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ABP 3

A

A county EEARHE

a la carte agency BG4 H]
SEYME , T

a priori  SEEEAN T, W

AA({ account assistant) 7% 7 BhE
AA (author’s alteration) FHKIE
Y- 35 1 W AR

a posteriori

aa( average audience )
B, PR
AA rating ( average audience rating)

YRR, YT R
AAA ( American Advertising Associa-
EH &
AAAA( American Association of Adver-
EEHRER

tion)

tising Agencies)
4 (4A)

AAAA spot contract
HHAERE

AACTO( American Association of Cable
Television Owners) XEEFLDB M
W&

AAF ( American Advertising Federa-

RETEBRE

AAIE ( American Association of Indus-
trial Editors) ERET k&

AANR ( American Association of News-

EE R

4A AFEVEAET

tion)

paper Representatives)
H&RMh=

AAPOR( American Association for Pub-
lic Opinion Research) Z2HE#ipHF
Fth& '

AARB ( American Advertising Review
Board) EE| HUEERE

AAW ( Advertising Association of the
West) XEWEH &

A-B split SRS 45 ,AB 4

ABA ( area-by-area allocation )
Py S AR

RARFELE

e a |

ABC ( American Broadcasting Compa-
ny) EETHAF

ABC ( Audit Bureau of Circulation )
EITREER

ABC ( Australian Broadcasting Corpora-

WAFE AR

ABCD counties R/RFAAHZAD
R BRI A

o EITE

ABMS ( Audit Bureau of Marketing
Services) EEBEHREFEITE

BT

X

abandonment

abbreviation

tion)

abeyance order

above-eye-level camera position
WY LOBREILE
above-the-line( ATL)  £& I, KARIEA
above-the-line advertising 2% L] 4,
KON
above-the-line cost £% 2%
above-the-line expenditure %¢ - #E)

#H

ABP ( American Business Press, Inc. )

3 E R AR 2 7]



4 ABP

ABP ( Associated Business Publica-

2% E Ik e

ABS( American Bureau of Standards)
EETHIRER

AR R

absolute threshold

R

abstract

tions)

abscissa

7 %F B BR , 45 %t

g X
abstract element JHBRILE
abstraction HHRLIT, L

abundance principle 3% /2 JE )

AC Nielsen Company AC J& /K &
24 H]

ACA ( Association for Communication
Administration) 26 E @ il H HE
e

academy leader L EESH

ACB( Advertising Checking Bureau)
TEHER

acceptability standard of advertising

I TR

acceptable defect level  f 1 Bt [
i

acceptable difference A[#EZ X RF
JE

acceptable quality level W% FE
TKHE

access jla), FEHL

access to media IFEAT LA

accordion fold [ 454751
accordion insert | YT, IFB) 4

accordion pleat 37T

account Z 1 MK/, KH

account assistant( AA) & B

account conflict (J"HAFH)EP
hgE

account department %% 1R

account director( AD) ZEF1 Ry

account executive (AE) ZE P H,
EPER

account group EP4

BPEHE
B

ZPRERAR (FRIFR

account management
account manager( AM)
account planner
-9k Si))
account planning( AP) Z %R
EPRE
PR
& FPIRFH
EPRBlE, &P

account representative

account service

account services

account supervisor
B

accredited journalist

FrIRICE

acculturation  SUALiE B, SCALB A,
XEB

accumulated audience Eit3F A

accumulated households 2 i1 /%%,
HittEp

accumulation Z ¥

accurate character count X5 B F &
¥

ACD ( Associated Creative Director )
(lp=e=l RSN

acetate proof JB H HRikE

ACG( address coding guide )
Wism@

achromatic advertisement
ar

achromatic separations

e ,

acquisition price YR H, MR

across-the-board 4= & ( [R]i[a] ) HEH#A

act break 57 B 7 it

Fia

action advertising
I

action device

Ho Ak AR

(F ) &

fx

acquisition

action

TR &, 118

TERE, ERE
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action figure FHEIE A, JF M A
BN ‘

action movie BIYEE H

action painting {7 22 1H]

i N E S

action programs {7 Eh4I4H

action replay B[R E L, Eii84E L

BaEgk, ERA

IGErA:

action plan

action shot
activation models of memory
TERRAY
active buyer FFITLE , TERER
ZITRA

activities, interests , and opinions( AIQ)

63l DB

active subscriber

actual consumer SZFRVE
actual demand SLBRFEK
actual product SZPFRTF= &

LHHRER

actual requirements

ACV (all commodity volume)  F§ 5%
AD(account director) 2 Wk

AD (art director)
EiRcd

AD( assistant director)

ZAREYE, 2R

B 58

ad (advertisement , advertising)

AD( associate director)
I
ad administrative organization 448
ML
ad aesthetics
Ad Age Best
B

ad agency

TR

& mt R B

IR A
ITEVRR

ITESRER

I B

ad appeal
ad balloon
ad business license

ad column JT454%

ad copy | R
AD Council ( Advertising Council) 2%

s
ad cut FEEIET, HELRIFRE
ad delivered [ &H5%
ad display | 8 ER
ad effect [J"45%5R
ad feedback |8 B iR
ad function [ 45 IhRE
ad hoc survey HFEREHZE
T
TR, & EE

ad illustration

ad impressions
B

ad in gutter hEE 4

ad interconnect A LR K4 %
H BB

ad lib - HI3Hh , BV st

I P

ad perception | 45H1HE

ad photograph | 45455

I S

TEANE

ad portrait copyright [~ ¥ 124

ad production 4 Hil4E

ad psychology [~ 4% .[BH2E

Ak

HHEEE

ad network

ad planning

ad pollution

ad punishment
ad readership score
IEER
iz

ISR
ad self-control system |45 [ Al 4
ad slick  J~ &G EFRI
ad slogan [ 418
ad Smith [ &k A

ad specialized color

ad request
ad retention

ad saturation

IEERE

ad view TR YT R B, A A
AH
ad volume [ 458

Ad Week Best
%

(&R B



6 ADAM

ADAM ( Association of Distributors of

Advertising Material) ZEE "4 El
RS EITRh

adaptive-control model 3 {4 i & Fil
Hik

added value B fn{E

additive N B:

additive primary colors  Jil & 5 =
BE

add-on sales &S, F/MHEE

add-on service FiMAR 55

address coding guide (ACG)  HuhEf%

(EET]
address correction requested H K¢

I st

addressograph  Hi 4tk B 5 H1, EJ 4
Rl

Addy Award ZEFEJ B MR

adequate sample FHEREBEX, FE
peAk

adequate statistical sample B4 it
B

adhesive binding JCZR T, KT,
e

adjacency SRE:V H, 7 HIAIEK

adjacency policy MR ES M 45
HEm

adjunct %K}, MEY

adman [ A

administered pricing HHEN

ad-noter [ EFEE

adopter category R HFE 4y

adoption process ¥ Fxt#R

ADP ( automatic data processing )

H 3 BdE b

ad-page | HE
ad-page exposure{ APX) 5 Tk
ad-page percentage | TN

ITEA

ADSL ( asymmetric digital subscriber
SERFRAPL

I EEEL

HETHE

advance proof Hifg

1E X R 45 B B9 WO

adperson

line)
adstock

advance canvass

advance ratings
RNTR

advanced payment

s

Advanced TV Systems Committee
(ATSC) XHEEHZEZHBHMEHKZE
A&

advergaming |4 IERE

advertainment R4

advertise K5 (M) 4, B &
=03

advertised price |45 70 B A 4%,
I g

advertisement(ad) ()] &

advertisement appreciation | & B
EE

advertisement catalogue [ 45 H 3

advertisement index [ 4% 3|

advertisement management | 4545 R

advertisement of consignment sales ft
Ha i, FERTE

advertisement of herbal medicine and
pharmaceuticals ' B 25 1 i 25
I

advertisement of insert page i B
7

advertisement of public utility 2\FHZE
v

advertisement of time-period B¢ 45

RS E

HEE

advertisement on the inside of back

B=r

advertisement on back cover

advertisement on front cover

cover



advertising feedback 7

advertisement on the inside of front

cover T4
advertisement price list [~ 44 B 3=
(HIBIH)
advertisement printer 4537 ER#L
advertiser &x
advertising [ TTEIES, A

advertising agency JT&E{CHLANF],
HER

advertising agent ] 4 {CHE A

SRR

rEs

advertising allowance

advertising and marketing

B

advertising and public relations )4
sk

advertising and sales promotion 4
R4

advertising appeal [~ vk

advertising appropriation |43 5

Advertising Association of the West
(AAW)  EETEH) - Eihe

advertising audience effect 45 3% £
R

advertising audience investigation J*

HEZAEE

advertising audience number |4 3%
ARAK

advertising audience rate |4 &

advertising banner ™ 45 MR, 4
%18

advertising broker ["454247 A

advertising budget [~4&WE

advertising business registration |4
Bl M

advertisiné by cartoon BfjiE 4

advertising by sound B4

advertising calendar HiRFE

advertising campaign "8G, T4

i, iEs
advertising caricature J 45 1@ H
advertising cartography |2 &
Advertising Checking Bureau ( ACB)

IEEER
advertising circulation [“4 K7 E
Advertising Club’s Hall of Fame [~ 4

HBNE
advertising clutter |45
TS
advertising commercial value

A HHE
advertising contract

GEs

advertising code

I

TEAR, A

T EVER
IR

IR, TS

Advertising Council (Ad Council) 2%
JESp gk

advertising cutoff &R, &4
RE

advertising cycle

advertising copyright
advertising copy

advertising cost

&R
advertising department |~
=y a7s
IEES
T SRR
advertising elasticity |45 Bk
=i

advertising design
advertising director

advertising effect

advertising ethics

advertising expense accounting |~ 4&
BAEE

advertising expenses prepaid i {i /™
&2

Advertising  Federation of America
(AFA)  E &5

Advertising Federation of Australia
(AFA)  BOKFIT 450

IER

advertising feedback |47 %

advertising fee



8 advertising feuilleton

advertising feuilleton |~ %4

advertising fortnightly [~ H H

advertising frequency J & 5K
advertising guide [ 4515ES
advertising headline [ 8 bRl

advertising iconography [ 5% &l

advertising impact [ 53R

advertising impressions [ 45EIR, )

HBIBHIK

advertising in passenger train K % 51

EHNITE

advertising in passenger vessel
W

advertising industry [ &0k

i

advertising information [ 45{5 8

advertising laws and regulations

A

I

advertising layout [ &R, )&

Eiked

advertising leaflet |~ 45 & 8, B 1

i
advertising license | 4T iE
advertising light-box [ 454748
advertising linage [ &7

advertising manager J {5 ER&EH,

HHEE

advertising matter FER, TS S

advertising media &/

advertising media coverage [ =y 07N

RiE

advertising media planning [~ {4

HR

advertising media research |~ & {4y

o
advertising message | & iLE
advertising messaging software

R BB

advertising mix J{FHE

;s

advertising model [~ &R

advertising monograph | 4 % E
IEERE

advertising mouthpiece J"HREFA

advertising network |78 4%

advertising norms ] #E M)

advertising objective |45 H¥r

advertising of combination appeal &
GFRTE

advertising of emotional appeal {F /&
VRS

advertising of rational appeal HH:iF
KIdE

advertising on the internet 4] &

advertising operation and management

ITEEEER

advertising originality |~ {AI1E

advertising outline [~ # K4

advertising page exposure | & T
Hef

advertising patent [ 4% #]

advertising penetration | 473 %

advertising perfector [~ & XX i EJ
Rl

advertising periodical [~ &8

advertising person | & A

advertising personnel =N

advertising plan 7453181

advertising platform [ 43¢ &

advertising portfolio | 43

advertising pretesting | & & i 57
pULRE:S

advertising production 4 fHl4E

advertising promotion {284

advertising quadrangle |~ 4 P4 i1 7B
Hig

advertising rates | & #%

advertising reach 74533



affiliation agreement 9

advertising recall [ 45 [BI{Z &

advertising record sheet | & 448
igsx
advertising representative | {43

advertising research |45 EWF
Advertising Research Foundation( ARF)
RETEHRESS

advertising research service
i-& /N

advertising reserve
e EEE

advertising response coefficient
LEIVEY

advertising response curve
k2

advertising response function
22} 5

advertising restriction " 45FR i

I LA

IR

ITEREERE,

&

I BB

IER

advertising saturation level

7K

advertising schedule
&

advertising scheduling

ITEHEL TS

T HE
e
IERS
IEOE
Tk
advertising specialty 7430 5
advertising staff 4% Mok AR
Advertising Standards Authority ( ASA )
HEEHRER

advertising statistics

advertising self-regulation
advertising service
advertising slogan

advertising source

IEgI

T4 R

advertising strategy research [~ 45 4§
& A2

advertising stylebook ™45l ik A

IS = 958!y

I HiR

advertising strategy

advertising supervisor

advertising target

TEEE
IR B

advertising theme
advertising time and space

AR A

advertising to sales ratio( A/S ratio)

IisHEER

advertising tracking [ 45 BREE
advertising wearout |45 R
advertising weight | 458 E

advertising-on-demand  FHE] 45
advertorial IR, T #C
advocacy advertising {834
advt (advertisement) "4

adware |4kt

AE(account executive) K R,
E-g): 3.1

AE(angled end) BIfGiEiEBS & 4
e

aerial advertising Zsdh>4s

aerograph BE¥ESE

RFAE

AFA ( Advertising Federation of Ameri-
ca) REIEHERE

AFA (Advertising Federation of Austral-
ia) WRFIE HBH

B HIEA S,

aesthetic aspect

affidavit of performance
PATIERA B

affiliate 43+ L LM, B

affiliate agency SYE{CHERY

affiliate agreement ¢ 38 #p i3, hn %4
iS00

affiliate marketing BX 28 2544

affiliated chain  FE&H 5B
affiliated retailer fij188 REH
affiliated station & & = Ha 3 I (34

BKEE
affiliated wholesaler
affiliation agreement

21328

hnER &
Ik 33 B, A



10  affinity

affinity i BB

affinity marketing EFMES, EM A
B

affirmative disclosure BATZFES

affordable method & A &k, AT4t
SR

AFM ( American Federation of Musi-

REEREKDS

AFP( Agence Francaise de Press) ¥
Frit (B EERA)

KR, ER

&5 w5

after-test 35 /3L

AFTRA ( American Federation of Televi-
sion and Radio Artists) RHE|] #%
HUZABRES

BT, IR E

SRR

cian)

after-image

after-sale service

agate line

AGC (automatic gain control )
¥

age cohort FEUAEEAH

G i)

ERREE

Agence Francaise de Press( AFP) ¥
i (EEERMD)

agency fUHHLM, | 45QEERg

agency ad  [EHARIHIFER &

I %

A ERA,

age distribution

age population

agency business

agency commission
REFE

agency group HIHJLHLA

I AR 55 R

agency network

agency of record(AOR) [ &#HiC
Bl

agency profit management [ 45 /\ )
B

agency recogition Y &) IAHIBF
agency recommendation /> & #EFE

(JTEREE

agency-client relations

SE-9al: DE-Iab I
agency-produced program
HYERST B
REA, LA
ARG, hiEl
aggregate consumption JSJHHE
aggregation X&,HEEK
AGMA ( American Guild of Musical Art-
ists) REFARME
agricultural advertising RV &
Agricultural  Publishers  Association
(APA) EEL RS
AGVA( American Guild of Variety Art-
ists) KEZRZKHS
AICP( Association of Independent Com-
EEM)

;A

agent

agent middleman

mercial Producers)
FHIEA &

AID( Arbitron Information on Demand )

B L el AR R 4R At

AID (automatic interaction detector)
A 335 H W28

AIDA ( attention, interest, desire, ac-
tion) RPN (FH-MEB—E
H4730)

aided awareness

aided recall

aided recall interview
PR

AIGA ( American Institute of Graphic
Arts) EREZEARBRET

AIO( activities, interests, and opinions )

TEBl BRI

AIR (average issue readership )
BHRRE

air &0, &%

air check SL#KiD R

IETHER

5 i g 8]

HBERR
Bk EZ
4 Bh 4 B2

-y

air date

air time



