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Online Advertising Format:

Advertiser Exclusive Emails cont’d

Product Specifications

Email Content Guidelines
An email consisting entirely of a linked image it NOT recommended, as today’s email platforms block images

Subject lines should be provided by advertisers and made as enticing as possible

There MUST be a call to action above the first 400 pixels (height) of the email

Text for subject line must be provided and can not exceed 60 characters 
(We reserve the right to modify subject line text)

Advertiser subject line will be followed by “A globeandmail.com advertiser exclusive”.

Any links to PDF, Word documents or other non-traditional “web page” links within an email
MUST be clearly identified

We also offer the ability to design, create and deliver your e-flyer or e-newsletter 
to our opt-in database of globeandmail.com subscribers.
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Rich Media Creative
– Production Notes

Video:
In-page or standard ads that incorporate video, may have the video play automatically.

Audio and Expandables:
In all cases, the general rule is that until a user interacts with a rich media banner, it acts just like a
regular banner. In order for the banner to play audio, or to expand, the user must click or mouse
over it.

Audio on/off, Video play/pause/stop, and IAB standard CLOSE box option in top right location are
required if applicable to creative.

All out-of-the-box units are generally delivered via the banner space, or via the main ad unit on the
page (where banners are not present). We use Doubleclick DART ad serving technology.

Exact specifications for rich media types are below:

Do not send code with <html>, <head>, <title> or <body> tags.

Please include a target=_blank attribute in all <a href>, <form action>
and <area> tags, as well as in click throughs embedded into Java or Flash.

In order to track clicks on forms, method=get must be used. (Forms with method=post are able to
run through DART, but we cannot track clicks on them.)

Please test your creatives before submitting them. Click here for the list of browsers that DoubleClick
tests Rich Media on. Banners are run through iframes or script tags.

A banner may not produce audio or video until a user initiates it. Once the audio/video begins, there
must be a clear and present “pause” or “stop” button.

Banners that expand on click may remain open until the user clicks a “close” button.

Banners that expand on mouseover must close on a mouseout.

CTVglobemedia Interactive will accept banners which include a CGI script, though we are not able to
host the script.

If creative requires a plug-in, then appropriate html ‘sniffer’ code must be present to detect whether
the user has the correct plug-in. If not, a default banner must be served to them. A user must never
be forced to retrieve the latest plug-in to view your banner. A backup .gif banner should be
referenced in the HTML code and have a click through URL.
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Rich Media Creative
– Production Notes cont’d

Production Notes for Flash Banners
Please follow the guidelines above (“Notes for all Rich Media Banners”).

Please review these instructions on Enabling Click Tracking of Flash Creatives, 
and ensure you provide files to spec.

If there are any questions please contact us or your sales rep immediately.

Production Notes for Java Banners
Please follow the guidelines above (“Notes for all Rich Media Banners”).

If we will be hosting the class, jar, image or sound files, please use lowercase filenames and make
sure any internal references to these files are in lowercase as well.

If we will be hosting the class, jar, image or sound files, the values for these parameters must be
pulled through an HTML <param> tag.

Production Notes for Streaming Banners
Please follow the guidelines above (“Notes for all Rich Media Banners”).

Java-based “burst” technologies are recommended, as they help avoid firewall issues.

If plugin-based streaming players (such as RealPlayer, Windows Media Player and QuickTime) are
used, there must be a script that serves a backup GIF banner if the user doesn’t have the plugin.

Note: Inventory cannot accurately reflect the number of users having specific plug-ins. As a result
we cannot guarantee all impressions will be served to a plug-in enabled viewer. Defaults for rich
media creative are required.

Production Notes for Rollover Banners
A banner may expand after a user moves their cursor over it, and should automatically close 
when the cursor moves off the banner. It is recommended the ad contain a visual prompt to 
the user that the ad can be expanded, or “call to rollover”.

Ad unit should be tested prior to sending final files. We will make every effort to test the ads
supplied and provide any necessary feedback where required to ensure the ad is able to run within
the targeted environment.

This spec is based on IAB standard size and action for rollover banners.
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Online Advertising Format:
DHTML / Active HTML (floating) 
Advertising Specifications - custom unit

Production Notes

DHTML or active html ads are open to variance, depending on application, and location. This means
simply that we attempt to allow flexibility in the spec as tied in essence to the specific creative piece
and contracted placement. That way the advertiser can tailor the creative to suit its goals,
while attempting to eliminate negative impact on the user experience, and brand.

I.e. If it is to run on a specific page, on one site, it may have different action, or display specs than it
might on another site. For simplicity the common size available should be used, unless flash will
allow you to have flexibility with display of your creative.

Basic guidelines or starting points for consideration towards creation of units are:

DHTML requires:

Companion ( 728x90 unit recomended)

A maximum 7 seconds of animation time and then close
 If properly positioned and sized a hold is possible.
 If it could display off content or over banner space in use by advertiser, 
for example a hold could be accommodated.
 If you do not wish to use a banner, the space will present a house unit, 
and still be available for your use.

Incorporate a clear and continuously present close option with ‘close’ text, during play and hold.

Creative cannot hold over content on ending.

Creative cannot pass over any other advertiser creative.

Animations should not loop.

Exceptions are based on play location (site, page, etc) and concept, 
and require testing and approvalof publisher.

The actual unit for placement should require only minor changes if any. 
Only sizing, and specific positioning coordinates based on location.

Final approval is based on publisher acceptance of working version.
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Online Advertising Format:
Postal Code Targeting

Ads which require postal code targeting must have the postal codes supplied in a .txt file 
in the following format;

Separate postal codes with a comma. Do not add a space between ranges.

Enter ranges of postal codes such as M5V0A0-M5V9Z9

This includes all residents within the M5V prefix.

Ranges for Canadian postal codes must include all 6 characters, 
or first three characters and wildcard

As in: M5V0A0-M5V9Z9 OR M5A*

This includes all residents within the M5V prefix.
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Online Advertising Format:
Third Party Ad Tag Use

We use DART for Publishers to serve and manage our advertising.

By default all DFA clients should supply Internal Redirect tags to minimize reporting discrepancies.

Why internal redirects are used to serve DART for Advertisers ads to DART for Publishers ad networks

Internal redirects are used to serve DART for Advertisers ads to DART for Publishers sites 
because they:

	 •	 simplify the trafficking process
	 • 	 prevent counting discrepancies between DART for Advertisers and DART for Publishers
	 • 	 allow DART for Advertisers ads to be served to DART for Publishers sites as quickly
		  as DART for Publishers ads.

Simplifying the trafficking process: Normally, every ad that is displayed in DART for Publishers
must be trafficked individually. With internal redirects, however, one ad in DART for Publishers can
be used to serve any number of ads that have been trafficked in DART for Advertisers.

Preventing counting discrepancies: Normally, DART for Publishers records an impression as soon
as an ad server determines which ad to send. When an internal redirect ad is chosen, however, DART 
for Publishers does not record the impression until a DART for Advertisers ad has been sent and an
impression is recorded in DART for Advertisers. In this way, the internal redirect process prevents
counting discrepancies between DART for Advertisers and DART for Publishers.

Eliminating latency: Because internal redirects are processed entirely within the DART ad servers,
with no requests to any other servers, there is no increased latency. In other words, because internal
redirects are used, it takes no longer to serve a DART for Advertisers ad than a DART for Publishers ad.

Process for placement of creative as provided by client

If the internal redirect tags are provided, they will be used for the reasons outlined above. 
If none are supplied, the rich media tags will be used. The DFP ad placement will treat the delivery 
of the tag, or the opportunity to contact the viewer, as the realized impression. The responsiveness 
of the ad server in use by the Third Party tag will then impact the impressions recorded by the Third 
Party reporting system. This can at times result in a difference of up to 10% or slightly greater with 
larger creative formats. Per IAB guidelines, Agency or clients using third party service should reconcile
data, or provide reporting or access to reporting, for comparison re: delivery of value.

Specifications for GlobeandMail.com Advertiser Exclusives

As these emails are sent to a number of different types of email clients 
(Outlook, Outlook Express, Hotmail, Yahoo etc) html is handled differently in each environment.

Please be aware that some enhanced features of html render the email not viewable
in simpler email clients.
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Online Advertising Format:
Third Party Ad Tag Use cont’d

For this reason please adhere to the following:

No use of style sheets – external or internal

Including:
no class definitions
no tag definitions (a:hover, a:link, a:visited, a:active; body, etc)
no id definitions
no inline style definitions (e.g. <div style=”width:50px;height:25px”>)
Parameters for defining attributes of the content must be built into the tags. 
All stylistic attributes must be defined using standard html.

e.g. <font color=”#CC9933” size=”2”><strong>Message</strong></font>

In this case class=”maintxt” would become a tag that would look something like:
<font face=”verdana” color=”#FFFFFF” size=”1”></font>

Please be aware of non-alphanumeric characters such as &agrave; in place of à

Any text-based emails must be provided in html format.

As of March 1 2006, we can only send advertiser exclusives in html format. 
Pure text versions are not available at this time.


