
Thank you for participating in Design An Ad! I hope you and your students enjoy this project. Please contact me with any questions, comments, or concerns. My phone number is (507) 344-6326 and my email address is nie@mankatofreepress.com. 

Here are some things to keep in mind while working on Design An Ad:

· Please take pictures of your students working on their ads. Email or mail three to five pictures to me by Wednesday, March 24, 2010. If this is going to be a problem, please let me know and we can make other arrangements. Please remember to include the names of the students appearing in each picture. (Notes: Make sure permission is obtained from the parents/guardians of any students appearing in any picture. Photo quality is best from those that are emailed or mailed on a CD, but mailing or dropping off actual photos works too). 

· It is a good idea to have your students to complete a rough draft in pencil so you can check it and make any corrections before they complete their final draft. The final draft must be traced with a thin black marker.

· Unless you are informed otherwise, the ads will appear in black and white so it is not necessary for your students to include color.

· Please mail or deliver the finished ads to: The Free Press; Attn: Brooke McGuire; 418 S. 2nd St.; Mankato, MN 56001. Please do not fold or bend the final copies and have the ads and pictures to me by Wednesday, March 4, 2010.

· The Design An Ad supplement will be published on Thursday, April 15, 2010. You will receive enough copies of this supplement for each of your students.


Here is the suggested process for completing this project:

1. Introduce your students to the newspaper and/or advertising (see activities and suggestions on the following pages).

2. Provide your students with the business information (information required on ad and any additional information that would be helpful for your students creating the ad).

3. At any point while your students are working on this project, please take pictures and email 3-5 pictures to nie@mankatofreepress.com. Please include a caption with each picture.

4. Ask your students to complete a mock up ad. You might ask your students to create each piece of the ad separately, cut them out, and try some different arrangements (layouts). 

5. After they have completed a rough draft in pencil and used the checklist (page 7), have them check the rough draft with you.

6. After the rough draft is approved, they may use that to create the final ad, or, if the rough draft is in good shape, they may outline their rough draft with a thin, black marker and turn that in as their final ad.

7. Return the ads to me as soon as possible, but no later than Wed., March 24. 

Deadline for all DAA materials: WEDNESDAY, MARCH 24
The remaining pages consist of information, ideas, and resources that will hopefully help you and your students as you complete the Design An Ad project. Here is what you will find on each page:

Design An Ad Activities
Page 3

Newspaper Scavenger Hunt
Page 4

Advertising
Page 5

Effective Ad Elements
Page 6

Reminders & Checklist
Page 7

Web Sites
Page 8

The following information was compiled from several sources, including the Newspaper Association of America (NAA) and from Janet Gibson and Bob Hebert of The Free-Lance Star.

Design An Ad Activities

· Begin with a class or small-group discussion:

· What makes an ad better than others? (You could ask students to look through a newspaper at ads. Then ask them to put the newspapers down and ask them which ads they remember and why. Why are those particular ads memorable? Or just spend some time looking at ads and ask students why they prefer some ads to others.)

· Why would a business place an ad? What purpose does advertising serve? Discuss whether ads are selling a product or a service.

· Send your students on an advertising scavenger hunt. Use the included scavenger hunt (see page 4), which can be easily adapted depending on the age of the students or the purpose of your lesson, or come up with other things your students can find in the newspaper. 

· Ask your students to find the 5 “Ws” of an ad. Who is selling? What is the product? Why should you buy it? (facts or opinions?) When can you buy it? Where can you buy it?

· Create an advertisement as a class. Create your own business, or create an ad for an existing business. Help your students understand the importance of writing clearly and making an effective use of white space. 

· You may use this as an opportunity to discuss advertising and/or the newspaper in greater depth. You may also expand this discussion to talk about advertising in other media (television, magazines, radio, etc.). See pages 5 and 6 for advertising techniques and effective elements.

· Ask your students to find examples of the different techniques and elements on pages 5 and 6.

· Compare and contrast classified and retail (display) ads using a Venn Diagram. Students will be creating display ads. Look for examples of both in The Free Press. See page 5 for more information on classified versus retail ads.
· Discuss who is targeted by particular ads. Have students find ads and indicate whether the ad targets men, women, children, or teenagers. 
Newspaper Scavenger Hunt

Directions: Find the following items in the newspaper. In the chart below, list what you found and where you found it.

	Item
	What? (item)
	Where? (page #)

	a comic
	
	

	a classified ad
	
	

	an opinion
	
	

	a hard news story
	
	

	a photo 
	
	

	a puzzle
	
	

	a dateline
	
	

	a coupon
	
	

	the weather report
	
	

	a credit
	
	

	your horoscope
	
	

	a jump
	
	

	the flag
	
	

	a display ad
	
	

	a drophead
	
	

	a t.v. show
	
	

	the index
	
	

	a cutline
	
	

	a movie
	
	

	a soft news story
	
	

	the masthead
	
	

	a lead
	
	

	a fact
	
	

	a by-line
	
	

	a sports story
	
	

	a headline
	
	


Advertising

Advertising links the buyer to the seller. The seller sends a message through an ad that is designed to sell a product, service, or idea. Advertisers also often attempt to target a particular audience.

Advertisers use many techniques to persuade people to buy their products:

Bandwagon – stresses the popularity of the product, everybody’s doing it

Basic Ad – shows the product and brand name 

Economy – the product will save you money, work, or time

Humor – entertaining but deceptive, says little about the product

Labels – uses descriptive words not supported by facts

Plain Folks – uses words or phrases to appeal to the “common people,” a warm and friendly approach

Snob Appeal – only the richest, most important people like this product

Style Changes – buyer is asked to keep up with the times, may include fad items

Testimonial – product is endorsed by a famous person, such as a sports figure or movie star

Your discussion may also focus on two common types of advertising:

Display Advertising – Display ads feature graphics and text laid out according to the advertiser’s own design. The cost of display ads is determined by the column inch, which is one column wide by one inch deep. Display ads are usually larger than classified ads.

Classified Advertising – Classified advertising is an inexpensive way for people selling cars, homes, sporting goods, or renting property, locating lost pets and holding garage sales to reach thousands of other people. Classified ads also announce available goods, services, and employment opportunities. The number of words determines the cost of the ad.

AIDA

The Classic Formula for Effective Ads

Great ads have four things in common – they create Attention, Interest, Desire, and Action. When creating ads, keep this simple AIDA formula in mind:

A = Attention. Grab readers’ attention with headlines, type, white space, and visuals.

I = Interest. Make the copy interesting and benefit-oriented.

D = Desire. Make sure the copy answers readers’ most basic question: “What’s in it for me?” People read ad copy to find out how your product or service benefits them.

A = Action. Urge your reader to act now – and make it easy to do so. 

Effective Ad Elements
Thirteen Components of a Good Layout

1. Border. How do we separate the ad from the surrounding type? With a border. Borders should complement the look that you are developing with your ad and should never be the most prominent part of your ad. Straightforward and simple is best.

2. Heading. Ad legend David Ogilvy once stated, “The headline is a key part of the sales message; no matter how well the ad is presented, it can’t succeed if it is not read. If your headline does not include a selling message, you may be wasting 80% of your dollars.”

3. Illustrations. A highly effective way to draw the reader’s attention to an ad is with the illustration. Studies have shown that an ad with an illustration that takes up 50% or more of the ad space increases readership by as much as 37%. 

4. Price. Price is an important (and often dominant) element in a layout. Many local advertisers build their ads around the price. You can accent price in several ways: 1) as part of the heading, 2) the core the ad is built around, 3) preceding the copy, and 4) in the text space.

5. Subheads. Following the headline, you’ll have subheads that either clarify or amplify the thought in the headline. Subheads should be handled in much the same way as headlines, but are visually weighted somewhere between the body copy and the heading.

6. Body copy. Body copy develops and expands on the benefits offered in the headline. The power of well-written advertising copy is proven by the billions of dollars of sales directly generated by great newspaper advertising. Benefits should be written as though you were making friendly, personal conversation.

7. Signature. The signature is often a logotype. Though often used synonymously with logo, signature means the name of an advertiser in any form, and unlike the logo, may change form from one ad to the next. Remember not to let the signature overpower other important aspects.

8. Focal Point. You can establish this with a dominant headline, illustration, or price.

9. Concentration. Another factor that affects eye appeal is concentration. This means grouping your selling points into display headings and text masses.

10. White space. Use as much white space as you can afford to use. It minimizes distraction and draws attention to what matters most.

11. Color. Try to achieve contrast in layout by effective use of different size type, bold type, and color. Introducing color increases impact.

12. The one-second test. The one-second test is a way of determining whether a reader can tell at a glance what the advertiser is selling. It simply means that you should be able to look at a layout for a second, then close your eyes and recall its sales message. If you didn’t get the message, you need to improve the layout.

13. Creativity. If your ad is developed with simplicity, focal point, and sequence in mind, then it will be appealing to the eye. However, some ads are more visually appealing than others. The difference is in creativity. Remember, creativity rarely occurs as a stroke of genius; it usually comes through persistent attempts and hard work. 

Notes: Prices (#4) are generally not included in our ads and, since your ads will appear in black and white, focus on changing the width and size of your letters to add impact in terms of color (#11). 

 Reminders

Please remind your students to:

· Use the information provided by the business. Make sure you have included all the information required by the advertiser (if applicable).

· Take your time and do your best.

· Make sure to check and double-check spelling.

· Write largely and clearly so it is simple to read. (Ask someone to hold it up a few feet away and look at it. What stands out? It is easy to tell what it is advertising?)

· Include pictures or designs to make your ad more visually appealing.

· Be creative and make your ad unique, but also keep it simple. Avoid making the ad look cluttered by writing large enough and by using white space.

· Include your name, age, grade, school, and teacher’s name outside the box.

· Keep your design completely within the box.

· Complete your design in pencil first and trace your final draft with a thin, black marker.

· Have fun!
Here is a checklist for your students to complete to make sure they have remembered the reminders.

	YES
	Did you…
	NO

	
	include the information required by the business?
	

	
	keep it simple?
	

	
	take your time and do your best?
	

	
	check and double-check spelling?
	

	
	write largely and clearly?
	

	
	use your creativity and design a unique ad?
	

	
	include your name, age, grade, school, & teacher’s name outside of the box?
	

	
	keep your design completely in the box?
	

	
	trace over your final design with a thin, black marker?
	


If you checked “no” for any of the questions, please go back and fix your ad so you can check “yes.”
Here are some web sites containing additional newspaper and advertising information:

· Ten Great Activities: Teaching with the Newspaper http://www.educationworld.com/a_lesson/lesson/lesson139.shtml
· Ad Layout and Design Strategies http://desktoppub.about.com/od/ads/ss/ogilvy.htm
· Creating the Best Print Ads http://www.sideroad.com/Marketing/print_ads.html
· Creating and Designing Your Own Print Ads http://www.bbc.co.uk/dna/h2g2/A1122382
· Create Your Own Print Ad http://www.adbusters.org/spoofads/printad/
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