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INTRODUCTION

Introduction: a practical guide
for marketers

The onlyduty a writer has is to defend the language. If language is corrupted, 1
is corruptec

W H Auder

You will find this Dictionary very practical, with text designed as a guide on
to-day level. It can help you in two ways. First, it uses language that |
actually speak, and helps to make clearer much of the jargon used in ma
Two examples: you read in a marketing magazine about FMCG; but the
assuming that everybgdknows what this means, fails to explain it. The Dictior
comes to youraid. In a marketing textbook, you come across a term that thi
uses and discusses, but which you still cannot fully appreciate. The Dictiona
help to resolve thi

Secondon an even more pragmatic level, it explains marketing practic
procedures. You may, for example, be interested in how the monitoring c
site hits is carried out. The Dictionary comes to the rescue by explaining
electronic monitoring. Or, you may be undecided whether to use litho of
graphy for a catalogue or brochure. The Dictionary helps you to make u
mind, and to understand what your printer is sa

Value for time and effoi

In an ordinary dictioary, you usually find little but definitions. Here, you fin
more encyclopedic approach, and good value for your time and effor
Dictionary includes clear explanations, observation and comment, plus gui
and advice based on practical expecienFor example

Video News Releas Broadcast communications, Editorial, Public relati
A corporate or product news item, prepared and edited before submis
television stations; popularly referred to as VNR. Current wisdom on VNRS |
on a busy news day a VNR can get an item on air mainly becauseit is alr
the can;that is, complete and ready for transmission. However, mere sub
of a VNR will not guarantee airtime.



INTRODUCTION

References and associatic

In addition to marketing concepts, tools and techniques, the Dictionary al
with appropriate references, associations and emfesences. These are desic
to help you extend and amplify yourknowledge and understanding of mar
practice. Assoaeaitions include: Advertising; Artwork; Brand manageme
Business; Campaigns; Communications; Composition; Consumer behi
Controls and legislation; Copywriting; Corporate; Creative; Desktop publis
Distribution; Ecommerce; Economics; Editorial-rBarketing; Graphics; Inforn
ation technology; Internet; Media; Merchandising; Organizations; Packe
Paper; Photography; Planning; Print; Public relations; Publishing; R
Retailing; Sales; Television; Typography; Video; Web sites; Wmmatessini

Associations and connotatio

Each entry headingis shown in bold, followed by associations and connc
in italics. Associations are the contexts in which the term or conceptis L
associated. This does not signify that each association is Excltesthat entn
For example

Deadline Advertising, Public relations, Publishi
The date ortime planned and set for the completion of a job, or for the subi
of copy to a newspaper, magazine or prir

(This indicates that a deadline procedure is in common use in advertising,
publishing. However, it is not exclusive to these activities. It is also usedin |
management, building, and a wide range of business and professiona

Spike Editorial, Newsroom practice, Press media, Public relations, Publi
Used as a verb, this means to kill a story with no possibility of reinstatemel
term comes from preomputer times, when editors used a piece of desiture
a spike, to collect nomiable stories for disposal.

(The termis used in press media newsrooms, by editors and journalists,
not normally in public relations practice. However, PR executives need to be
of what could happen to their newosgs if they are inappropriate to the me
to which they are sen

Technical guideline

Many entries are accompanied by guidelines on how techniques are use
there will be more than one definition for the same term. For exa
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Filler Desktop publishing, Editorial, Print, Publish
A piece of copy or an illustration inserted on a page to fill up a column; an ec
technique used before the days of DTP and computerized typesetting. Tc
editor can often juggle page elents on the screen so thatfilers are unnece:
However, afiller often makes a page easier on the eye than it would be
strictly clinical layout. To enjoy some really delightful fillers, read the New Yo

Filler Paper, Papemaking
A material, usually a white mineral substance such as china clay, titanium ¢
or calcium carbonate. When added to the material from which the paper is
it increases its opacity, improves its flatness, and imparts a smoother su
the finishal produc

Body copy in bok

In many entries, the text is interspersed with words in bold. This is me
highlight them and call them to your attention. They do not indicate ¢
reference:

Essential repetitio

Some definitions appear in more than one place, sometimes repeating tl
copy. This is deliberate, because it allows explanations to be presented c
and selfcontainec

Speling and languac

Although this Dictionary is meant for international samption, it has bee
written and produced in the UK. It follows thatthe spellings used are those
in Queends English. Some spelling:
US English. This is because Americans, perhaps wisely, have deliberately
fied their language; whereas the British have not, despite encroachmen
Hollywood. You will, of course, find the usualdifferences: colour for c

analyseforanalyze and so on. Al l anguage
is used by much of the Englisspeaking world, including Commonweal
countries. Appendix 1 lists over 2
English

Errors and omissior

Any lapsus calami or error of fact and procedure is mine. It would be unfa
ignoble, to blame anyone else. On the other hand, if you find errors or omi
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dondt just sit there and f ume .corr€tom
and additions. Since marketing and its technology are in constant chanc
are bound also to be changes to the Dictionary over time. In return,
acknowledge all contributions used in the next edition. You may then join
David Ogilvy, Martyn P Davis and Rosser Reeves, whose thought | admi
have mentioned several times in these p:

Intellectual honest

Marketing transcends questions of gender, age and creed. In most normal
economies, half of the market is mahalf female. It is a poor marketer who ei
wastefully amalgamates the two, or throws away half her market, in then
political correctness. It is an even poorer marketer who will allow himself
bullied by pressure groups pushing politicalrrectness. Unelected and ur
pointed, except by themselves, pressure groups have no mandate for col
individual, private or public behaviouror thought. However, they do have a
agenda for securing and enhancing their own political power. Stalin probal
a word for it

Throughout this book, for the sa

i c

to include 6shebo, and v e versa.l/
she,hshe,she and similar idiocies are
|l ook gauche on the page and offen
in its terms and conditions, O6Wor.

Can onée more intellectually honestthan tt



Aa

A Communications, Information technolc
A character usedin many computer operating systems, denoting a disk -
the system. Where a computer has several disk drives, alphabetical chara
used to differentiate them. The floppy diskis usually given A:; a second"
disk, B:; the hard disk, C:; and any others, from D: onwards. Copy, graphic
and other material are rendered portable by the use of floppy and Zip
Sending copy to a printer, for example, may be carried out in this w
downloaded via a telephone li

AA Advertising organization
A common abbreviation for the Advertising Association in the United Kingi

AAA Advertising organization
The AmericanAdvertising Associatiol

AAAA Advertising organization
The American Association of Advertising Agencies. Web
www.commercepark.com/AAAA/indexhtm

ABC Media research and planni
Initials used by newspaperand magazine publishers to indicate that thei
lations have been independently audited by the Audit Bureau of Circule
This does not refer to audits of newspaper of magazine readership, w
entirely different

See Audit Bureau of Circulatior

A /B, C1, C2 D, | Planning and reseal
Social grade classification of target audiences, used by marketing planne
is a simple and practical system for differentiating target groups. It is prac
in the marketig sense, not the politici

Social grades used in UK marketing communicatir

Grade Member: Approx % o
UK populatiol
A Upper middle clas Top businessmen; ott 2.7%
leaders; key opiniofiormers
B Middle clas: Senior executives; manag 15.2%



ABOVE THE LINE

C1 Lower middle White-collar, whiteblouse
clas: office workers 24.1%
c2 Skilled working clas Blue-collar factory worker 27.1%
D Working clas Semi and unskillec 17.8%
manual worker
E Lowest level o Poor pensioners; disabl 13.1%
subsistenc casual worker

Identification of consumer needs and wants, UK s@gionomic group

Class Needs and wanti

A Statusconferring products and services of high quality, eg investnr
private schools, luxury travel and travel services;-fvar hotels and cruis¢
expensive leisure activities; specialinterests, eg fine arts, music, wine and a
B Products and services with cachet, conferring aspirant status; be
investment, insurance and life assurance; weekend breaks; dhrefourstal
hotels; good restaurants, nigtltibs

C1 Products and services of abeaeerage quality, conferring aspirant ste
aboveaveragequality foreign holidays, fashion productgrponaland domes
possessions; restaurants of slightly abaverage quality; takaway meals
convenience foods; efficient kitchens; improving quality of home decor. P«
sports activities

C2 Averagequality products and services; magsmduced fashion and persc
products; packaged holidays; convenience and fast foods; DIY produc
personal effort in home improvements. Popular sports acti

D Economyemphasized products and servicésst foods; abovaverage
routine consumption offish and chips; packaged holidays and holiday camg
activities. Much time and money spenton popular sports and leisure ac

E Product purchases of the most basic kind, heavily angled towaedset
economic value. Occasional use of services, especially those most econc
priced

See Socieeconomic grade

Above the lin¢ Advertising campaign planni
The metaphorical, horizontal line drawn by advertising planners, to differe
between those media that allow agency commission, and those that

Above the line
cinems
outdoo

pres:

radic
televisior

The line:




ACCELERATOF

Below the line

advertising gift:

body media (¥shirts, hats et
direct mail

exhibitions

mini media

packaginy

point-of-sale materia

print

public relation:

retail display and merchandisi
sales promotio

sponsorsh

Abrasion resistan Paper, Prin
The resistance of a printing ink to removal by rubbing and scrat

Absolute placemel Desktop publishin
The exact position on a page where a line of copy is to start; the position the
of a graphic element is to be anchore(

See Origin

Absorbenc Paper, Prin
The extent to which a paper will take up and hold a liquid. This is importi
litho printing, in which both water and dilased inks are us:

Absorptior Print
The first stage of drying of an ink when printed on porous mat

Absorptior Marketing plannin
The allocation of the costs of marketing a product or service, so thattr
absorbed in the final calculation. These include fixed costs, such as re
business tax, and variable costs such as raw materials and d

Absorption pricing Marketing plannin
The calculation of all costs to be taken into account when marketing a p
in order to determine a viable price for it. The technique used covers the
cost ofmarketing a product or service, so that the selling price also covers
thing.

Accelerato Marketing
A situation in the marketing of consumer products. A small change in the d
for a product can lead to a big change in the demand for the systdmsahiner
for producing it. This in turn can lead to changes in the retail price of the pr



ACCESS

Acces! Information technoloc
To find or go to an area of computer memory or auxliary storage for stoi
retrieving information. When you have retrieved an application program
from a disk, you are said to have access

Accordion folc Print
Also called a concertinafold. A leaflet folded like the bellows of a piano acco
All sides are availakl for printing. Sometimes lack of copy, or of imaginat
results in the reverse side remaining unprinted. This may be deliberate w
intention is to have the recipient pull outthe concertina into a single

Accoun Advertising, PR and marketing agency administra
Another name for a client organization whose advertising, PR or mark
business is being handled by its agency. Also applied to a department of
organization that supplies the business on witighagency produces campaic
In sales administration, this is the term used for an inv

Account executiv Advertising, PR and marketing agency perso
An executive responsibleforthedayd ay management o
within an agency. This person 06h:

t he c | i-te-dayblsness within the agency. In actual practice, the ac
executive is also responsible for bringing in the business, and ensuring:
client remains loyal to the agency. The account executive represents the ag
the client and, ideally, the client to the age

At its most basic, this positionis akin to a ballboy on a tennis court. At its
sophisticated, businesslike and practical, i pe responsible for the plannii
organization supervision, implemel
executive, however, is expected t
advice and expertise. Sometimes called an account ma

Accountgrou Advertising, PR and marketing agency administra
A division of an agency, often under a board director, responsible for han
number of accounts. Sometimes a group is set up as a profit centre wit
agency

Accreditatior Busines
When a company is appointed to act on behalf of a client organization as it
it is said to be accredited. Advertising agencies, by contrast, are actually pri
in contracts undertaken for clients, and therefore are not agents inualy
accepted and legal ser

Acetatt Artwork, Productiol
Transparent plastic sheeting used for underlays in the creation of artwork. Al
for the protection of layouts and finished artwork. The acetate overlay enab
to examine the artwork underneath without accidentally putting beery tmari



ACRONYM

on it. It also discourages clients from making amendments to the artwork it
marker or ballpoint pen. Artwork, after all, is expensive to proc

Achromaticlens Photograph
A lens design using different elements to bring different colours of the spt
to a common focus. Chromatic aberration is the inability of a lens to bri
the colour components of light to a single point of focus. White light can b
into seven main colour components in a spectrum. As each component:
lens, it is refracted benti to a different degree. The red constituent com
focus at theear of a film plane, the blue closestto the lens; green falls ro
between the two. In an exposure, a single lens may produce colour fi
particularly around highlights. By using an achromatic lens, different colou
broughtinto focus at thim plane. An achromatic lens doublet comprises
types of glass, each with a different refractive indake ability to bend light. .
two-element achromatic lens brings only two colours to the same focal
usually blue and green. The third colour, red, is already correctly for

Acid-free Paper, Prin
Paper that does not contain free acid. During manufacture, precautions al
to eliminate active acid in the furnish. This helps to increase the lifieedisher
papel

See Furnist

Acknowledgemer Business administratic
The written or spoken expression of thanks to an individual or organizatic
the use of their material. Acknowledgements are used in advertising anc
relations material where attribution is requit

ACORN Marketing planning, Marketing resea
Acronym for A Classification Of Residential Neighbourhoods. A rese
systemthat classifies people according to where they live. Some years
dawned on &ertain bright research team that the places people choosetol
directly related to their spending power. Of course, the fact had been
everybody in the face for centuries, but these particularly fertile and disci
minds saw its commercial potential. ACORN is now an indispensable |
marketing planning and practic

Acroba Information technology, Marketing communications, F
A commercial software program for viewing and editing portable docu
formats (PDFs). The Acrobat distiller is the program within Acrobat us:
generating PDFs from PostScript files; the Acrobat reader is the prograi
for viewing PDFs

Acronyrr Business, Language, Marketing, Promo
The initials of a group of words put togetherto form a separate, identifying
Acronyms are differentiated from initials, in that they are capable of



ACROSS THENETWORt

pronounced like a word. NATO, for example, is formed from North Ame
Treaty Organization. Certain familiar logos may also qualify as acronyms. A
example is 3M, formed from the words Minnesota Mining and Manufact

Corporation; it is used in all
Across the netwol Medis
Inmeda scheduling, specifying that-

mitted simultaneously throughout anamed netw

Activity sampling Marketing research, Resea
In attempting to evaluate a particular activity in a specified target audien
audience is observed using a range of discontinuous tests. The tests el
researcher to estimate and quantify the incidence of the ac

Adaptatiot Art direction
A press advertisement or piece of print in one size or shape when mod
anothesize or shape. This is usually referred to as an adapt. Adaptatiol
creative conceptfor a press advertisementis routinely made for other medi
as posters and potiotf-sale materia

Ad-click Advertising, Interne
A term denoting that an advertisement on a Web site has been clicked by a
Internet surfer. Clicks are counted and totalled, giving some quantitative v
the advertisement and, by implication, to the Web

Ad Counci Advertising organizatins
The common abbreviation for The Advertising Council of the USA. A pr
corporation conducting public service advertising campa

Added valu Business, Marketin
Augmenting and increasing the value of a product, service or business acti
adding services and features to the actual product, and promoting them
product. Guarantees, warranties, free delivery and support services al
current examples of this. In manufacturing, value can be added to mate
processing and haridg. Envelopes, diaries, keyrings and pens can be overg
with company logos and campaign slogans. Lumps of iron can be turn
swords, and timber into furniture, by expert labour and a good deal of

Addres: Information technolog
A location in computer memory or auxliary stor:

Address lin Advertising, Creativ

That part of an advertisement, brochure, leaflet, Web site or other prom
material containing the address of the advertiser. This is usually, but not:

10



ADOBEPHOTOSHO

the address to which a coupon or reply card should be returned. Be ca
specify which is which. In a coupon or reply card, another valid address
the onefilled in by the enquirer when requesting information or ordering a p!
Do not confuse the two, or you may confuse the recif

Ad hoc Advertising, Business, Marketir
Anoverused, and sometimes misused--off
I'ts real meaning is O6for this pa

advertising, an ad hoc campaign is one created and run asafamehorttern
effort; to respond to a competitive attack, for example, or a temporary do\
in a market

Ad hocsurve Researc
A one-off research survey on a specific to

Admark Advertising, Controls, Web sit
An optin scheme in the UK, allowing member advertisers and publishi
promote their support for legal, decent, honest and truthful advertising.
done by displaying the Admark icon on their pfod advertisements, and
providing information aboutthe scheme on their Web ¢

The growth of the Internet, and conseqtiemergence of online advertis
has |l ed to the need for a O0safe
pledged to follow advertisingit

Admark was developed by the Committee of Advertising Practice (CAule
UK industry body that writes and enforces the British Codes of Advertisin
Sales Promotion (the Codes). It has been welcomed by the Advertising St
Authority, the independent body that administers the Ci

Administered price Marketing
Anotherword for retail price maintenance. It refers to the fixng of prices v
an industry, designed to eliminate price differences at the point of sale.
UK, RPM was prohibited in 1963; however, certain products still displa
characterist.

Adobe lllustrato Information technology, Marketing communicatio
Studio work

Commercial vectorimage creation and editing software. This is one of the

graphical applications col

Adobe PhotoShc Information technology, Marketing communicatio
Studio work

Commercial software for rasterimage creation, editing and format translatio

is one of the many graphical appli

Painting applications worky manipulating the values of pixe

11



ADOPTION OF INNOVATION

Adoption of innovatio Marketing
Consumers taking up a new product or service fall into three main categc
marketing jargon, innovators are those who try or buy on or near launch d:
next group of consumers to do this are termed early adopters, followed ¢
logically by early and late majority buyers. Last to adopt the innovation are L
called laggards, though this does not demean their value as cus

Adshe Outdoor advertisin
A roadside posterilluminated from within a transparent or translucent
Usually sited in high streets, shopping precincts and other busy loce
Popularly used at main road passengerbus shelters, rail and bus station:
is also the poste

ADSL Internet communicatior
Initials for Asymmetric Digital Subscriber Line. A system for sufset acces
for home Net users. It allows access at between 10 and 40 times norma
using a standard telephone 1

See ISDN

Advanct Authorship, Publishin
Money paid to a writer or artist in advance of publication of their work. This
is offset against any royalties that the work may proc

Adver Advertising terminolog'
A corrupt form of the word advertisement, used by amateurs; professior
either 6add «

Advertisemer Advertising
A paid-for promotional announcement. This applies both to press and brc
media; though, strangely, notto printed literature or direct mail. It is gras
being adopted universally to advertising on the Internet; initially, banners wi
only form of advertising to quality for the ter

Advertisement departme Advertising, Publishin
In newspaper, magazine and posterpublishing, and broadcast media, tt
department dedicated to the promoting and selling of advertising space and

Advertisement manag Advertising, Publishin
A senior executive mamgg@ng an advertisement department, responsible
advertisement director. This is usually a sales manager, who notonly cont
sales staff of the department butis also an experienced salesperson. C
advertisement manager also commissions advertising and other mater
moting his publication, postersites, radio or TV station as an advertising me
Do not confuse this term with advertising manager, who is an entirely dif
animal andworksvi t hi n an adver

12



ADVERTISING AGENCY

Advertisement rate ca Medie
A tariff booklet, leaflet or card showing the costs of advertisement space or ¢
The card also usually contains terms of business, and mechanical pro:
details

Advertisement wra Advertising, Outdoor advertisir
Advertisements placed on windows of vehicles and buildings, so thatthe
appears on the outer side while remaingeethough fromthe inside. Vehicle wr
includes images on taxs, buses, trams and trains; building wrap, imay
buildings, roadside shelters and so on. The first full wrap building project v
four sides of the Panasonic building in Paris in 1998. Several different d
have now been wrapped on this buildi

Advertising Marketing communications techniqt
Many people have attempted to define and describe this difficult subjet
answer dpends on who you are, and also what your investment is. Here art
concepts to be going on wi

For advertisers, it is presenting the most persuasive message to ti
prospective customers for the product or service, at the lowest possit
This is the official IPA definitior

For marketers, it is an economical communication system, aimed at ac
fast payoff of marketing investme

For agency account management, it is a means of reaching and influe
chosen group of people gily and costeffectively

For academics, it is a specialized form of communication used in mark
to influence choice and buying decisic

For creatives, it is a highly skilled creative trade, demanding imaginatio
creative flair of an extremely high ord

For everybody else: it is pafdr, nonpersonal, promotional communicatic
through mass med

If you have a single definition that describes advertising to perfection, dear
please send it, care of the publisher of this book. You will get proper credi
in the next edition; possibly achieve a degree of immortality as

See Public relation

Advertising agenc Advertising busine:
A specialist business dedicated teearching, planning, producing and plac
advertising campaigns and material for its clients. The original advertising:
were freelance representatives selling advertising space for newspapers in
century. Demand by advertisers for extra ¥, such as design and copywrit
compelled the agents to supply them. Since nobody can serve two of
masters, agentsdéloyalties shifted
agencies serve their clients as i1
legal sense, but principals. Agency services incl

13



ADVERTISING APPROPRIATIO!

copywriting for press, print and broadcast me
design

direct marketing services and activiti
exhibition design, booking and implementati
marketing planning and servic

media planning and buyir

photography

print;

production

researching and planning advertising campai
sales promotior

Web site creatiot

Some agencies concentrate on single specialist activities, such as creative
See A la carte agen:

Advertising appropriatio Advertising plannin
An allocation of money for advertising activities. Advertisahgpartments ci
usually work this out for themselves, but most substantial advertisers
agencies to do it for them. An appropriation may cover part of an adve
campaign, such as expenditure on press or television, or the whole of it in
print and direct mai

Advertising Associatic Advertising representative organizatic
The Association, formed in 1926, is a federation of 26 trade associations
senting advertisers, agencies, the media and support services. It speaks for
of an industry with an annual worth of over £14 hillioh . Its constituentb
include

AMCO Association of Media & Communications Special
BMRA  British Market Research Associat

BPIF British Printing Industries Federati

CAA Cinema Advertising Associati

CAM Communication Advertising & Marketing Education Founda
CRCA  Commercial Radio Companies Associs

DMA Direct Marketing Association (UK) Lt

DPA Directory & Database Publishers Associa

DSA Direct Selling Associatic

IAA International Advertising AssociatianUK Chapte
IPA Institute of Practitioners in Advertisi

ISBA Incorporated Society of British Advertis

*At 1 January 200

14



ADVERTISING ASSOCIATIONMN

ISP Institute of Sales Promotic

TV ITV Network Ltd

MOTA Mai | Order Tr.
MRS Market Research Socie

MS Marketing Societ

NPA Newspaper Publishers Association
NS Newspaper Socie

OAA Outdoor Advertising Association of Great Britain
PAGB Proprietary Association of Great Brite

PPA Periodical Publishers Associat

PRCA Public Relations Consultants Associa
RM Royal Mail

SCBG Satellite and Cak

SNPA Scottish Newspaper Publishers Associi
Other member organizatior

BSkyB

BT i Yelow Page
Channel Four Televisic
GMTV

The Association is a neprofit-making company, limited by guarantee. It is fun
by a combination of subscriptions, donations and reveaiséng activities suc
as seminars and publications. I
responsibilities and role of advet
ing the freedom to advertise in the UK. This is in line with Article 10 of the Eurc
Convention of Human Rights, which recognizes commercial freedom of ¢
as a right, togetherwith political and artistic freedoms of sp

The organization exists to provide a coordinated service in the interes!
wider membership; that is, thedividual companies that make up this la
diverse and competitive business. Itis also concerned with the mutual inte
the business as a whole. It operates in a complementary way with the
interests of its members who have specific roles for their individual se¢

The Association spealk

promoting public understanding of, and respect for, commercial comn
ation and its role in promoting competition, innovatiand economic al
social progress in socie

upholding standards and the principle of setjulation

providing information, research and statistics about the advertising bu
combating unjustified restrictions and outright bans on commercial comn
ation for freely and legally available products or serv

The Association operates a number of departments and activities, inc

15



ADVERTISING CAMPAIGN

communications

food advertising uni
information centre
selfregulation

seminars

statistical and other publicatio!
statistical service

Web site, wvw.adassoc.org.!

Advertising campaig Advertising
The planning, creation, administration and implementation of specific adve
activities for the fulflment of specific marketing objectives. Sometimes at
ising campaigns are carried out as stafahe activities; more often they are |
of a wider plan, which could include sales promotion, corporate identity, |
and industrial relations activitie

Advertising manage Advertising administratio
A manager or executive within an &
ibility for the management of th

tautological. However, this job is often confused with that of advertise
manageii an entirely different animal with an entirely different j

The advertising manager is remgsible for buying advertising on behalf of
company, whereas the advertisemen
publisher. He, or she, runs the advertising department of the company; hi
fires the staff; plans and implements its adigérg effort; calculates and prepa
the budgets for the approval of
liaises with advertising agencies and evaluates their output; commission
from creatives, photographers, printers and exhibition contractors. In
organizations, the advertising manager is called marketing services me
sometimes publicity manager, particularly when he is also responsible for
relations

Advertisingmedium Medis
The advertising business comprises two main streams of activity: the mess
the medium. A medium is any means of communication that enables an ad
to convey his message to target audiences. Hence, the press is a mediur
television, radio, exhibitions, cinema, posters,-ta doors, bus and tr:
interiors, direct mail, directories, catalogues and the Internet. The plural
word is media, often used, and abused, as a sin

Advertising packag Medis
When advertisement space is boughtin groups of insertions rather that
spaces, these are termed packages. The same applies to airtime, particula
where spots are almost always boughtin pack

16



ADVERTISING RESEARCFH

Advertising rate Medie
The cost of advertisement space an
and radio station rate car

Advertising researc Marketing researtc
This activity includes

pre-campaign researc
conceptresearc

copy testing

media researc
mid-campaign researc
motivational researc
postcampaign researc
tracking studie

Precampaign resear
To determine the likely effect of advertising effort before any serious mol
spentonit. Includes research ir

brand shar
consumer behaviot
product usi

Concept researt
Determining the most motivating copy themes and platforms before the c
specialists get to work on building the campa

Copy testin

The use of panels of consumers to assess press advertisement copy an
TV and radio scripts and other creative effort. This takes place, of course,
any money is spent on production proper. The results either confirm the c
t e a md smenit, ordnhdicate how it can be modified to achieve the bestc
of success. Or scrapp

Media researc

a. Evaluating the circulations or audiences of media during the media ple
stage of a campaig

b. A form of research in which readers, listeners and viewers are studie
objective is to find outwho has seen or heard the advertising, and how n
them there are; then to evaluate their response

Mid-campaign resear

Quizzing and discussingith panels of readers, listeners or viewers, wh
campaign is in progress. Often, depending on the research brief, thisis «
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ADVERTISING SPACE

interviewing consumers in the street or in panels. For busitebasines:
campaigns, it is sometimes done by telephoning respondents during office

Motivational researc
Seeks out the motives of people in relation to their behaviour. For exampls
mothers buy toothpaste; why executives buy certain types «

Postcanpaign researt

As mid-campaign research, but after a campaign has ended. Useful for cor
the results with preampaign and midampaign findings. Later, for matching
money spent on the campaign with the product sales anticipated and ¢
achievec

Tracking studie
Usually carried out before a campaign breaks, then again after the campe
finished. It seeks to compare the awareness of the brand at both end
research;thetake p of t he product ; ¢ o nyshabmn
compared with the actual taks; their knowledge of what the productis, and\
it does; awareness of the advertising, or selected feature

There is a problem here. Although advertising does make marketing rt
not the only measure that does. Sales force effort, public relations, sales prc
distribution and other marketing tools also influence the progress of mar
campaigns and their results. Tracking studies are usually injected with «
features so that they are able to indicate with more accuracy the value
advertising effort

Advertising spac Medis
Commercially run newspapers and magazines devote some of their p
advertising. The revenue from this advertising space helps to pay their ov:
and make a profit for shareholder
of advertising space depends on the ability of the publication to reac
influence closly defined target audienc:

Advertising Standards Author Advertising control
This is the independent organization that polices and regulates the adv
industry. It was setup by the industry itself to protect the public from misle
and offensive advertising, and to protect the industry from unwanted legis
It also administers and enforces the British Codes of Advertising and
Promotion (qv’

According to their own statement, the Advertising Standards Authority pro
andenforces the highest standards in all fovoadcast advertisements in the |
The Authoritybés resport

_advertisement promotior
_advertisements and promotions covered by the Cigarette
_advertisements in newspapers and magaz

18



ADVERTISING STANDARDSAUTHORIT

advertisements in nebroadcast electronic media such as computer g.
advertising on the Intern:

advertorial

aerial advertising

brochures, leaflets, circulars, mailings, catalogues and other printed
cations containing advertisir

cinema and video commercia

facsimile transmissions containing advertising or promotional mat
mailing lists, except for busineds-busines:

posters, transport and other outdoor adverti

sales promotion

viewdata service

The Codes do not apply to broadcast commercials, which are the responsi
the Independent Television Commission and the Radio Authority. The Aul
acts independently of both the government and the advertising industry. It o
in the public interest, and in cooperation with the whole of the indust
ensuring that evgone who commissions, prepares, places and publishes:
isements observes the British Codes of Advertising and Sales Promotion. T¢
the Codes require that advertisements and sales promotions shi

in line with the principles of fair competition generally accepted in bus
legal, decent, honestand truth
prepared with a sense of responsibility to consumers and s

The Codes are devised by the Committee of Advertising Practice. CABears
include advertising, sales promotion and media businesses. The CAP prc
free and confidential copy advice service for the indu

If an advertisement or promotion breaks the Codes, advertisers are &
amend or withdraw it. If they choose notto comply, a number of sanctic
available

Adverse publicity. The ASAO6s mo
adjudications. Theseinclude the names of the advertisers, agencies an
involved. Thereports are circulated to the media, government agenci
advertising industry, consumer bodies and the public. Published cases
extensive media coverage, and are also available through a fully see
database on tt

Refusal of further advertising space. Media can be asked to enforc
standard terms of business, which require compliance with the Code:
may decide to refuse further space to advertisers until the advertiserr
been amende

Poster preclearance. Posters that are the subject of upheld complai
grounds of taste, decency and social responsibility may be subje
compulsory tweyear vetting procedure through the CAP Copy Advice t
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ADVERTISING STANDARDS AUTHORITY

Removal of trade incentives. Advertisers and their agencies may jeor
their membership of trade and professional organizations. This could re
the loss of financial and other trading bene

Legal proceedings. Ultimately, the ASA can refer a misleading advertis
to the Office of Fair Trading. The OFT can obtain an injunction to pr
advertisers using the same or similar claims in future advertisel
Repeat offenders. Most advertisevho have complaints upheld by the A
agree to remove their advertisements or make the required changes. H
there are companies that persistently break the Codes, and a special p
is used to deal with the!

Of the offenders dealt with sint¢ke procedure was setup, virtually all g
assurances that they would improve. One was referred to the Office of Fair
under the Control of Misleading Advertisements (Amendment) Regulations
ithe ASAd6s |l egal backstop. This
advertising

Once an offending company is identified, an assessment of its track re
made. This determines the type of commitment the ASA needs to ens
offender will bring future advertising in line with the Cod

Sometimes a reminder aboutthe Copy Advice service, and a commitny
take advice more often, is enough. In other cases, the ASA may insis
undertaking to preet future advertising. However, this happens only in the
serious case

After a commitment has been give-
ising for a time, to ensure thatit is keeping to its assurances. However, 1
way for this process to be avoided is for advertisers to observe the Code
first place, and maintain confidence in the sys

Mail order and sales promotions compla

As part of its role in administering the British Codes of Advertising and
Promotion, the ASA investigates complaints from consumers about theeneip
of goods, refunds and sales promotion offers. The advertisers need tob
that the Codes require that the delivery date for mail order transactions st
no more than 30 days unless otherwise indicated in the advertisement. If tt
delay in the fulflment of an order and the customer wishes to be reimburs:
advertiser must provide a full refund. If unwanted mail order goods are re
undamagedavithin seven working days, the advertisermust send a full reft
the custome

Direct marketing list and database comple

The British Codes of Advertising and Sales Promotion regulate the use of p
information for direct marketing purposes. The direct marketing rules co\
obtaining, compiling, processing, management and use of personal infor
for the purpose of marketing products and services to the public through ti
and personalizethail. All complaints are investigated on the understandin
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AGENCY AUDIT

previous direct requests by the complainants to the advertisers have
unsuccessful. It is often not possible, however, to establish whether sto
See Radio Authority, Independent Television Commission, British Coc
Advertising and Sales Promotion, C/

Advertising strateg Advertising plannin:
The planning of an advertising campaign, complete in all its aspects, desi
fulfil a marketing brief

Advertorial Medie
A term combining advertising and editorial. An advertisement written
designed to look like an editorial. Popular with advertisers in the past,and 1
highly effective in terms of response, this is today allowed only when hea
the words O6Advertisement 6, 6Adve
because the media fear that their readers will be fooled into believing th:
advertisementseally are editorial, and that products and services promoted
way are endorsed by the editorand publisher. The Advertising Standards A
polices this policy and regulates the advertisers accord

Aerial advertisin Medie
Advertising displayed from aircraft, airships or balloons. Two of the-kegtvn
vehicles are the airships carrying the logos and slogans Dunlop and Fu
Aeroplanes trailing banners and streamers are also used, though not n
urban areas. This ioften to be seen at seaside resorts, where aircraft tra
banners along the shoreline several hundred metres outto sesr. Hatioon:
often display the logos of their sponsors. Some balloons are even desi
represent s p o raloans repéesgntingbottleg of Cake and P
and cans of Virgin Cola, can be seen at rallies, for exai

Aeroso Packagin
A word used to describe a metal container, pressurized inside, which dispe
contents in the form of a fine liquid spray. Pressing onits actuator, usually
top of the container, releases the contents into the atmosphere. This defil
only partly true; the spray itself is the aerosol, not the cont

After-sales serice Customer relationship managem
To fulfil the terms of a purchase contract, a supplier may be obliged to mait
productin full working order after its sale to a customer. Many suppliers als:
technical advice and support following a sale; usually by telephone or o
Internet. This is good customer relations, with a view to ftarg loyalty an
further sales in the course of tir

Agency aud Marketing, advertising and PR busin
Checksare often made by clients into
and business practice. Such audits can cover not only the efficiency ar
effectiveness of agencies, but their probity as well. Clients may feel enti
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AGENT

examine the invoices of agenciesOo-
ion, and the markips made in their own invoices. Agencies and consulte
have the option of refusing to submit to audits, but clients have the whip
and may be powérl enough to take their business elsewt

Agen Advertising, Business, Marketil
In the usuallyaccepted sense of the term, an individual or organization rept
ing others, with their verbal or written consent. However, in the case of adve¢
and marketing agencies, the word agentis a convention, rather than lega
ology. An advertising agency is actually a principal in business transaction
though an agency works for and carries outwork and purchases for its
media, cretive and production for example, these transactions are me
principals in the contracts, not as agents. Separate contracts are drawn up
the agency and its clients for these activities. In cases of client default, as v
advertiser goes intliguidation, suppliers have no recourse to clients for payi
The agency has to pay

AIDA Advertising creativit
An acronym for Attention, Interest, Desire, Action. An important communic
discipline employed in creating advertisements and print. Advertising is not
form: it is part of the tough business of competitive marketing communicatic
discipline for creating those communications effectively is therefore vital
may soul academic, possibly a litt

Those of us in the marketing communications business knowthat the ar
work in is notthe supermarket, the chainstore or the showroom. It is note
press advertisement, the TV or radio commercial. Nor yet the leaflet, brocl
poster. It is the human mind. It is here that we get the reactions to mal
communications, advertising, public relations and sales promotion me:
we create and deldr. It is where the action that produces a sale begins t
place

AIDA is a discipline of progressive steps in the process of promoting a pr
a service or an idea. It is an intellectual tool that helps you to achieve the le
understanding yo need to write salewinning copy and produce motivatir
visuals and dynamic illustrations. It also provides you with the levels of t
standing you want your target reader to achieve so that you achieve the r
you want

As every successfulsalesman knc

A First, you must seize your rea

I You mustthen tell him something important that appeals to hidNEHEREST.

D You must arouse a strong DESIRE to try or buy your product;rat & you
literature; or make an enquiry; or ask for a sales representative to call
these things at different times. Your primary objective at this stage i
decision in favour of your proposition, product or bre

A Finally, you must urge your potential customer to take the ACTION you
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ALIGNMENT

This action must be in line with your marketing plans. For this reason alon
essentialto plan your AIDA before you begin writing and designing any mart
communication. Why do we need this carefully structured thinking? Becaus
don6t want to read it, l ook at i
seduce them into reading, viewing and listening to your promotional mait:
and with enthsiasir

See Convictior

Aided recal Advertising researc
A multiple-choice interviewing technique during which interviewees ch
responses to questions froma

AIR Media, Researc
Average issue readerst

Airbrust Artwork, Productiol
A studio tool for retouching and illustration work. Basically a spray gun, po\
by compressed air. The operator directs a fine spray of coloured ink or pair
the artwork or photoprint being prepared or retouched. In {tatang, ai
airbrush is used with an abrasiliee pumice to remove spots and otherunwa
areas from the met:

Air date Radio, Televisio
The date on which a radio or TV commercial is broad

Air-dried Paper, Prin
Paper dried slowly in a warm current of air,aver skeleton drum dryers, not
conventionaldrying cylinder

Airtime Radio, Televisio
The amount of time during which radio or TV entertainment or advertis
allocated or actually transmitte

Aisle Retailing
In supermarkets, the display cabinets, often called gondolas, contain prod
sale. The passages between the gondolas are the

A la carte agenc Advertising busine:
An advertising or marketing specialist company offering one particular asj
service, eg creative services, is termed a la carte. This is in contrastto full
marketing and advertising agencies, whose services include media plann
buying,marketing, public relations and sales promot

Alignment Artwork, Desktop publishing, Production, Typogra

The positioning of type or graphics on a page, so thatthe horizontals and v
are accurat
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ALPHATESTINC

Alpha testin Marketing, Product resear
A technique for assessing the potential success of a product or service, dor
the company or marketing organization rather thanin the market

Alterations  Artwork, Desktop publishing, Type, Typography, Westhcessig
Amendments made to text after proofing. Sometimes called corrections.
the typesetter makes a mistake, he pays for the alteration. Where the origi
author makes the mistakes, t hese
pays.Bearing in mind thatit often costs £50 or more to amend a proof by
comma, copywriters and authors bew

See Correction

Alternative currencie Marketing
Formats in which goods can be exchanged without resorting to actual
These include trading stamps and redemption coupons, Air Miles and loy
reward scheme points. Most ofthese are based on the amount of money pr
spent by the customer, accumulated by her, and later exchanged for disc
gifts.

AMA Marketng organization
The American Marketing Associatis

Amid matte Media buying
Aninstruction to a media buyerto place an advertisementin a position surr
by or adjacent to editorial. Sometimes termed within me

Ampersan Desktop publishing, Typesetting, Typogra
The typographicshot or m sy mbol f & &.

Analysk Researc
The reduction of complex datainto smaller and simpler elements, capable «
understood orworked more easily. An annual markefitemn, for example, me
be expressed in diagrams and charts of various kinds, so that finance and
tasks can be allocated more effectiv

Anamorphic sca Artwork, Computer graphics, Studio w
Scanning a piece of artwork so that the width and height are not enlal
reduced in proportion. The image is modified to produce an image tall
narrower, or shorter and fatter, than the orig

Angle Editorial, Journalism, Public relatio
The main basis and thrust of a story, giving it its identity and character. Jout
and writers working in public relations, strive to find or create an angle for a
especially where it does not constitute actualnews. Human interestis oo
as an angle in a story, representing a benefit, crisis or predicament presen
an individual human perspecti
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ANNUAL REPORT AND ACCOUNT?

Angle Film, Photography, Televisic
The camerads view of a photograph
term is used to describe the act of facing a camera in a particular dir

Anilox Print technolog
In flexographic printing, the etched or knurled steel roller, which transfers
the printing substrate. The anilox surface is a regular pattarells:

See Flexograph'

Animatic Advertising, Film, Television commercials, Vid
A pre-production technique, in which a commercial is presentedto the
without incurring the megpound expense of an actual production. A seqt
of illustrations is prepared, showing the progress ofthe commercial, and st
video camere

The illustrations usually follow the script and storyboard (qv). The clien
then see what the commercial will look like, more or less. Sometimes, aus
is employed for any accompanying music and sound effects. Many pro
dislike animatics, since they do not presentthe full production values of tl
thing. However, some advertisers with a spark of imagination like them, i
because they also save mor
See Storyboar

Animation Artwork, Film, Televisior
A technique for filramaking, using individual frames photographed on film. T!
are drawn by hand or generated by computer. When projected at 24 or 25
per second, theffect on screenis an optical ilusion of movement. The ht
eye and brain cannot resolve the individual frames projected at spee
therefore blends them into smooth and seamless action. Snow White and tt
Dwarfs was the first major commercial animation produc

See Cell

Annua Media, Publishin
A publication issued once a year. Annuals vary from yearbooks publist
academic, learned and spedigkrest groups, to reference books and directc

Mark et ing industry annuals include-
iserdés Annual (the o6Blue
Annual report and accoul Business, Corporate communicatio

Public relation:
A document issued by an organization showing its performance during the
guestion. There is a legal requirement to produce the financial information
companies also give corporate performance data, and projections for
performance. Manymyanizations create their annual reports with promotic
mind, and considerthem part of their public relations effort. Many annualr
are lavishly illustrated in full colour, mainly to appeal to current and fi
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ANONYMOUS TESTINC

shareholders and investors. Some companies also issue special version
annual reports for employees, in the interests of good industrial rel:

Anonymous testir Marketing research, Product resei
A form of competitive product testing in witi different products of simile
character are evaluated anonymously. This usually takes the form of ano
or blank packaging. The idea is that the testing panelis able to assess all |
being tested based on their differences and similar

Ansoff matrix Marketing plannin
A format used when considering the relationship between marketing strate¢
a companybés general business str:

four cells, highlighting market penetration and developmenoidpct developme
and diversification. This allows consideration of the various permutations tr
exist in new and existing markets, and new and exsting pro

Answer prin Television commercials, pogtroductior
A check print of a commercial after colour grading (qv). Release prints &
duced when the director approves the answer

Antique Paper, Prin
A high-quality, opaque, bulky paper grade, with a rough surface finish. It is
as deckle or straigledged, in various colours, laid or wove. It is characterist
an excellent printing surface; often used for expensive print, such as co
literature

See Laid, Wov:

6Ab6pap Print, Productio
The international standard for paper sizes. The basic unit of this standal
square metre, dubbed AQ. The sizes then run in descending order, corres
to the way the paper is folded or cut. All the folded sizes have the sar
portions, 1:1.44. Curiously, the higher the A number, the smaller the pape
For example

Sheet siz Millimetres
AO 841 x 1,18¢
Al 594 x 841
A2 420 x 594
A3 297 x 420
A4 210 x 297
A5 148 x 210
A6 105 x 148
A7 74 x 105
A8 52 x 74

See Paper size
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APPLICATION SERVICE PROVIDEI

Aperture Photography, Reprograph
Also termed a stop. The size of a lens diaphragm opening, through whic
enters a camera to reach the film. Apertures are usually given in a series, ¢
by the initial f; for example, 1.8, f2, f2.8, f4, f5.6, and so on. These figures,
equalillumination, give inverse degrees of exposure in geometrical progn
The higher the figure, the smaller the aperture. Thus, f2 admits more light t
The figure f2 also indicates that the diameter of the aperture is half the focal
of the lens

Apochromatic Photography, Reprograph
A photographic, coloucorrected lens, which focuses blue, green and red
same plani

Appea Marketing communications, Product market
The quality of a promotional me s ¢
wants or aspirations. Careful researchis needed before committing such
creative treatment. The same applies to the concegattion and marketing o
product, especially its packagil

Application Communications technology, Information techno
A computing task to be carried out on data, using appropriate softwa
application program is a specific setof instructions dedicated to operat
computer in carrying out the application. Often, these programs are

incomprehensible names. 0Wor ¢rocessn
application program, OWordPerfect
6Accessdcould apply to anything. /

software, which controls the environment of a computer, or controls se
network operation

Application service provide E-commerce, Information technoloy

Internet activit
A company specializing in the management and delivery of software applic
from a data centre, to client users across a wide area network. This can
described as 6software delivered ¢
to the software through Web technology, rather than own it, for ad hoc, m
or payasyou-go fees. The main benefits to clients

appropriate cost savin

minimum use of the

predictable future cos

reduced initial investmer

reduction in implementation times and associated prob
the possibility of fast uggrading and ugscaling
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APPRECIATION

Appreciatiot Business, Marketin
The rise in value of a business
equipment as well as to its products, its marketing track record and its go
The more successfulacompany gets in marketing its produdiseamices, tr
greater the appreciation of its various as

Appropriatior Advertising

The allocation of money for marketing activity. This includes its various indiv
elements, such as advertising, public relations, sales promotion and other

the marketing mix. The term is commonly applied to advertising but

APR Advertising, Business, Marketil
Annual Percentage Rate. A figure given by banks and commesoiabanies, i
relation to interestrates charged on financial transactions. In UK law, this

must be quoted in such statements, and in the advertising of products and
where finance is offere

APR Communications technology, Information technol
Print, Studio worl

Automatic Picture Replacement. A len@solution picture is placed in the file wt

the page is RIPping. The RIP substitutes thefeswlution picture for tr

corresponding highesoluton one

See Raster Image Process

Arbitrary budgetin Advertising financ
The calculation of an advertising budget without taking into accountthe s
objectives, costs, risks and prospects of the campaign to be carried o
haphazard method is still used by companies under autocratic managem
strange thing is, where there is outstanding flair and business judgemen
such management, arbitrary budgeting sometimes works; butit needs luck

Architecture Bushess communications -&mmerce

Information technology, Marketing communicatic
Usually refers to the design or or
often, to the hardware and logical organization of a complete computer ¢
This is always an important consideration in the selection of compute
mar keting and other business <co
architecture needs to support multiple, complex operations, vast amounts
often conveyed overlongistances to huge numbers of recipie

Area compositio E-commerce, Information technology, Internet acti

Studio work, Web page des
The composition of Web pages, so thatas many elements as possible are
to reduce or eliminate page makp.
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ASA

Art Studio work
Any visual element, whether photograph, illustration, drawing, lettering, ¢
chart or pictogran

See Artwork

Art buye! Studio personn
A manager or executive responsible for commissioning and buying an
photography, retouching and other art speciality w

Art directot Studio personn
Currently, the term applies to an art design specialist responsible for produ
adapting creative ideas in visual form. The idea may startas a marke
advertising brief, a piece of copy, or an original piece of thinking by tl
director. Years ago, this job was called commercial artist. As the salaries w
sodid the joktitle. The next title was visualizer. Again, the money and the ¢
rose,and art director was the result. The work itself has changed but little, a
the technology has changed a great deal. An art director is not neces
member of a boardfalirectors, though many art directors skilled at administre
do become creative directc

Artificial obsolescenc Business, Marketing strategy, Product manage
A technique for inducing consumers to buy the next generation of a prou
service. The existing productis superseded by making changes in design -
ing some of the essential or useful features, or simply changing the colo!
existing productis rendered out of date, or unfashionable, and the only th
consumer an reasonable do is buy the new one. This technique can be ol
at work in the marketing of computers, cars, insurance, fashion, food an

Art pape Print, Productio
Paper stock coated with china clay or similar substance, given a smooth
for printing of the highest quality. Traditionally, art paper refers to wired,
coated papers with a highly polished surface; and to matt coated stock. Th
the surface presented to the printing plate, the higher the quality of the fi
produd.

Artwork Artwork, Print, Production, Studio wo
Original material prepared for reproduction in print, at-fire stage. The bas
of artwork is graphics, illustrati

ready for cameeady andwochkéeid acl
complete material ready for making film and printing plates. At this stage,
implies that no more material is to be ad¢

ASA Photograph
Acronym: American Standards Aseciation. A universally accepted measur
ights ensitivity of photographic fil
t he ASA fi gur e speed) andthé greateré@srsénsitiviey tofli
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ASBOF

The speed of film stockdetermines the aperture of the lens and exposu
For example, in bright light, a fast fim needs less exposure; a slow film
more. If you are filming in low light conditions, an auditorium or a cave per
you will needfim stock with a high ASA rating, and probably a wider |
aperture. Maybe a slower shutsgreed as well. If you are filming at Le Mans,
need to capture fashoving vehicles as they go by on the track, you will defin
need fastfim and high stiterspeeds. On the other hand, if you are cover
garden party on a briliantly sunny day, and are aiming for sharp portraits, cc
a slower film, wider apertures and slowershuttep e e ds . Ad v i
literature on photography and photographic mate!

See Film speed, IS!

ASBOF Advertising control
Acronym: Advertising Standards Board of Finance. An arm of the UK Ae
ising Standards Authority, dedicated to raising funds for the running

A ut h o activitigs Olt does this by imposing a levy on display advertising |
press and other neloroadcast medi

Ascende Desktop publishing, Typograp
In type, the part of a | ower ci
characters affected are b, d, h, k al

See Descend

ASCII Information technolog
Acronym: the American Standard Code for Information Interchan
computer code that assigns a binary number to each-alpimaric character.
does the same with negrinting characters used for controlling printers and «
communication devices. ASCIl text means straight text without formattin
common basis of-enail communications

0Abs Paper sizes, Pri
The international ISO rang# sizes for paper and boe

ASF E-commerce, Information technology, Internet acti
Application Service Provider (g

Aspect ratic Desktop publishing, Print, Production, Television, Typogr:
The vertical to horizontal ratio of a TV screen or sheet of paper. The domes
screen ratio is 3:4; thatis, 3 high to 4 wide. Some of the new wide scre
ratio 3:7 or the current European 9:16; others have an even greater asp

Aspirationlevel Researc
The height to which consumers are judged to aspire when considering the f
of a product or service. The aspiration is bound up in the ownership of the
rather than its purchase. Sometimes the aspiration can be tapped by featt
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ATTACHMENT

price of a product, such as an expensive car. Parking such a car outside yo
may help to give you the status orprestige you aspi

Assetrich families Campaign planning, Marketing resea
A group in Experiands financi al cl
(FSS). Built on MOSAIC and Pixel segmentation systems, FSS classifies 1
population by 7 broad groups and 31 financial types, covering the full fini
spectrum. The complete list of group:

assetrich families
equity accumulatior
grey lifestyles

money worth managin
parental dependen
small time borrowincg
welfare borderline

See Financial Strategy Segme!

Asymmetric Digital Subscriber Lin Internet communicatior
A systemfor higkspeed access for home Net users. It allows access atb
10 and 40 times normal speeds using a standard telephone line. Usually
to by its initials ADSL

Atmospher Medis
Sometimes called editorial climate or entertainment climate. The enviro

of print or broadcast medium being evaluated as a suitable vehicle for adve
Thus, the Daily Telegraph has a di
4 from Channel 5. The differences are most marked among commercia
channels

Atmosphee Retailing
The deliberate deployment of furniture, lighting, decor and other elements
a store sothat they impact in aanned way on customers. This can be re
to the character of the store, or to the character of its customers. Somelatne
are designed to hurry customers through the store and through the checkot
can encourage customers to browse and buy more products while they al
it. Such technigues can even influence customers in the quality and prict
products they bu

Attachmen Communications, Information technolc
A file transferred togetherwith anmaail message. It can be of any type, suc
text, graphics, advertisement, print file, picture, spreadsheetstide, movie c
animation. Caveatomputer viruses and worms are transferred in attachr
antkvirus protection is therefore essential, at both ends of the transm
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ATTENTION SPAN

Attention spa Media, Researc
The length of time an individual will concentrate on a particular subject. Re
may reveal how long a reader can be induced to concentrate on a pa
advertisement in a newspaper. Television soap operas seem to sugges
attention span of viewers is very short. The average length of a scene, pari
among the Australian soaps, is about 45 sec

Attention valut Advertising researc
If it is to have anyimpact, a press advertisement needs to attract and |
attention of the reader. The extent to which an advertisement can do this
guantified. A technique known as The Starch Model, devised in the U.
Daniel Starch, measures the effectiveness of advertisements using a st
checklist. From this, thecaual page traffic of readers, and the effectivene
advertisements, can be calcula

Attitude Consumer behaviour, Marketing rese:
The mental standpoint ofindividuals on a subject, object, concept or propt
This can reflect positive or negative thinking on that subject, and may indic:
action or reaction that may follow. It may also indicate a state of indifferer
customersd minds towa

Attitude researc Marketing researc
Research into individual attitudes towards an organization and its produc
is often done by group discussions underthe direction of trained specialists
groups are a current popular method of revealing attitudes to organiz
products and services, and to political conc

Attributes Marketing
Product features and consumer benefits are not the same. This is bec
motives of producer and customer a
sales may be paramountidaproducts designed with appropriate attribute
features to achieve this. The consumer, on the other hand, is usually loo!
benefits, personal, family or corporate. To encourage purchase, the produc
therefore concentrate on benefits:s
attributes help to fuffil this objectiv

Attributes Desktop publishing, Typograp
The variations in the character of typefaces. These include regular, mediun
heavy,bold, sembold, extra bold, ultra, exended, narrow, condensed, itali
bold italic.

Attrition proces Marketing
The loyalty of a customer to a company, product or service may be gradual
away by competitive activity, espe

appealing, attractive or cosffective. The process of attrition can also occur u
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AUDIO-VISUAL SALES AIDE

pressure from competitors & aidacoesun
life cycle ofteninfluence loyalty, as with cars, fashion, travel, holidays and |
pursuits

Audience flown Media, Researc
During a television transmission, the extent to which the viewing aud
increases or decreas

Audience researt Media researc
A form of advertising research for campaign planning. It is usually concerne
investigating the characteristics of print and broadcast media, mainly for at
statistics. For print media, circulation, readership, demographics, cos
production data. For broadcast media, quality, quantity, demographics, li
and costs; production costs are considered sepa

Audience Marketing, Medi
Groups of individuals selected by marketers as targets for products and pror
campaigns. This choice is usually refined by the ability of audiences to resj
the way the marketer requires. Thus, audiences in social grade A may b
targets for RollsRoyce; grades D and E may notbe. This distinction influe
the marketerdés selection of medi
See ACORN

Audio Advertising, Cinema and television commerc
Advertising wthedsoenderdialogue cauomof & schip
storyboarc

See Video

Audio-visua Presentatior

A combination of sound and vision techniques used in presentations.
include

cp andcp romoutput
computefgenerated images and sol
filrm;

music

sound effect:

sound track

transparencie

videos

Audio-visual sales aic In-store merchandising, Sales presenta
Techniques and equipment used by retailers and sales personnelfor demol
products and services -Btore sales aids usually comprise stafwhe video unit
demonstrating products on sale in the store, using endless video loops. This
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AUDIT BUREAU OF CIRCULATION(¢

the demos to run nestop throughout the day. A/Sales aids also enable s:
departments to demonstrate products and services at remote locations. In
of fork-lift trucks and other heavy equipment, it may be uneconomical, unde
orimpossible totake the equipment to the potential custdineould be mor
practical for sales staff to take a video and use it to demonstrate the pro
have the video delivered ahead of a sales

Audit Bureau of Circulation Media research and planni
An independent organization dedicated to auditihe circulation figures
newspapers and magazines. The figures issued by the bureau accurately |
the number of copies actually sold. It also monitors exhibition attent

The certificates of circulation issued by the bureau are trusted by media ¢
advertisers and agencies, and used as a true basis for comparison amol
competing for advertising money. Circulation should not be confuse:
readershif

The ABC was founded in 1931 as a Rpmfit organization, by the forerunr
of the Incorporated Society of British Advertisers (ISBA) (qv). This was da
response to concern shown by advertisers and publishers about false re
ations and claims made by some unscrupulous publi

Since then, the publicity indus
independent systemfor confirming the circulation credibility of the pres:
ABC claims to be t hetsygstemforttheyabdatioro
circulation and exhibition attend:
accurate, objective and comparable. In this way, it helps media owners anc
in the effective selling and buying of advertising spaaalay, the ABC is run t
a full-time staff, governed by a general council of permanent and elected me
representing advertisers, agencies and publis

The ABC Council has 28 seats. The five permanent representatives ct
the chief executives of the Institute of Practitioners in Advertising, the ISB¢
Periodical Proprietorso6Associati
PublishersdédAssociation. The remai
mediaowner am mediabuyer member companies, elected every two y

ABCb6bs staff include inspectors
returns. They visit publishersoof
are adhered to, and to provide ciaion advice to existing and potential memb

The ABC has three main divisions: the Consumer Press Division, the B
toBusiness Press Division and Ver
Consumer Press Division administers national newspapersfgraidgional
newspapers, consumer magazines and specialist journals, international ar
regional newspapers. The BusingssBusiness Division administers busin
magazines, annual publigans and directories; and exhibitions, for which
validation of audited attendance is carried
See Circulation, Controlled circulation, Penetration, Profile, Rate card, R
Readership, Television rating points, Verified Free Distribu
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AWARENESS

Augmentatiol Marketing plannin
Adding extra features or benefits to a product or service, which do not a
form part of the product itself, to increase its appeal or attractiveness
measures include afteales service, guarantees and warranties, free insta
and online suppo

Autocue Conferences, Presentations, Televi
A prompting systemused by presenters and speakers. On a public platfo
comprises two small transparent glass or plastic screens either side of the:
The speakerbds text is projected

time, and invisible to the audience. The text is scrolled up by an operatoi
sight d the audience. This enables the speakerto read and voice the speect
constantly resorting to notes on the lectern. The speaker can turn to right ¢
seemingly looking at the audience, but actually looking at the autoci
television studis, the autocue is a monitor screen mounted on the camer:
next to the camera in front of the presenter. The text is displayed a few lir

t i me, and scrolled wup

Availability Media plannini
Where advertising space in a newspaper or magazine is free for booking ir
said to be available. The same applies to advertising slots in broadcasting
The dates and times of publication and transmission need to be sp

Average costpcing Marketing plannin
A procedure for calculating the average cost of a product or service, base
price across the whole productrar

Average frequenc Media plannin
A technique for calculating the average number of opportunities for aut
viewing of a television commercial, or radio listening audience. This is ba:
the gross cumulative audience divided by the net cumulative; or, gross rea
net reach. In radio audience research, weekly reach is defined as the nt
thousandsgras a percentage, of the UK/area adult population who liste
station for at least five minutes in the course of an average

Average issue readers Media plannini
A technique for calculating the number of people who read an average is¢<
publication. Circulation is based on an entirely different sy:

See ABC

Awarenes Marketing communications techniqt
A prerequisite for establishing brands and other concepts in a market

Advertising, sales promotion and public relations techniques are used for |
a brand or corporate name in the minds of appropriate target audiences. F
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AWARENESS

is used to measure the effectiveness of such campaigns; sales or enqrée
showsimilar results, based, as always, on the objectives. As an exampl
Direct launched its UK home banking services with a substantial adve
campaign. Awareness in its target markets went from 0 per cent to 37 per
the first five days, andto 58 per cent after four moi
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B2B Advertising, Marketing, Public relations, Sales promo
Advertising and editorial jargon for businessbusiness (qv

BACC Television advertisin
The Broadcast Advertising Clearance Centre in Lon

Backboni Print
Also termed a spine. The back of a bound publication connecting the two

Back check Research quality conti
A routine for following up research interviews, so that the exenwtich
instructions have been followed can be evalui

Back cove Advertising, Media buyin
The final page of a newspaperor magazine. These pages almost always ¢
than the inside pages of the same publication. This is based on the st
thought which states that readers give more attention to the back cover thi
pages. However, anotherschoolstates that a magazine can as easily fall fe
face down. Publications also usually charge higher rates for inside front ar
covers You wil, of course, be well advised to find independentresearch

subject, or conduct your own, bef
advertising
Backgrount Marketing brie

Information abouta company, organization, product, service or individual,
helps those being briefed to understand the current situation. This is on
building blocks of efficient marketing campaign planning effort, and patrt
evaluation outine summarized by the mant

Where are we nowv
How did we get here
Where do we want to b
How do we getthere

Backgrount Advertising campaign
Elements of an advertising or brochure layout taking a subsidiary role in its
presentation. These can be colour, white space, tints or textures. Their fur
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BACKING TRACK

to highlight the important elements in the layout, especially those that need"
attention and encourage action. In television commercials, backgrounds
images, colour, sound effects and music. In radio commercials, backing
music and sound effects. Caveat: in radio commercials, sometimes the hig
volume of the music and sound effects can destroy the advertising me
Unfortunately, this Bs become a popular technique. Production teams se:
to realize that not every listener possesses expensiveequipment. Man
ordinary listeners listen routinely to what marketing guru Martyn P Davis
6grotty | T1cheaplitle tdiosa This is gesafiothercase for insis
that art and production personnel undergo marketing training before being
to create advertising and public relations mate

Backing trac Music, Radio, Television, Vide
Background sounds accompanying audigual presentations. These incl
harmonies, orchestral and instrumental effects, singers and sound

Backing uj Print
Printing the reverse side of a sheet already printed on on

Back lining Print
A paper or fabric lining stuck to the backbone or spine of a publication sur
booklet or book. This helps to stiffen the cover, giving it a more substanti
and greater durabilit

Back matte Print
Pages following the main text of a printed do®nt, containing append
glossary, index and otherreference mate

Back projectiol Cinema and television commerci
A technigue in which live action may be shot, with a moving background
separately. For example, a car with its occupants in conversation, seen ap
travelling along aroad. In fact, the car is stationary in the studio, with
projected on to a translucent screen behind or at the side of them. The wk
up is $ot simultaneously, giving the illusion of a moving car seen from the i

Backup Computing, Desktop publishing, Information techno
Data or work done on a computer, copied to external or auxliary storag
can be retrieved if the original is lost, damaged or corru

Bad brea Composition, Copywriting, Desktop publishi
Typesetting, Typograp!
Starting a typeset page with a widow (qv), or ending a paragraph wit

Bad det Busines
A customer who defdts on the settlement of an invoice. Also used to desc
company that goes out of business with unsettled debts. In financial accc
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BANNER

money |l ost in this way is describe
o f if completely abandone

Balance Advertising design, Art, Creative, Desktop publish

Typograph
The relationship between elements in a layout. Balance aims at achie
comfortable relationship between copy, graphics, illustrations and photog
Balance is also applied to the overall look of a printed page. You can usu
when a layout is unbalanced. Sometimes, areader may noteasily see\
unbalanced, anthe effect may be disturbing. If you are aiming for this reac
all well and good; but deterrence is not what advertisers usually want in pt
a sale

Balanced scorece Business, Marketing plannil
A technique for achieving continuing businessaess, created by Dr Dan
Norton, President of Renaissance Worldwide, and colleagues. It helps e
ations to translate business strategy and vision into operational obje
measures and strategy. The techn
resources and energies, by ensuring that every single individual, departrr
team see a direct link between what they do and overall corporate

Balloon Artwork, Deskbp publishing, Typograpl
The area containing speech in a newspaperor magazine cartoon. Sometin
to good promotional effect in printed literatu

Banded pac Packaging, Retailin
Two products physically banded togetherand offered at a single price; nc
less than the price of two individual items when bought separately. This is (
promoted instore, in advertising and print as a special o

Bangtail Advertising, Markeing, Prini
A type of wallet envelope, incorporating an additional, perforated flap exte
from its normal flap or its back panel. The flap usually features a specia
which can be accessed by tearing it off, filing in personal details and po:
back to the advertiser. This technique is often used by credit card com

Bank Pape
A range of lightweight papers usually used for stationery, office copiel
computer printers. The substance of such papers is usually below 60 gra
square metre (60 gZm or gsm). Heavier substance papers, abové 60 g/m, (
used for letterheads and correspondence, are known as bor

Banne Artwork, Desktop publishing, Editorial, Typograr
A main headline. In newspaperand magazine publishing, the term bannert
means one running across the full page width, or most of its width. The 1
also usedin brochure desi
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Banne Internet advertising, Web site des
A brief message or advertisement inserted into a Web page, linked to the
iserbds ov

BARB Television audience resea
Acronym for the Broadcasters Audience Research Board. The Board c¢
sions research into audience ratings for independent television and th¢
BARBO6s purpose is to provide ratir
for buyers and sellers of television advertising. Advertising agencies a
contractors negotiate on the basis ofthese ratings. BARB also provides mut
data, but for advertising agencies and TV contractors, this particular basis
be obtained by any other means. The current basis is consolidated fattire
live audience viewing a programme, plus those who record a programme al
it within seven day

For the television contractors, it is important to see how well their transmr
schedules are doing, in comparison with the BBC. The BBC uses the ititom
for the same purpose. It also gives the programakers an indication of hc
well a production is doing. It may also suggestagood time to screen a pa
programme

BARB was set up in 1980 by the BBC and ITCA (now ITVA), and be
operations in August 1981. Its function was to provide a single systemf
audience researchin the L

The ITV audience research systemwas operated by JIQT#IR Joint Industi
Committee for Television Advertising Research (since superseded by BARE
systemconsisted of electronic meters attached to the televisions of a repres
sample of viewing audience. The meters recorded when the televisior
switched on and off, and which channels were being viewed. Every weel
householder had to remove from the meter the tape that carried the infon
and postit to the research

In addition, a questionnaire had to be completed by the householde
indicated the number of people viewing each programme. This was pgogste
researchers week by week. The systemwas notalways reliable, since it d
on complete and consistent questionn:

The BBC used a daily survey to obtain recall of programmes viewe
previous day. From this survey, the size and mgkeofthe audience to ea
programme was calculate

JICTAR was concerned with minute/-minute viewing, because of the ni
to know how many people were watching commercials. The IBA (now callec
Independent Television Commission), carried outa small audience appre
survey

The move towards a joint systemwas stimulated by the 1977 Annan Re
the future of broadcasting. This recommended a combined audience meas
system. This wouléliminate the argument about which audience size inform
was correct. Resources could then be released to enable more attenti
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BAR CODE

directed to research on the reactions of audiences to the content of progt

The BBC and ITCA (now ITVA) designed a systemto provide a con
database, to meet the needs of all interested parties, offering acceptable re
and cost. By 1980, they had announced the formation of BARB to manage t
research programm

Curently, the BBC and ITVA are sole and equal shareholders in BARE
The companybés board comprises re
chairman. The organization operates through a committee system. The
BARB devolves into two areas: audience measurement and audience appr
A management committee and technical-ommittee control these activiti
The ITV companies, the BBC and various interested parties serve onth
mittees

On the audiencmeasurement committee, the IPA (Institute of Practition¢
Advertising) represents the advertising agencies. The IPA is also represe
the main board. The ISBA (Incorporated Society of British Advertisers)repr
the advertisers. As users of television advertising, they have a direct interes
way audiences are measured. For this reason, they have an equal voice
shareholders on the committe

The ITC is represented on the audience appreciationisite has an eqL
voice with the shareholders. Channel 4, Welsh Channel 4 and the s
broadcasters are subscribers, and represented on appropriate con

In August 1991, a new sevgmear BARB service was begun. BARB has alloc
the work totwo research contractors: RSMB Television Research, a joint s
iary of Millward Brown, and RSL (Research Services Ltd). These are respt
for all survey and fieldwork, including the recruitment and operation ¢
audience pane

The data supply and processing contracts are operated by AGBI (Bkits
of Great Britaini which has awesome computing and numtrenching powe
It services the pandlomes. It maintains the meters, retrieves the data, ed
data supply and the teprocessing output. The edited data is provide
subscribers electronically, with minimal paperwork. The amount of data su
each time could equal a faized encyclopedia if committed to pa|
See IPA, ISBA, ITC, ITVA

Bar cod Marketing research, Retailin
A pattern of vertical lines printed on a product, pack or printed materie
function is to identify the product precisely. The information in the bars,
form of 13 numbers, (10 in the USA), includes the price, date of purghaisd
of sale, country of origin and manufacturer. To retrieve the information, tl
code is scanned and processed by comy

Until recently, there seemed to be little compatibility among the various s
used in Europe. However, like many elecimtechniques we now usein mark
ing, industry standards are being applied. We may have total compatibility
end of the 21st centul
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Baseline Desktop publishing, Typograp
Aninvisible horizontal line on which the bases of alphabetical and some nui
characters sit. Characters g, j, p, g and y fall below thellresdn some font:
the figures 3, 5, 7 and 9 fall belc

See Ascender, Descent

Basingpoint pricing Retailing
A costing systemused by multiple retailers such as supermarkets. The ret
of a productis calculated to include manufacture, packaging and storage.
also include the cost of transportation from the points of manufacture ande
to the points of sale. Each storage location is given a base price, to which a
costis added for transportation. This ensures that retail prices can be r¢
nationally as welll as reg

Battered typ Artwork, Desktop publishing, Print, Typesetti

Typograph
A typeset characterwith a blemish. This termis a relic of the days when ty
setin metal. Occasionally a character emerged imperfect from the type
machine. Usually, this was detected only at proofstage, and thengamdr woul
make appropriate marks to have the battered character replaced. Today, ir
characters are rarer, but praetders still need to be vigila

BCU Fiming, Televisiot
Initials in a script, indicating a camera instruction, Big clope For example,
face filing the screen, earto €

BDMA Marketing organizatior
British Direct Marketing Association. An organization representing adver
agencies and suppliersthe direct marketing indust

Behavioural scient Researc
A range of disciplines applied to and focusing on the behaviour of human

is usually studied from the point of view of economics, psychology, soci
anthropology, geography and history. Each discipline varies in the way it ¢
human behaviour, the aspects of behaviourwith which it is concerned ¢
concepts it uses. Moreover, their units of analysis are different. They are, h¢
not totallymutually exclusive. As knowledge within the disciplines increases,
of overlap are more evident. This is of immense value to marketing bu
especially where the various stud

Behaviour segmentati Marketing plannin:
A technique for grouping consumers based on their relationship to the g
being marketed. As examples: their knowledge or understanding ofthe p
their reasons for buying it, and the rate at which theyit.
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BENCHMARKING

Below the line Marketing jargol
A metaphorical, invisible, horizontal line dividing various marketing comn
ications media. By convention, those media granting commission to adve
agencies are above the linége rest are below

Above the line
cinems
outdoo

pres:

radio
televisior

The line:

Below the line

advertising gift:

body media (¥shirts, hats et
direct mail

exhibitions

mini media

packagini

point-of-sale materia

print

public relation:

retail display and merchandisi
sales promotio

sponsorsh

Benchmarking Business, Customer relationship management, Res
A standard of performance, quality or excellence against which all similar a
is judged, evaluated and measured. This was a key management conce
late 1990s, and continues to be discussed and developed. For example
increasing number of organizations it is one of the key concepts of cu
relationship managementrategy (CRM). They invest heavily in technolog
help them formulate and implement CRM strat

While many companies are good at formulating the strategy, they find it d
to implement. In essence, CRM combines marketing, campaign manageme
and service functions, with technology to help implement it. To fulfil the air
its strategy effectively and efficiently, a company needs to take the compret
approach to CRM. However, many companies treat marketing, campaign n
ment, sales and service as separate functions, each with its own separate
customer information. Consequently, under these circumstances, itis d
sometimes impossible, to fulfil CRM objectives and measure results. Sett
and implementig a comprehensive benchmarking systemhelps to overcor
difficulty. It also lets a company know how well it is doing in relation to its d
competitors and others within its indus
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BEST BEFORI

Best befor Date coding, Packaging, Product management, Ret
A phrase printed on a product pack, followed by a date. In current practic
form of date coding indicates the time limit by which the contents should b
However, it is a source of confusidn.theory, date coding is a measure desi
to ensure that the customer receives the productin a reasonably fresh cc
or at leastin good condition. In practice, it covers the producer and retailer
accusations of n egheidgtecode ased imrétal packac
In reality, products sold in packs can often be safely used months or eve
after the 6

Somet i mes, packs bear the phras
indicates more clearly what is meanthat the retailer should display the proc
on his shelves until the date shown, after which it should be removed. Mo
some packs bear both OE

One UK national retailing chain cemtly throws into even greater confus
the system just described. IlIts ct
means that the contents ofthe pack should be used or eaten before the da
This means that the responsibility is on the customer rather than the |

This entire scenario is not only confusing to the purchaser, but sloppy re
and marketing practice. Until there is an industry standard for this type of ¢
labelling, confusion will continue
See Use b

Bias Marketing research, Statist
In statistical practice, errors arising as a result of the use of unreprese
samples. Also applies to the way the sampling is handled by the compan
the researc

Bid price Business transactions, Stock mal
The price a customer is prepared to pay for a product, service or company

Bill Business, Outdoor advertis

In popular use, anotherterm for an invoice, but not normally used in UK bt
practice. Bually also used in restaurants, except in the USA and countries

US influence, where the term checkis used. Sometimes erroneously usec
of billboard (qv)

Bilboard Outdoor advertisin
A US term for a poster, now rather unnecessarily being adopted in Europe
UK, properly used, billboard should refer to very large pos

Billing Advertising agency practic
Originally wused to denote the gNow

more often used to express the tol
be avoided by asking for the precise definition of the term when discuss

topic.
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Bi-metal plati Print, Productio
A technique used in litho print production. A plate used for long print rul
which the printing image base is copper or brass, and thrioting are:
aluminium, stainless steel or chromiu

Bin Retailing
In a retail outlet, a container for displaying products, usually specially discc
offers or loss leaders (qv). Sometimes called a dhimp Sited at the end o
supermarket gondola, orin an aisle, a bin is designed to encourage shc
pick up aproductin passin

Binding Print finishing
Techniques for joining pages of newspapers, magazines, brochures ant
carried out in the finishing department. Materials used in binding include
stitching, staples, board, plastics and fab

Bingo carc Magazine and directory publishi
Also called a reader enquiry card. An enquiry card inserted or bounc
publication, which makes it easy for readers to send for information. It disg
matrix of key numbers or letters, which match thinsthe editorial or advertisir
pages of the publication. The return postage on the card is usuafidrby th
publisher. Many publishers do not offer this free facility to readers, on the g1
thatif the readers want the information badly enough, they will pay the pc

Bit Computing, Information technolo
In computer jargon, the smallest unit of electronic information. A contract
Blnary digiT.

See Byte

Bit-mapping Computing, Informéion technolog
In computer typesetting, the characters and their shapes are stored dig

6dotsdéin the computerds memor y -mapVith
printing, they are reproduced as d

.biz E-commerce, Internet activ
A top-level domain name for business. Strictly speaking, .biz domain narr
only for those intending to use
commerci al usebdb. The r

The bona fide use or bona fide intent te tise domain name or any contt
software, materials, graphics or other information thereon, to permit Interne
to access one or more host computers through the domain name

1. toexchange goods, services or property of any

2. in the ordinary course of trade or business
3. tofacilitate 1 or 2 abov
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BLACK

The registry for .biz has explicitly excluded from the definition those usi
intending to use the domain exclusively for personal-commercial purposes,
exclusively for the expression of n@ommercial ideas, eg trademarksarerubbis
Domain name speculation is also explicitly excluded from the defin

Black Print
The colour used with the subtractive primaries yellow, magenta and cyan+
colour printing. Its main function is to give depth to the other colours, and p
degrees of light, shade and emph:

See all these, and Process colc

Black Television, Videc
When the screen is showing neshbowne
6bl acképr ddiu ptoisatn jargon, 0Going
black in the tape. Most commercially produced videos, training videc
example, startwith about 20 seconds of bl

Black and whitt Artwork, Print
Originals or reproductions in black only, as distinct from multicolour. Us
abbreviated to B&W. However, see the various caveats on abbreviatio
initials elsewhere in this dictiona

Black econom Busines
A covert economic system, operated by individuals and organizations for th
purpose of evading tax. This usually involves trading for cash, or by barter ¢
cashless method; often the employment of casual labour paid for in cash. ¢
these ativities are inherently criminal, as well as flouting taxation, Custol
Excise and employment la

Black printe Print
A black printing plate, used in colour reproduction for increasing the cont
neutral tones and det:

Blade coate Pape
Paper coated by a process in which a freshly applied wet coating is smootfk
the excess removed, by a thin, flexible metal blade. This produces an e:
surface suitable for high quality printir

Blank Artwork, Film and television animatic
In anmation, a cell without a drawing. This device is used to keep the nurr
cell layers constant during a sequence of animation photog

Blanket Print

A rubbercoated roller used on offset litho and some flexographic presses.
prevent undue wear on the printing plate, paper being abrasive. The blank
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up theimage from the printing plate and transfers it to the paper or other:
to be printed. There is no contact between printing plate and |
See Dry offset, Litho, Offse

Blanket coverac Advertising
Advertising, with the objective of getting as much coverage as possibl
without a predetermined target audience. This is a usefultechnique where ¢
audience is unknown, or cannot befided precisely. Many advertisers reduce
expense, and the risk of wastage, by using small advertisements, often ca
key code (qv

Blanket to blanke Print
An offset litho printing press in which two blanket cylinders act as opp
impression cylinders. This allows both sides of a web or sheetto be |
simultaneously a technique termed perfectir

Bleed Artwork, Creative, Print, Productic
An illustration that prints beyond the trim edge of the paper. This brings the
right to the edge after trimming; no margin is visi

Blind advertisemer Advertising
An advertisement in which the name of the advertiser is missing. If the ad\
chooses to remain anonymous, as in much recruitment advertising, the ag
recruitment specialist will feature its own name instead, or use a box nt

Blind embossin Print, Productio
An image raised up on paper or board above the common surface, but not
In embossing technique, the paper is pushed up from the bpakdie or othe
mechanical device, to create an ime

See Die stamping, Embossing, Relief printing, Thermogre

Blind image Print
In litho printing, an image that has lost its ink receptivity, and fails to
adequately or at a

Blind product testin Marketing research, Product rese:
Testing various aspects, benefits or features of a product without revealing it
to the responden

Blink testing Marketing research, Retail reses
Tests on consumers involving the counting of the number of times they blit
specified time. The tests are designed to reveal the level of concentration, .
interest or apathy in certain pdetermined circumstances. First used in the
to gaug the level of concentration and interest of shoppers in supermar
products displayed on s hel-atessusuallywe
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BLISTER PACK

down while they were cruising along the aisles. The rate usually rose sharp
approaching or standing at the check«

Blister pacl Packaging, Poinbf-sale display, Retailin
A product mounted on board, with transparent plastic shrunktightly @nTthe
blister effect not only protects the product from damage when the pack is hi
it helps to display the product to good effi

Block Computing, Desktop publishing, Womtocessin
A group of characters or words treated as a single

Block Letterpress printing, Process engra
An illustration, line or tone, etched into a metal or plastic plate. Once crei
this way, plates can be moulded or castin metal or plastic, or reproduced-
lytically. Blocks are usually mounted on woodmastic, to bring them up to ty
height for printing. This technology is now little used in Europe, because
cumbersomeness of the materials involved and the continuing popularity
printing. It is still used in less technologically driven count

Blocking ou Artwork, Platemaking, Productio
See Maskin¢
Blow-up Artwork, Photograpt

An enlargement of a photo negative or photog

Blueprint Print, Productio
A photoprint made from strippedp negatives or positives. This is used as a |
to check the position of image elements. The technique is frequently used
printing and photeengraving

Boarc Paper, Papemaking, Prin
Material used in printing red packaging, heavier and stiffer than paper a
various weights or thicknesses. The substance at which paper become
varies greatly among manufacturers. It can vary from as low as 180 g/m? to
as 250 g/me. Board is extensively used for brochure covers, as well
packaging

Body Print
A term used in ink technology, describing the viscosity or consistency of ¢
An ink with too much body, for example, is toos

Body cop Copywriting, Desktop publishing, Typography, Woptocessin
The small type text of an advertisement, brochure, leaflet or editorial.
advertisement body copy, and that for printed literature, is setin sizes und
Copy over 12pt, usually headlines, is referred to as display
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BOOKLET

Bodyline capacit Typesetting, Typograpl
The number of lines on a page to be prin

Body type Copywriting, Desktop publishing, Typography, Wepdocessin
Printing type smaller than 12pt. Also termed text type. Body typeis used
main part of a piece of copy, as distinct from its hea

BOGOFF Retailing, Sales promotic
A slightly vulgar, but effective acronym for Buy One Get One For Fre
measuraindertaken by marketers and retailers for increasing the sales of a |
for a limited period. Also expressed as BOGOF and BL1t

Boiler-plate Copywriting, Desktop publishing, Direct m
A piece of copy stored as a standard unit. Different parts of this can be rea
and combined with new copy to produce new documents, such as perst
direct mail letters. Compare this term with template and m

Bold Desktop publishing, Typogréyy, Wordprocessin
Also termed boldface. Heavier versions of regular type, with thicker stroke
curves. Bold is usually used for headings andkeadings, and for emphasis
body copy. Also termed hea

Bond Paper, Prin
A range of high quality paper generally used for letterheads, corresponde
expensivdooking mailshots. The substance of such papers is usually over 6C
per square metre (60 gm or gsm). Lighter substance papers, below®0 g/i
for copying and computer printing, are known as bank (

Bonding Print, Productio
Anotherterm for gluing, where two materials are joined together permar
usually by an adhesiv

Bondinc Business, BExporting, Importir
The warehousing, under Customs & Excise guard, of imported goods, whic
yet to have duty paid on them. They are held until the duty is paid, or the
re-exported

Bonus pac Retailing
A product pack at the point of sale, containing more than the normal qual
productbut sold at the normal price. This is always promoted on the pack,
as an advertisement displ

Booklet Advertising, Creative, Pril
A piece of promotional pnit designed and bound in the form of a book. The
is usually applied to such a format of 24 pages or more. Below that nun
pages, it is usually termed a broch
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BOOK TOKEN

Book tokel Retailing
A gift coupon or voucher, paid for by a customer at the point of sale. This
exchanged by the recipient for a book having the same value. It can also
as parpayment for a book, the rest made up in cash or by credit, debit o
card. Tokas can be obtained also for other merchandise, such as clothes,
holidays and fithness centre activ

Book value¢ Accounting, Busine:
The value of a company asset as rce€
different from its market valu

Boom Fim and television, Photograp
A trolley-mounted jib, at the end of which is a microphone. Its desigr
mechanism allows it to be moved about silently, following the actors during
The boom operator is referred to as the boom swi

Booth Advertising, Exhibitions
Anotherterm for an exhibition stand or st

Booting uj Computing, Information technolo
Starting up a computer, during which operating software is automatically |
from the computer 6s h ariderndlly ssHen beik
switched on. Nowadays, few if any computers are routinely booted from 1
disks. I n the event of a &édcrasht
prepared in advanc

Bordel Design, Artwork, Desktop publishing, Pri

Production, Typograpl
A simple or complex rule, or a decorated one, positioned round type and illu
matter on a printed pac

Boston Matr Marketing planning, Product portfolio planni
Atool for evaluating a companyos
Consulting Group. The technique is expressed as a diagram in the form ¢
with four compartments a fourcell matrix. Each compartment shows
progress of a product in its lifeycle, and its contribution to the health .
profitability of the portfolio as a whole. It enables marketing and product ma
ment teams to assess the performance of products, their likely potential, a
destiny. It provides an insight into thedative importance of individual produ
in the portfolio. It also offers a view of the problems and opportunities like
be encountered, and clues for the
divestment

The usefulness of the matrix can be expressed as follows. Iaghiytth
markets, there are usually opportunities forall the contenders to gain marke
On the otherhand, in markets where growth is low, the only way to increase
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BOSTON MATRIX

shareis by seducing customers away from the competition. In view of tr
matrix helps to indicate the direction in which the company should be appro
business threats and opportunities, and the allocation of its resources to me

Marketing and product teams use such fairly simple, linear concepts as
decisiorrmaking. A product portfolio involves a balance of products and ser
opportunities and risks. Naturally, they also take into account such vital bt
consideratins as return on investment, individual and overall profitab

An explanation of the terms used in the Ma

Problem childi a productwith high growth, low market share. Prospec
good, but possibly undgrerforming. May need high investment to reac
full profit potential; this could be a drain on the portfc

' Problem
High
9 Star child

[

Market growth |

Low Cash Dog )
cow
High Low
Relative
market

THE BOSTON MATRIX

In ideal product portfolio management, the aimis to
use cash surpluses generated by cash cows for
investment in the rising stars, and in selected
problem children. Dogs are thrown out when no
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BOUNCE FLASK

Stari productwith high growth, high market share. May need high levi
funding

Cash cowi productwith low growth, high market share. Could be the|
source of funds for the problem children and stars in the por

Dogi a low growth, low market share product. Dubious performance.

qualify for removal from the portfoli

Bounce flas Photography, Reprograph
Electronic flash, reflected from a surface before it reaches the subject. Thi
a soft, even lightwith minimal shadov

Boutique Marketing communications servic
An advertising services company offering a particular speciality, rather thai
range of services. For example, creative services without media planni
buying. Companies offering specialist media planning and buying service
and not creative or production, are known as media independen

Box Advertising, Artwork, Desktop publishing, Print, Typograg
Word-processin
A rule border round a piecof copy, isolating it from other matter on a prir

page

Bracketing Photography, Reprograph
A technigue for ensuring correct exposure when conditions are diffict
comprises taking shots at twice and half the indicated expt

BRAD Advertising, Media, Media buyir
British Rate and Data: a monthly media directory compendium giving adve
rates, circulation figures and mechanical data for British print and broadcas:
plus cinema and-gines. The directory is published by EMAP Communicatis
www. intellagencia. com. The publish
to subscribers. European counterparts include Tarif Media in France and
Daten in Germany. Inhie USA, the counterpartis SRDS, the Standard Rat
Data Service

Branc Advertising, Marketing, Marketing communicatic
Defined simply and narrowly, the proprietary name of a product, along wi
personality and visual identity given to it by itseator and owne

Brand awarene: Brand management, Marketing, Marketing rese
The percentage or proportion of consumers who, in a research operation, re
a particular bran

Branded produc Marketing, Retailing
Products marketed and offered for sale under a proprietary rather than a
name. In developed countries such as in Europe and the USA, such proc
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BRANDING

safeguarded by legislation against pirating and passing off (qv). Pursuing
in the courts is another matter, which may be both costly and long drat:

Brand equit Marketing planning, Product planni
The values, assets, properties and perceptofna product, service or ide
assignedtoit and promoted by its creator. This term also applies to the res
ilities and liabilities linked to the brar

Many brand operators state that this embraces such elements as the a
of its name in the marketplace, customer loyalty to the brand, its perceived
its logos and trademarks. Others extend this to the ability of the brand te
entiate itself from its competitors. It can also include the corporate identi
image of its ow

Brand image Brand management, Creative, Media, Market
Marketing researc
Generally speaking, this expresses the total personality of a company or
It is this, rather than any trivia
position in the market. Brand identity is concerned with how a company pt
the brand to its market. Brand image is how that market perceives the
identity.
See Branding, Positionin

Branding Creative, Media, Marketing, Marketing planni

Marketing researtc
The use of techniques by which a company, organization or product d
uishes itself from others. This is how it expresses its identity and functior
markets. In current marketing thinking, branding is the process ofidentifyin
differentiating a product or service, and establishing its uniqueness. In pra
is much more than th.

Branding is part of the process of being sensitive to how customers p
your product or company. You use branding to send signals to customers a
you have aimed the product, and who will benefit from possessing or u:

Branding operations provide the following advante

The productis more easily remembered and ident

It provides strong links between advertising and otherforms of promotic
example, public relations, sales promotion, sponsorship and pacl

It provides a bridge between the different media, such as press, televisio
and created media; and between campa

A brand has promotional value. Customer benefits caasbeciated with
New products can be introduced more easily under aesédiblished, respec
brand name. This applies equally to existing markets as to new ones
Coke, Cadbury and Canon are obvious exan

Heinz doesnd6t have to start fr
launching a new packaged product. Canon operates in several di
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BRAND LEADER

markets, such as televisions and video recorders, cameras and office
The brand name helps to bridge the

A manufacturer in one sector of the market can enter another sectoi
different brand. Virgin, for example, now operates an airline, a railway
pensions and investment compa

Branding and positioning affect the messages aimed at existing and p
customers

UK supermarket chains such as Sainsbury, Safeway and Tesco offer th
labels at lower prices. This is in direct competition with the established |
they stock. The aim is to divert customer attention from the major bran
the retailersdown, without seri:

The essential elements of successfulbran

_differentiation:
identity;
uniguenes

Differentiation
Making absolutely clear the distir

Identity
The establishment, firmly and unambiguously, of the identity of the prc
service, idea or company, and its distinct person

Uniguenes

In advertising, public relations, sales promotion and packaging, the taking of ¢
position with statements only you can make about your product, service or c«
and statements no competitor can say, or dares say, or bothers to say, abc

Clear, unambiguous branding offers a number of advan

It establishes youridentity and that of your proc

It establishes, and can enhance, your reputation for high q

It establishes and demonstrates a responsible attitude towards your

It encourages lasting memorabilit

Brand leade Marketing, Product manageme
An organization, brand or product holding the highestiigdial share within
market.

Brand loyalty Creative, Media, Marketing, Resea
Allegiance by customers to a particular brand. This varies a great deal, anc
complicated by swings of buying patterns by brdayhl groups. Researc
particularly rolling research, can determine the fads, fancies and swings,
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BRAND PROPERT

marketers can decide on their marketing and advertising investment progt
with minimum  risk.

Consumer loyalty to a particular product or service can be fickle. Accorc
a Royal Mail advertisement in 1999, it costs six times more to geta new cu
than it does to maintain an existi
be to esthlish such a good relationship with customers that they stay loyal
product. This brand loyalty is a valuable corporate asset, and should be |
over a long term. Brand loyalty, and the marketing appeals made to achieve
be emotional, or&sed on physical advantages such as taste, price or (

Brand manage¢ Marketing, Product manageme
Also termed product manager. A manager or executive responsible
conduct of a product or brand in its markets. Duties include everything frc
translation and implementation of the initial marketing brief for the brand,"
day-to-day running of the team handling brand affairs; from packaging
pursuit of profitability objectives and plans for future development. Close i
with othermanagers and departments is usually required; especially

Brand personalit Marketing, Product manageme
The creation and maintenance of qualities and attributes that give a pro
brand its identity, unigueness

consumers recognize the brand, and often those that help them towards
decisions. Higkguality, excellent value for money, fashionable styling, i
national availabiliy, good aftersales service and support are some elemel
brand personalit

Brand positionin Marketing, Product manageme
The creation, maintenance and development of the concept ofa brand, in tr
of its customers, vigrvis that of its compdbrs. Some motor vehicle brands,
example, may be perceived as good value for money. Others may be
expensive, have neverbeen anything else, and are never likely to be. Inc
brands of margarine, virtually identical in composition, can be perceiv
positioning in different ways: slimming, healgfromoting, ideal for bakint
convenient because easy to spread, indistinguishable from butter, ani

Brand propert Advertising, Brand manageme
Images, sounds, slogans, colours and other physicalelements designed t
brandds imagery over from one adyv

the next. The IBM logo is always blue, whatever the visual medium; hen
company has acquired the nickname Big Blue. Duracell batteries are €
coloured, and the visuals are accompanied in television commercials
distinctive sound effect. In its radio advertising, the sound effect is used sc¢
represents, and i;ked to, the visual imagery of the television commercials
full-colour press advertisements. Music from the opera Lakmé is closely lin
British Airways, and may be considered its brand prop
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BRAND RECOGNITIOM

Brand recognitio Advertising, Marketing planning, Sales promot
The ability of a brand to achieve, in its markets, the level ofpfaened recog
nition and awarenes

Brand reinforcemer Advertising, Marketing, Sales promoti
Promotional messages channelled throughriety of media, designedto b
existing consumers even tighter and more positively to a k

Brand shal Advertising, Marketing plannir
Statistics, in terms of cash or sales volume, showing what percentage
product has achieved in its markets in a given period. It should be borne i
that sales turnoverand quantity volume are notthe same. Turnoveris ex
as money; sales volume as units. From this it is possible to calculate the c
sale, andvhether it is coseffective or no

Breadth of rang Product management, Product portfolio, Reta
In product portfolio management, breadth of range expresses the range of «
products produced by a manufacturer. In retaiing and wholesaling, it is ther
and variety of different products stocked for sale in a particular store or gr
stores

Break Cinema, Radio, Televisic
A pause during news and entertainment progragmin which advertising
inserted. Usually termed a commercial break. Usually, but not always, at a
break point in the programmin

Breakdowr Business planning, Marketing plann
Separation of the individual elements in a business, marketing, marketing
munications or other plan, showing individual costs, timings, projected sal
profits, and so ol

Breakdowr Cinema and television commercii
A schedule used in the fimingf entertainment and commercials, prepared t
assistant director. It shows actors, sets, props and otheritems for each:
also indicates whether the shotis to simulate day or night, interior or exteric
essential to have a comprehensive breakdown available in the hand
concerned in the shooting of a commercial, if only so thatnothingis forgot
the day. This is particularly important when a production extends totwo o
days. Sending aessenger across town for a forgotten light bulb costs a fc
in lost production time

Breakever Business, Marketing plannil
The pointin a planned enterprise or campaign, at which investment or expe
in the project and the income gained from it are equal. Simply stated,the}
which the project becomes commercial viable. Traditionally, the-friamae
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BRITISH CODES OF ADVERTISING AND SALES PROMOTIC

allocated for this process was in the region of five years. More rectrglyime
frame allowed has become shorterand shorter; it is now 18 months or less
this kind of regime, a product may be abandoned if turnover and profits
rise rapidly from the start. Marketers often look for ufaick profits, rather the
long-term prosperity, however bad this may be for the consuming p

Breakeven analys Business, Marketing plannil
A technique designed to evaluate the performance of a product in its marke
to calculate the relationship between revenue and costs. From this it sh
possible to decide on the viabil
product portfolio

Break for colou Artwork, Print, Productio
In artwork and composition for print, a technigue for separating the eleme
be printed in different colout

Brief Marketing, Marketing communicatiol
A set of instructions for the preparation and implementation of a mark
campaign or project. lgdly they should be complete with background, rese
findings, objectives, statistics, costs and campaign execution ¢

Brightnes: Photography, Reprograph
Light reflected by the subjectto be photograp

Brightnes: Paper, Prin
The brililance or reflectance of a paj

British Codes of Advertising and Sales Promot Advertising control
A compendium of rules by which the British advertising industry has agree
the majority of advertisements it produces should be reguléitsdunder th
general supervision of the Advertising Standards Auth:

Radio and television advertisements are not covered by this code. T
covered by similar codes operated by the Radio Authority (qv) and the Indeg
Television Commission (qv

The BCASP establishes a standard against which advertisements al
promotion may be assessed.Itis a guide to those concerned with commis:
creating and publishing advertisements and sales promotion activitieglslt
available to those who believe they may have reason to question what an a¢
ment says orshows. In this capacity, it helps to protect the public against mis
and offensive advertisin

The Committee for Advertising Practice is the gsefjulatory body that devis
and enforces the Codes. CAP6s meml
advertising, sales promotion and media busine

Advertising Associatio
Association of HouseHo Distributors
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BRITISH COUNCIL

Association of Media and Communications Specis
Broadcast Advertising Clearance Cel
Cinema Advertising Associati

Council of Outdoor Specialis

Direct Mail Services Standards Bo
Direct Marketing Association (Ut

Direct Selling Associatic

Incorporated Society of British Advertis
Institute of Practitioners in Advertisi
Institute of Sales Promotic

Mai | Order Tr.

Mailing Preference Servi
Newspaper Publi
Newspaper Socie

Outdoor Advertising Associati

Periodical Pub
Proprietary Association of Great Brite
Royal Mail

Scottish Daily Newspaper Soci
ScottishNewspaper Publ i sh

In the opening pages of a previous version of the Codes, the Committee ¢
the essence ofgood advertising practice as foll

All advertisements should be legal, decent, honestand trt

All advertisements should be prepared with a sense of responsibility |
the consumer and to socie

All advertisements should conform to the principles of fair compet
generally accepted in busine

No marketer can fail to support these worthwhile sentim

British Counci Government agen
A government agency with responsibility for promoting the UK. Its remit incl
the promotion of British products, investment possibilities, exports, tre
advantages, trade missions and visits, countryside, tourism, cultural and
values, and other major features of British life and 