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Online Ad Specifications
for Fairfax Media Business Group

websites and e-newsletters
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CIO • Computerworld • PC World • NZ Reseller News • Unlimited
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Big Banner
(760w x 120h or 728w x 90h)
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Please ensure you supply creatives five (5) working  days prior to the campaign's start date.

Accepted creative formats include: GIF, JPEG, PNG, SWF, HTML and third-party redirects (please supply 
JavaScript tags). All other types of rich media are subject to approval and require more time for testing.

• If supplying a Flash creative you must also supply a backup GIF or JPEG to serve to users who do not have 
the Flash plug-in

• Flash creatives must not use hard-coded URLs. A "clickTag" must be used instead (see detailed instructions 
later in this document)

• Rich media clickthroughs must be targeted to a new window ("_blank")

• Click-through URL must be supplied (character limit: 254) 

• Any special instructions should be included

All creatives should be sent to the Online Ad Traff icker: online@fairfaxbm.co.nz

First line of text here to max. 30 characters per line

Second line of text here to max. 30 characters

Third line of text here to max. 30 characters

S
kyscraper
(160w

 x 600h)

First line of text here 30 chars max.

Second line of text here 30 chars max.

Third line of text here 30 chars max.

Ad specifications:

First line of text here 30 chars max.

Second line of text here 30 chars max.

Third line of text here 30 chars max.

Sponsored Multilinks
(70 x 44 logo, plus 

3 lines of text – 30 chars per line)

Medium 
Rectangle
(300w x 250h)
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Website Ad Sizes
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Big Banner
(760w x 120h or 728w x 90h)

Medium 
Rectangle 

(top)
(300w x 250h or 

300w x 600h)

Medium 
Rectangle 
(bottom)

(300w x 250h)
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Please ensure you supply creatives five (5) working  days prior to the campaign's start date.

• Accepted creative formats include: GIF, JPEG, PNG, SWF, HTML and third-party redirects (please supply 
JavaScript tags). All other types of rich media are subject to approval and require more time for testing.

• If supplying a Flash creative you must also supply a backup GIF or JPEG to serve to users who do not have 
the Flash plug-in

• Flash creatives must not use hard-coded URLs. A "clickTag" must be used instead (see detailed instructions 
later in this document)

• Rich media clickthroughs must be targeted to a new window ("_blank")

• Click-through URL must be supplied (character limit: 254) 

• Any special instructions should be included

All creatives should be sent to the Online Ad Traff icker: online@fairfaxbm.co.nz

Ad specifications:

Website Ad Sizes (new layout)*
* new layout available on Computerworld from June 2 010
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Please ensure you supply creatives five (5) working  days prior to the campaign's start date.

• We only accept GIFs or JPEGs as creatives in our newsletters. Rich media is not compatible with all email 
programs and may be blocked by our subscribers' spam filters.

• A newsletter sponsorship normally includes: a Medium Rectangle ad plus a Text ad

• Click-through URL must be supplied (character limit: 254). Note: only one URL should be used for Medium 
Rectangle and Text ads

• 100-word text ad should be supplied for our newsletter subscribers who receive text-only newsletters and for 
html-only subscribers who have images turned off

• Any special instructions should be included 

All creatives should be sent to the Online Ad Traff icker: online@fairfaxbm.co.nz

E-Newsletter Ad Sizes

Ad specifications:

Medium 
Rectangle
(300w x 250h)

Text Ad 
(100 words plus link)
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We accept the following types of creative: 
• animated/static GIFs or JPEGs
• Flash creatives 
• Third-party redirect tags (e.g. DFA, Facilitate, At las)
• HTML creatives
No other types of creative will be accepted to run on any Fairfax Media Business Group site, unless cleared by 
Fairfax Media Business Group

Animated or Static GIFs
Animated GIFs may loop continuously but must not use strobe animation

Flash Creatives
The following components are required to traffick Flash creatives: 
• Flash creative (i.e. SWF file) 
• Backup GIF/JPG – this is served to site visitors who don’t have Flash installed on their system
• clickTag instead of a hardcoded URL inserted into the SWF file. This is required in order to track clicks on 
the creative. See instructions following on inserting clickTags into your Flash creative
• Destination window set to  "_blank" within the SWF file
• Ads should be designed for Flash Player 8 or 9 and should use ActionScript 2.0
• Ads must not exceed 18fps
• CPU usage required by Flash file must be kept to a minimum. Flash files that consistently use an excessive 
amount of CPU may be rejected. See instructions following on CPU usage 

Third-party redirect tags
• Accepted third-party redirects include: Doubleclick DFA, Facilitate, Eyeblaster, Atlas, Mediaplex, Eyewonder. 
Other third-party redirects are subject to approval by Fairfax Media Business Group and may require 
additional lead time. 
• Third-party redirects must be supplied as JavaScript tags only
• All Eyeblaster ads should be loaded into our account under: Fairfax Business Media NZ
• Please also supply any instructions on tracking clicks, cache-busting or serving impressions according to 
your ad server's recommendations

HTML Creatives
The following components are required to run HTML creatives:
• the original HTML file
• all image components of that file (i.e. GIFs and JPEGs)
• ensure that "_blank" is set as the destination window within the HTML file
• All images must be locally referenced (e.g. src="image.gif"), and each individual image should have a unique 
name. Creatives with shared images can stop the creative from serving correctly, and can also affect the 
quality of the advertisement (especially applicable when sending multiple creatives for one campaign)
• Images from external servers should not be referenced
• Forms used in the body of the raw HTML creative must use the "GET" form action and not “POST”
• The footprint of a raw HTML banner must not go outside of the pixel boundary
• HTML including any inline JavaScript must not exceed 4kB in size
• External JavaScript files referenced from HTML creative must not exceed 6kB in size
• Acceptance of HTML creative containing JavaScript is at the discretion of Fairfax Media Business Group on 
a case-by-case basis
• The use of JavaScript is limited to interaction only with elements inside the advert HTML supplied

Please Note: Site visitors use a wide range of different web browsers, versions, and default settings, which 
can interfere with the appearance of HTML advertising. Please ensure that your material leaves room for 
expansion if a site visitor has their browser set to a low screen resolution, or has their text size set to 'medium' 
or above.

Creative Formats
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All advertising must conform to Fairfax Media Business Group’s Terms and Conditions at 

http://fairfaxbm.co.nz/terms
• Creatives must not be sent in two parts e.g. text for a textlink in one e-mail and the clickthrough URL in 
another. The creative must be received whole in one e-mail
• There is a limit of four rotating creatives per ad placement
• Any special flight instructions must be included with the creative
• All creatives must click through to a new window
• Creatives must not contain strobing effects
• Ads should be designed with performance on older computers in mind
• Only JPEGs or GIFs are accepted for Newsletters. Standard Flash and Rich Media are not compatible with 
all e-mail programs
• Any 3rd Party costs are to be paid for by the advertiser unless agreed otherwise by Fairfax Media Business 
Group
• Fairfax Media Business Group will not accept advertisements that mislead the user (e.g. advertisements that 
look or act like Windows dialogue boxes, error messages or editorial content)
• Creatives must have a one-pixel wide border
• Fairfax Media Business Group reserves the right to reject creatives that require a high percentage of CPU 
resources (i.e. resulting in a CPU spike)
• All creative submissions are subject to reasonable approval by Fairfax Media Business Group. We may 
require that material is corrected or amended to conform to style, or for other genuine reasons
• Text formats should not use block lettering e.g. ‘LIMITED TIME ONLY be in to win.’
• XML creatives can be supported either by running the creative through a third party redirect supplier or via a 
physical .swf . In both instances we will need the domain for the XML file that the ad will be referencing and an 
example of the actionscript
• Click URLs have a limit of 254 characters

Additional Information
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All Flash creatives must include a clickTag. The clickTag allows us to track clicks via our ad 
server. The URL will be added in at the server end.

· Do not copy and paste the clickTag ActionScript as that can cause errors
· Do not modify the clickTag in any way 
· Do not embed URLs into the SWF creative
· Create the Flash file in ActionScript 2.0 (these instructions do not work in ActionScript 3.0)
· The clickTag is case-sensitive so we recommend you use 'clickTag' and not clicktag, for example
· The clickTag uses the getURL ActionScript method

1. Create a new layer above all existing ones and draw a rectangle covering the whole of the banner 
canvas

2. Right-click on the rectangle and choose "Convert to symbol…", then select Type: Button and click 
OK.

3. Make the button invisible so all other content can show through beneath. Highlight the button and 
in the properties panel choose Color – Alpha and set this to 0%.

How to insert clickTag into SWF creative
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4. Double-click on this new Button on the stage to edit it
5. Click and drag the keyframe on the Up state into the Hit state

6. Return to your main timeline and select your newly created button
7. Press <F9> to open the Actions Window and add the ActionScript below exactly as provided 

below:
on (release) {
getURL(_level0.clickTag, "_blank");
}

8. Your code should appear like this

9. The final step is to save the document and export into Flash 8 or above
•Choose File – Export – Export Movie
•Choose a Flash Player 8 or above from the dropdown menu and check the Compress Movie 
option.
•Also make sure the FPS (frames per second) is set no higher than 18 and ActionScript 2.0 is 
used.
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Create each button in the banner in a similar way as a standard clickTag button, except enter 
the multilink clickTag code below instead of the standard clickTag code. Each button should 
only cover the area to be clickable. Each button should use clickTag code with a different 
‘Unique Identifier’ (e.g. first, second, third, fourth) which we will use to match the URL to the 
button.

First button:
on (release) {
getURL(_level0.clickTag + "?first", "_blank");
}

Second button:
on (release) {
getURL(_level0.clickTag + "?second", "_blank");
}

Third button:
on (release) {
getURL(_level0.clickTag + "?third", "_blank");
}

Please provide us with a text document that identifies which URL you want used for each 
‘Unique Identifier’ in the following format:
form http://computerworld.co.nz (first;)
form http://computerworld.co.nz/security/ (second;)
form http://computerworld.co.nz/news/ (third;)

Additional notes:
· To allow testing, troubleshooting and implementation, all Rich Media creative should be 
delivered to Fairfax Media Business Group no later than 5 business days prior to launch date
· Creative should not contain strobing effects or rapid image sequences
· CPU load should not be excessive (see following section on CPU guidelines)
· Make sure that "_blank" is inserted so that a new browser window opens when the creative is 
clicked on.
· Make sure that the clickTag button layer is at the top of the layer panel.
· Don't write any URLs into the FLA file other than the getURL function.
· Since the clickTag variable is case sensitive, we may open your swf file in an actionscript
viewer in order to check how you have implemented the clickTag. If we cannot view it, we may 
need to request this information from you.

How to create a Multilink clickTag button
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and computation contained within a Flash file. If a Flash file requires heavy amounts of mathematical 
computation for elements such as animation, loops, or timers, it will use a much greater percentage of CPU 
usage. As a result, the Flash file is forced to compete with other Flash files and other applications for CPU 
usage, which causes all Flash elements on the page to slow down significantly. 

There are several ways to help cut down on the CPU usage your Flash file requires: 

· limit the amount of "math-based" animation (animation which is controlled by mathematical-based 
action script)

· limit or eliminate looping functions in action script (looping functions are usually associated with timers) 

· limit masking and animated masking techniques 

One way to estimate how CPU intensive your Flash file may be is to open "Task Manager" 
(control+alt+delete) and view the "Performance" tab -- this gives a graphical estimate of CPU usage. With 
Task Manager open, open your swf file in the Flash player - you may see a spike as your Flash file is 
animating. A small spike of 20-30% is normal; if your CPU Usage jumps up to 80-100%, the Flash file may 
need revising until it uses less CPU resources. 

For more information on optimizing Flash files, see Macromedia's article, "Streaming and file optimization 
techniques for Flash Player":

http://www.macromedia.com/support/flash/publishexport/stream_optimize/

Fairfax Media Business Group reserves the right to reject creative if it requires a higher than normal  
percentage of CPU resources and would, as a result of this, cause other page elements to slow down.

Flash CPU Usage Guidelines


