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How to use this guide
This guide is designed for publishers, newsletter operators, sales teams, and monetization leads who need a media kit
that does more than look nice. It should help sponsors understand the audience, evaluate fit, choose a format, approve
a budget, submit creative, and interpret results.

Use it in three ways. First, as a blueprint for your public media kit or downloadable sponsor guide. Second, as an internal
sales enablement document for pricing, sponsor fit, objection handling, and package recommendations. Third, as an
operations checklist to make sure the campaigns sold in the media kit can be delivered cleanly.

Core premise A media kit is not a decorative PDF. It is a decision tool. The best version reduces buyer
uncertainty, protects reader trust, and turns publisher inventory into a clear, sellable
product.

Who this is for
- Newsletter publishers building a sponsorship program.

- Established publishers updating an outdated rate card or sales deck.

- Ad sales teams that need better category fit and proposal language.

- Ad operations teams that need cleaner specs, QA, and reporting standards.

- Media platforms and networks standardizing publisher inventory for sponsors.
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01

Executive Summary

The media kit is not a PDF brochure. It is the sales operating system that helps
sponsors decide if your audience, inventory, workflow, and reporting are worth
buying.
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1. Executive Summary
A publisher media kit for newsletter sponsors has one job: reduce uncertainty for a buyer. A brand wants to understand
who reads the newsletter, why the audience trusts it, what inventory is available, what the sponsorship will look like,
what it costs, how performance is measured, and what happens after the campaign is booked.

Most media kits do not answer those questions clearly. They overemphasize list size, use vague words like engaged
and premium, bury the rate card, omit creative specs, and show screenshots without explaining what a buyer can
actually purchase. The result is more back-and-forth, slower approvals, more custom explanations, and lower
confidence from serious advertisers.

This guide rebuilds the media kit as a practical sales and operations asset. It covers what to include, what to leave out,
how to structure proof points, how to present pricing without boxing yourself in, and how to make the kit useful for both
direct-sold sponsorships and platform-based buying.

What this section should accomplish
- A strong media kit makes the buyer feel oriented within two minutes.

- It separates audience quality from vanity metrics.

- It turns ad products into concrete inventory, not vague sponsorship language.

- It gives sales, ad ops, finance, and editorial the same source of truth.

- It explains how the publisher protects reader trust while accepting sponsor revenue.

Media kit implication The media kit is not a PDF brochure. It is the sales operating system that helps sponsors
decide if your audience, inventory, workflow, and reporting are worth buying.
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Executive Summary: framework
Use this framework when turning the concept into an actual media kit page, sales module, or internal operating rule.

Weak media kit Sponsor-ready media kit Why it matters

Big subscriber number Audience profile, reader intent, category fit, and
send cadence

Brands buy relevance, not just reach.

One generic sponsorship option Clear placement map with specs, deadlines,
examples, and reporting

Buyers need to picture the execution.

Open rate screenshot Clicks, CTR, trend ranges, validation notes, and
case context

Open data is less reliable after privacy changes.

Rate card only Package logic, pricing guardrails, and custom
options

Pricing should guide a deal without forcing a bad
one.

How to apply Add only the information a buyer or internal operator can use. If a detail does not help a
sponsor evaluate fit, buy with confidence, or execute a campaign correctly, keep it out of
the public kit and put it in an internal appendix.
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Executive Summary: action checklist
Before you move on, complete the following action items for this part of the media kit.

- A strong media kit makes the buyer feel oriented within two minutes.

- It separates audience quality from vanity metrics.

- It turns ad products into concrete inventory, not vague sponsorship language.

- It gives sales, ad ops, finance, and editorial the same source of truth.

- It explains how the publisher protects reader trust while accepting sponsor revenue.

- Identify the source of truth for every number or claim used in this section.

- Decide which statements belong in the public kit and which belong in the internal sales appendix.

- Confirm that sales, editorial, ad operations, and reporting teams agree with the promises being made.

Decision rule If this page creates more questions than it answers, simplify the language, add examples,
or move technical detail into a table.
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02

Media Kit Objectives

A media kit should answer the sponsor's buying questions before the first sales
call.
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2. Media Kit Objectives
A useful kit is built around buyer questions, not publisher pride points. It should make a qualified sponsor say: I
understand who this reaches, why it is credible, what I can buy, what I need to provide, how the campaign will be
measured, and how to move forward.

The media kit also has an internal objective. It should prevent inconsistent promises. If sales says one thing, editorial
expects another, ad ops needs a third, and finance prices a fourth, the publisher will eventually damage trust with
sponsors or readers. A single, well-built media kit creates alignment before a deal is sold.

What this section should accomplish
- Educate new sponsors on the audience and editorial context.

- Qualify advertisers before deep sales time is spent.

- Standardize products, specs, deadlines, and approval steps.

- Anchor pricing and reduce unnecessary discounting.

- Set expectations for reporting, attribution, makegoods, and renewals.

Media kit implication A media kit should answer the sponsor's buying questions before the first sales call.
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Media Kit Objectives: framework
Use this framework when turning the concept into an actual media kit page, sales module, or internal operating rule.

Buyer question Media kit answer Best format

Is this audience relevant? Reader profile, topics, intent, examples of high-fit
categories

Audience page + category fit matrix

What can I buy? Sponsorship, dedicated email, package,
availability

Inventory map

How will we measure? Metrics, UTM rules, reporting cadence, validation
logic

Reporting page

Can I trust this publisher? Editorial standards, disclosure policy, brand
safety rules

Trust page

How to apply Add only the information a buyer or internal operator can use. If a detail does not help a
sponsor evaluate fit, buy with confidence, or execute a campaign correctly, keep it out of
the public kit and put it in an internal appendix.
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Media Kit Objectives: action checklist
Before you move on, complete the following action items for this part of the media kit.

- Educate new sponsors on the audience and editorial context.

- Qualify advertisers before deep sales time is spent.

- Standardize products, specs, deadlines, and approval steps.

- Anchor pricing and reduce unnecessary discounting.

- Set expectations for reporting, attribution, makegoods, and renewals.

- Identify the source of truth for every number or claim used in this section.

- Decide which statements belong in the public kit and which belong in the internal sales appendix.

- Confirm that sales, editorial, ad operations, and reporting teams agree with the promises being made.

Decision rule If this page creates more questions than it answers, simplify the language, add examples,
or move technical detail into a table.
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03

Audience Profile

Advertisers need more than demographics. They need to know why readers subscribe,
what decisions they influence, and what problems they are trying to solve.
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3. Audience Profile
The audience section is usually the most important part of a newsletter media kit, but it is also the easiest to make
shallow. Age, gender, location, and subscriber count are not enough. Sponsors need to understand context: what the
reader is doing when the email arrives, what kind of attention the newsletter earns, and whether the audience is likely to
care about the sponsor's category.

Audience quality should be presented through layers. Start with scale and cadence. Then show reader identity,
professional or lifestyle context, topical interest, purchase intent, and category alignment. When hard data is
unavailable, label qualitative claims clearly as survey feedback, editorial insight, or observed sponsor performance
rather than pretending every claim is statistically proven.

What this section should accomplish
- Include total subscribers, average sends per week, active audience definition, and typical content categories.

- Explain why readers subscribe: news utility, career advantage, taste, community, deals, education, entertainment, or
expertise.

- Show category fit using concrete examples instead of generic advertiser lists.

- Separate directly measured data from survey data and editorial interpretation.

- Avoid overpromising purchase intent unless you can support it.

Media kit implication Advertisers need more than demographics. They need to know why readers subscribe,
what decisions they influence, and what problems they are trying to solve.
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Audience Profile: framework
Use this framework when turning the concept into an actual media kit page, sales module, or internal operating rule.

Audience layer What to include How to avoid overclaiming

Scale Subscribers, sends, geography, growth trend Use recent month or trailing average.

Engagement Clicks, CTR, replies, survey responses, retention
proxies

Do not rely only on opens.

Reader intent Why they read and what decisions they make Label as survey, editorial insight, or inferred.

Sponsor relevance Best-fit categories and past sponsor types Explain fit, not just logo-drop.

How to apply Add only the information a buyer or internal operator can use. If a detail does not help a
sponsor evaluate fit, buy with confidence, or execute a campaign correctly, keep it out of
the public kit and put it in an internal appendix.
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Audience Profile: action checklist
Before you move on, complete the following action items for this part of the media kit.

- Include total subscribers, average sends per week, active audience definition, and typical content categories.

- Explain why readers subscribe: news utility, career advantage, taste, community, deals, education, entertainment, or
expertise.

- Show category fit using concrete examples instead of generic advertiser lists.

- Separate directly measured data from survey data and editorial interpretation.

- Avoid overpromising purchase intent unless you can support it.

- Identify the source of truth for every number or claim used in this section.

- Decide which statements belong in the public kit and which belong in the internal sales appendix.

- Confirm that sales, editorial, ad operations, and reporting teams agree with the promises being made.

Decision rule If this page creates more questions than it answers, simplify the language, add examples,
or move technical detail into a table.
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04

Audience Proof

A sponsor-ready kit shows how audience claims were developed and how recent they
are.
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4. Audience Proof
A media kit becomes more credible when it tells the buyer where the audience story comes from. A publisher does not
need enterprise-grade research to be credible, but the kit should distinguish between platform analytics, reader survey
results, subscriber intake data, advertiser performance, and editorial knowledge.

The most common mistake is mixing all of those together in one paragraph. That makes the audience sound polished
but unverifiable. A better structure is to show the data source, the recency, the sample size if applicable, and the
decision it supports.

What this section should accomplish
- Use a small proof note near major audience claims.

- Refresh the audience section quarterly or after any major list growth event.

- Keep a source-of-truth spreadsheet for media kit numbers.

- Do not include data that the team cannot explain on a sales call.

- If a claim is directional, call it directional.

Media kit implication A sponsor-ready kit shows how audience claims were developed and how recent they are.
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Audience Proof: framework
Use this framework when turning the concept into an actual media kit page, sales module, or internal operating rule.

Claim type Example Proof note to include

Measured Average CTR by placement Trailing 6-month campaign average; excludes test
sends.

Surveyed Readers are founders or operators Reader survey, n=642, March 2026.

Inferred Strong fit for B2B SaaS Based on past sponsor response and editorial topic
mix.

Editorial Readers value practical recommendations Based on replies, comments, and content
engagement patterns.

How to apply Add only the information a buyer or internal operator can use. If a detail does not help a
sponsor evaluate fit, buy with confidence, or execute a campaign correctly, keep it out of
the public kit and put it in an internal appendix.
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Audience Proof: action checklist
Before you move on, complete the following action items for this part of the media kit.

- Use a small proof note near major audience claims.

- Refresh the audience section quarterly or after any major list growth event.

- Keep a source-of-truth spreadsheet for media kit numbers.

- Do not include data that the team cannot explain on a sales call.

- If a claim is directional, call it directional.

- Identify the source of truth for every number or claim used in this section.

- Decide which statements belong in the public kit and which belong in the internal sales appendix.

- Confirm that sales, editorial, ad operations, and reporting teams agree with the promises being made.

Decision rule If this page creates more questions than it answers, simplify the language, add examples,
or move technical detail into a table.
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05

Newsletter Metrics

Metrics need context. A rate without cadence, placement, audience, and reporting
rules is easy to misunderstand.
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5. Newsletter Metrics
A publisher media kit should include metrics, but it should not make raw metrics do all the selling. A 3% CTR can be
excellent in one context and weak in another. A high open rate might be less meaningful after Apple Mail Privacy
Protection. A click count may include clicks that later need to be filtered or reconciled. A sponsor needs enough context
to understand what the numbers mean and what they do not mean.

The best media kits present ranges, definitions, and caveats. They show what a buyer can reasonably expect, while
making clear that performance depends on offer, creative, landing page, audience fit, placement, send timing, and
tracking setup.

What this section should accomplish
- Define every metric: sends, delivered, opens, clicks, unique clicks, CTR, CPC, CPM, conversions, and qualified traffic.

- Use trailing averages rather than one unusually strong campaign.

- Show placement-specific ranges when possible.

- Explain that opens are directional and not a complete measure of performance.

- State how sponsored links are tracked and reported.

Media kit implication Metrics need context. A rate without cadence, placement, audience, and reporting rules is
easy to misunderstand.
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Newsletter Metrics: framework
Use this framework when turning the concept into an actual media kit page, sales module, or internal operating rule.

Metric Use in the kit Caution

Subscriber count Scale indicator Not the same as active readership.

Open rate Directional reader attention Privacy changes can inflate or distort opens.

CTR Top-level response quality Depends heavily on creative and offer fit.

Clicks Traffic volume estimate Requires QA and validation rules.

Conversions Outcome signal May sit in advertiser platform, not publisher
platform.

How to apply Add only the information a buyer or internal operator can use. If a detail does not help a
sponsor evaluate fit, buy with confidence, or execute a campaign correctly, keep it out of
the public kit and put it in an internal appendix.
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Newsletter Metrics: action checklist
Before you move on, complete the following action items for this part of the media kit.

- Define every metric: sends, delivered, opens, clicks, unique clicks, CTR, CPC, CPM, conversions, and qualified traffic.

- Use trailing averages rather than one unusually strong campaign.

- Show placement-specific ranges when possible.

- Explain that opens are directional and not a complete measure of performance.

- State how sponsored links are tracked and reported.

- Identify the source of truth for every number or claim used in this section.

- Decide which statements belong in the public kit and which belong in the internal sales appendix.

- Confirm that sales, editorial, ad operations, and reporting teams agree with the promises being made.

Decision rule If this page creates more questions than it answers, simplify the language, add examples,
or move technical detail into a table.
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06

Engagement Ranges

Sponsors value honest ranges more than cherry-picked wins.
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6. Engagement Ranges
A strong kit can include performance ranges without making guarantees. This is especially useful for publishers who sell
across multiple ad products. A top sponsorship, native integration, and dedicated email will not behave the same way.
Their expected click volume, CTR, conversion path, creative depth, and price logic are different.

Instead of saying typical CTR is X across everything, break the story by placement and context. Use ranges such as
typical, strong, and outlier. This helps sponsors forecast while still understanding that performance is conditional.

What this section should accomplish
- Use rolling 6-month or 12-month windows for performance ranges.

- Separate sponsorships from dedicated emails and any custom placements.

- Remove campaigns that were not comparable, such as remnant inventory, unusual freebies, broken links, or atypical list
segments.

- Explain whether click metrics are gross, unique, validated, or post-filtered.

- Use footnotes when the sample size is small.

Media kit implication Sponsors value honest ranges more than cherry-picked wins.
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Engagement Ranges: framework
Use this framework when turning the concept into an actual media kit page, sales module, or internal operating rule.

Range type Meaning How to use in media kit

Typical Middle performance range across comparable
campaigns

Use as the default forecast range.

Strong High-performing but repeatable campaigns Use as upside when audience and offer fit are
strong.

Outlier Unusually high result Use only as a case study with context.

Do not publish Unverified or distorted results Keep internal only.

How to apply Add only the information a buyer or internal operator can use. If a detail does not help a
sponsor evaluate fit, buy with confidence, or execute a campaign correctly, keep it out of
the public kit and put it in an internal appendix.
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Engagement Ranges: action checklist
Before you move on, complete the following action items for this part of the media kit.

- Use rolling 6-month or 12-month windows for performance ranges.

- Separate sponsorships from dedicated emails and any custom placements.

- Remove campaigns that were not comparable, such as remnant inventory, unusual freebies, broken links, or atypical list
segments.

- Explain whether click metrics are gross, unique, validated, or post-filtered.

- Use footnotes when the sample size is small.

- Identify the source of truth for every number or claim used in this section.

- Decide which statements belong in the public kit and which belong in the internal sales appendix.

- Confirm that sales, editorial, ad operations, and reporting teams agree with the promises being made.

Decision rule If this page creates more questions than it answers, simplify the language, add examples,
or move technical detail into a table.
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07

Editorial Positioning

The sponsor needs to understand the publication's point of view and why the
audience listens.
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7. Editorial Positioning
The best media kits do not just describe the audience. They describe the editorial environment. Newsletter advertising
works because the message appears in a context where the reader already trusts the sender. That trust is a commercial
asset, but it is also fragile. Advertisers want the benefit of that context without feeling like they are damaging it.

A publisher should explain its editorial mission, tone, cadence, content pillars, and reader relationship. This gives the
sponsor a better idea of whether their message can be adapted to the newsletter without feeling forced.

What this section should accomplish
- Explain what the newsletter helps readers do or understand.

- Define the editorial tone: analytical, practical, witty, expert-led, community-driven, concise, or narrative.

- List core content pillars and the categories that fit naturally beside them.

- Include a short note on how sponsor content is labeled and reviewed.

- State what kinds of sponsors are not a fit.

Media kit implication The sponsor needs to understand the publication's point of view and why the audience
listens.
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Editorial Positioning: framework
Use this framework when turning the concept into an actual media kit page, sales module, or internal operating rule.

Editorial element Sponsor value Media kit example

Mission Clarifies why readers care We help operators make smarter daily decisions.

Tone Guides creative adaptation Practical, direct, and low-hype.

Content pillars Identifies category adjacency AI workflow, finance, productivity, leadership.

Trust rules Reduces brand safety risk All sponsorships are labeled and editorially
reviewed.

How to apply Add only the information a buyer or internal operator can use. If a detail does not help a
sponsor evaluate fit, buy with confidence, or execute a campaign correctly, keep it out of
the public kit and put it in an internal appendix.
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Editorial Positioning: action checklist
Before you move on, complete the following action items for this part of the media kit.

- Explain what the newsletter helps readers do or understand.

- Define the editorial tone: analytical, practical, witty, expert-led, community-driven, concise, or narrative.

- List core content pillars and the categories that fit naturally beside them.

- Include a short note on how sponsor content is labeled and reviewed.

- State what kinds of sponsors are not a fit.

- Identify the source of truth for every number or claim used in this section.

- Decide which statements belong in the public kit and which belong in the internal sales appendix.

- Confirm that sales, editorial, ad operations, and reporting teams agree with the promises being made.

Decision rule If this page creates more questions than it answers, simplify the language, add examples,
or move technical detail into a table.
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08

Ad Inventory Map

Sponsors need to see inventory as products, not as a vague promise of exposure.
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8. Ad Inventory Map
An inventory map translates editorial real estate into sellable products. It answers: where will the ad appear, how often
can it run, what does it look like, what creative assets are needed, how much control does the sponsor have, and what
reporting will be delivered?

The map should be visual enough that a buyer can picture the placement but operational enough that an ad ops team
can execute it. For newsletters, the inventory map usually includes sponsorship blocks, native text units, dedicated
emails, segmented sends, newsletter takeovers, content integrations, survey or lead-gen placements, and multi-send
packages.

What this section should accomplish
- Name each product consistently across the kit, insertion orders, calendar, reports, and invoices.

- Include screenshots or simple diagrams for each placement type.

- State the unit of purchase: send, week, placement, click, impression, package, or flat campaign.

- Clarify exclusivity, category conflicts, and inventory limits.

- Describe whether placement is fixed, rotating, or editorially integrated.

Media kit implication Sponsors need to see inventory as products, not as a vague promise of exposure.
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Ad Inventory Map: framework
Use this framework when turning the concept into an actual media kit page, sales module, or internal operating rule.

Product Best for Required details

Newsletter sponsorship Efficient reach and contextual placement Position, copy length, image size, CTA, disclosure.

Dedicated email Message depth and stronger narrative Subject line rules, body length, image policy,
sender, approval steps.

Package Learning and scale Number of sends, mix of placements, pricing logic.

Custom integration Brand storytelling Editorial review, timeline, deliverables, approvals.

How to apply Add only the information a buyer or internal operator can use. If a detail does not help a
sponsor evaluate fit, buy with confidence, or execute a campaign correctly, keep it out of
the public kit and put it in an internal appendix.
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Ad Inventory Map: action checklist
Before you move on, complete the following action items for this part of the media kit.

- Name each product consistently across the kit, insertion orders, calendar, reports, and invoices.

- Include screenshots or simple diagrams for each placement type.

- State the unit of purchase: send, week, placement, click, impression, package, or flat campaign.

- Clarify exclusivity, category conflicts, and inventory limits.

- Describe whether placement is fixed, rotating, or editorially integrated.

- Identify the source of truth for every number or claim used in this section.

- Decide which statements belong in the public kit and which belong in the internal sales appendix.

- Confirm that sales, editorial, ad operations, and reporting teams agree with the promises being made.

Decision rule If this page creates more questions than it answers, simplify the language, add examples,
or move technical detail into a table.
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09

Placement Detail Pages

Each ad product deserves its own page or module with specs, examples, and buyer
expectations.
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9. Placement Detail Pages
A rate card without placement details creates friction. Buyers ask the same questions repeatedly: how many characters,
what image size, what deadline, what UTM structure, where does it sit, do you write the copy, can we approve proofs,
and what happens if the link is wrong?

The media kit should answer those questions before the campaign brief. This makes the publisher look organized and
reduces avoidable production mistakes.

What this section should accomplish
- For each placement, include an example mockup or screenshot.

- Add copy length, image dimensions, file types, CTA limits, disclaimer rules, and link rules.

- Include production deadlines and proofing expectations.

- State whether the publisher edits sponsor copy for house style.

- Show the reporting fields delivered after the send.

Media kit implication Each ad product deserves its own page or module with specs, examples, and buyer
expectations.
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Placement Detail Pages: framework
Use this framework when turning the concept into an actual media kit page, sales module, or internal operating rule.

Placement page field What to include Why it matters

Visual example Annotated screenshot or mock unit Helps buyers imagine the ad.

Specs Copy, image, URL, subject line, disclaimer Prevents late creative issues.

Timeline Creative due, proof sent, approval deadline, live
date

Protects schedule.

Reporting Clicks, CTR, send date, placement, validation
notes

Sets measurement expectations.

How to apply Add only the information a buyer or internal operator can use. If a detail does not help a
sponsor evaluate fit, buy with confidence, or execute a campaign correctly, keep it out of
the public kit and put it in an internal appendix.
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Placement Detail Pages: action checklist
Before you move on, complete the following action items for this part of the media kit.

- For each placement, include an example mockup or screenshot.

- Add copy length, image dimensions, file types, CTA limits, disclaimer rules, and link rules.

- Include production deadlines and proofing expectations.

- State whether the publisher edits sponsor copy for house style.

- Show the reporting fields delivered after the send.

- Identify the source of truth for every number or claim used in this section.

- Decide which statements belong in the public kit and which belong in the internal sales appendix.

- Confirm that sales, editorial, ad operations, and reporting teams agree with the promises being made.

Decision rule If this page creates more questions than it answers, simplify the language, add examples,
or move technical detail into a table.
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10

Rate Card Strategy

A rate card should guide pricing, not trap the publisher in one deal structure.
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10. Rate Card Strategy
Many publishers either hide pricing completely or publish a rigid rate card that does not match the way sponsors buy. A
better media kit gives enough pricing context to qualify buyers while preserving room for packages, seasonality,
category fit, volume, performance models, and premium placements.

Newsletter publishers may sell on CPC, CPM, flat fee, or custom package structures. Each model sends a different
signal. CPC emphasizes traffic and performance. CPM emphasizes reach. Flat fee emphasizes placement value,
demand, and scarcity. The media kit should explain how the publisher thinks about pricing without promising that every
advertiser receives the same structure.

What this section should accomplish
- Use public ranges if exact rates change frequently.

- Separate base pricing from premium pricing triggers.

- Explain what affects price: placement, audience segment, exclusivity, seasonality, creative support, and volume.

- Clarify whether CPC, CPM, and flat-fee buying are available.

- Do not discount without a reason tied to volume, testing, package structure, or unused inventory.

Media kit implication A rate card should guide pricing, not trap the publisher in one deal structure.
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Rate Card Strategy: framework
Use this framework when turning the concept into an actual media kit page, sales module, or internal operating rule.

Pricing model When it fits Media kit language

CPC Performance-oriented buyers and traffic goals Available for select campaigns and qualified offers.

CPM Reach, awareness, and budget comparability Priced against audience scale and placement.

Flat fee Premium inventory, scarcity, or fixed sponsorship Reserved placement with defined deliverables.

Package Learning or multi-send scale Blended pricing based on mix and timing.

How to apply Add only the information a buyer or internal operator can use. If a detail does not help a
sponsor evaluate fit, buy with confidence, or execute a campaign correctly, keep it out of
the public kit and put it in an internal appendix.
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Rate Card Strategy: action checklist
Before you move on, complete the following action items for this part of the media kit.

- Use public ranges if exact rates change frequently.

- Separate base pricing from premium pricing triggers.

- Explain what affects price: placement, audience segment, exclusivity, seasonality, creative support, and volume.

- Clarify whether CPC, CPM, and flat-fee buying are available.

- Do not discount without a reason tied to volume, testing, package structure, or unused inventory.

- Identify the source of truth for every number or claim used in this section.

- Decide which statements belong in the public kit and which belong in the internal sales appendix.

- Confirm that sales, editorial, ad operations, and reporting teams agree with the promises being made.

Decision rule If this page creates more questions than it answers, simplify the language, add examples,
or move technical detail into a table.
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11

Pricing Guardrails

The kit should protect margin, trust, and inventory quality before negotiations
start.
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11. Pricing Guardrails
Pricing guardrails are the internal rules behind the public rate card. They help the sales team avoid deals that look good
at booking but create operational, editorial, or financial problems later. Guardrails also prevent sponsor confusion when
one buyer receives a heavily discounted campaign and another pays full price for similar inventory.

A publisher does not need to publish every guardrail, but the media kit should hint at the logic. For example: pricing
varies by audience segment, placement, volume, exclusivity, creative complexity, and reporting needs. This makes
custom pricing feel structured rather than arbitrary.

What this section should accomplish
- Create a floor price by placement and rate model.

- Define discount authority by deal size or package length.

- Charge more for category exclusivity, custom creative, rush timelines, or premium date windows.

- Avoid performance guarantees unless tracking and validation rules are clearly defined.

- Use test pricing only when a buyer commits to a clear learning plan.

Media kit implication The kit should protect margin, trust, and inventory quality before negotiations start.
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Pricing Guardrails: framework
Use this framework when turning the concept into an actual media kit page, sales module, or internal operating rule.

Guardrail Internal rule Buyer-facing translation

Floor price Do not sell below margin threshold Pricing reflects placement quality and campaign
scope.

Discount logic Discount only for volume or strategic test Packages unlock more efficient pricing.

Premium dates Raise rate around high-demand calendar
windows

High-demand dates are priced separately.

Exclusivity Charge category premium Category exclusivity is available by request.

How to apply Add only the information a buyer or internal operator can use. If a detail does not help a
sponsor evaluate fit, buy with confidence, or execute a campaign correctly, keep it out of
the public kit and put it in an internal appendix.
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Pricing Guardrails: action checklist
Before you move on, complete the following action items for this part of the media kit.

- Create a floor price by placement and rate model.

- Define discount authority by deal size or package length.

- Charge more for category exclusivity, custom creative, rush timelines, or premium date windows.

- Avoid performance guarantees unless tracking and validation rules are clearly defined.

- Use test pricing only when a buyer commits to a clear learning plan.

- Identify the source of truth for every number or claim used in this section.

- Decide which statements belong in the public kit and which belong in the internal sales appendix.

- Confirm that sales, editorial, ad operations, and reporting teams agree with the promises being made.

Decision rule If this page creates more questions than it answers, simplify the language, add examples,
or move technical detail into a table.
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12

Sponsor Fit Matrix

Not every advertiser should be accepted. The media kit should help high-fit
advertisers self-identify and low-fit advertisers exit early.
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12. Sponsor Fit Matrix
A sponsor fit matrix is one of the most useful tools a publisher can add to a media kit. It explains the categories, offers,
and messages that tend to work with the audience. It also gives the publisher a defensible reason to say no when a
sponsor could damage reader trust.

The matrix should not be a list of logos. It should connect category fit to reader need. For example, a personal finance
newsletter may fit budgeting tools, investment platforms, insurance, tax software, credit products, and business banking,
but each of those categories has different trust risk and compliance complexity.

What this section should accomplish
- Score sponsors on audience relevance, reader value, trust risk, offer clarity, claims risk, and post-click experience.

- Use the matrix internally before sending proposals.

- Include preferred categories and restricted categories in the media kit.

- Explain that all sponsors are reviewed for audience fit.

- Use a stricter review process for health, finance, legal, crypto, political, and high-claim products.

Media kit implication Not every advertiser should be accepted. The media kit should help high-fit advertisers
self-identify and low-fit advertisers exit early.
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Sponsor Fit Matrix: framework
Use this framework when turning the concept into an actual media kit page, sales module, or internal operating rule.

Score Meaning Action

5 Natural reader need and strong offer fit Prioritize and package.

4 Good category fit with minor creative adaptation Proceed with normal review.

3 Possible fit but needs careful positioning Require editorial/ad ops review.

2 Weak fit or high trust risk Decline unless exceptional reason.

1 Not appropriate for audience Reject.

How to apply Add only the information a buyer or internal operator can use. If a detail does not help a
sponsor evaluate fit, buy with confidence, or execute a campaign correctly, keep it out of
the public kit and put it in an internal appendix.
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Sponsor Fit Matrix: action checklist
Before you move on, complete the following action items for this part of the media kit.

- Score sponsors on audience relevance, reader value, trust risk, offer clarity, claims risk, and post-click experience.

- Use the matrix internally before sending proposals.

- Include preferred categories and restricted categories in the media kit.

- Explain that all sponsors are reviewed for audience fit.

- Use a stricter review process for health, finance, legal, crypto, political, and high-claim products.

- Identify the source of truth for every number or claim used in this section.

- Decide which statements belong in the public kit and which belong in the internal sales appendix.

- Confirm that sales, editorial, ad operations, and reporting teams agree with the promises being made.

Decision rule If this page creates more questions than it answers, simplify the language, add examples,
or move technical detail into a table.
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13

Brand Safety and Trust

A sponsor-ready kit explains how the publisher protects both the sponsor and the
reader.
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13. Brand Safety and Trust
Brand safety is not only about avoiding offensive content. In newsletter advertising, it also includes reader trust, claims
review, sponsor adjacency, disclosure clarity, and the perceived independence of the publication. A media kit should
show that the publisher takes these risks seriously.

The sponsor wants a safe environment. The reader wants transparency. The publisher wants revenue without
weakening the relationship that makes the inventory valuable. A trust policy inside the kit helps all three groups.

What this section should accomplish
- State that sponsorships are labeled clearly.

- Explain editorial approval or review boundaries.

- List restricted categories and claims that require additional review.

- Clarify whether the publisher can reject creative that does not fit the audience or editorial standard.

- Include makegood and correction policies for material execution errors.

Media kit implication A sponsor-ready kit explains how the publisher protects both the sponsor and the reader.
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Brand Safety and Trust: framework
Use this framework when turning the concept into an actual media kit page, sales module, or internal operating rule.

Risk Policy to include Operational owner

Misleading sponsor claim Claims must be supportable and may be edited or
rejected

Sales + editorial

Poor audience fit Sponsors are reviewed against reader relevance Sales

Disclosure confusion Sponsored content is labeled in the unit Ad ops

Campaign error Material errors are evaluated for correction or
makegood

Ad ops + account lead

How to apply Add only the information a buyer or internal operator can use. If a detail does not help a
sponsor evaluate fit, buy with confidence, or execute a campaign correctly, keep it out of
the public kit and put it in an internal appendix.
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Brand Safety and Trust: action checklist
Before you move on, complete the following action items for this part of the media kit.

- State that sponsorships are labeled clearly.

- Explain editorial approval or review boundaries.

- List restricted categories and claims that require additional review.

- Clarify whether the publisher can reject creative that does not fit the audience or editorial standard.

- Include makegood and correction policies for material execution errors.

- Identify the source of truth for every number or claim used in this section.

- Decide which statements belong in the public kit and which belong in the internal sales appendix.

- Confirm that sales, editorial, ad operations, and reporting teams agree with the promises being made.

Decision rule If this page creates more questions than it answers, simplify the language, add examples,
or move technical detail into a table.
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14

Creative Specs

Clear specs are a revenue tool because they reduce delays, rewrites, and campaign
errors.
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14. Creative Specs
Creative specs should not be buried at the end of the kit. They are central to whether the campaign runs correctly. A
good spec page reduces production friction and helps the sponsor understand what kinds of messages work in the
newsletter format.

Specs should include not only sizes and character counts, but also tone guidance, claim/disclaimer rules, link
requirements, CTA limits, proofing steps, and examples of strong versus weak creative.

What this section should accomplish
- Separate sponsorship specs from dedicated email specs.

- Include max character counts, image size, file format, link count, CTA guidance, and disclaimer requirements.

- Clarify whether the publisher writes, edits, or only reviews copy.

- Include brand voice notes: concise, useful, reader-first, low hype, direct benefit.

- Give sponsors a deadline and the consequence of late creative.

Media kit implication Clear specs are a revenue tool because they reduce delays, rewrites, and campaign
errors.
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Creative Specs: framework
Use this framework when turning the concept into an actual media kit page, sales module, or internal operating rule.

Spec field Example

Headline Max 65 characters; one clear benefit or curiosity hook.

Body copy 75-125 words for standard sponsorship; plain language preferred.

CTA One primary CTA; avoid vague language like Learn More when possible.

Image Static image, PNG/JPG, no tiny embedded text.

Disclosure Sponsored, Presented by, or Advertisement label included per format.

How to apply Add only the information a buyer or internal operator can use. If a detail does not help a
sponsor evaluate fit, buy with confidence, or execute a campaign correctly, keep it out of
the public kit and put it in an internal appendix.
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Creative Specs: action checklist
Before you move on, complete the following action items for this part of the media kit.

- Separate sponsorship specs from dedicated email specs.

- Include max character counts, image size, file format, link count, CTA guidance, and disclaimer requirements.

- Clarify whether the publisher writes, edits, or only reviews copy.

- Include brand voice notes: concise, useful, reader-first, low hype, direct benefit.

- Give sponsors a deadline and the consequence of late creative.

- Identify the source of truth for every number or claim used in this section.

- Decide which statements belong in the public kit and which belong in the internal sales appendix.

- Confirm that sales, editorial, ad operations, and reporting teams agree with the promises being made.

Decision rule If this page creates more questions than it answers, simplify the language, add examples,
or move technical detail into a table.
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15

Dedicated Email Specs

Dedicated emails need a separate buyer education page because the sponsor controls
more of the message and the execution risk is higher.
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15. Dedicated Email Specs
A dedicated email is not just a longer sponsorship. It is a full send where the sponsor message becomes the primary
content experience. That makes the format powerful, but it also creates more risk: subject line claims, unsubscribe
expectations, creative length, landing page relevance, approval timing, and reader fatigue all matter.

The media kit should explain when dedicated emails make sense and what extra controls apply. This helps buyers
choose the right format instead of assuming a dedicated send is always better because it has more space.

What this section should accomplish
- Use dedicated emails for deeper education, launches, webinar registration, category explanation, or offers that need more

context.

- Require subject line and preheader review.

- Limit excessive links, claims, or promotional density.

- Confirm suppression, unsubscribe, sender, and compliance responsibilities before launch.

- Provide proofing and approval deadlines earlier than for sponsorship blocks.

Media kit implication Dedicated emails need a separate buyer education page because the sponsor controls
more of the message and the execution risk is higher.
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Dedicated Email Specs: framework
Use this framework when turning the concept into an actual media kit page, sales module, or internal operating rule.

Field Requirement Reason

Subject line Clear, non-deceptive, audience-appropriate Protects trust and compliance.

Body length Enough to explain, not enough to overwhelm Dedicated emails still need scanning structure.

CTA One primary action Prevents decision dilution.

Footer/compliance Unsubscribe and sender requirements handled
consistently

Reduces regulatory and reader risk.

How to apply Add only the information a buyer or internal operator can use. If a detail does not help a
sponsor evaluate fit, buy with confidence, or execute a campaign correctly, keep it out of
the public kit and put it in an internal appendix.
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Dedicated Email Specs: action checklist
Before you move on, complete the following action items for this part of the media kit.

- Use dedicated emails for deeper education, launches, webinar registration, category explanation, or offers that need more
context.

- Require subject line and preheader review.

- Limit excessive links, claims, or promotional density.

- Confirm suppression, unsubscribe, sender, and compliance responsibilities before launch.

- Provide proofing and approval deadlines earlier than for sponsorship blocks.

- Identify the source of truth for every number or claim used in this section.

- Decide which statements belong in the public kit and which belong in the internal sales appendix.

- Confirm that sales, editorial, ad operations, and reporting teams agree with the promises being made.

Decision rule If this page creates more questions than it answers, simplify the language, add examples,
or move technical detail into a table.
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16

Disclosure and Compliance

Disclosure should be planned as part of the product, not added as an afterthought.
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16. Disclosure and Compliance
Native and newsletter advertising work partly because ads appear in trusted editorial environments. That is exactly why
disclosure matters. A sponsor-ready media kit should tell buyers how paid placements are labeled, where disclosures
appear, and which party is responsible for different compliance steps.

The FTC's native advertising guidance emphasizes clear and conspicuous disclosure when content could mislead
consumers about its commercial nature. For publishers, that means the media kit should include sponsor labeling
standards for newsletter sponsorships, dedicated emails, and content integrations.

What this section should accomplish
- Label sponsorships inside the ad unit or immediately adjacent to it.

- Do not rely on a disclosure only after the reader clicks.

- Use plain labels such as Sponsored, Advertisement, Presented by, or Partner Message.

- For dedicated emails, clarify whether the email is commercial and how unsubscribe/footer requirements are handled.

- Route regulated categories through additional review.

Media kit implication Disclosure should be planned as part of the product, not added as an afterthought.
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Disclosure and Compliance: framework
Use this framework when turning the concept into an actual media kit page, sales module, or internal operating rule.

Format Disclosure placement Notes

Newsletter sponsorship Near the unit headline or sponsor name Should be visible before engagement.

Dedicated email Subject/body context plus footer requirements Message may be commercial in primary purpose.

Content integration At the start of the content block Disclosure should travel with the content.

Social repurposing Platform-appropriate paid partnership label Do not assume newsletter disclosure covers social.

How to apply Add only the information a buyer or internal operator can use. If a detail does not help a
sponsor evaluate fit, buy with confidence, or execute a campaign correctly, keep it out of
the public kit and put it in an internal appendix.
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Disclosure and Compliance: action checklist
Before you move on, complete the following action items for this part of the media kit.

- Label sponsorships inside the ad unit or immediately adjacent to it.

- Do not rely on a disclosure only after the reader clicks.

- Use plain labels such as Sponsored, Advertisement, Presented by, or Partner Message.

- For dedicated emails, clarify whether the email is commercial and how unsubscribe/footer requirements are handled.

- Route regulated categories through additional review.

- Identify the source of truth for every number or claim used in this section.

- Decide which statements belong in the public kit and which belong in the internal sales appendix.

- Confirm that sales, editorial, ad operations, and reporting teams agree with the promises being made.

Decision rule If this page creates more questions than it answers, simplify the language, add examples,
or move technical detail into a table.
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17

Reporting Package

Sponsors should know exactly what report they will receive before the campaign
runs.
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17. Reporting Package
A media kit should not just promise reporting. It should show the reporting package. This is especially important because
sponsors may compare publisher-side clicks, affiliate platform clicks, Google Analytics sessions, and conversions.
Those numbers often differ for legitimate reasons.

The reporting page should define metrics, timing, delivery format, and limitations. It should also explain whether click
validation or IVT filtering is used and how disputed traffic is handled.

What this section should accomplish
- Include send date, publisher, placement, rate type, spend, clicks, CTR, and any agreed notes.

- Specify whether clicks are gross, unique, or validated.

- Recommend consistent UTM tagging for all sponsor links.

- Explain that advertiser-side attribution may differ from publisher-side click tracking.

- Set a reporting delivery timeline, such as 3-5 business days after send or after validation.

Media kit implication Sponsors should know exactly what report they will receive before the campaign runs.
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Reporting Package: framework
Use this framework when turning the concept into an actual media kit page, sales module, or internal operating rule.

Report field Definition Why it matters

Send date Date campaign ran Aligns reporting and attribution windows.

Placement Ad product purchased Allows format comparison.

Clicks Tracked click events or validated clicks Primary traffic metric.

CTR Clicks divided by delivered/sent basis as defined Normalizes performance.

Notes Known issues, QA notes, makegoods Explains anomalies.

How to apply Add only the information a buyer or internal operator can use. If a detail does not help a
sponsor evaluate fit, buy with confidence, or execute a campaign correctly, keep it out of
the public kit and put it in an internal appendix.
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Reporting Package: action checklist
Before you move on, complete the following action items for this part of the media kit.

- Include send date, publisher, placement, rate type, spend, clicks, CTR, and any agreed notes.

- Specify whether clicks are gross, unique, or validated.

- Recommend consistent UTM tagging for all sponsor links.

- Explain that advertiser-side attribution may differ from publisher-side click tracking.

- Set a reporting delivery timeline, such as 3-5 business days after send or after validation.

- Identify the source of truth for every number or claim used in this section.

- Decide which statements belong in the public kit and which belong in the internal sales appendix.

- Confirm that sales, editorial, ad operations, and reporting teams agree with the promises being made.

Decision rule If this page creates more questions than it answers, simplify the language, add examples,
or move technical detail into a table.
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18

UTM and Link Rules

A sponsor-ready media kit includes tracking rules before links are submitted.
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18. UTM and Link Rules
UTM structure is not only an advertiser concern. Publishers should care because clean campaign tagging reduces
post-campaign confusion. If every sponsor uses a different source, medium, and campaign naming convention, the
advertiser may misattribute performance or conclude that the campaign underperformed.

The kit should recommend a default UTM approach while allowing sponsor-specific requirements. It should also explain
how redirect links, tracking wrappers, and affiliate links are handled.

What this section should accomplish
- Confirm final URL before proofing.

- Use a consistent utm_source for publisher/newsletter name.

- Use utm_medium values consistently, such as newsletter, sponsored_email, dedicated_email, or email.

- Use utm_campaign to identify sponsor, month, and campaign theme.

- Avoid changing links after proof approval unless the campaign is re-QA'd.

Media kit implication A sponsor-ready media kit includes tracking rules before links are submitted.
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UTM and Link Rules: framework
Use this framework when turning the concept into an actual media kit page, sales module, or internal operating rule.

Parameter Recommended use Example

utm_source Publisher or newsletter name publishername_newsletter

utm_medium Channel/format newsletter_sponsorship

utm_campaign Campaign identifier brand_launch_may2026

utm_content Placement or creative version top_sponsor_a

Affiliate subid Publisher, send, placement, campaign pub_senddate_position

How to apply Add only the information a buyer or internal operator can use. If a detail does not help a
sponsor evaluate fit, buy with confidence, or execute a campaign correctly, keep it out of
the public kit and put it in an internal appendix.
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UTM and Link Rules: action checklist
Before you move on, complete the following action items for this part of the media kit.

- Confirm final URL before proofing.

- Use a consistent utm_source for publisher/newsletter name.

- Use utm_medium values consistently, such as newsletter, sponsored_email, dedicated_email, or email.

- Use utm_campaign to identify sponsor, month, and campaign theme.

- Avoid changing links after proof approval unless the campaign is re-QA'd.

- Identify the source of truth for every number or claim used in this section.

- Decide which statements belong in the public kit and which belong in the internal sales appendix.

- Confirm that sales, editorial, ad operations, and reporting teams agree with the promises being made.

Decision rule If this page creates more questions than it answers, simplify the language, add examples,
or move technical detail into a table.
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19

Case Studies

Case studies should teach a sponsor what worked, not just display a number.
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19. Case Studies
A case study is most useful when it explains the campaign context. Sponsor category, audience fit, placement, offer,
creative angle, landing page, timing, and measurement window all affect outcomes. A media kit case study that only
says generated 5,000 clicks is weaker than one that explains why those clicks happened and what the buyer learned.

If confidentiality prevents naming the sponsor, use anonymized categories. The goal is to prove the publisher
understands performance drivers.

What this section should accomplish
- Use category-based case studies when logos cannot be shown.

- Include objective, placement, audience fit, creative angle, result, and next step.

- Use ranges if exact data cannot be published.

- Separate awareness wins from traffic wins and conversion wins.

- Do not imply every sponsor should expect the same result.

Media kit implication Case studies should teach a sponsor what worked, not just display a number.
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Case Studies: framework
Use this framework when turning the concept into an actual media kit page, sales module, or internal operating rule.

Case study field Example

Objective Drive qualified traffic to a free trial.

Format Two newsletter sponsorships plus one dedicated email.

Audience fit Readers actively evaluate productivity tools.

Creative angle Time savings and workflow simplification.

Result Above-average CTR and strong post-click engagement.

Learning Direct benefit messaging outperformed brand-led copy.

How to apply Add only the information a buyer or internal operator can use. If a detail does not help a
sponsor evaluate fit, buy with confidence, or execute a campaign correctly, keep it out of
the public kit and put it in an internal appendix.
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Case Studies: action checklist
Before you move on, complete the following action items for this part of the media kit.

- Use category-based case studies when logos cannot be shown.

- Include objective, placement, audience fit, creative angle, result, and next step.

- Use ranges if exact data cannot be published.

- Separate awareness wins from traffic wins and conversion wins.

- Do not imply every sponsor should expect the same result.

- Identify the source of truth for every number or claim used in this section.

- Decide which statements belong in the public kit and which belong in the internal sales appendix.

- Confirm that sales, editorial, ad operations, and reporting teams agree with the promises being made.

Decision rule If this page creates more questions than it answers, simplify the language, add examples,
or move technical detail into a table.
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20

Sponsor Categories

Category pages help sponsors see themselves in the publication without forcing the
publisher into rigid verticals.
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20. Sponsor Categories
A category fit page is one of the highest-leverage pages in a media kit. It lets the publisher explain which advertisers are
likely to perform well and why. It also helps the sales team prospect more intelligently.

The page should be specific enough to be useful but flexible enough to avoid excluding strong sponsors. Instead of
saying we accept SaaS, say productivity tools, workflow platforms, AI tools, finance operations, hiring platforms, and
data/security tools tend to match the reader's day-to-day priorities.

What this section should accomplish
- Group sponsors by reader job-to-be-done, not only by industry label.

- Include best-fit, possible-fit, and restricted categories.

- Add examples of offer types that work, such as trials, calculators, reports, demos, consultations, or discounts.

- State if regulated categories require additional review.

- Use category fit to justify pricing and creative recommendations.

Media kit implication Category pages help sponsors see themselves in the publication without forcing the
publisher into rigid verticals.
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Sponsor Categories: framework
Use this framework when turning the concept into an actual media kit page, sales module, or internal operating rule.

Fit level Description Media kit wording

Best fit Audience has obvious need and context These categories are strongest for our readers.

Possible fit Requires angle or offer adjustment We can evaluate fit with a brief.

Restricted High claims, low relevance, or trust risk Requires additional review or is not accepted.

Not accepted Against editorial or reader standards We do not currently accept these sponsors.

How to apply Add only the information a buyer or internal operator can use. If a detail does not help a
sponsor evaluate fit, buy with confidence, or execute a campaign correctly, keep it out of
the public kit and put it in an internal appendix.
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Sponsor Categories: action checklist
Before you move on, complete the following action items for this part of the media kit.

- Group sponsors by reader job-to-be-done, not only by industry label.

- Include best-fit, possible-fit, and restricted categories.

- Add examples of offer types that work, such as trials, calculators, reports, demos, consultations, or discounts.

- State if regulated categories require additional review.

- Use category fit to justify pricing and creative recommendations.

- Identify the source of truth for every number or claim used in this section.

- Decide which statements belong in the public kit and which belong in the internal sales appendix.

- Confirm that sales, editorial, ad operations, and reporting teams agree with the promises being made.

Decision rule If this page creates more questions than it answers, simplify the language, add examples,
or move technical detail into a table.
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21

Media Kit Structure

The order of the kit should match buyer decision flow.
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21. Media Kit Structure
A buyer should not have to hunt for the core facts. The strongest media kits follow a simple sequence: who we are, who
we reach, why the audience trusts us, what you can buy, what it costs, how it is executed, how performance is
measured, and how to book.

The media kit can be long, but it should be modular. Sales can send the full version to serious buyers and extract shorter
versions for prospecting, category pitches, or agency RFPs.

What this section should accomplish
- Open with the audience and editorial context, not a founder story.

- Put inventory and pricing before too many generic claims.

- Use a one-page summary for buyers who skim.

- Use detailed appendix pages for specs, reporting, and policies.

- Create versions for advertisers, agencies, and platform partners if needed.

Media kit implication The order of the kit should match buyer decision flow.



MEDIA INTERCEPT | THE PUBLISHER MEDIA KIT FOR NEWSLETTER SPONSORS

87Newsletter Advertising Guides

Media Kit Structure: framework
Use this framework when turning the concept into an actual media kit page, sales module, or internal operating rule.

Page order Section Purpose

1 Cover and quick positioning Orient the buyer.

2 Audience and editorial fit Prove relevance.

3 Inventory map Show what can be bought.

4 Rate card/package options Qualify budget.

5 Specs and process Reduce friction.

6 Reporting and next steps Make buying easy.

How to apply Add only the information a buyer or internal operator can use. If a detail does not help a
sponsor evaluate fit, buy with confidence, or execute a campaign correctly, keep it out of
the public kit and put it in an internal appendix.
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Media Kit Structure: action checklist
Before you move on, complete the following action items for this part of the media kit.

- Open with the audience and editorial context, not a founder story.

- Put inventory and pricing before too many generic claims.

- Use a one-page summary for buyers who skim.

- Use detailed appendix pages for specs, reporting, and policies.

- Create versions for advertisers, agencies, and platform partners if needed.

- Identify the source of truth for every number or claim used in this section.

- Decide which statements belong in the public kit and which belong in the internal sales appendix.

- Confirm that sales, editorial, ad operations, and reporting teams agree with the promises being made.

Decision rule If this page creates more questions than it answers, simplify the language, add examples,
or move technical detail into a table.
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22

One-Page Summary

Every full kit should have a short version that sales can use in outreach.
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22. One-Page Summary
Many buyers will not read a 20-page kit before deciding whether to take a call. The one-page summary is the
skim-friendly version that makes the case quickly. It should include the audience, newsletter promise, key metrics,
best-fit categories, available products, starting rates or ranges, and booking contact.

The one-page summary should not be a compressed version of everything. It should function as a qualification tool. The
goal is to get the right sponsor to ask for the full kit or respond with a brief.

What this section should accomplish
- Use six blocks: audience, editorial promise, inventory, pricing, performance, next step.

- Keep copy direct and measurable.

- Use icons or cards sparingly.

- Avoid crowded logo walls that consume space without explaining fit.

- Make the CTA obvious: request availability, submit brief, book campaign, or ask for package recommendation.

Media kit implication Every full kit should have a short version that sales can use in outreach.
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One-Page Summary: framework
Use this framework when turning the concept into an actual media kit page, sales module, or internal operating rule.

Block Content

Audience Subscriber count, audience identity, reader intent.

Editorial promise What readers rely on the newsletter for.

Inventory Sponsorships, dedicated emails, packages.

Pricing Starting at / ranges / custom based on goals.

Performance Typical reporting metrics and proof points.

CTA Contact, booking link, or brief form.

How to apply Add only the information a buyer or internal operator can use. If a detail does not help a
sponsor evaluate fit, buy with confidence, or execute a campaign correctly, keep it out of
the public kit and put it in an internal appendix.
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One-Page Summary: action checklist
Before you move on, complete the following action items for this part of the media kit.

- Use six blocks: audience, editorial promise, inventory, pricing, performance, next step.

- Keep copy direct and measurable.

- Use icons or cards sparingly.

- Avoid crowded logo walls that consume space without explaining fit.

- Make the CTA obvious: request availability, submit brief, book campaign, or ask for package recommendation.

- Identify the source of truth for every number or claim used in this section.

- Decide which statements belong in the public kit and which belong in the internal sales appendix.

- Confirm that sales, editorial, ad operations, and reporting teams agree with the promises being made.

Decision rule If this page creates more questions than it answers, simplify the language, add examples,
or move technical detail into a table.
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23

Proposal Language

The media kit should feed directly into sponsor-specific proposals.
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23. Proposal Language
A strong media kit is reusable, but it should not prevent personalization. Once a sponsor shows interest, the sales team
should turn the kit into a focused proposal that connects the sponsor's goal to the right audience, format, timing, and
measurement plan.

The kit should contain building blocks that can be copied into proposals: audience paragraphs, category fit language,
placement descriptions, package logic, reporting language, and timeline terms.

What this section should accomplish
- Create reusable proposal blocks for common sponsor categories.

- Write one paragraph explaining why the sponsor fits the audience.

- Recommend one primary format and one alternate format.

- Tie pricing to the buyer's objective, not just rate card rows.

- Include a clear next step and decision deadline.

Media kit implication The media kit should feed directly into sponsor-specific proposals.
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Proposal Language: framework
Use this framework when turning the concept into an actual media kit page, sales module, or internal operating rule.

Proposal block Template

Fit statement Your offer fits our readers because [reader need] connects directly to
[sponsor value].

Format recommendation We recommend [format] because the campaign needs [message
depth/reach/traffic].

Measurement note We will report [metrics] and recommend UTMs structured as
[source/medium/campaign].

Next step To hold the inventory, confirm by [date] and provide creative by [date].

How to apply Add only the information a buyer or internal operator can use. If a detail does not help a
sponsor evaluate fit, buy with confidence, or execute a campaign correctly, keep it out of
the public kit and put it in an internal appendix.
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Proposal Language: action checklist
Before you move on, complete the following action items for this part of the media kit.

- Create reusable proposal blocks for common sponsor categories.

- Write one paragraph explaining why the sponsor fits the audience.

- Recommend one primary format and one alternate format.

- Tie pricing to the buyer's objective, not just rate card rows.

- Include a clear next step and decision deadline.

- Identify the source of truth for every number or claim used in this section.

- Decide which statements belong in the public kit and which belong in the internal sales appendix.

- Confirm that sales, editorial, ad operations, and reporting teams agree with the promises being made.

Decision rule If this page creates more questions than it answers, simplify the language, add examples,
or move technical detail into a table.
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24

Sales Enablement

The best media kit gives sales reps answers before buyers ask.
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24. Sales Enablement
A media kit is also an internal enablement asset. A seller should be able to use it to answer pricing questions, explain
format differences, recommend packages, handle objections, and avoid promising custom terms that the operations
team cannot support.

The sales version of the kit can include notes that are not shown publicly: discount rules, restricted categories, package
recommendation rules, expected objections, and escalation paths.

What this section should accomplish
- Create a public kit, an internal sales appendix, and an operations spec sheet.

- Train reps on where numbers come from and what caveats apply.

- Create approved answers for common objections about pricing, performance, and attribution.

- Use a sponsor intake form so every proposal begins with the same goal data.

- Keep a version history so old rates and specs do not circulate.

Media kit implication The best media kit gives sales reps answers before buyers ask.
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Sales Enablement: framework
Use this framework when turning the concept into an actual media kit page, sales module, or internal operating rule.

Objection Suggested response

Your rate is high We price based on audience fit, placement quality, and campaign support,
not just list size.

Can you guarantee conversions? We can structure tracking and optimize fit, but conversions depend on the
offer and landing page.

Can we send tomorrow? Rush timelines are possible only if creative, links, and approvals are
complete.

Can we remove disclosure? No. Sponsored placements are labeled clearly to protect reader trust.

How to apply Add only the information a buyer or internal operator can use. If a detail does not help a
sponsor evaluate fit, buy with confidence, or execute a campaign correctly, keep it out of
the public kit and put it in an internal appendix.
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Sales Enablement: action checklist
Before you move on, complete the following action items for this part of the media kit.

- Create a public kit, an internal sales appendix, and an operations spec sheet.

- Train reps on where numbers come from and what caveats apply.

- Create approved answers for common objections about pricing, performance, and attribution.

- Use a sponsor intake form so every proposal begins with the same goal data.

- Keep a version history so old rates and specs do not circulate.

- Identify the source of truth for every number or claim used in this section.

- Decide which statements belong in the public kit and which belong in the internal sales appendix.

- Confirm that sales, editorial, ad operations, and reporting teams agree with the promises being made.

Decision rule If this page creates more questions than it answers, simplify the language, add examples,
or move technical detail into a table.
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25

Operations Readiness

A media kit is only credible if the publisher can execute what it sells.



MEDIA INTERCEPT | THE PUBLISHER MEDIA KIT FOR NEWSLETTER SPONSORS

102Newsletter Advertising Guides

25. Operations Readiness
The kit should reflect operational reality. If the publisher says proofs are delivered in 48 hours but the team cannot hit
that consistently, the promise will create sponsor frustration. If the kit offers custom packages without a production
process, every deal becomes manual. If rates are published without inventory controls, overselling becomes likely.

Before publishing the kit, the team should pressure-test every product: who owns creative collection, proofing, approval,
trafficking, tracking links, QA, reporting, invoicing, and renewal follow-up?

What this section should accomplish
- Map every media kit product to an internal workflow.

- Assign owners for sales, editorial review, ad ops, finance, and reporting.

- Use standard creative due dates and approval deadlines.

- Create a pre-send QA checklist for every sponsored link.

- Maintain an inventory calendar with sold, held, tentative, and open slots.

Media kit implication A media kit is only credible if the publisher can execute what it sells.
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Operations Readiness: framework
Use this framework when turning the concept into an actual media kit page, sales module, or internal operating rule.

Workflow step Owner Media kit promise

Brief intake Sales/account lead We collect goal, offer, URL, timing, and creative
needs.

Creative review Editorial/ad ops We review for fit, specs, and disclosure.

Proof approval Ad ops + sponsor Proofs are approved before send.

Reporting Ops/account lead Reports are delivered after validation window.

Renewal Sales Post-campaign recommendations are provided
when relevant.

How to apply Add only the information a buyer or internal operator can use. If a detail does not help a
sponsor evaluate fit, buy with confidence, or execute a campaign correctly, keep it out of
the public kit and put it in an internal appendix.
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Operations Readiness: action checklist
Before you move on, complete the following action items for this part of the media kit.

- Map every media kit product to an internal workflow.

- Assign owners for sales, editorial review, ad ops, finance, and reporting.

- Use standard creative due dates and approval deadlines.

- Create a pre-send QA checklist for every sponsored link.

- Maintain an inventory calendar with sold, held, tentative, and open slots.

- Identify the source of truth for every number or claim used in this section.

- Decide which statements belong in the public kit and which belong in the internal sales appendix.

- Confirm that sales, editorial, ad operations, and reporting teams agree with the promises being made.

Decision rule If this page creates more questions than it answers, simplify the language, add examples,
or move technical detail into a table.
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26

Availability and Scarcity

Premium inventory becomes easier to sell when the kit explains how availability
works.
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26. Availability and Scarcity
Many newsletter publishers have limited premium inventory. That scarcity is valuable, but only if managed transparently.
A media kit should explain whether inventory is limited by send volume, sponsorship slots, category exclusivity, editorial
calendar, dedicated email capacity, or seasonal demand.

Scarcity language should be factual, not manipulative. The goal is to help buyers plan ahead and understand why
last-minute access may not be possible.

What this section should accomplish
- State how far in advance premium placements usually book.

- Explain holds, expirations, and category conflicts.

- Create seasonal calendars for high-demand months.

- Use availability language to encourage planning rather than pressure.

- Do not oversell exclusivity unless it is tracked and enforceable.

Media kit implication Premium inventory becomes easier to sell when the kit explains how availability works.
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Availability and Scarcity: framework
Use this framework when turning the concept into an actual media kit page, sales module, or internal operating rule.

Availability element Policy example

Hold window Inventory can be held for 3 business days after proposal.

Creative deadline Creative due 5 business days before scheduled send.

Category exclusivity Available by send or campaign window, priced separately.

Dedicated email capacity Limited monthly sends to protect audience experience.

Rush fee Applies when timeline compresses QA or proofing.

How to apply Add only the information a buyer or internal operator can use. If a detail does not help a
sponsor evaluate fit, buy with confidence, or execute a campaign correctly, keep it out of
the public kit and put it in an internal appendix.
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Availability and Scarcity: action checklist
Before you move on, complete the following action items for this part of the media kit.

- State how far in advance premium placements usually book.

- Explain holds, expirations, and category conflicts.

- Create seasonal calendars for high-demand months.

- Use availability language to encourage planning rather than pressure.

- Do not oversell exclusivity unless it is tracked and enforceable.

- Identify the source of truth for every number or claim used in this section.

- Decide which statements belong in the public kit and which belong in the internal sales appendix.

- Confirm that sales, editorial, ad operations, and reporting teams agree with the promises being made.

Decision rule If this page creates more questions than it answers, simplify the language, add examples,
or move technical detail into a table.
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27

Agency and Brand Buyers

The kit should work for both direct brands and agencies without creating two
different stories.
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27. Agency and Brand Buyers
Agencies often need standardized details: audience, rates, specs, availability, reporting fields, billing terms, and contact
process. Direct brands may need more education on how newsletter sponsorships compare to social, search, affiliate,
and display. The same kit can serve both if it is structured clearly.

Add an appendix for agency buyers with IO details, reporting fields, trafficking requirements, and billing terms. Keep the
main kit focused on audience, fit, products, and performance logic.

What this section should accomplish
- For agencies, include specs, deadlines, reporting, billing, and contact process.

- For direct brands, include format education and recommended packages.

- For performance marketers, include tracking, validation, and UTM expectations.

- For brand marketers, include editorial context, audience trust, and examples.

- For platforms/partners, include standardized product names and data fields.

Media kit implication The kit should work for both direct brands and agencies without creating two different
stories.
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Agency and Brand Buyers: framework
Use this framework when turning the concept into an actual media kit page, sales module, or internal operating rule.

Buyer type What they need most Kit module

Agency planner Rates, availability, specs, reporting Rate card + operations appendix

Growth marketer Traffic quality and measurement Reporting + tracking page

Brand marketer Audience trust and context Editorial and audience pages

Founder/operator Simple recommendation Package recommendation page

How to apply Add only the information a buyer or internal operator can use. If a detail does not help a
sponsor evaluate fit, buy with confidence, or execute a campaign correctly, keep it out of
the public kit and put it in an internal appendix.
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Agency and Brand Buyers: action checklist
Before you move on, complete the following action items for this part of the media kit.

- For agencies, include specs, deadlines, reporting, billing, and contact process.

- For direct brands, include format education and recommended packages.

- For performance marketers, include tracking, validation, and UTM expectations.

- For brand marketers, include editorial context, audience trust, and examples.

- For platforms/partners, include standardized product names and data fields.

- Identify the source of truth for every number or claim used in this section.

- Decide which statements belong in the public kit and which belong in the internal sales appendix.

- Confirm that sales, editorial, ad operations, and reporting teams agree with the promises being made.

Decision rule If this page creates more questions than it answers, simplify the language, add examples,
or move technical detail into a table.
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28

Media Kit Copy

The kit should sound credible, specific, and buyer-oriented.
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28. Media Kit Copy
Media kit copy should avoid vague superlatives. Sponsors are used to seeing every publisher describe itself as
engaged, premium, trusted, and influential. Those words only matter when supported by specifics.

Good copy explains what readers do, what they care about, and why the sponsor should believe the publication can
create relevant attention. It also respects the reader relationship by avoiding overcommercial language.

What this section should accomplish
- Replace engaged audience with how the audience engages.

- Replace premium readers with who the readers are and what decisions they influence.

- Replace great results with examples, ranges, and measurement definitions.

- Use short paragraphs and scannable modules.

- Do not make claims the sales team cannot defend.

Media kit implication The kit should sound credible, specific, and buyer-oriented.
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Media Kit Copy: framework
Use this framework when turning the concept into an actual media kit page, sales module, or internal operating rule.

Weak copy Better copy

Our audience is highly engaged. Readers use the newsletter to identify practical tools and make weekly
buying decisions.

We offer premium placements. Sponsors can reserve a top-of-newsletter placement or a full dedicated
email.

We drive great ROI. We report clicks, CTR, placement, run date, and post-campaign
recommendations.

We work with leading brands. Best-fit sponsors include productivity, finance, SaaS, education, and
consumer services.

How to apply Add only the information a buyer or internal operator can use. If a detail does not help a
sponsor evaluate fit, buy with confidence, or execute a campaign correctly, keep it out of
the public kit and put it in an internal appendix.
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Media Kit Copy: action checklist
Before you move on, complete the following action items for this part of the media kit.

- Replace engaged audience with how the audience engages.

- Replace premium readers with who the readers are and what decisions they influence.

- Replace great results with examples, ranges, and measurement definitions.

- Use short paragraphs and scannable modules.

- Do not make claims the sales team cannot defend.

- Identify the source of truth for every number or claim used in this section.

- Decide which statements belong in the public kit and which belong in the internal sales appendix.

- Confirm that sales, editorial, ad operations, and reporting teams agree with the promises being made.

Decision rule If this page creates more questions than it answers, simplify the language, add examples,
or move technical detail into a table.
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29

Design Requirements

The design should make the buyer smarter, not just make the kit prettier.
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29. Design Requirements
A media kit should look polished, but clarity is more important than decoration. Buyers skim. They compare multiple
publishers. They copy details into planning sheets. They forward PDFs internally. The design should support those
behaviors.

Use a consistent hierarchy: headline, summary, proof point, detail, next step. Avoid dense logo walls, tiny screenshots,
and decorative icons that do not communicate information.

What this section should accomplish
- Use large section labels and clear page titles.

- Make rate card tables easy to read on desktop and PDF preview.

- Use annotated placement screenshots instead of uncaptioned mockups.

- Keep specs in tables, not paragraphs.

- Use callouts for key caveats such as open-rate limitations and reporting definitions.

Media kit implication The design should make the buyer smarter, not just make the kit prettier.



MEDIA INTERCEPT | THE PUBLISHER MEDIA KIT FOR NEWSLETTER SPONSORS

119Newsletter Advertising Guides

Design Requirements: framework
Use this framework when turning the concept into an actual media kit page, sales module, or internal operating rule.

Design element Use it for Avoid

Cards Audience facts, product choices, category fit Too many equal-weight boxes.

Tables Specs, pricing, reporting fields Tiny type and crowded columns.

Screenshots Placement examples Unlabeled UI images.

Charts Performance ranges and audience segments Unverified vanity visuals.

How to apply Add only the information a buyer or internal operator can use. If a detail does not help a
sponsor evaluate fit, buy with confidence, or execute a campaign correctly, keep it out of
the public kit and put it in an internal appendix.
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Design Requirements: action checklist
Before you move on, complete the following action items for this part of the media kit.

- Use large section labels and clear page titles.

- Make rate card tables easy to read on desktop and PDF preview.

- Use annotated placement screenshots instead of uncaptioned mockups.

- Keep specs in tables, not paragraphs.

- Use callouts for key caveats such as open-rate limitations and reporting definitions.

- Identify the source of truth for every number or claim used in this section.

- Decide which statements belong in the public kit and which belong in the internal sales appendix.

- Confirm that sales, editorial, ad operations, and reporting teams agree with the promises being made.

Decision rule If this page creates more questions than it answers, simplify the language, add examples,
or move technical detail into a table.
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30

Media Kit Update Cadence

A stale media kit creates pricing mistakes, outdated claims, and buyer confusion.
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30. Media Kit Update Cadence
A publisher media kit should be treated as a living asset. Subscriber counts, audience composition, pricing, inventory,
creative specs, and reporting practices change. If the kit is not updated, sales will keep sending old numbers and
sponsors may rely on outdated expectations.

Build a cadence. Some sections should update monthly, others quarterly, and others only when policy changes. The kit
should include a last updated date and internal version owner.

What this section should accomplish
- Update subscriber count and availability monthly.

- Update performance ranges quarterly or after enough campaign volume.

- Update pricing when demand, inventory, or package strategy changes.

- Update compliance language when disclosure or email rules change.

- Archive old versions so the team can identify what was sent to a sponsor.

Media kit implication A stale media kit creates pricing mistakes, outdated claims, and buyer confusion.
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Media Kit Update Cadence: framework
Use this framework when turning the concept into an actual media kit page, sales module, or internal operating rule.

Section Update cadence Owner

Subscriber count Monthly Audience/ops

Performance ranges Quarterly Ad ops/reporting

Rate card Quarterly or as needed Sales leadership

Specs When format changes Ad ops

Policy/disclosure When legal or editorial rules change Leadership/editorial

How to apply Add only the information a buyer or internal operator can use. If a detail does not help a
sponsor evaluate fit, buy with confidence, or execute a campaign correctly, keep it out of
the public kit and put it in an internal appendix.
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Media Kit Update Cadence: action checklist
Before you move on, complete the following action items for this part of the media kit.

- Update subscriber count and availability monthly.

- Update performance ranges quarterly or after enough campaign volume.

- Update pricing when demand, inventory, or package strategy changes.

- Update compliance language when disclosure or email rules change.

- Archive old versions so the team can identify what was sent to a sponsor.

- Identify the source of truth for every number or claim used in this section.

- Decide which statements belong in the public kit and which belong in the internal sales appendix.

- Confirm that sales, editorial, ad operations, and reporting teams agree with the promises being made.

Decision rule If this page creates more questions than it answers, simplify the language, add examples,
or move technical detail into a table.
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RFP Readiness

A strong media kit helps publishers respond faster to agencies and larger buyers.
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31. RFP Readiness
Agency RFPs often ask for the same information: audience, rates, inventory, timing, specs, targeting, reporting, past
performance, brand safety, and billing terms. A sponsor-ready media kit should make those responses easier by storing
the approved language and data in one place.

Even if the publisher does not formally respond to many RFPs, this structure improves sales discipline. It ensures every
buyer receives the same definitions and reduces errors during back-and-forth.

What this section should accomplish
- Create an RFP appendix with copy-paste answers.

- Maintain standardized definitions for metrics and inventory.

- Keep high-resolution logo, screenshots, and placement mockups ready.

- Prepare billing terms and tax/payment details separately from public kit if needed.

- Track which numbers are approved for external sharing.

Media kit implication A strong media kit helps publishers respond faster to agencies and larger buyers.
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RFP Readiness: framework
Use this framework when turning the concept into an actual media kit page, sales module, or internal operating rule.

RFP field Prepared answer location

Audience size Audience source-of-truth sheet

Available formats Inventory map

Rates Current rate card

Creative specs Specs appendix

Reporting Reporting package page

Brand safety Trust and disclosure policy

How to apply Add only the information a buyer or internal operator can use. If a detail does not help a
sponsor evaluate fit, buy with confidence, or execute a campaign correctly, keep it out of
the public kit and put it in an internal appendix.
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RFP Readiness: action checklist
Before you move on, complete the following action items for this part of the media kit.

- Create an RFP appendix with copy-paste answers.

- Maintain standardized definitions for metrics and inventory.

- Keep high-resolution logo, screenshots, and placement mockups ready.

- Prepare billing terms and tax/payment details separately from public kit if needed.

- Track which numbers are approved for external sharing.

- Identify the source of truth for every number or claim used in this section.

- Decide which statements belong in the public kit and which belong in the internal sales appendix.

- Confirm that sales, editorial, ad operations, and reporting teams agree with the promises being made.

Decision rule If this page creates more questions than it answers, simplify the language, add examples,
or move technical detail into a table.
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Publisher Media Kit Scorecard

Use a scoring model before putting the kit on the site or sending it to sponsors.
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32. Publisher Media Kit Scorecard
Before publishing the kit, score it like a buyer would. The scorecard should test clarity, completeness, credibility,
usability, and operational alignment. A beautiful kit that lacks reporting definitions or specs should not pass.

Score each category from 1 to 5. Anything under 3 should be fixed before the kit becomes the source of truth.

What this section should accomplish
- Clarity: can a buyer understand the offer without a call?

- Credibility: are claims supported by data, examples, or source notes?

- Completeness: does it include audience, inventory, pricing, specs, reporting, and next steps?

- Operational fit: can the team deliver every promise?

- Conversion value: does it make the next step obvious?

Media kit implication Use a scoring model before putting the kit on the site or sending it to sponsors.
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Publisher Media Kit Scorecard: framework
Use this framework when turning the concept into an actual media kit page, sales module, or internal operating rule.

Category 1 3 5

Audience clarity Subscriber count only Audience profile included Audience profile + intent + category
fit + proof notes

Inventory Vague sponsorship options Products named Products mapped with specs,
examples, timelines

Pricing Missing or confusing Ranges included Rate logic + packages + guardrails

Reporting Promised but undefined Metrics listed Definitions, timing, validation,
examples

Operations Manual and unclear Some deadlines Full workflow, owners, QA, policies

How to apply Add only the information a buyer or internal operator can use. If a detail does not help a
sponsor evaluate fit, buy with confidence, or execute a campaign correctly, keep it out of
the public kit and put it in an internal appendix.
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Publisher Media Kit Scorecard: action checklist
Before you move on, complete the following action items for this part of the media kit.

- Clarity: can a buyer understand the offer without a call?

- Credibility: are claims supported by data, examples, or source notes?

- Completeness: does it include audience, inventory, pricing, specs, reporting, and next steps?

- Operational fit: can the team deliver every promise?

- Conversion value: does it make the next step obvious?

- Identify the source of truth for every number or claim used in this section.

- Decide which statements belong in the public kit and which belong in the internal sales appendix.

- Confirm that sales, editorial, ad operations, and reporting teams agree with the promises being made.

Decision rule If this page creates more questions than it answers, simplify the language, add examples,
or move technical detail into a table.
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33

Worksheet: Build Your Audience Page

Use this template to write the most important page of the media kit.
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33. Worksheet: Build Your Audience Page
The audience page should be written after you gather the data, not before. Start with the facts, then build the narrative. If
the facts are weak, use the page to identify what you need to measure or survey next.

This worksheet can be copied into a planning doc before design begins.

What this section should accomplish
- Subscriber count and list definition:

- Send frequency and editorial cadence:

- Reader identity and role/context:

- Primary reasons readers subscribe:

- Top content themes:

Media kit implication Use this template to write the most important page of the media kit.
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Worksheet: Build Your Audience Page: framework
Use this framework when turning the concept into an actual media kit page, sales module, or internal operating rule.

Prompt Draft answer

Our readers come to us for

They are most likely to care about sponsors that help them

The categories that fit naturally are

The strongest proof of audience quality is

The claims we should avoid making are

How to apply Add only the information a buyer or internal operator can use. If a detail does not help a
sponsor evaluate fit, buy with confidence, or execute a campaign correctly, keep it out of
the public kit and put it in an internal appendix.
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Worksheet: Build Your Audience Page: action
checklist
Before you move on, complete the following action items for this part of the media kit.

- Subscriber count and list definition:

- Send frequency and editorial cadence:

- Reader identity and role/context:

- Primary reasons readers subscribe:

- Top content themes:

- Best-fit sponsor categories:

- Measured engagement metrics and date range:

- Survey or qualitative proof points:

- Audience claims that need validation before publishing:

- Identify the source of truth for every number or claim used in this section.

- Decide which statements belong in the public kit and which belong in the internal sales appendix.

- Confirm that sales, editorial, ad operations, and reporting teams agree with the promises being made.

Decision rule If this page creates more questions than it answers, simplify the language, add examples,
or move technical detail into a table.
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Worksheet: Inventory and Specs

Turn every sponsorship option into a product that can be sold and executed.
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34. Worksheet: Inventory and Specs
If an ad product cannot be described in a table, it is probably not ready to sell at scale. Use this worksheet to
standardize each inventory type before it appears in the kit.

What this section should accomplish
- Product name:

- Placement location:

- Unit of sale:

- Base price or range:

- Copy requirements:

Media kit implication Turn every sponsorship option into a product that can be sold and executed.
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Worksheet: Inventory and Specs: framework
Use this framework when turning the concept into an actual media kit page, sales module, or internal operating rule.

Product Unit Specs Deadline Report

Newsletter sponsorship Per send or package Headline/body/image/CTA 5 business days Clicks, CTR, placement

Dedicated email Per send Subject/preheader/body/im
ages/footer

7-10 business days Sends, clicks, CTR

Custom package Campaign Defined per scope Varies Package report

How to apply Add only the information a buyer or internal operator can use. If a detail does not help a
sponsor evaluate fit, buy with confidence, or execute a campaign correctly, keep it out of
the public kit and put it in an internal appendix.
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Worksheet: Inventory and Specs: action checklist
Before you move on, complete the following action items for this part of the media kit.

- Product name:

- Placement location:

- Unit of sale:

- Base price or range:

- Copy requirements:

- Image requirements:

- Link requirements:

- Disclosure label:

- Creative due date:

- Proof approval deadline:

- Reporting fields:

- Makegood policy:

- Identify the source of truth for every number or claim used in this section.

- Decide which statements belong in the public kit and which belong in the internal sales appendix.

- Confirm that sales, editorial, ad operations, and reporting teams agree with the promises being made.

Decision rule If this page creates more questions than it answers, simplify the language, add examples,
or move technical detail into a table.
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Worksheet: Rate Card

Build pricing from inventory value, not a guess.
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35. Worksheet: Rate Card
Rate cards should connect to audience size, engagement, demand, scarcity, package structure, and operating cost. A
publisher can start simple, but the internal pricing logic should be clear.

What this section should accomplish
- List each product and current rate.

- Define the minimum acceptable price for each product.

- Note whether pricing is CPC, CPM, flat, or package-based.

- Add premium pricing triggers such as exclusivity, rush timing, custom creative, or premium dates.

- Add discount logic for volume and long-term partners.

Media kit implication Build pricing from inventory value, not a guess.
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Worksheet: Rate Card: framework
Use this framework when turning the concept into an actual media kit page, sales module, or internal operating rule.

Product Public rate/range Floor Premium triggers Discount triggers

Top sponsorship Exclusivity, premium issue 3+ placements

Dedicated email Rush, custom copy,
segmentation

Multi-send package

Package Custom reporting Quarterly commitment

How to apply Add only the information a buyer or internal operator can use. If a detail does not help a
sponsor evaluate fit, buy with confidence, or execute a campaign correctly, keep it out of
the public kit and put it in an internal appendix.
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Worksheet: Rate Card: action checklist
Before you move on, complete the following action items for this part of the media kit.

- List each product and current rate.

- Define the minimum acceptable price for each product.

- Note whether pricing is CPC, CPM, flat, or package-based.

- Add premium pricing triggers such as exclusivity, rush timing, custom creative, or premium dates.

- Add discount logic for volume and long-term partners.

- Review margin impact before approving performance-based pricing.

- Identify the source of truth for every number or claim used in this section.

- Decide which statements belong in the public kit and which belong in the internal sales appendix.

- Confirm that sales, editorial, ad operations, and reporting teams agree with the promises being made.

Decision rule If this page creates more questions than it answers, simplify the language, add examples,
or move technical detail into a table.
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Worksheet: Sponsor Fit Review

Use a repeatable process to decide which sponsors should run.
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36. Worksheet: Sponsor Fit Review
A sponsor fit review protects the reader relationship. It also gives sales a structured way to recommend creative
changes or decline weak-fit campaigns without making the decision feel personal.

What this section should accomplish
- Sponsor category:

- Reader need served:

- Offer clarity:

- Claims risk:

- Landing page quality:

Media kit implication Use a repeatable process to decide which sponsors should run.
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Worksheet: Sponsor Fit Review: framework
Use this framework when turning the concept into an actual media kit page, sales module, or internal operating rule.

Criterion Score 1-5 Notes

Audience relevance

Reader value

Trust risk

Offer clarity

Landing page quality

Compliance complexity

Operational readiness

How to apply Add only the information a buyer or internal operator can use. If a detail does not help a
sponsor evaluate fit, buy with confidence, or execute a campaign correctly, keep it out of
the public kit and put it in an internal appendix.
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Worksheet: Sponsor Fit Review: action checklist
Before you move on, complete the following action items for this part of the media kit.

- Sponsor category:

- Reader need served:

- Offer clarity:

- Claims risk:

- Landing page quality:

- Disclosure requirements:

- Creative tone fit:

- Past category performance:

- Decision: approve, approve with edits, escalate, or decline.

- Identify the source of truth for every number or claim used in this section.

- Decide which statements belong in the public kit and which belong in the internal sales appendix.

- Confirm that sales, editorial, ad operations, and reporting teams agree with the promises being made.

Decision rule If this page creates more questions than it answers, simplify the language, add examples,
or move technical detail into a table.
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Template: Media Kit Outline

A practical page-by-page outline for the final PDF or website section.
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37. Template: Media Kit Outline
Use this outline to build the public-facing version of the media kit. The same structure can also be used as a landing
page where the image or card downloads the PDF.

What this section should accomplish
- Cover: publication promise and sponsor CTA.

- One-page summary: audience, inventory, performance, next step.

- Audience profile: who reads, why they read, what they care about.

- Editorial trust: mission, content pillars, disclosure policy.

- Inventory map: what sponsors can buy.

Media kit implication A practical page-by-page outline for the final PDF or website section.
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Template: Media Kit Outline: framework
Use this framework when turning the concept into an actual media kit page, sales module, or internal operating rule.

Recommended length Use

1-page summary Prospecting and quick qualification

8-12 page kit Website download and most sponsor conversations

20+ page extended kit Agency buyers, complex inventory, or mature sales teams

Internal appendix Discounts, category restrictions, process notes

How to apply Add only the information a buyer or internal operator can use. If a detail does not help a
sponsor evaluate fit, buy with confidence, or execute a campaign correctly, keep it out of
the public kit and put it in an internal appendix.
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Template: Media Kit Outline: action checklist
Before you move on, complete the following action items for this part of the media kit.

- Cover: publication promise and sponsor CTA.

- One-page summary: audience, inventory, performance, next step.

- Audience profile: who reads, why they read, what they care about.

- Editorial trust: mission, content pillars, disclosure policy.

- Inventory map: what sponsors can buy.

- Placement details: examples, specs, deadlines.

- Pricing/rate card: ranges, packages, custom options.

- Performance and reporting: definitions and sample report.

- Creative guidelines: copy, images, CTA, claims, proofing.

- Sponsor fit: best categories and restricted categories.

- Booking process: timeline, contacts, next steps.

- Identify the source of truth for every number or claim used in this section.

- Decide which statements belong in the public kit and which belong in the internal sales appendix.

- Confirm that sales, editorial, ad operations, and reporting teams agree with the promises being made.

Decision rule If this page creates more questions than it answers, simplify the language, add examples,
or move technical detail into a table.
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Template: Sponsor Intake Form

The media kit should lead to a better campaign brief.
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38. Template: Sponsor Intake Form
A sponsor intake form turns interest into useful planning information. Without it, sales calls become vague and
campaigns are scoped around budget alone. The form should capture objective, audience, offer, timing, creative assets,
tracking needs, and restrictions.

What this section should accomplish
- Company and contact:

- Campaign objective:

- Target audience:

- Offer or landing page:

- Preferred timing:

Media kit implication The media kit should lead to a better campaign brief.
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Template: Sponsor Intake Form: framework
Use this framework when turning the concept into an actual media kit page, sales module, or internal operating rule.

Question Why ask it

What is the primary goal? Determines format and success metric.

What action should readers take? Clarifies CTA and landing page.

What audience is most important? Supports category and publisher fit.

What creative assets exist? Prevents production delays.

How will you evaluate performance? Aligns reporting before launch.

How to apply Add only the information a buyer or internal operator can use. If a detail does not help a
sponsor evaluate fit, buy with confidence, or execute a campaign correctly, keep it out of
the public kit and put it in an internal appendix.
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Template: Sponsor Intake Form: action checklist
Before you move on, complete the following action items for this part of the media kit.

- Company and contact:

- Campaign objective:

- Target audience:

- Offer or landing page:

- Preferred timing:

- Budget range:

- Creative assets available:

- Tracking requirements:

- Compliance or disclaimer requirements:

- Past newsletter advertising experience:

- Decision deadline:

- Identify the source of truth for every number or claim used in this section.

- Decide which statements belong in the public kit and which belong in the internal sales appendix.

- Confirm that sales, editorial, ad operations, and reporting teams agree with the promises being made.

Decision rule If this page creates more questions than it answers, simplify the language, add examples,
or move technical detail into a table.
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Template: Sample Report

Show sponsors what reporting will look like before they buy.
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39. Template: Sample Report
A sample report page reduces ambiguity and makes the publisher look more sophisticated. It also gives buyers
confidence that the campaign will not disappear after the send. The sample report does not need to show confidential
sponsor data. It can use example numbers and a clear field list.

What this section should accomplish
- Campaign name, sponsor, publisher, placement, run date.

- Rate model and spend.

- Sends/delivered basis if applicable.

- Clicks, unique clicks, CTR, and validation notes.

- Creative summary and landing page URL.

Media kit implication Show sponsors what reporting will look like before they buy.
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Template: Sample Report: framework
Use this framework when turning the concept into an actual media kit page, sales module, or internal operating rule.

Field Example

Campaign Sponsor - Productivity Launch - May 2026

Placement Top newsletter sponsorship

Run date May 12, 2026

Clicks 1,842 validated clicks

CTR 2.1%

Notes Strong CTA alignment; landing page had clear trial offer.

Recommendation Retest with dedicated email and alternate offer.

How to apply Add only the information a buyer or internal operator can use. If a detail does not help a
sponsor evaluate fit, buy with confidence, or execute a campaign correctly, keep it out of
the public kit and put it in an internal appendix.
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Template: Sample Report: action checklist
Before you move on, complete the following action items for this part of the media kit.

- Campaign name, sponsor, publisher, placement, run date.

- Rate model and spend.

- Sends/delivered basis if applicable.

- Clicks, unique clicks, CTR, and validation notes.

- Creative summary and landing page URL.

- Observations: what likely helped or hurt performance.

- Recommended next step: renew, retest, change creative, change offer, or change format.

- Identify the source of truth for every number or claim used in this section.

- Decide which statements belong in the public kit and which belong in the internal sales appendix.

- Confirm that sales, editorial, ad operations, and reporting teams agree with the promises being made.

Decision rule If this page creates more questions than it answers, simplify the language, add examples,
or move technical detail into a table.
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Template: Renewal Recommendation

A media kit should support renewals, not only first-time sales.
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40. Template: Renewal Recommendation
Renewal strategy begins before the campaign runs. If the buyer understands the reporting fields, expected timeline, and
optimization levers, the post-campaign conversation becomes more useful. The media kit can introduce this logic early
by explaining how the publisher evaluates next steps.

What this section should accomplish
- If audience fit was strong and CTR was strong, recommend scale or multi-send package.

- If clicks were strong but conversions were weak, review landing page, offer, and attribution window.

- If clicks were weak but audience fit was strong, retest creative, subject, CTA, or placement.

- If both fit and response were weak, do not push renewal without a new angle.

- If reporting is inconclusive, propose a controlled retest with one changed variable.

Media kit implication A media kit should support renewals, not only first-time sales.
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Template: Renewal Recommendation: framework
Use this framework when turning the concept into an actual media kit page, sales module, or internal operating rule.

Campaign result Likely issue Next recommendation

High clicks, low conversions Post-click friction or attribution Landing page review + retest

Low clicks, strong fit Creative/offer mismatch New copy angle

High response Fit and execution worked Scale package

Mixed data Too many variables Controlled second test

How to apply Add only the information a buyer or internal operator can use. If a detail does not help a
sponsor evaluate fit, buy with confidence, or execute a campaign correctly, keep it out of
the public kit and put it in an internal appendix.
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Template: Renewal Recommendation: action
checklist
Before you move on, complete the following action items for this part of the media kit.

- If audience fit was strong and CTR was strong, recommend scale or multi-send package.

- If clicks were strong but conversions were weak, review landing page, offer, and attribution window.

- If clicks were weak but audience fit was strong, retest creative, subject, CTA, or placement.

- If both fit and response were weak, do not push renewal without a new angle.

- If reporting is inconclusive, propose a controlled retest with one changed variable.

- Identify the source of truth for every number or claim used in this section.

- Decide which statements belong in the public kit and which belong in the internal sales appendix.

- Confirm that sales, editorial, ad operations, and reporting teams agree with the promises being made.

Decision rule If this page creates more questions than it answers, simplify the language, add examples,
or move technical detail into a table.
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Common Mistakes

Avoid the decisions that make a media kit look polished but perform poorly in
sales.
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41. Common Mistakes
The biggest media kit mistakes are not design mistakes. They are strategy mistakes. A kit fails when it leaves buyers
uncertain, overstates performance, hides operational details, or treats all sponsors as equally relevant.

What this section should accomplish
- Using subscriber count as the hero proof point without explaining audience relevance.

- Publishing a rate card without product definitions or specs.

- Using open rates as the primary performance claim without context.

- Including logos without explaining what categories or campaign types worked.

- Failing to state what sponsors need to provide and when.

Media kit implication Avoid the decisions that make a media kit look polished but perform poorly in sales.
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Common Mistakes: framework
Use this framework when turning the concept into an actual media kit page, sales module, or internal operating rule.

Mistake Fix

Too many vanity claims Replace with audience proof, category fit, and measured ranges.

Unclear products Create an inventory map and placement pages.

No specs Add creative requirements and proof timelines.

No reporting definition Show sample report and metric definitions.

No next step Add a clear CTA and intake form.

How to apply Add only the information a buyer or internal operator can use. If a detail does not help a
sponsor evaluate fit, buy with confidence, or execute a campaign correctly, keep it out of
the public kit and put it in an internal appendix.
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Common Mistakes: action checklist
Before you move on, complete the following action items for this part of the media kit.

- Using subscriber count as the hero proof point without explaining audience relevance.

- Publishing a rate card without product definitions or specs.

- Using open rates as the primary performance claim without context.

- Including logos without explaining what categories or campaign types worked.

- Failing to state what sponsors need to provide and when.

- Accepting all categories and weakening reader trust.

- Not connecting the kit to a booking form or sales workflow.

- Identify the source of truth for every number or claim used in this section.

- Decide which statements belong in the public kit and which belong in the internal sales appendix.

- Confirm that sales, editorial, ad operations, and reporting teams agree with the promises being made.

Decision rule If this page creates more questions than it answers, simplify the language, add examples,
or move technical detail into a table.
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Advanced: Multi-Publisher Platforms

If inventory is sold through a platform or partner, the media kit must remain
standardized.
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42. Advanced: Multi-Publisher Platforms
When a publisher participates in a platform or network, the media kit still matters. The publisher needs standardized
descriptions, rates, inventory, categories, and reporting fields so buyers can compare placements and so the platform
can execute consistently.

A platform-friendly kit is structured, not overly custom. It uses consistent names for placements, rate types, creative
specs, and reporting fields. This makes it easier to match advertiser demand to publisher inventory.

What this section should accomplish
- Standardize placement names across the publisher kit and platform listing.

- Use consistent rate model labels: CPC, CPM, flat rate, package.

- Provide clear audience categories and restricted categories.

- Keep specs current so advertisers submit usable assets.

- Make reporting fields compatible with the platform's dashboard or exports.

Media kit implication If inventory is sold through a platform or partner, the media kit must remain standardized.
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Advanced: Multi-Publisher Platforms: framework
Use this framework when turning the concept into an actual media kit page, sales module, or internal operating rule.

Platform field Publisher input

Newsletter name Exact publication name and audience summary

Inventory type Sponsorship, dedicated email, custom package

Rate model CPC/CPM/flat/package

Audience tags Topic, demographic, intent, category

Creative requirements Copy, image, links, disclaimers

Approval process Who reviews and timeline

How to apply Add only the information a buyer or internal operator can use. If a detail does not help a
sponsor evaluate fit, buy with confidence, or execute a campaign correctly, keep it out of
the public kit and put it in an internal appendix.
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Advanced: Multi-Publisher Platforms: action
checklist
Before you move on, complete the following action items for this part of the media kit.

- Standardize placement names across the publisher kit and platform listing.

- Use consistent rate model labels: CPC, CPM, flat rate, package.

- Provide clear audience categories and restricted categories.

- Keep specs current so advertisers submit usable assets.

- Make reporting fields compatible with the platform's dashboard or exports.

- Identify the source of truth for every number or claim used in this section.

- Decide which statements belong in the public kit and which belong in the internal sales appendix.

- Confirm that sales, editorial, ad operations, and reporting teams agree with the promises being made.

Decision rule If this page creates more questions than it answers, simplify the language, add examples,
or move technical detail into a table.
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43

Publisher Website Page

The media kit download page should work for SEO and conversion.
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43. Publisher Website Page
If the kit lives on a website, the page around it should not be just a button. The page should include crawlable copy that
explains the publication, audience, sponsorship options, and why advertisers should download the guide or request
availability.

For Media Intercept-style guide pages, the image itself can be linked to the PDF download, but the surrounding page
should still include text for SEO and buyer context.

What this section should accomplish
- Use an SEO-friendly H1 such as Newsletter Sponsorship Media Kit or Advertise With [Publication].

- Add a short summary of audience and sponsorship options.

- Include internal links to advertiser pages, sponsorship pages, or contact pages.

- Use alt text that describes the downloadable media kit, not just cover image.

- Put the PDF download behind a clear image link or CTA.

Media kit implication The media kit download page should work for SEO and conversion.
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Publisher Website Page: framework
Use this framework when turning the concept into an actual media kit page, sales module, or internal operating rule.

Page element Recommended copy

Eyebrow Advertise With Us

H1 Newsletter Sponsorship Media Kit

Description Download audience, inventory, pricing, and reporting details for newsletter
sponsors.

CTA Download Media Kit

Alt text Publisher media kit for newsletter sponsorships and dedicated emails

How to apply Add only the information a buyer or internal operator can use. If a detail does not help a
sponsor evaluate fit, buy with confidence, or execute a campaign correctly, keep it out of
the public kit and put it in an internal appendix.
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Publisher Website Page: action checklist
Before you move on, complete the following action items for this part of the media kit.

- Use an SEO-friendly H1 such as Newsletter Sponsorship Media Kit or Advertise With [Publication].

- Add a short summary of audience and sponsorship options.

- Include internal links to advertiser pages, sponsorship pages, or contact pages.

- Use alt text that describes the downloadable media kit, not just cover image.

- Put the PDF download behind a clear image link or CTA.

- Identify the source of truth for every number or claim used in this section.

- Decide which statements belong in the public kit and which belong in the internal sales appendix.

- Confirm that sales, editorial, ad operations, and reporting teams agree with the promises being made.

Decision rule If this page creates more questions than it answers, simplify the language, add examples,
or move technical detail into a table.
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44

Internal Governance

Someone has to own the media kit or it will become stale.
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44. Internal Governance
Media kits often become outdated because nobody owns them. Sales updates pricing in one place, ad ops changes
specs somewhere else, and editorial updates category rules verbally. Governance prevents drift.

Assign owners by section and create an approval path. Not every update needs executive review, but pricing, restricted
categories, and disclosure policy should not change casually.

What this section should accomplish
- Name one overall owner for the kit.

- Assign section owners for audience data, rate card, specs, reporting, and policy.

- Create an update log with date, change, owner, and reason.

- Use a shared source-of-truth document before updating the designed PDF.

- Archive old versions when rates or claims change.

Media kit implication Someone has to own the media kit or it will become stale.
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Internal Governance: framework
Use this framework when turning the concept into an actual media kit page, sales module, or internal operating rule.

Section Owner Approval needed

Audience data Audience/analytics lead Sales leadership

Rate card Sales leadership Finance/leadership

Specs Ad ops Sales and editorial

Disclosure policy Editorial/leadership Legal if available

Reporting definitions Ops/analytics Sales leadership

How to apply Add only the information a buyer or internal operator can use. If a detail does not help a
sponsor evaluate fit, buy with confidence, or execute a campaign correctly, keep it out of
the public kit and put it in an internal appendix.
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Internal Governance: action checklist
Before you move on, complete the following action items for this part of the media kit.

- Name one overall owner for the kit.

- Assign section owners for audience data, rate card, specs, reporting, and policy.

- Create an update log with date, change, owner, and reason.

- Use a shared source-of-truth document before updating the designed PDF.

- Archive old versions when rates or claims change.

- Identify the source of truth for every number or claim used in this section.

- Decide which statements belong in the public kit and which belong in the internal sales appendix.

- Confirm that sales, editorial, ad operations, and reporting teams agree with the promises being made.

Decision rule If this page creates more questions than it answers, simplify the language, add examples,
or move technical detail into a table.
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45

Final Pre-Launch Checklist

Use this before uploading or sending the kit.
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45. Final Pre-Launch Checklist
Before the media kit goes live, check both content and operations. A buyer may download the kit, send it to a team, and
treat it as a promise. Anything unclear or outdated can create issues later.

What this section should accomplish
- Audience numbers are current and dated.

- All performance claims have source notes or internal support.

- Open-rate language is contextualized and not overused.

- Every ad product has specs, deadline, and reporting fields.

- Pricing ranges or rate card are approved.

Media kit implication Use this before uploading or sending the kit.
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Final Pre-Launch Checklist: framework
Use this framework when turning the concept into an actual media kit page, sales module, or internal operating rule.

Pass/fail area Question

Buyer clarity Can a sponsor understand what to buy in under two minutes?

Operations Can the team execute every stated deliverable?

Pricing Would sales stand behind the rate card tomorrow?

Compliance Are paid placements clearly labeled?

Measurement Are reporting metrics defined and realistic?

How to apply Add only the information a buyer or internal operator can use. If a detail does not help a
sponsor evaluate fit, buy with confidence, or execute a campaign correctly, keep it out of
the public kit and put it in an internal appendix.
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Final Pre-Launch Checklist: action checklist
Before you move on, complete the following action items for this part of the media kit.

- Audience numbers are current and dated.

- All performance claims have source notes or internal support.

- Open-rate language is contextualized and not overused.

- Every ad product has specs, deadline, and reporting fields.

- Pricing ranges or rate card are approved.

- Sponsor category policy is approved.

- Disclosure language is clear.

- Creative due dates and approval windows match operational reality.

- Sample report matches actual reporting process.

- PDF links, contact emails, and booking form URLs work.

- Identify the source of truth for every number or claim used in this section.

- Decide which statements belong in the public kit and which belong in the internal sales appendix.

- Confirm that sales, editorial, ad operations, and reporting teams agree with the promises being made.

Decision rule If this page creates more questions than it answers, simplify the language, add examples,
or move technical detail into a table.
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Glossary
Term Definition

Active audience The portion of the list that has recently engaged or remains deliverable, depending on the publisher's definition.

Ad product A sellable unit of newsletter inventory, such as a sponsorship block, dedicated email, or package.

Category fit The degree to which a sponsor category aligns with reader needs, editorial context, and trust standards.

CTR Click-through rate. The click calculation should specify whether it uses sent, delivered, or another denominator.

Dedicated email A full email send where the sponsor message is the primary content experience.

Flat fee A fixed price for a defined placement or package, regardless of final click volume.

Gross clicks All tracked click events before filtering, deduplication, or invalid traffic review.

IVT Invalid traffic. Traffic that should be filtered or excluded from monetized measurement when detected under
applicable standards or validation rules.

Media kit A sponsor-facing and internal sales asset that explains audience, inventory, pricing, specs, reporting, policies,
and next steps.

Native advertising Paid advertising designed to fit the form and function of surrounding content, requiring clear disclosure.

Sponsorship A paid placement within a newsletter issue, often integrated into the newsletter layout and labeled as sponsored.

UTM parameters Campaign URL tags used by analytics systems to identify source, medium, campaign, content, or term.
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Source notes and research context
This guide synthesizes publisher sales practice, newsletter advertising operations, and public industry guidance. It is not
legal advice. Publishers should consult counsel for specific compliance questions, especially in regulated categories or
when sending dedicated commercial emails.

- Media Intercept publisher positioning: publisher monetization, advertiser demand, approval control, standardized reporting,
predictable payouts, creative review, proofing, and inventory organization.

- FTC Native Advertising: A Guide for Businesses: clear and conspicuous disclosure principles for advertising that could be
mistaken for editorial content.

- IAB Native Advertising Playbook: marketplace framework for native ad formats, disclosure, and fit between ad behavior and
surrounding content.

- FTC CAN-SPAM Act Compliance Guide for Business: requirements around commercial email, opt-out handling, truthful
header/subject information, physical address, and monitoring third parties.

- Google Analytics campaign URL builder guidance: campaign parameters can identify source, medium, campaign, and other
values in traffic acquisition reporting.

- Mailchimp email benchmarks: useful for broad context but not a substitute for publisher-specific performance ranges.

- Litmus and Campaign Monitor Apple Mail Privacy Protection resources: open metrics may be inflated or less reliable; click
and downstream behavior deserve more weight.

- Media Rating Council invalid traffic guidance and 2024 interim updates: invalid traffic detection depends on controls, data
quality, completeness, and filtration standards.
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Final media kit build brief
Use this final brief to assign the rebuild internally or hand it to a designer, copywriter, or sales operations lead.

- Goal: Build a sponsor-ready media kit that helps advertisers understand audience fit, products, rates, specs, reporting, and
next steps.

- Primary buyer: brand marketers, growth marketers, agency planners, and platform buyers evaluating newsletter
sponsorships or dedicated emails.

- Primary outcome: more qualified sponsor conversations, fewer repetitive questions, cleaner campaign execution, and more
credible renewals.

- Must include: audience, editorial context, category fit, inventory map, product pages, pricing/rate card, creative specs,
disclosure policy, reporting package, booking process, and contact/CTA.

- Must avoid: unsupported claims, overreliance on open rates, vague product language, outdated pricing, unclear specs, and
hidden disclosure policies.

- Owner: one person should manage the source-of-truth document and quarterly update cycle.

Publication standard The media kit should be specific enough that a sponsor can evaluate fit without a call and
operationally accurate enough that the ad ops team can fulfill every promise.


