provided
streaming server

Some platforms allow for the video to
play directly in the ad unit: meaning
that the video plays within the ad unit,

i nstead of being
native video player (e.g., QuickTime for
iPad).

h.264 codec in MPEG 4

11) Commonly Used Terms

Ad Formats
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Following are commonly used online advertising banner formats. These formats can be
delivered in either text, graphic or video versions with a URL link; check with your
publisher for size and rich media limits.

1 A Leaderboardis 780 X 90 pixels in dimension. It typically lies between the
masthead (the title area at the top of a Web page) and content. Leaderboards are
thought to offer advertisers a great deal of space in a prominent position without
intruding on content.

1 MREC or medium rectangle is 300 x 250 pixels is a widely supported format

{1 Standard banner is 428 x 60 pixels.

Ad Spacewithin an application that has been reserved for the display of advertising. Its
dimensions and location within an application typically define an ad space and can vary
by publisher, or application.

Android is an operating system for mobile devices such as smartphones and tablet
computers. It is developed by the Open Handset Alliance led by Google.

Buying terms

1 CPM (Cost Per Thousand) ZOnline advertising pricing model, where the
advertiser pays on the basis of impressions. CPM refers to the cost per thousand
(Aper milled) 1 mpressions of a particul ar

1 CPA (Cost Per Action) ZOnline advertising pricing model, where the advertiser
pays for each specified action (a purchase, a form submission, and so on) linked
to the advertisement.

1 CPC (Cost Per Click) ZOnline advertising pricing model, where the advertiser
pays for each specified click on a particular advertisement.

1 CPT (Cost Per Time) ZOnline advertising pricing model, where the advertiser
pays for an advertisement to be placed in a particular location for a set amount of
time.

Expandable banner/click to expand Fixed online advertising placements that expand
over the page in the response to user action eg: mouseover. See also Rich Media.

HTMLS5 is the next-generation of HTML (Hypertext Markup Language). HTML5 is a
collection of still evolving standards around modern web technology such as HTML, CSS
and Javascript. The most common browser engine on tablets is the WebKit browser
which is available in Safari and in iPad and Android apps. However the conformance of
WebKit to HTML5 greatly varies across operating systems of both Apple and Android
tablets therefore extensive testing is required.

HTMLS5 is designed to provide a comprehensive application development platform for
Web pages that eliminate the need to install third-party browser plug-ins such as Java and
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Flash. HTMLS5 provides support for 2D graphics, document editing, drag and drop,
browser history management, video playback and local file storage.*

In-app Advertising. Any ad space unit that is delivered within an application (closed
environment). Advertiser traditionally | ever
existing audience to reach potential target.

Forms of in-app ad units include:-

1 Non-active/non-highlighted/static means that the ad unit is visible on screen, but it
is not clickable.

1 Active/highlighted/non-st at i ¢ means that the ad unit i
can click on it for more information.

All ad content is contained within the application and storesinteractiondata from within
the ad on the device and sends it back to the server when the device next connects to
the internet via wifi.

Interstitial Ads - Which appear between two content pages. Also known as splash pages
and transition ads. See also Rich Media.

iPad Interaction Terminology

Common gestures on the iPad include a touch or tap, which are exactly what they seem: a
touch or tap on the screen with one finger. This action is similar to a mouse click on a
computer.

1 Along pressis when you touch and hold an item on your iPad screen, which
often brings up additional options, much like right-clicking on a computer.

1 A swipeis a horizontal or vertical drag across, up or down the screen with your
finger. This is used to scroll the display or delete items in a list.

1 A pinch is a gesture in which you drag your fingers closer to each other across the
screen. You can also reverse the pinch gesture, spreading your fingers away from
each other. Pinches will zoom your screen view in or out, and can perform other
actions within specific apps.

Freemiumrelatestocontentor apps sold in the app store fo
to check out the basics of an app or game for free, with upgrades available for a price.

i0S
The operating system that powers the iPad, iPhone and iPod touch is called iOS. The
company along with software developers refer to it as the i0OS firmware. Firmware is

12 Definition from PC Magazine
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software designed specifically to work with certain hardware and components. Apple
continually improves the i0S platform, pushing out periodic updates to iPad users
through the iTunes desktop client.

Media tablet: a computer device with a 5 to 12 inch touch screen designed for media
content consumption. The device is typically optimized for simple navigation and use.
Tablets do not use a traditional desktop computer operatiing system. Often their OS is a
Unix-like OS such as Darwin, Linux or QNX. For the purposes of these guidelines Tablet
PCs (e.g. those running Windows 7) are not included. Devices under 5 inches in size are
considered smart phones and are not included in these guidelines.

Push notification

Push notification allows an app to notify you of new message, edition or event without
the need to actually open the application, similar to how a text message will make a
sound and pop up on your screen.

Rich Media - is the collective name for online advertising formats that use advanced
technology to harnesses broadband to build brands. It uses interactive and audio-visual
elements to give richer content and a richer experience for the user when interacting with
the advert.

SDK or software development kitis a set of software development tools that allows for
the creation of applications for a certain software package, e.g. Apple has an iOS SDK.

Universal Apps
A universal app is an app that runs on both the iPhone/iPod Touch and the iPad.

Web based tablet/ iPad Advertising

Ad space that recognizes a user is browsing the web on a iPad /Tablet device and will
serve content or message specific to that hardware. Provides an opportunity for engaging,
interactive advertising that takes full advantage of high-end tablet capabilities while users
are browsing the internet.

Wi-Fi vs 3G. These both refer to the ways a given iPad model can connect to the
Internet.

"Wi-Fi Only" models have no hardware to connect to cellular data networks, while "Wi-
= 3G" models have a hardware and software configuration for a data network.

The 3G refers to the cellular data technology, which is considered to belong to the "third
generation" in its development.
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Some applications will recognize user connectivity and serve appropriate ads to manage
user experience (i.e. will not serve larger files if not connected via Wi-Fi to manage user
experience)

12) Resources

a) Further reading

1) Fairfax Digital iPad Advertising Guidelines
http://adcentre.fairfaxdigital.com.au/guidelines/guidelines.dot?id=11463

i) News Digital Media iPad Advertising Guidelines
http://sops.news.com.au/adspecs/NewsDigitalMedia_AdSpecifications.pdf

iii) 1AB Prevailing Mobile In-Application Advertising Formats, Version 2,
Released 22 March 2011

iv) IAB USA Tablet Buyers Guide, October 2011
http://www.iab.net/media/file/|ABTabletBuyersGuide.pdf

v) Google AdMob T iPad specifications
http://creative.admob.com/specs/pdf/ipad_banner.pdf
http://creative.admob.com/specs/pdf/ipad_cpc_text.pdf
http://creative.admob.com/specs/pdf/ipad-branded-video.pdf

vi) AIMIA i Australian Mobile Phone Lifestyle Index
http://www.aimia.com.au/ampli

b) Contributors

We thank the following for assisting with the development of these guidelines:
MogenerationT OomphHQ.com: Keith Ahern, CEO and Lisa Walton, Marketing
Director

Google Mike Kofi Okyere, Mobile Ads Lead, Google Australia & New Zealand
Snakk Media: Andrew Jacobs, Director of Mobile Media APAC; and John Galloway,
Consultant

Optus: Richard Knott, Digital Revenue & Partnerships Manager

Ikon Communications: Jason Kendal, Communications Director

Fairfax Media: Mark Dando, Mobile Market Development and James Moore, Mobile &
Tablet Sales Manager

Maxus Global: David Gaines, CEO

Commonwewalth Bankof Australia: Jen Davidson, Executive Manager - Media &
Business Affairs

Venture One Claudia Sagripanti, Director

Telsyte Foad Fodaghi, Research Director
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13) About AIMIA

Founded in 1992, AIMIA is the peak industry body for Digital Content, Services &
Applications in Australia and has been driving the discussion on Tablet advertising
guidelines in Australia. AIMIA is devoted to the commercial development of the industry
as a whole and to the commercial development of the distinct AIMIA members and
AIMIA member groups. (www.aimia.com.au.) AIMIA also founded and supports the
Interactive Advertising Bureau in Australia (http://www.iabaustralia.com.au). Through
the AIMIA Mobile Industry Group we produce guides to mobile advertising and the
AIMIA Australia Mobile Phone Lifestyle Index.
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14) Appendices

Example of interactive app for The Drum Media (published by StreetPress) with game elements.
Creative by Oomphhg.com
P
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Vodafone puzzle competition ad from Fitness First iPad Magazine Nov/Dec 2011 issue..
Creative by Oomphhg.com

Unleash your music

Complete the puzzle to win an HTC Sensation XE

\

FONE AND

VIN AN

on XE

ieatsaudio.

ABER AND
TO WIN AN

<
A SENS N,

New Smartphone.

New network.

Connect to Vodafone today.

TAP HERE
% for terms and conditions about this giveaway. Power to you
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Renault Ad from various ACP, Haymarket, Street Press and Active Media Group
magazines. Creative by Oomph in collaboration with Mobeseek

a) Tap tochoose a car

RENAULT

Tap for more

WHICH SIDE ARE YOU ON?
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b) Tap to explore features

Media Gallery

Colours

Specifications

> CHANGE SIDES

Tap each for more

u Tap and hold
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EVEN FROM A DISTANCE,

IT'S EASY TO SEE HOW

ROOMY THE FLUENCE IS. *
IT'S SMOOTH, MODERN,

STYLISH SILHOUETTE
COMPLEMENT THIS
GENEROSITY. ITISA

TRULY COMFORTABLE

CAR, WITH ONE OF

THE MOST SPACIOUS

INTERIOR SPACE IN
ITS CATEGORY.

> ROOMINESS

Tap each for more

COMFORT IS VITAL,
REGARDLESS OF
DISTANCE. THAT
IS WHY RENAULT

FLUENCE OFFERS A

COMFORTABLE DRIVE
THANKS TO GENEROUS
PROPORTIONS
AND A FULL RANGE
OF EQUIPMENT
. DESIGNED TO MAKE ANY
** JOURNEY A PLEASURE
FOR YOU AND YOUR
PASSENGERS.

> COMFORT

THE NEW RENAULT
FLUENCE COMES
STANDARD WITH

BLUETOOTH AUDIO

STREAMING,
MULTIMEDIA
CONNECTION BOX
(AUX INPUT & USB
SUPPORT) AND
HANDS-FREE CARD.
JUST KEEP THE RENAULT

KEY CARD WITH YOU,
AND THE CAR WILL

AUTOMATICALLY LOCK;
AND UNLOCK ITSELF.

> TECHNOLOGY

>

8
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> ’ Features

Media Gallery

Colours

Specifications

> CHANGE SIDES

u Tap and hold

Sponsored by:

|ab

australia

Supported by:

i media ederetion

of australia

Page 32 of 36



L g "A
AIMIA'

c) Swipe through the Media Gallery

. Features

] Media Gallery

‘_ Colours
> | Specifications

Scroll image left > CHANGE SIDES

u Tap and hold
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> BACK

d) Swipe through the available colours

VENETIAN RED

Features

Media Gallery

Specifications

> CHANGE SIDES

u Tap and hold
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e) Tap to book a test drive

Renault - Book a test drive "oone |
@ DRIVE THE CHANGE ;
RENAULT
RENAULT RENAULT RENALLT
CARS SPORT VANS
CHOOSE YOUR RENAULT MODEL
[ Fluence u
CONTACT DETAILS
Title
[ Miss =]
First Name*
)
Last Name*
)
My preferred number”
)
Address*
)
Suburb/Town*
)
Postcode* State/Territory”
] (AcT =]
Email
)
O Please sign me up for the Renault E-newsletter
CJI have read and agree to Renault's
Sponsored by: Supported by:
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f) Searchexample provided by Google

11:27 AM
flowers - Google Search

[_G m www.google.com/s

Web Images \ Maps News Shopping Gmail more ~

GO SIC flowers

Flowers at 1-800-FLOWERS® - Same Day Delivery Available.
100% Satisfaction at 1-800-FLOWERS.

Same Day Delivery - Best Selling Flowers & Gifts - Birthday Flowers

www.1800flowers.com/Flowers

FTD® Official Site - $19.99 Flowers Today | FTD.com
Shop FTD®'s 100th Anniversary Sale.
www.ftd.com

FTD.COM - Flowers Online | Roses, Fresh Flowers, Plants and Gift ...
Apr 18, 2011 - Order flowers online for same day floral delivery. Shop for flowers,
chocolates, roses, gifts and gift baskets by occasion, season or get ...

Sympathy & Funeral - Under $35 - Birthday flowers - Customer Service

www.ftd.com

Flowers Delivered - Send Flowers Online, ProFlowers Flower Delivery
Send flowers with ProFlowers, your online florist. Offering nationwide flower delivery.
Birthday flowers, graduation flowers or any occasion.

Birthday - Sympathy - Roses - Just Because

www.proflowers.com
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