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It is one thing to learn about advertising in a marketing class, and quite another to be asked to be asked to make a decision regarding ad placement for one's employer. The objective of the Media Kit Exercise is to give students hands-on experience with media kits for print advertising. 

At the beginning of the promotions chapter, students are asked to find a print ad in any magazine and bring the original ad to class. (You may wish to have students identify the communication task, the ad appeal, and/or the ad execution.) On the day of the Media Kit Exercise, each student should have a media kit (from any magazine) to work with. 

Step 1: Before students begin examining the media kit, ask them to write a paragraph describing the target market (using multiple bases of segmentation) for the advertised product. (Caution students not to confuse the target market for the product with the target market for the magazine.) 

Step 2: Explore the media kit together. Identify the contents of the media kit (rate card, subscriber profile, demographic comparison, circula-tion statement, list of advertisers, editorial calendar, etc.) 

Step 3: Ask students to evaluate how well the subscriber profile matches the target market for the ad. 

Step 4: Examine the rate card together. Discuss the factors which affect ad pricing, such as color (one color, two color, four color), bleeding, ad size, and frequency. 

Step 5: Have students calculate the price to run their ad assuming a 1X frequency. Next, ask students to calculate the CPM. (It's fun to ask who has the least expensive ad and who has the most expensive ad; the response you receive may remind you the bidding process at an auction!) 

Step 6: If students have access to a sample magazine, have them evaluate ad clutter. 

Step 7: Ask students to examine the list of advertisers to identify direct competitors, indirect competitors, and companies advertising comple-mentary products. 

Step 8: Based on the editorial calendar, have students identify which issues would be best to advertise in (issue focusing on the effects of the sun for a suntan lotion manufacturer) and which issues to avoid (issue discussing the affects of alcohol for a beer manufacturer). For the issues which are selected, students should identify the lead times required for reserving ad space and submitting the ad. 

Step 9: Using the demographic comparison, have students identify which competitive magazines, if any, might be more effective in reaching the target market for the product. 

Step 10: Finally, ask students to decide whether their product should be advertised in the magazine. 

Students really appreciate this hands-on, "real life" Media Kit Exercise and remember their experience for a long time. 



