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Small Group Session #2: Drug Ad Bingo 
 
Divide the group into pairs.  This will probably mean 5 pairs per group.  Each pair will receive a packet of 
10 ads. 
 
Give each pair a “Drug Ad Bingo Card.”  There are two versions.  It does not matter which version you 
give first.  Explain the game.  The objective is to identify key ad features found on the Bingo cards. 
 
Do a practice round on a single, loose ad.  Make sure everyone understands the concept.  You won’t get a 
bingo, but you can practice identifying features. 
 
Give each pair a packet of ads, beginning with Set 1. 
 
Start the clock.  Each team will start reviewing their ads at the same time, no peeking ahead of time.  The 
first group to meet the target yells, “Bingo”  They must complete 5 contiguous squares to win.  If there are 
ties, or if no one can get 5 in a row, go to the one who found the most items. 
PRIZE:  Winning team will receive movie ticket coupons. 
 
Limit the time to 10 minutes.  If no one has bingo after 10 minutes, you may extend the time or open 
discussion. 
 
The winning team must identify the features they found on the ads and explain/discuss. 
 
Others should participate in this discussion.  Disagreements should be explored. 
 
Pennies will be provided to use as markers on the cards. 
 
After one round of bingo, switch to the second set of ads and the second bingo card and lay again. 
 
We will also provide additional, single ads to each group.  If you finish early, you may play another round 
using these ads or using them for discussion. 
 
Possible discussion questions: 
 
Compare several ads.  What is your first impression?  What first catches your eye? 
 What is the main marketing message? 
 
How is this information presented?  What images are used?  How effective are these images? 
 
What is the quality of the “educational” information?  What is presented?  What is not presented? 
 
How would you discuss this ad with a patient who brought it into you? 
 
Are there similarities or differences between direct to consumer ads and ads targeted at physicians?  
Compare and contrast for main message, images. 
 
Steven R. Brown, M.D. Banner Good Samaritan Family Medicine Residency, Phoenix AZ, created this 
exercise. With his permission, we have adapted it slightly. 
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