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Campaign Timeline

• GTM Access Must Be Granted: Click Admin → In the Container column, select User Management → 

Click Add → Select Add new users → Enter this email address (adwords@ajrmediagroup.com) → Assign 

Container Permissions (Grant “Publish” Rights) → Click Invite 

• All campaign assets must be received at least 20 business days prior to the campaign launch date

• Upload all materials to materials.ajrmediagroup.com (choose "Digital Media Solutions" for publisher) in a 

.zip file or Cloud Service Link (Dropbox, OneDrive, etc.) 

Terms of Delivery

• URL’s must be provided with the creative delivery

• Handling times are necessary to test the creative & request changes if required – otherwise we cannot 
guarantee your campaign will launch on the proposed start date

Naming Convention

• File names must be clear and concise:

• Example: Visit Lubbock:  Lubbock-ProspectingDisplay–300x250

T A B L E  O F  C O N T E N T S

All creative must be uploaded. CLICK HERE to upload. 
Choose “Digital Media Solutions” as the publisher.

SPECS

https://tagmanager.google.com/
mailto:adwords@ajrmediagroup.com
http://materials.ajrmediagroup.com/
materials.ajrmediagroup.com


TABLE OF CONTENTS

TABLE OF CONTENTS

MUST PROVIDE LANDING PAGE URL WITH ALL SUBMISSIONS. 

DIMENSIONS MAX FILE SIZE
MAX ANIM. or 

LOOPS

URL  

REQUIRED
FILE TYPE

728 x 90 200 KB

15 seconds

or 

3 loops

YES

GIF, JPG 

or

PNG

300 x 250 200 KB

300 x 50 200 KB

300 x 600 200 KB

320 x 50 200 KB

» If providing both prospecting and retargeting, a different, second full ad set & 

different URL is necessary.

» See “Best Practices” on next page for creative guidance.

H T M L  PA C K A G I N G
» FILE SIZE: Applies to font, image, audio, video, CSS and HTML. Common J5 libraries delivered via CDN are excluded. 

» MAXIMUM HOSTS: Initiated file requests should not exceed 15 files during file load and host-initiated sub-load. 

» FILE REQUESTS: Unlimited requests allowed after user interaction. 

» MAX FILE SIZE: Zip File 200 KB

DISPLAY 

SPECS

DIMENSIONS MAX FILE SIZE
MAX ANIM. or 

LOOPS

URL  

REQUIRED
FILE TYPE

320 x 480 200 KB

15 seconds

or 

3 loops

YES

GIF, JPG 

or

PNG

336 x 280 200 KB

160 x 600 200 KB

OPTIONAL  ADDIT IONAL  AD S IZES
.

M I N I M U M  R E Q U I R E D  D I S P L AY  A D  S E T

CLICK HERE to upload. 

These sizes are not required, but the more sizes we have available, the more places your ad can run.

materials.ajrmediagroup.com
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DISPLAY 

BEST

PRACTICES

PROSPECTING ADS

» These are typically served to those who may not  have previously engaged 

with your brand. Therefore, providing catchy yet simple creative is best to 

draw their attention. 

» They need to have a strong call to action. We have found a button format 

outperforms ads without a button. A red button often performs best.  

» Correlate landing pages to your creative. Viewers want to land on a page 

that was relevant to the ad they just clicked on. This encourages them to 

spend more time engaging with your brand. 

» Sending users to a form is not recommended because form pages do not 

provide the user enough information to inspire them to provide personal 

information. This tactic is better utilized with retargeting ads. 

» Use minimal copy in your ads.  Digital ads rotate out quickly and users 

may not have time to read a lot of copy. It can also easily become illegible 

as many of the ads will be shown in a mobile environment on a very small 

screen.

RETARGETING ADS

» Users who are served retargeting ads have already engaged with your 

brand at least once, so give them another reason to visit your website 

again. 

» The ads should have a stronger call to action and a more specific message. 

» Utilize different imagery from your prospecting ads, so that it catches the 

eye of your target audience and helps to avoid ad fatigue. 

» CTA Suggestions: 

» “Buy Now,” “Order Now,“ Plan My Trip,” “Choose My Adventure."

CLICK HERE to upload. 

materials.ajrmediagroup.com
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Only In Line Linear ads are accepted; Non-linear and wrappers are not accepted.

TRUEVIEW / YOUTUBE

GENERAL 

REQUIREMENTS

Video must be live on your YouTube Channel & 

Provide the YouTube link to your video

REQUIRED 

COMPANION BANNER
300 x 60 – UNDER 150KB - . JPG, PNG or GIF FORMAT

AD COPY 15-Characters [Including spaces]

CALL-TO-ACTION 10-Characters Max [including spaces]

CTV/VIDEO

SUPPORTED FILE TYPE .mp4 or .mov

ASPECT RATIO 16:9,  4:3 or 9:16

FILE SIZE Maximum 250 MB

VIDEO LENGTH :15 or :30 (seconds)

AD SIZE 1920x1080 (for 16:9 content) or 1440 x 1080 (for 4:3 content)

REQUIRED 

COMPANION BANNER
300 X 250 | JPG, PNG or GIF | 200 KB max file size

VIDEO 

SPECS

MUST PROVIDE LANDING PAGE URL WITH ALL SUBMISSIONS. 

MUST PROVIDE LANDING PAGE URL WITH ALL SUBMISSIONS. 

BEST PRACTICES 

» Put your logo/name at the front of the video, not just at the end.  Remember that not all users will 

watch your video all the way through and you will miss the opportunity to promote yourself if you only 

have branding at the end.

» Try to use :15 videos where you can. The shorter it is, the more likely users will watch it all the way to 

the end.

» Include a call to action, not just your logo and images.  Plan your getaway today, for example – it 

reminds users that you aren’t just showing them your brand for fun, you want them to visit you or buy 

your product.

CLICK HERE to upload. 

materials.ajrmediagroup.com
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AUDIO 

SPECS

MUST PROVIDE LANDING PAGE URL WITH ALL SUBMISSIONS. 

AUDIO

SUPPORTED FILE TYPE MP3

FILE SIZE Maximum 200 KB

DURATION :15, :30 OR :60 (seconds) – :15 or :30 recommended

REQUIRED 

COMPANION BANNER
300 X 250 | JPG, PNG or GIF | 200 KB max file size

BEST PRACTICES 

» Include your name at least 3 times in your audio if possible, not just at 

the end.  Remember that not all users will listen all the way through and you 

will miss the opportunity to promote yourself if you only have branding at 

the end.

» Try to use :15 or :30 audio where you can. The shorter it is, the more likely 

users will listen all the way to the end.

» Include a call to action, not just your name.  Plan your getaway today, for 

example – it reminds users that you aren’t just telling them about your brand 

for fun, you want them to visit you or buy your product.

CLICK HERE to upload. 

materials.ajrmediagroup.com


TABLE OF CONTENTS

TABLE OF CONTENTS

NATIVE 

SPECS

NATIVE CREATIVE

HEADLINE 25 characters [including spaces]

TEASER TEXT 120 Characters [including spaces]

MAIN IMAGES

Provide 2 different images, each in 2 sizes (below)

Exactly 1200X627 AND 600x600

JPG or PNG  | 200MB max

NO TEXT OR LOGO IN IMAGES

LOGO Exactly: 240x240 | JPG or PNG

BRAND NAME 25 Characters [including spaces]

LANDING 

PAGE  URL

Landing page to the native article must be provided with submission 

and the page must be live prior to launch.

BEST PRACTICES 

» Avoid call to action copy in title and teaser - i.e., Need Summer 

Destination Ideas.

» Headline or teaser text should include the name of the destination. 

Exceptions to this are when the name of a destination is too long, or if the 

article itself is more general in nature, headlines with numbers get higher 

click-through rates. However, these should only be used when the article is 

laid out in a list format. 

» Always try to start the teaser text with an action word, even if that’s 

“discover,” “explore,” “find,” or even “plan.” - If the headline doesn’t have the 

destination name, the teaser text must absolutely include it. - Try not to 

make the teaser text too sales oriented. Highlight what the content is about 

and why it hold value to the potential reader. 

MUST PROVIDE LANDING PAGE URL WITH ALL SUBMISSIONS. 

CLICK HERE to upload. 

materials.ajrmediagroup.com
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NATIVE 

SPECS

NATIVE CREATIVE (Written by AJR)

MAIN IMAGES

Provide 2 different images, each in 2 sizes (below)

Exactly 1200X627 AND 600x600

JPG or PNG 

NO TEXT OR LOGO IN IMAGES

LOGO Exactly: 240x240 | JPG or PNG | 200MB max

LANDING 

PAGE  URL

Landing page to the native article must be provided with submission

and the page must be live prior to launch.

BEST PRACTICES 

» Provide images for the ads that are also being used on the page so the 

user will find similar content once they arrive on the page.

» Use large, high quality images on your landing page. Images are one of 

the main factors in keeping users on your site and  engaged with your 

article. 

» Consider the images you will have available to you when choosing the 

topic of your article, given the note above.

» Try to avoid topics that are too niche or exclude large portions of the 

population.  Girls Weekends, for example, tend to not perform well as topic 

for your native ads & articles. 

MUST PROVIDE LANDING PAGE URL WITH ALL SUBMISSIONS. 

CLICK HERE to upload. 

Written by AJR

materials.ajrmediagroup.com
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SOCIAL

(FB & IG) 

SPECS

SOCIAL (FB & IG) | SINGLE IMAGE CREATIVE

HEADLINE 27 characters [including spaces]

TEXT 125 Characters [including spaces]

LINK DESCRIPTION 27 characters [including spaces]

AD IMAGES

Provide 2 different images

Exactly 1080 x 1080

JPG or PNG | 30MB max

NO TEXT OR LOGOS ON IMAGE 

SITE LINKS + IMAGES

• Provide 4 additional links to other areas of interest on your site

• Provide a description for each link (15 characters max) i.e. Events or Hotels

• Provide one 300 x 300 image to correspond with each of the provided links 4 TOTAL

• NO TEXT OR LOGOS ON IMAGES

LANDING 

PAGE  URL

Landing page to must be provided with submission 

and the page must be live prior to launch.

BEST PRACTICES 

» Don’t add logos or text to your images. The ad will have your logo already at the top 

and any messaging should be included in the ad copy, not on the image. AI has trouble 

dealing with text in images and your ads may display improperly in the platform.

» Choose an image that is relevant to the ad and to your landing page. 

» Use an image that is bright and eye catching, even when viewed at a small size. It should 

be easy to discern the content of your image at a glance. Remember that these will often 

be viewed on mobile devices.

MUST PROVIDE LANDING PAGE URL + SITE LINKS WITH ALL SUBMISSIONS.

AUTHORIZATION: AJR must be connected to your Meta Business Account in order to run ads on your 

behalf. We will send you a request that must be accepted in order to proceed.

How to Accept Meta Request: Go to Business Settings. → Click Requests → Click Received 

→ Accept AJR Media Group Request

CLICK HERE to upload. 

https://business.facebook.com/settings
materials.ajrmediagroup.com
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SOCIAL

(FB & IG) 

SPECS

SOCIAL (FB & IG) | SINGLE IMAGE CREATIVE

AD IMAGES

Provide 2 different images

Exactly 1080 x 1080

JPG or PNG JPG or PNG | 30MB max

NO TEXT OR LOGOS ON IMAGE 

SITE LINKS + 

IMAGES

• Provide 4 additional links to other areas of interest on your site

• Provide a description for each link (15 characters max) i.e. Events or Hotels

• Provide one 300 x 300 image to correspond with each of the provided links 4 TOTAL

• NO TEXT OR LOGOS ON IMAGES

LANDING 

PAGE  URL

Landing page to must be provided with submission 

and the page must be live prior to launch.

BEST PRACTICES 

» Don’t add logos or text to your images. The ad will have your logo already at the top 

and any messaging should be included in the ad copy, not on the image. AI has trouble 

dealing with text in images and your ads may display improperly in the platform.

» Choose an image that is relevant to the ad and to your landing page. 

» Use an image that is bright and eye catching, even when viewed at a small size. It should 

be easy to discern the content of your image at a glance. Remember that these will often 

be viewed on mobile devices.

AUTHORIZATION: AJR must be connected to your Facebook Business Account in 

order to run ads on your behalf. We will send you a request that must be accepted 

in order to proceed.

How to Accept Meta Request: Go to Business Settings. → Click Requests → Click Received 

→ Accept AJR Media Group Request

CLICK HERE to upload. 

Written by AJR

MUST PROVIDE LANDING PAGE URL + SITE LINKS WITH ALL SUBMISSIONS.

https://business.facebook.com/settings
materials.ajrmediagroup.com
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SOCIAL

(FB & IG) 

SPECS

SOCIAL (FB & IG) | VIDEO CREATIVE

HEADLINE 25 characters [including spaces]

TEXT 125 Characters [including spaces]

LINK DESCRIPTION 30 characters [including spaces]

VIDEO
:30 max (recommended)

.mov or mp4

SITE LINKS + 

IMAGES

• Provide 4 additional links to other areas of interest on your site

• Provide a description for each link (15 characters max) i.e. Events or Hotels

• Provide one 300 x 300 image to correspond with each of the provided links 4 TOTAL

• NO TEXT OR LOGOS ON IMAGES

LANDING 

PAGE  URL

Landing page to must be provided with submission 

and the page must be live prior to launch.

BEST PRACTICES 

» Put your logo/name at the front of the video, not just at the end.  Remember that not 

all users will watch your video all the way through and you will miss the opportunity to 

promote yourself if you only have branding at the end.

» Try to use :30 videos where you can. The shorter it is, the more likely users will watch it 

all the way to the end.

» Include a call to action, not just your logo and images.  Plan your getaway today, for 

example – it reminds users that you aren’t just showing them your brand for fun, you want 

them to visit you or buy your product.

AUTHORIZATION: AJR must be connected to your Facebook Business Account in 

order to run ads on your behalf. We will send you a request that must be accepted 

in order to proceed.

How to Accept Facebook Request: Go to Business Settings. → Click Requests → 

Click Received → Accept AJR Media Group Request

CLICK HERE to upload. 

MUST PROVIDE LANDING PAGE URL + SITE LINKS WITH ALL SUBMISSIONS.

https://business.facebook.com/settings
materials.ajrmediagroup.com
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SOCIAL

(FB & IG) 

SPECS

SOCIAL (FB & IG) | VIDEO CREATIVE

VIDEO
:30 max (recommended)

.mov or mp4

SITE LINKS + 

IMAGES

• Provide 4 additional links to other areas of interest on your site

• Provide a description for each link (15 characters max) i.e. Events or Hotels

• Provide one 300 x 300 image to correspond with each of the provided links 4 TOTAL

• NO TEXT OR LOGOS ON IMAGES

LANDING 

PAGE  URL

Landing page to must be provided with submission 

and the page must be live prior to launch.

BEST PRACTICES 

» Put your logo/name at the front of the video, not just at the end.  Remember that not 

all users will watch your video all the way through and you will miss the opportunity to 

promote yourself if you only have branding at the end.

» Try to use :30 videos where you can. The shorter it is, the more likely users will watch it 

all the way to the end.

» Include a call to action, not just your logo and images.  Plan your getaway today, for 

example – it reminds users that you aren’t just showing them your brand for fun, you want 

them to visit you or buy your product.

AUTHORIZATION: AJR must be connected to your Facebook Business Account in 

order to run ads on your behalf. We will send you a request that must be accepted 

in order to proceed.

How to Accept Facebook Request: Go to Business Settings. → Click Requests → 

Click Received → Accept AJR Media Group Request

CLICK HERE to upload. 

Written by AJR

MUST PROVIDE LANDING PAGE URL + SITE LINKS WITH ALL SUBMISSIONS.

https://business.facebook.com/settings
materials.ajrmediagroup.com
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SOCIAL

(TikTok) 

SPECS

SOCIAL (TikTok) VIDEO CREATIVE

APP OR BRAND NAME 40 characters max [including spaces] No Emojis

AD DESCRIPTION 100 characters max [including spaces] No Emojis or Special Characters

VIDEO

9:16 ratio

:30 max

.mov or .mp4

500MB max

PROFILE IMAGE

1:1 Ratio

.jpg or .png

50 kb max file size

LANDING 

PAGE  URL

Landing page URL must be provided with submission 

and the page must be live prior to launch

MUST PROVIDE LANDING PAGE URL WITH ALL SUBMISSIONS. 

CLICK HERE to upload. 

BEST PRACTICES 

» Put your logo/name at the front of the video, not just at the end.  Remember that not all users will 

watch your video all the way through and you will miss the opportunity to promote yourself if you only 

have branding at the end.

» Try to use :15 videos where you can. The shorter it is, the more likely users will watch it all the way to 

the end.

» Include a call to action, not just your logo and images.  Plan your getaway today, for example – it 

reminds users that you aren’t just showing them your brand for fun, you want them to visit you or buy 

your product.

materials.ajrmediagroup.com
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LINKEDIN

INMAIL

SPECS

LINKEDIN INMAIL CREATIVE

SUBJECT LINE 60 characters max [including spaces]

BODY COPY

1,500 Characters max [including spaces]

3 links max

Bolding and italics allowed

CALL TO ACTION 20 characters max [including spaces]

COMPANION 

BANNER AD

300 X 250

40kb max file size

.jpg or .png

MUST PROVIDE LANDING PAGE URL WITH ALL SUBMISSIONS. 

BEST PRACTICES 

» Consider your target audience, industry, position, pain points and anything 

else your content can address.

» Consider the messaging context of the LinkedIn platform.

» Short and impactful subject line. Keep your subject concise, relevant and 

conversational. 

» Clear CTA’s get clicks and conversions. Try top performing CTA’s like: “Try”, 

“Register”, Reserve” or “Join”.

» Use a relevant banner ad. It should complement and drive home your 

message.

AUTHORIZATION: Michele Alvarez from the AJR team must be a first-degree 

connection to the person who the email will appear to be “from”. Provide that 

persons name and LinkedIn information, so that Michele can make that request.  

The request must then be accepted by that person.

CLICK HERE to upload. 

materials.ajrmediagroup.com
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LINKEDIN

SPONSORED 

CONTENT

SPECS

LINKEDIN SPONSORED CONTENT SINGLE IMAGE CREATIVE

HEADLINE 70 characters max [including spaces]

INTRODUCTORY TEXT 150 Characters max [including spaces]

IMAGES

2 Different Images

1200 X 628

5MB max file size

jpg or png

MUST PROVIDE LANDING PAGE URL WITH ALL SUBMISSIONS. 

BEST PRACTICES 

» Consider your target audience, industry, position, pain points and anything 

else your content can address.

» Have an eye-catching image – images of people/faces generally perform 

well. 

» Relevance is key. Make sure your image and your ad indicate what someone 

will “get” if they click on your ad – essentially make it relevant to the landing 

page you are sending them to.

AUTHORIZATION: Michele Alvarez from the AJR team must have agency access to 

run ads on your behalf. 

How to Grant Access: Login to Campaign Manager. → Select Setting in Top 

Right Corner → Choose Manage Access → Click Edit to Grant Access → Select 

the Appropriate User Roles and Functions

CLICK HERE to upload. 

materials.ajrmediagroup.com
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LINKEDIN

SPONSORED 

CONTENT

SPECS

LINKEDIN SPONSORED CONTENT VIDEO CREATIVE

HEADLINE 70 characters max [including spaces]

DESCRIPTION 150 Characters max [including spaces]

VIDEO

:15 or :30 recommended

200MB max file size

mp4

MUST PROVIDE LANDING PAGE URL WITH ALL SUBMISSIONS. 

AUTHORIZATION: Michele Alvarez from the AJR team must have agency access to 

run ads on your behalf. 

How to Grant Access: Login to Campaign Manager. → Select Setting in Top 

Right Corner → Choose Manage Access → Click Edit to Grant Access → Select 

the Appropriate User Roles and Functions

BEST PRACTICES 

» Put your logo/name at the front of the video, not just at the end.  

Remember that not all users will watch your video all the way through and 

you will miss the opportunity to promote yourself if you only have branding 

at the end.

» Try to use :15 videos where you can. The shorter it is, the more likely users 

will watch it all the way to the end.

» Include a call to action, not just your logo and images.  Plan your meeting 

today, for example – it reminds users that you aren’t just showing them your 

brand for fun, you want them to visit you or buy your product.

CLICK HERE to upload. 

materials.ajrmediagroup.com
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EXPEDIA 

SPECS

BANNER 

DIMENSIONS
MAX FILE SIZE

NUMBER OF 

VERSIONS
URL  REQUIRED FILE TYPE

160 x 600 45kb max Up to 3 Versions

NO – All banner ads 

link to your custom 

landing page.
JPG

CUSTOM 

LANDING PAGE

See provided landing page workbook. Workbook and corresponding creative are required and must be 

uploaded along with the banner ads (above). 

INSIDE THE WORKBOOK:

Tab 1 (Standard Module Brief): This tab must be filled out per the instructions and provided along with the 

creative assets as specified.

Additional Optional Modules: You may choose up to 3 optional modules.  The specs and instructions for these 

are included in the remaining tabs in the workbook. They must be filled in as described and the creative assets 

provided per spec.  These are optional and not required.

**Be sure to clearly label your creative and organize in folders with the same name as the corresponding tab 

in the workbook.  If your files are too large to upload, you may provide a Dropbox or WeTransfer link in the 

instructions section of the upload form.

D I S P L AY  A D  S E T  +  C U S TO M  L A N D I N G  PA G E

CLICK HERE to upload. 

EXPEDIA BANNER ADS BEST PRACTICES

» Providing catchy yet simple creative is best to draw attention. 

» They need to have a strong call to action. We have found a button 

format outperforms ads without a button. A red button often performs 

best.  

» Use minimal copy in your ads.  Digital ads rotate out quickly and users 

may not have time to read a lot of copy. It can also easily become illegible 

as many of the ads will be shown in a mobile environment on a very small 

screen.

materials.ajrmediagroup.com
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