Apple Media Guidelines



This guide is designed to help you develop media plans for paid advertising
featuring Apple products. You'll find general guiding principles for TV, print, out-of-
home, and digital advertising, as well as helpful checklists for submitting your
media plans to Apple via Meeting Room.



Media Guidelines | General principles

1. Prior to execution, all advertising (creative & media) must be submitted to Apple for review and approval
2. Do not commit to any media until the creative and media plan have been approved
3. Feedback on advertising (creative & media) must be adhered to by partners at all times

4. Apple reserves the right to amend advertising guidance and will communicate updates to partners as necessary



Submitting your plans to Apple
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Plan your media according
to the principles in this guide.

plan template
Step 1 of 2: Media Plan (must be approved prior to booking media)
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Fill out the Media Planning Template
provided by Apple.

Submit your plans for review to Meeting
Room (https://meetingroom.apple.com)
and link your media plan to the associated
creative,

Experience iPhone
on the best plan

& iPhone 503)

Get it today and receive an

/ extra 20GB of data.

Esﬂmmn
1 of 2: Media Plan (must be approved prior to booking media)

Book your media once creative and media

are approved.



https://meetingroom.apple.com




TV | General principles

Programming
» Focus on broad, quality, national level programming. Premium breaks/position-in-break are

recommended.

» All programming must be approved by Apple before air. Submit spot lists as soon as they

are available, at least one week before first air. Spot lists may be submitted one week at a
time if necessary.

- Avoid any programming that is low-quality or controversial. Children’s programming,

extreme violence (including violent sports), demeaning reality shows, and religious
content will not be approved.

» Ensure feedback on restricted programming is adhered to and applied to future plans.
- Some markets have a list of Apple-approved programming. Please check with your Apple

Marketing representative for availability.

Dayparts/Frequency

A minimum of 60% prime/peak is required. Focus should be on securing the best quality
programming and this usually airs in primetime.

* No more than 2 spots per half hour/3 spots per hour/maximum of 4 spots per program.
- Manage competitive separation with networks so ads don'’t run in the same break as

competitive ads.

Universal TVC
- If using creative from Beam, please note universal TVC spot length may vary. Please ensure

media is flexible and can be converted if creative length changes.

Online Video
* Permitted to use as an extension of TV (see digital guidelines).



TV | Examples of approved and unapproved programming

\/ Qualities of good programming X Programming to avoid

Relevant Children-targeted

* Storylines that engage and entertain * No early morning cartoons

* Contemporary environment that complements the product’s * No young teen sitcoms or dramas (i.e. Hannah Montana)

innovations * Select Pixar & Disney films approved case by case

Premium Controversial

* Quality writing, production, and acting * No political debates

* Polished, high budget series * No religious programming

* Respected presenter * No overly sexual, political, violent, or drug-related content

* Established cast/crew * Nothing salacious or degrading

* Award-winning, recognized by industry

Reality

* No extreme sexual innuendos

Engaged Audience

* Multiple seasonrs., assured longevity * No dating game scenarios
* Loyal fan following * No demeaning competition scenarios
Sports Violent Sports/Gambling
* Quality national sports * No gambling type of ‘sports’ (i.e. horse & dog racing or poker)
* Recognized sports » No violent sports (i.e. wrestling, boxing, ultimate fighting)

* Athletic competitions



TV | Media plan submission checklist

TV plan template
Step 1 of 2: Media Plan (must be approved prior to booking media)
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Step 1: Media plan approval (before booking media)

1 Specify TVC creative and flight length
d Minimum of 60% prime
U Include budget (actual, not rate card)

Step 2:Spot list approval (before first air)

 List out all programs and times
U Focus on quality programming

U No low-quality, demeaning, violent, or children’s
programming




Print



Print | General principles

Titles

- Titles should match your footprint. If you provide nationwide service, national titles
can be used. Regional partners should be limited to regional publications.

- Focus on quality, well-produced print publications. Tabloids, gossip magazines, and
other low-quality environments will not be approved.

Formats

« All ads must be 4-color (no black & white).

+ Magazine placements must be full-page ads appearing within the publication. Back
cover magazine placements are not currently approved.

- Newspaper placements must be full-page or page dominant (more than 50% of

page). Exceptions may be approved if it is guaranteed that no other advertisers will
appear on the page.

* Product flyers placed in magazines as a free-standing insert (FSI) are not approved.

Implementation

- Maintain a 6-page separation from competitors. You should negotiate competitive
separation with the publications when you book.

Digital

- Digital platforms for approved print publications are permitted.
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Print | Examples of approved & unapproved placements
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Print | Media plan submission checklist
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Submission checklist

1 Quality publications
1 Ads are full-page or page dominant (more than 50% of page)

1 4-color (no B&W)
4 Include budget (actual, not rate card)
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Out-of-home



Out-of-home | General principles

Formats

- Focus on quality, traditional formats. Placements should be clean and well-lit.

- Single units are preferred so space isn't shared with other advertisers. For
scrolling units, 100% share of voice is recommended but not required.

- Limit out-of-home presence to your footprint. Don’t advertise in areas where
your service is not available.

- For large format, include a photo of each placement and a map or list of
locations. For street level, please submit a representative photo of each unit
size and a list of cities where units will run.

Digital
- Static digital out-of-home placements are permitted, but no motion video.
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Out-of-home | Examples of approved placements

Transit billboards

Bus shelters / 6-sheets Digital 6-sheets (static) Pillars

Additional formats may be submitted for approval



Out-of-home | Examples of unapproved placements
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Bus benches Bus panels

Car wraps

Elevators

Bar / gym / hotel / doctor’s office posters Toilets

Trash cans / Recycling bins

Skywriting / Airplane banners Escalators

Door hangers Phone b;>ohs
Additional formats may be restricted




Out-of-home | Media plan submission checklist
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Submission checklist

 Traditional formats only
d Include photos and location details
4 Include flighting and budget (actual, not rate card)
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Digital - Display | General principles

General

- Prioritize quality of environment over efficiency.
* For each website, list all sections where ads will run and provide URLs.

- Avoid low-quality environments, tech rumor sites, unofficial Apple/competitor sites, messenger
programs/restricted social networks, controversial content, gossip sites, and user-generated content.

- Auction and product listing sites approved for relevant (i.e. electronics) section fronts, no listing pages.
- Affiliate sites will be reviewed on a case by case basis.
 No advertising within email environments, with the exception of log-in/sign-in pages.

Formats

- Standard formats only (see p.21 for approved ad sizes), above the fold preferred.

* No skins, takeovers, or billboards.
* No intrusive placements, such as floating ads, pre-expanded banners, auto sound, or pop-
unders/overs.

Technology

« HTMLS5, dHTML, HTML 4, GIF, and JPEG technology is permitted.
* No flash (SWF) ads are allowed.

Privacy/Targeting
* No behavioral targeting or IP address targeting. Geo targeting permitted on a case by case basis when
messaging is region-specific.
- No retargeting.
* No first impression or sequential targeting.
* No first or third party data added to media buys.

Competitors

- No competitors on the page at the same time.
* No conquesting of competitive content.



Digital - Display | General principles (cont.)

Ad networks/Exchanges

- Network and exchange buys are not preferred. If included, limit the network to 50 or less of the
most relevant websites or apps, and list out all websites/apps where ads will run, including URLs.
Filter out low-quality and irrelevant placements prior to submitting.

- Real time buying is not approved. Buy specific, planned volume on sites, not audience.

Online video

- Full-length episodes of approved programming/movies on desktop, tablet, and mobile are
approved.

« A full list of programs must be submitted, similar to TV.
* TV online must run on the website or app where the program originated.

- Short video clips and news footage are not approved, except for live sports (approved sports on
approved sites), sports news, and music videos.

* Online video within user-generated content (i.e. YouTube) is not permitted. No YouTube TrueView
or other in-stream ads are allowed.

Tablet

- Ads in tablet environments are approved and subject to display guidelines. Please note, approved
tablet app sizes differ from tablet browser sizes (refer to p.21).

- Tablet ads may expand to full-screen only on user initiation.
- Video in full episode player tablet apps is subject to online video guidelines.

» Full-screen ads in tablet magazines and other magazine-like experiences are approved
(i.e. Flipboard, WSJ, etc.)

Mobile

- Ads in mobile-optimized and in-app environments are approved and subject to display
guidelines. Non-optimized mobile browser display ads are not approved. Refer to p.21 for
approved mobile sizes.

» Mobile ads may expand to full-screen only on user initiation.

- Video in full episode player mobile apps is approved, per the online video guidelines. Universal
TVCs are not approved for mobile.

- Text messages are not approved.



Digital - Display | Examples of approved sizes
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If these units are not considered standard sizes in your market, comparable sizes may be submitted for review
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Digital - Display | Submission checklist
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Submission checklist
) Standard ad sizes only

1 Use approved technology only (no flash)

[ Include all URLs and website sections where ads will run
4 If including ad network, limit to top 50 sites and include all URLs

[ No audience targeting

4 Include budget (actual, not rate card)




Digital - Social Media | General principles

Facebook
» Product-related Facebook posts are permitted to run in newsfeed as promoted page posts.
Message and creative must be approved by Apple.

- Ads on the Facebook log-out page are permitted, subject to creative approval.
- Direct buys only, no Facebook Exchange.
- Right rail, marketplace, or any other developing ad products are not approved.

Twitter
- Product-related promoted and sponsored tweets permitted. Message and creative must be
approved by Apple.

Instagram
- Instagram posts are permitted, per the Marketing Guidelines, but no sponsored posts are
allowed.

YouTube
- Refer to Digital section for guidance on paid YouTube opportunities.

Frequency
- Frequency will be limited and subject to messaging approval.
- Two day competitive separation of posts required.

Targeting
- Social media posts can be served to your opted-in community only.
- No use of first/third party user data or behavioral targeting is permitted.
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Digital - Social Media | Approved formats
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Digital - Social Media | Approved formats
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Digital - Social Media | Submission checklist

Digital Display plian template
Name of product :'lgln sq

(Namw of (ampann TUnigue dest tigtor regured (houdd match Mewting Room wbevavon!)
(Namw of Creetive Dnclude spproved Creative headine(s) If svallibie!
|Farwnion na i
Namw of parrnet [Partrwe name
1$5000)

Flaght dates [/ &l yyyy - /Sl yyyy

Longht s greviuns {$S00Q
Tord bought clicks

Plaaning Reeninders:

Wlev 20 WS tesdebrwd Lo i tRevy

Croative S fwickh v | Crestive
[re e lalun_ Oowe aighe) Techaclagy | Hert O e Dute Focomont U Fared g

b T heeaw) ey WOTW0 A Y0 »r VYo MIvxom TR TTpe—

L L -
ONET) | Newr, Rovient, 1 Ow T2 Pedizcg MO0 A Wlnt0 Br VYOS NIV [
e O GO oens]|

- - . . s - LY o - pu— PR R 300 LIV 2O
TG’ | PO Acet Mabie 100 & AROND - V0% MINON P s rr——" Cen

ey | 2O Aset Tabier N, & W4t o LY 0 PR eom ln‘-|u—. .u:ﬁ PRS e

| PTaDd e B W s URad W) Lty

R
iyl

Submission checklist

1 Use the display template for paid social media placements
U Targeted to opted-in community only
O Direct buys only



Search Engine Marketing (SEM)



SEM | Creative principles

Ads

- Message should focus on your offer, not generic product features. Do not copy Apple
messaging.
* Ensure product names are spelled correctly (i.e.“iPhone 5¢” not “Iphone 5C").

* Only refer to our products as being “on” or “at” your carrier or retailer.”[Partner name]
iIPhone 5¢”is not approved.

» Use proper capitalization and punctuation. Only capitalize the first word of a new

sentence and brand names. Refrain from using exclamation points.
- Don't include “a}“the’ “an’“Apple’ “newest’, or “new” before product names.
» Only list pricing after the product name; for example, “iPhone 5 - $199’.

* Include English translations of ads for review, if applicable.

Landing page

» Include destination URL leading to a page featuring exclusively Apple products. No
competitor products should appear on the page.

Sitelinks

- If desired, up to 4 additional sitelinks may be included. These should be complementary
to the creative, and not drive to other products. For example, you may want to include
“Data Plans” or “Accessories” for iPhone ads, but you should not link to competitive
handsets.
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SEM | Creative examples

\/ Examples of approved ads

,- iPhone 5c¢

Search

iPhone 5c at [partner name]
www.partner.com/iPhone5c

Unlimited 4G data and more with no annual service contract. Buy now.

iPhone 5c¢ at [partner name]

www.partner.com/iPhone5c

Get iPhone 5c with unlimited data, talk, and text at [partner name].
iPhone 5c - iPhone 5s - Data plans - Find a store

L iPad

Search

iPad mini
www.partner.com/iPad-mini

with Retina display now at
[partner name]. Find a store today.

iPad Air at [partner name]
www.partner.com/iPad-Air
Buy iPad Air at [partner name].
No annual service contract.

Advanced search

Ad

Advanced search

Ad

X Examples of unapproved ads

:iPhone

Search

Does not describe partner offer:

iPhone 5s at [partner name]
www.partner.com/iPhone5s
Take pictures and video in HD on iPhone. Buy now at [partner name].

Incorrect headline and does not clearly describe partner offer:

[partner name] iPhone 5s
www.partner.com/iPhone5s
You receive a $200 gift card for accessories. Buy now at [partner name].

Product name not spelled correctly and copies Apple messaging:

iPhone 5C at [partner name]
www.partner.com/iPhone5c
For the colorful. Makes a statement.

Advanced search

Ad



SEM | Keyword principles

Keywords

» Include a comprehensive list of all keywords you plan to bid on.

» Include match type for each keyword on the list. Bid on phrase and exact match
types only. Broad match keywords should not be used to maintain better relevance.

- Do not bid on competitive handset or competitive carrier keywords.

Negative keywords

» Negative keywords are words that will prohibit your ad from showing up for specific queries.
Using negative keywords ensures the ads that appear are relevant to the user’s search query.

» A required list of negatives is pre-populated in the media template and must be implemented
in your campaign. Please add any additional negatives you would like to include.

- Negative keywords should be phrase or broad match, except for “Apple” which should be on
negative exact match.
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SEM | Keyword examples

Expand your keyword lists by using the approved product, generic and modifiers below

SEM Template

Country

Name of product
Name of campaign
Name of creative
Revision no.

Name of partner
Budget

Flight dates
Destination url:

Planning Reminders SEM:

[US]
[iPhone 5¢]

[Unique descriptor required (should match Meeting Room submission)]
[Include approved creative headline(s) if available)

)

[Partner name)

[$500K]

[mm/dd/yyyy - mm/dd/yyyy]
[https'www.partnerworld.com/iphone)

d for each

- Ust all keywords, match types and negat've keywords that will be used
- Only use phrase and exact match keywords [broad match and broad match modifier are not approved)

- Core nogative keywords must be impl

paign (highlighted yollow). If supporting iPhoae include the addinonal iPhone terms (highlighted red). If supporting Pad include the addizonal iPad terms (hghlighted groen)
- Negative keywords should be negative phrase of negative broad match
- Duplicate sheet 1o kst any addizonal ad cresthve

|Deals/iPhone Match Type Deals/Smartphone Match Type Deals/iPhone Ss Match Type Deals/iPhone 5¢ Match Type
iPhone Exact Smartphone Deals Phrase Phone 53 Phease iPhone 5¢ Phrase
iPhone Deals Exact Prepaid Smartphone Deals Phrase iPhone 53 Deals Phrase iPhone 5¢ Deals Phrase

Best iPhone Deals Exact Smartphone Plan Deals Phrase Best IPhone 55 Deals Phease Best iPhone 5¢ Deals Phrase
|Deals on iPhone Exact Find Smartphone Deals Phrase Deals on IPhone 5 Phease Deals on iPhone S¢ Phrase
Keyword 5 Best Smartphone Deals Phrase Keywoed 5 Keyword 5

Keyword 6 Best Smartphone Contract Deals Phrase Keywoed 6 Keyword 6

Keyword 7 Top Smartphone Contract Deals Phrase Keywoed 7 Keyword 7

Keyword 8 Deals On Smartphones Phrase Keywored 8 Keyword 8

Keyword 9 Deals On Best Smartphone Phrase Keywoed 9 Keyword 9

Product
IPhone
IPhone 5c¢
IPhone 5s
IPhone 6
iPhone 6 Plus

Approved generic terms
Smartphone
Cell phone
Mobile phone
Phone

Accepted modifiers

Carriers
Contract
Prepaid
Deals
Specials
Plans
Cost
Price
Purchase

Buy



SEM | Media plan submission checklist

Planning Reminders SEM:

us)

[iPhone 5¢<]

{Unique descriptor required (should match Meeting Room submission))
[Include approved creative headline(s) if available)

i

{Partner name)

[$500K)

imm/dd/lyyyy - mmiddVyyyy)

{httpowwwepartnerworld.comViphone)

« Mensage should focus on your offer, not generic product festeres. Do not copy Apple melseging.
- Provide working dewtiaaton URL (3pece sbove] for ofl plams. Landing page should festure Appie products oely

1 URLs for cach wie for review [1peces briow). Landing page should foeture Apple products only
- provedeng a0 Creative 0 2 Lngauge 0Ty 1has enghih you will feed 39 rovede engind rarelators of progased ad (restive b tevew
- Dvphaane sheet 10 a1 ary a0t onal a8 (PeaTees

[CampaigrvAd Geoup 1 Campaign/Ad Group 2 Campaign/Ad Growp 3 Campaign/Ad Group 4

picadling 8 Meadine 8 Meadine 5 Headine 8
Copy Line 1 N Copyline ) N Copyline N Copyline n
Copy Line 2 N Copylne2 N Copyline 2 N Copyline 2 n
Display URL N Display URL 1 |Display URL " Display USL n
Hoadling 8 Meadine 8 Hepdine 8 Headine 8
Copy Line 1 N Copyline 1 Copyline " Copyline! n
Copy Line 2 N Copyline2 N Copyline 2 N Copyline2 n
Display URL N Display URL 1 Display URL N Display USL n
Headling 8 Headine 8 Headine & Headine 8
Copy Line 1 N Copylne 1 Copylinel "N Copylinel n
Copy Line 2 N Copyline2 N Copyline2 N Copyline2 n
Display URL N Oisplay URL T Display URL N Dbsplay USL n
Headlioe 8 Headine 8 Headine & Headine 8
Copy Line 1 Copy Une 1 1 Copylinel N Copylinel n
Copy Line 2 N Copyline2 N Copyline 2 " Copyline2 n
Display URL N Oisplay URL 1 Display URL N Display USL n

Saelink 1 Title Sitelink | URL
Snelink 2 Trie Siteink 2 URL
Snclink 3 Thie Sitelink 3 URL
[dink aTie Siteink 4 URL
|

EM Template
[us;
of product [Pheme S|
of campaign [Unigguw deicriptor regquired (thodd match Mewting Rooem whbmiiond]
of eatve [ hade spproved crestive heedine(s) If sweilabile]
TN fo, 4]
of partaer [Partree name!
[4300]
Flaght dates [rsen i fyyyy - ool yyyy)
O Lination wrt Mgt par Lnerwerkd comSphone]
Pamaing Reminders SEM:
A1 W My A St e A e b At il b et
- Dmly G PTG 97 BTt MY hDvwDr D [Broed metch end mOORE g A
Cive g e bt st b g . »~ | gt og P vk Bo A n Pwwe Vevma (VghihgPiad ok, N iguuatag S el ool Vs wibtiwd 2l N 0 aosl
| SR T 1A B TRV DK 7 ORIV 30w e
- Duphurte et v b Cl
pame ofad 1 oAl 2 [Name of Ad GroupCampaign I _[Masch Type oA
racrerand Ceywed * s Y Sayweend
faywend & Coywod & “«ywrid “oywend d
[fCywond 3 Cywad 3 Cyword 3 Soywond 3
payermd ¢ tpwad o L R Payeeond 4
oy 3 Soywrd & ywind 3 oywend b
rCywrd & Cywad & Cyworl oywond &
Peyrrad 2 Sywad ! ypws ) Aoywend )
rorw) 8 Cywrd § Cywi 8 oywe) 8
foywond 3 Cywad 3 Kywrd d cywond
Poymed O Wywad 0O ACywrs 0 oyrwod O
rorwem) Ceywird 7 @i b
oywend U yward 2 cyword O Soywond U
raywond 3 Cywad '3 Cyword 3 oywosd 3
rerem) 4 Ceywird 6 i 4 L
[faywend D Cywad 2 Kywrd D oywond B
FCywnd ‘e Cywad '8 ACyword 0 oywosd '
rayowimd <1 Grywind 7 e B aywnd oF
[foywend B Cywod B Cyword B oywen) R
rCywend 9 Cywad 9 Aoyword W Soywond 9
s oy 32 ywad Wyt X e X
o) I Syl & Kyt I oywed I
oywond 22 Cywad U Cyword I Soywond 12
Payersd 2 Cywad O i 3 Cayrrod 37
o) 26 Cywad M ywrd oywen) 26
oywond 2 Kywad 2 Cyword oywond 23
Parersd 38 Sywad B e A foyweosd 8
rerwem) 37 Ceywid vl I aywed 37
[fCywond 22 Cywod 2 Cyworl 22 Soywond 28
Peyd O Wywad O ywrs 3 oywd &)
fror) K ) © Gyl X v B
[foywend 0 Cywad B Cyword N oywond 0
Poywend 38 wywod N Aoywors 3 oywond 38

Creative

1 Ad copy focuses on your offer, not product features
1 Product names are spelled correctly

U Landing page + sitelinks (w/URLs) are included and
don’t feature competitive products

Keywords

U Include full keyword list, along with match types
U Include negative keyword list
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Unapproved media



Unapproved media

Radio

Cinema
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