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Europe
3,808 connections/week

121 destinations in 40
countries

Far East
153 connections/week
15 destinations in /7 countries

Middle East

/5 connections/week
/ destinations in 6 countries

Germany
Q66 connections/week
15 destinations

FAN

North America
262 connections/week
22 destinations in 2 countries

Africa
/5 connections/week
12 destinations in 9 countries

South America
35 connections/week
6 destinations in 5 countries

& Lufthansa

Reach people, markets
and travel moments
worldwide with Lufthansa.

Lufthansa connects people and markets across the globe, creating a travel
environment where quality, trust and international reach come together. With
183 destinations in 69 countries, more than 4,400 weekly connections and

a fleet of over 250 aircraft, Lufthansa offers brands access to a large and highly
valuable audience.

What makes this reach especially powerful is the environment in which it is
delivered. Lufthansa travellers are cosmopolitan, quality-conscious and highly
receptive to premium and luxury products. This creates meaningful brand
touchpoints throughout the entire travel journey. From booking to on-board
experiences, your brand appears when attention and relevance are at their
highest.
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Where your brand
reaches highly valuable
audiences.

Lufthansa gives brands access to an audience that is particularly relevant for pre-

mium products and services: cosmopolitan, affluent and quality-driven. Lufthansa
travellers demonstrate a strong interest in consumer goods and an above-average
willingness to purchase within the premium and luxury segments.

Many are decision-makers and influencers from business and society, with strong
purchasing power and freedom of choice in both their professional and personal
lives. They also show significantly higher levels of investment readiness and

a strong interest in technology than the German average. This allows brands to
engage with people who value quality, embrace innovation and are willing to

Invest in premium experiences.

& Lufthansa

J 56M

passengers per year

18% are 30 to 39 years old
o 18% are 40 to 49 years old
O 27/% are 50 to 59 years old

are 30-59 years old

3% 9%

male travellers business traveller
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& Lufthansa

The right moments. The right touchpoints. The right impact. Lufthansa understands the

| H
The right touchpoints for
most relevant touchpoints throughout the Customer Journey and creates opportunities
powe rfu I b ra nd mome ntSI for brands exactly where audience attention and context deliver maximum impact.
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O1 Preflight 02 Airport 03 Onboard
Media Media Media

» Digital Banners 7 Inflight Entertainment Pre-Roll
72 Boarding Pass Banner 2 Lounge Video Screen 72 FlyNet Portal
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~© Lufthansa

O1

Prefligh
Media

Digital Boarding Pass ‘“‘! |
Banners Banner | i
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~2M

monthly impressions

°o6M

passengers per year

Every journey
begins with a first
brandinteraction . cspmm

01 - Preflight Media 02 - Airport Media 03 - Onboard Media

Capture travellers’ attention before boarding. Lufthansa’s preflight media solutions

position your message throughout the customer journey, creating premium touch-




Digital
Banners

Maximum digital visibility across
Lufthansa’s most-used services

Leverage two of Lufthansa’s most important digital touch-
points for your brand communication. Whether during
booking management or immediately before departure,
your advertising appears where travellers actively engage
with their travel information. This enables your brand to
generate up to 1.96 million impressions per month within a
highly attentive environment while accompanying travel-
lers during key moments of their journey.

7 Data Specifications

01 - Preflight Media 02 - Airport Media 03 - Onboard Media

Check-in Confirmation

Reach travellers directly after check-in
with up to 1.25M page views/month.
Positioned alongside essential travel
information, this placement delivers

maximum visibility.

& Lufthansa

My Booking

Connect with travellers within the
booking environment through up to
710k views/month. This placement
keeps your brand present during active

trip planning and every flight booking.




Boarding
Pass Banner

A touchpoint your audience
Is guaranteed to see

The mobile boarding pass accompanies Lufthansa travel-
lers from check-in to boarding, providing a highly visible
advertising placement directly beneath essential travel
information on their smartphone.

With 560,000 monthly views, strong reach among
business travellers and frequent flyers, and direct linking
capabilities, this format combines premium visibility with
immediate activation opportunities.

7 Data Specifications

01 - Preflight Media 02 - Airport Media 03 - Onboard Media

Boarding pass
N -

Spare batteries E-cigarettes
| powerbanks

Heat-producing
articles

- Further information on
dangerous goods

Miles & More Credit
Cards

Earn miles with every purchg
redeem them for dream awe

Mobile Boarding Pass

-> Learn more

A prominent placement alongside
IS RARREUEERAR  essential travel information, delivering
- . | 560k views/month and direct links to
your content.

'




=) Lufthansa

Lurthansa

Lounge Video
Screen
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01 - Preflight Media

02 - Airport Media

03 - Onboard Media

audiences have

time for brands

30+

Lounges across Germany

ill
<590k

guests per month

CO

every
5 min.

the spot loops

(®)

211,200

broadcasts per day

Within Lufthansa Business and Senator Lounges, brands connect with travellers
who combine significant purchasing power with a strong appreciation for quality.
The exclusive atmosphere and prominent lounge placements create ideal condi-

tions for impactful brand communication.

from €40,600 per month

11



& Lufthansa

Lounge
Video
Screens

THE

LUXURY

CorppeTio®

Reaching premium audiences
at Germany’s leading airports

130+ Hotels and Resorts
10 Countries.

Engage international status customers as well as First
Class and Business Class travellers in an exclusive envi-
ronment with extended dwell times. Across 59 screens
in 30 Lufthansa lounges throughout Germany, your
brand becomes an integral part of the lounge experience.

Lounge presence

Available across 30 selected Lufthansa
lounges, reaching up to 590k visitors/
month and giving your message the

L ; . premium stage it deserves.
7 Data Specifications |
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Inflight Entertainment
Pre-Roll

About Lufthansa

Facts & Figures

Touchpoint Media
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<1M 39%

monthly users of Lufthansa of Lufthansa passengers
onboard Wi-Fi (FlyNet) travel for business

fl

W

e 66% °o6M

g | ‘ recall the advertising content passengers per year
On board, your’
brand stays top
| a highly valuable audience.
Of m I n d From €45,100 per month

01 - Preflight Media 02 - Airport Media ~ 03 - Onboard Media

On board, brands benefit from a communication environment unlike any other

point in the travel journey: fewer distractions, more time and the full attention of




Inflight Enter-

tainment
Pre-Roll

Full attention before the entertain-
ment begins

Make the most of your audience’s travel time through im-
pactful brand communication. Pre-roll placements ahead
of films and TV content reach approximately 15 million
passengers every year and benefit from an average usage
time of 4.9 hours per long-haul flight.

With an advertising recall rate of 66% and visibility across
all travel classes, Lufthansa’s inflight entertainment
environment provides ideal conditions for memorable

brand engagement.

7 Data Specifications

01 - Preflight Media ~ 02 - Airport Media ~ 03 - Onboard Media

o Lufthansa

Pre-Roll Classic

Reaches an average of 1.9M
contacts/month and guarantees a
20% Share of Voice. Visible before
inflight entertain-ment content across

all travel classes.

Pre-Roll Light

Reaches an average of @50k
contacts/month and guarantees a
10% Share of Voice. Visible before
inflight entertain-ment content across
all travel classes.




Lufthansa

FlyNet a
Portal ' | g TR

Your brand at the digital centre of the
journey

fegende

Turn Lufthansa passengers’ travel time into valuable
advertising time. With a placement in the FlyNet Wi-Fi
portal, you can reach approximately 820,000 travelers
each month on European, continental, and selected Al-
legris long-haul flights.

Depending on your campaign objectives, a range of
formats is available: Interstitial video ads appear during
the Free Messaging sign-up process or before the

Moving Map and are non-clickable. Stage and Clickable Interstitial Video Ad Stage Banners or
Banner formats are visible to all passengers, even Clickable Banners
without registration, and can link directly to your web- Reach an average of 820k users/month.

site or additional content. The non-skippable placement appears Are visible to an average of 820k

during the Free Messaging sign-up passengers/month, including non-
process or before the Moving Map, reg-istered users. The placement can
creating a highly visible and attention- link directly to your contentand is

grabbing touchpoint on board. available for monthly bookings.

7 Data Specifications

01 - Preflight Media ~ 02 - Airport Media ~ 03 - Onboard Media




& Lufthansa

Data specifications

Digital Banner

Boarding Pass Banner

7 View advertising formats ] Preflight 7 View advertising formats ]

Preflight

Check-In Confirmation My Booking Mobile Banner
User (DE) 460,000 views/month 240,000 views/month User (DE) 190,000 views/month
User (EN) /90,000 views/month 470,000 views/month User (EN) 370,000 views/month
Image size 1,200 x 742 pixels 1,350 x 600 Pixels & 418 x 162 Pixels Image size Q60 x 420 Pixels

Headline max. 48 characters Headline max. 25 characters Headline max. 48 characters
Textlength Subline max. 68 characters Subline max. 100 characters Textlength Subline max. 68 characters
(incl. spaces) (incl. spaces)

CTA max. 24 characters CTA max. 20 characters CTA max. 24 characters
Language German or English German or English Language German or English

Booking information Booking period Booking deadline Creative approval Asset delivery
Digital banners Monthly Up to 4 weeks before publication Up to 3 weeks before publication Up to 2 weeks before publication
Digital boarding passes = Monthly Up to 4 weeks before publication Up to 3 weeks before publication Up to 2 weeks before publication
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& Lufthansa

Lounge Screens | —
Airport 7 View advertising formats
.
Lounges up to 30 lounges
Visitors up to 590,000 guests/month
Format diverse formats without sound, 1,920 x 1,080 pixels
Spot length 30 seconds (standard)
Dwell time @ 60 minutes/guest
Broadcast inkl. FRA 11,200 times/day and 33,600 times/month
Loop Every 5 minutes

Booking information Booking period Booking deadline Creative approval Asset delivery

Lounge screens Monthly Up to 4 weeks before publication Up to 3 weeks before publication Up to 2 weeks before publication
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& Lufthansa

FlyNet Portal _ — Inflight Entertainment _ —
Onboard 7 View advertising formats Onboard 7 View advertising formats
Interstitial Video Ad Stage Banner Clickable Banner Classic Light
User 2 820,000 user/month 2 820,000 user/month User o 1,9M/month g 950M/month
Image size B 2,880 x 1,234 pixels and 1,456 x420 pixels, 600x 500 pixels SOV 20% 10%
1,000 x 1,000 pixels and 1,240 x 500 pixels
OTS 1,53 0,76
. /20 x 1280 pixels
Ideo Tormat (portrait) mp4 video, max. ) ) File 1- or 2-channel audio, with or without music
1 MB
Format 30 seconds
Text length Headline max. 44 characters _
(incl. spaces) B CTA max. 25 characters Headline max. 24 characters Language Audio in german or english
Subtitle Optional in german or english
Language German and English German and English German and English

Booking information Booking period Booking deadline Creative approval Asset delivery
FlyNet portal Monthly Up to 7 weeks before publication Up to 6 weeks before publication Up to 5 weeks before publication
Inflight entertainment Monthly Up to 10 weeks before publication Up to 9 weeks before publication Up to 8 weeks before publication
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Terms & Conditions

1. Responsibility / Contractual partners

Deutsche Lufthansa AG - hereinafter referred to as Lufthansa - is exclusively responsible
for marketing the Lufthansa media. The contract concerning execution of the advertising
order placed by the client shall be concluded on behalf and for account of Lufthansa.

2. Conclusion of the contract

Offers by Lufthansa shall in all cases be made without obligation. The contract shall come
into effect when confirmed by Lufthansa in writing. Orders placed verbally, by telephone
and electronically, and confirmed in writing by Lufthansa, are deemed to be agreed upon, to
the extent that the client does not object in writing within 24 hours of receipt of the
booking confirmation (also named order confirmation). All orders shall be exclusively governed
by Lufthansa’s General Terms and Conditions (GTC) in force at that time. Separate

General Terms and Conditions apply to bookings made via the website LH.com/media.
Application of the client’'s General Terms and Conditions is herewith explicitly rejected,
unless Lufthansa has explicitly agreed to their validity in writing. This shall also apply even
when Lufthansa has unconditionally accepted an order despite being aware of terms and
conditions to the contrary.

3. Orders from agencies

Orders from advertising agencies shall only be accepted for precisely designated advertisers
(name, full address). Provided that they can offer proof of corresponding services, advertising
agencies or intermediaries shall receive an agency fee from Lufthansa equal

to 15% of the net order value, i.e. of the net invoiced sum excluding VAT, after deduction

of discounts. The agency fee shall be recalculated if the value of an order and/or a discount
changes due to an addition or cancellation.

4. Period for completion
The completion period shall be the period between Lufthansa and the client.

5. Lead times, print deadlines

The specified lead times (for example, subject approval, delivery date) serve as guidelines.
The specific deadlines may sometimes deviate from the specified guidelines. The

deadlines according to the booking confirmation apply. If a deadline indicated in the booking
confirmation varies from the specified lead times and the client does not agree  to this, it
has the right of withdrawal. It must declare the withdrawal in writing within five working days
of receipt of the booking confirmation.

6. Rescission

An advertising order shall be accepted when confirmed in accordance with No. 2. of

the present General Terms and Conditions. The client may cancel an advertising order

in writing prior to the booking deadline. In the case of cancellation by the client, the
following cancellation costs are incurred; the gradation of these costs is governed by the
booking deadline indicated in the order confirmation for the medium in question. In the case
of cancellation up to a maximum of 4 weeks before the booking deadline, 50% of  the
order value is incurred. If Lufthansa receives the cancellation less than 4 weeks before the
booking deadline, 70% of the order value is incurred. In case of cancellation after the
booking deadline, 100% of the order value is incurred. The client reserves the right to
present proof that the costs asserted by Lufthansa were not incurred or were incurred in

a significantly smaller amount. In case of partial cancellation by the client, any contract
discounts which may have been granted for the remaining advertising order will be recalculated
according to the price listin effect as of the time of cancellation. Lufthansa may

cancel the advertising order in writing in accordance with No. 7., 16. resp. 18. of these GTC.

7. Rejection of advertising orders

Lufthansa reserves the right to decline advertising orders, including orders which have
already been confirmed with legally binding force, as well as individual orders within the
framework of an arrangement if they violate the law or official regulations, third party
rights, are contrary to public policy, or whose publication is unacceptable to Lufthansa,

especially if their reputation may be damaged as a result or if competitive products

are advertised. The client shall be informed of such a refusal without delay. The client
shall not be obliged to pay for the service ordered in such a case, however cancellation
fees have to be paid in accordance with No. 6. of these GTC if the client has caused
Lufthansa's cancellation by his fault. All further claims shall be excluded. If the booked
advertising service is rendered despite giving notice of rescission, the client shall also be
obliged to pay for the service as originally agreed. The client shall also bear the costs of
any changes requested by the client, as well as the costs of any significant changes to the
originally agreed execution for which the client is responsible.

8. Prices

All prices are exclusive of any value added tax (VAT), withholding tax, import turnover tax,
sales or turnover taxes. The client shall pay any and all applicable value added, sales and
use taxes, (except Lufthansa income and corporate taxes in Germany) due under or in
connection with this Agreement. In the event that the client is obliged by law to withhold
any taxes, fees or duties, the client shall pay such additional amounts as are required

to ensure that the net amount received by Lufthansa, i.e. the amount after deduction or
withholding of any such taxes, fees or duties, is equal to the amounts payable by the
client to Lufthansa had no such deduction or withholding been required.

Q. Basic price of inflight entertainment / Lounge Screens

The basic price of inflight entertainment and display on Lounge Screens shall constitute
the fee for broadcasting the television commercial and does not include any production
costs or other costs. Such costs shall be invoiced as soon as they are incurred (e.g. due to
the nature of the provided advertisement material) and shall in all cases be borne by

the client. The prices quoted in the price list are based on the specified length in seconds. If
the actual broadcast length differs from the agreed broadcast length, the actual broadcast
length shall serve as the basis for calculation and Lufthansa must agree to the changed
length in seconds in such a case.

10. Placement / Complaints

Lufthansa explicitly reserves the right to make changes at short notice (e.g. by changing to
a different time or by changing the placement). The client shall be informed beforehand
where possible. Advertisements which are not immediately identifiable as such on account
of their design shall be identified by adding the word “Advertisement”. Proofs and logs
shall only be supplied if explicitly requested before the booking period. The booked
advertising spots shall be placed by Lufthansa within the agreed price group, subject to
changes in accordance with No. 12. of these General Terms and Conditions.

Price groups are shown in the valid Lufthansa programme structure applicable when the
order is confirmed. Lufthansa cannot warrant that other advertising slots are not offered
and broadcast in addition to those shown in the programme structure. If an advertising

spot cannot be broadcast on schedule due to technical faults, Acts of God or other
circumstancesbeyond Lufthansa’s control, it shall be moved to a reasonable alternative slot.

In the event of major shifts, the client shall be informed accordingly by Lufthansa without delay.

11. Defects

Except in the case of hidden defects, all complaints must be filed within an exclusive

period of one month of receiving the invoice. For a non-material deviation no claims can

be made. For all claims based on defects the period of limitation shall be one year beginning
with the publishing of the respective advertisement material.

12. Changes in price

The price list may be changed at any time. However, changes in price shall only be effective
for orders which have been agreed and confirmed if the changes have been announced

by Lufthansa at least one month before coming into force. The client shall be entitled

to rescind the order if prices rise. This right of rescission shall be exercised in writing
addressed to Lufthansa within five working days of receiving the notification.

13. Terms of payment / set-off

Unless contractually agreed otherwise, the advertising orders placed shall be invoiced per
month in advance. Unless agreed otherwise, invoices will be transmitted to the client
electronically and are to be settled within the payment deadline stipulated on the invoice.
In the case of new business relations, Lufthansa reserves the right to demand payment

in advance. Payment shall be exclusively remitted to the accounts specified by Lufthansa in
the invoice. Bank charges shall be borne by the client. Cheques and bills shall only be
accepted in lieu of performance. If payments are in arrears, Lufthansa shall be entitled

to postpone execution of the order without creating any entitlement to compensation for
the client. The client shall be liable for the loss incurred on account of the default. Such loss
shall include interest on the sum defaulted at a rate defined by law (Section 288 of the
German Civil Code (BGB)). Lufthansa explicitly reserves the right to claim further

damages based on default. Lufthansa shall be entitled to rescind the contract in accordance
with statutory regulations if payments are in arrears. All resultant losses shall be

borne by the client. The right to set-off is limited to undisputed claims or claims affirmed
by legally binding judgements.

14. Printing documents / Broadcast material

All advertising media shall be approved by Lufthansa. Unless agreed otherwise, the client
shall obtain Lufthansa’s approval of the corresponding advertising media in accordance
with the dates stipulated in the order confirmation, prior to the deadline for the submission
of documents for printing. The client shall be obliged to inform Lufthansa in writing

and without delay should any circumstances preventing compliance with the stipulated
deadline arise or become known. The client shall be responsible for ensuring punctual
delivery, including the delivery of faultless documents for printing, to the office designated
by Lufthansa. A master shall be supplied for each advertising medium if several
advertisements are to be published with the same motif. The client is obliged to make the
material required for broadcasting the advertising spots for movies or TV series available to
Lufthansa prior to broadcasting, in accordance with the dates stipulated in the booking
confirmation. The copies to be broadcast must be of the quality expected by Lufthansa.
Separate broadcasting material (a Digital Betacam SP) in the required quantities shall be
supplied for each motif. The broadcasting material shall be stored by the applicable service-
provider on behalf of Lufthansa and shall only be returned to the client on request. If

a motif for a commercial is not used for more than one year, Lufthansa shall be entitled to
destroy the documents and broadcast material provided for this purpose free of charge. The
agreed broadcasting time shall be invoiced if spots are not broadcast or are broadcast
incorrectly because documents, text or copies have not been provided in good time,

are defective or have been incorrectly labelled. The client shall not be entitled to claim
damages in such a case. The risk when sending documents and material for broadcasting
shall rest with the client. The client warrants that he will settle the GEMA accounts.

15. Quantities / Residual stocks

Quantities for advertising media (e.g. refreshing tissues) may vary due to fluctuations in the
number of passengers and cannot be limited in terms of time; surplus quantities shall be
distributed. If a run or part-run is not distributed during the advertising period despite
Lufthansa’s reasonable effort, this shall not entitle the client to claim any reduction in

the agreed fee.

16. Responsibility of the client in terms of media, competition and copyright law /
Indemnification
In relations with Lufthansa, the client shall bear sole responsibility for the advertising spot

& Lufthansa

Lufthansa’s legal costs. Lufthansa will inform the client without undue delay, if such third-party
claims are brought forward and will not settle or acknowledge such claims without the client’s
consent.

17. Liability

The liability of Lufthansa in all contractual relationships specified in these General Terms

and Conditions (including their respective vicarious agents) shall be unlimited in cases of wilful
intent or gross negligence, as well as in warranty cases. Liability shall also be unlimited in the
case of death, bodily injury and damage to health due to minor negligence. If

essential contractual obligations are breached through minor negligence, liability shall be limited
to the resultant property damage and financial losses in the amount of the foreseeable, typically
incurred loss. An essential contractual obligation shall be defined as

one which must be discharged in order to make due execution of the contract possible in

the first place, and which the contractual partners may normally expect to be discharged.
Where permitted by law, all further liability for damages shall be excluded, except in the

case of claims based on product liability law.

18. Integrity

The client shall obey the applicable anti-corruption law. He ensures not to offer, promise

or provide employees of Lufhansa or any of his / her related persons any unlawful advantages.
The same applies for employees of the client as well as employees of its agents

and third parties acting on the client’s behalf.

If Lufthansa realizes that the client does not observe one of the above mentioned standards,
Lufthansa reserves the right to rescind the contract with the client. No. 6. of these

GTC applies accordingly.

19. Confidentiality

All personal data and data in connection with this contract - regardless of form (written,
oral, other) - (Confidential Information) will be kept confidential by the parties even if they
are not marked as confidential. This does not apply for Confidential Information which is
publicly known, explicitly intended for publication, legally obtained by a third party not in
breach of any obligation to confidentiality or with the consent of the other party / the party
who disclosed the Confidential Information respectively. Lufthansa may share Confidential
Information with affiliates in the sense of Section 15 of the German Stock Exchange Act
(Aktiengesetz).

Both parties shall keep Confidential Information confidential for a period of 5 years after
the termination of the contract.

20. Concluding provisions

Amendments and supplements to the contract, including subsidiary agreements and
amendment of these clauses, shall only be valid if set out in writing. German law shall be
applicable excluding the CISG as well as the German collision of law norms. If any of the
provisions of these General Terms and Conditions prove to be or become invalid, this shall not
affect the remaining parts of the contract. The place of jurisdiction in business relations with
business people, legal entities under public law and public-law special funds

shall be at Frankfurt, Main.

as regards media law, competition law and other content. If Lufthansa’s service is impaired by
third-party rights or violation of law the client is obliged to dispel the infringement of third party
rights resp. the violation of law. Until then Lufthansa may suspend and hold back its service a nd
especially not publish or stop publishing advertisements and recall print media. If the client does
not succeed to dispel the infringement within a reasonable grace period set by Lufthansa,
Lufthansa is entitled to rescind the contract. No. 6. of these GTC applies accordingly. In addition
the client shall indemnify and hold harmless Lufthansa from all third-party claims and will bear
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Our tea you with book’i?gs or any details

you need. Contact us at lufthansa.com/medien

Get in touch

© Deutsche Lufthansa AG, 2027



https://ambientmedia.lufthansa.com/en/
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