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This is the abbreviation of “American
Association of Advertising Agencies.”
This association is organized by every
famous advertising companies of the
United States through consultation at
the beginning of last century. Its mem-
bers include: Ogilvy & Mather, J. Walter
Thompson, JWT, McCann, Leo Burnett,
DDBO and so on. The most important
agreement of this organization is the
convention about charging 17.56% of
customer media costs so as to avoid vi-
cious competition. After this agreement
took into place, every advertisement
company should focus on the superior
originality and excellent customer ser-
vice, so as to create a great number of
fine advertising designs. From then on
4A has become an organization that
many advertisement companies want to
take part in. From late 1970s to the be-
ginning of 1990s, members of 4A started
to take foot in the world of Chinese, their
business developed from China Taiwan,
China Hong Kong to the mainland of
China. Due to the strict standards, ad-
vertising companies that want to take
part in this organization must reach the
requirement of scale. Take Hong Kong
for example, members of 4A in Hong
Kong must have a turnover of HK $50
million, fully charge 15% commissions
and 17.65% service charge from cus-
tomers. As the existence of a wholly
foreign-owned advertising company is
not allowed in our country, 4A companies
are often making joint venture advertis-
ing company with domestic companies,
such as Saatchi & Saatchi, JWT, an-Joe
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and so on. At present in mainland 4A
association only exists in Guangzhou. It
is called “The association of accredited
advertising agencies of Guangdong.” Its
member consists of both local compa-
nies and foreign companies.

Abbey

This refers to residence for clergies in
western countries, especially the place
where nun and priests of Roman Catho-
lic live and practice.

[Discrimination]

Basilica

Audience hall or pillar of the synagogue;
usually it refers to the main part of the
cathedral building.

Cathedral

Cathedral for bishop or main cathedral
of a parish. There has a throne for the
bishop or formal throne.

Church
House of God, the place where Chris-
tians worship the God.

Chapel

Small church or house of God, a small
place used to do church service and
pray; usually a place for relatively infor-
mal religious activities.

Usually it refers to acropolis castle of an-
cient Greek. Acropolis castle of ancient
Greek is built on the top of the mountain.
It is a residence for monarch Mycenae.
It consists of propylaia, temple, Holy
Place and chancel.
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[Discrimination]

Castle
Buildings or groups of buildings with
high walls and spire towers in the
countryside, built by European ancient
nobles.

Fortress

Castle, bastion and stronghold, a group
of buildings with high walls and defen-
sive facilities, built for the need of fortifi-
cations or military.

Palace

Palace for the king or the residence
and office of a president; an official
residence for monarch or leader of the
country; now it also refers to some pub-
lic buildings or groups of buildings with
luxurious decoration.

Advertising design

Advertising design is used in advertise-
ments (ads) for products and services.
It refers to different types of integrated
designs, such as graphic design, film
& video, virtual animation, delivered
through various forms of media, includ-
ing newspapers, film and television, In-
ternet and so on. Design elements used
in advertisements include font, typogra-
phy, illustrations, cartoons, scenario and
so on. Advertising designers must get
the key information of product, market,
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psychology of customer and are tal-
ented in skills of visual communication,
such as lettering, layout and graphic
language.

[Discrimination]

Advertising strategy

Making a series of overall campaigns
based on the previous advertising sur-
vey which include awareness, accept-
ability and preference of customers and
external environment. It includes four
parts of creative mix: target audience,
concept of product, medium for com-
munication and advertising message.

Advertising message

Refers to audio file, proclamation, in-
formation in original; in Communication
studies it means messages composed
by a series of ordered symbols such as
language, letter, picture and so on. An
advertising message is the general idea
that an ad will convey. It includes main
content and the way of propaganda
which one enterprise plans to advertise
their products. Several components
make up the advertising message: ad-
vertising copy, aesthetic arrangement,
production elements and so on. Gener-
ally, components can be very rich and
diversified. The success of an advertis-
ing message depends on the ideas of
the ad and implementation.

Advertising slogan

Short and memorable phrases used in
advertising campaigns for commercial
enterprise, Party and NGO (non-gov-
ernmental organization). Sometimes it is
also used to summarize core principles
of a group or organization.
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Advertising environment
External environment and conditions
that could affect advertising campaign;
generally it includes natural environ-
ment and social environment. In a nar-
row sense,it mostly refers to the social
environment, mainly includes the follow-
ing respects: domestic and world eco-
nomic and macro political environment,
consumer environment, population
environment, marketing environment of
product, corporate environment, outer
medium environment and so on. Usually
advertising agency and enterprise will
analyze the advertising environment,
and the result will be used as an impor-
tant reference for making advertising
campaigns and strategies.

Advertising network

Electronic enterprise runs its business
through the Internet. Advertising net-
work acts as a broker between adver-
tiser and websites. It puts hundreds or
even thousands of sites together, and
then adds ads on these pages. The
advantage is that advertisers can get
the biggest exposure by covering least
websites. While the disadvantage is that
it is difficult to control; advertisers have
to monitor the number of visitors and the
content of every website, but its reliabil-
ity and authenticity are easy to be ques-
tioned. Recently one of the common
cheatings is that network administrators
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improve web hits on purpose.

Classified ad website

Since most classified advertisement
websites are supported by web search
engine or local newspaper, they pro-
vide chances for advertisers to place
advertisements for free. The classified
ad online is very similar to that on news-
papers. It provides information about
house, car, job, computer facility, busi-
ness opportunity and so on, and enjoys
a wide searching range, from local city
to everywhere in the world.

Below-the-line advertising

It is called “BTL” for short. Similar to On-
line Advertisement, BTL is managed by
advertising agency, which will get the
agency fee from it. As the traditional ad-
vertising agency usually charge about
15% media agency fee from advertisers,
whether to use mass media in doing a
advertising campaign has become the
biggest difference between Below-the-
line Advertising and Online Advertise-
ment.

Online advertisement

It is called “ATL” for short. It is a kind of
advertisement by managing it advertis-
ing agency can get the agency fee.
Online advertisement mainly shows in
four major traditional media: television,
newspaper, magazine, broadcast and
outdoor or online new media. Compared
with BTL, ATL pays more attention to
building brand image, spreading brand
value and making brand highly praised,
therefore ATL belongs to a medium-
term and long-term plan which needs
more time to accumulate and prepare.
Today's BTL and ATL are no longer dif-
ferent in media using or not. Usually ATL
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is used in brand planning, integrated
marketing and making advertising mes-
sage; while BTL is mostly used to further
communicate with customers one to one
with all kinds of new media. In BTL im-
mediate effect plays an important role;
the success of the BTL depends on the
first reaction of the customer.

Comparative advertising

It is also called competitive advertising.
That is, these ads are used by adver-
tisers to compare enterprise, product
or service with its competitors compre-
hensively or partly. The most prominent
feature of comparative advertising is
that it can show the product or service
is better in image, quality or other re-
spects than its competitors through
comparing.

E-Mail advertising

It is also called licensed e-mail. It refers
to E-mail containing promotion informa-
tion about the product or service, which
is sent to customers or potential custom-
ers after getting their permission when
enterprise is promoting for its products
or services. E-mail advertising is a kind
of online advertising spread by E-mail.
It can be full of advertising messages
or advertising messages with some
practical information. These E-mails
can be sent only once or many times or
even regularly. Usually advertisers can
send these E-mails only after they get
the permission from customers. This is
a kind of permission marketing. E-mails
without permission will be regarded as
junk mails. Recently, E-Mail advertising
has become one of the online advertis-
ings which have the fastest developing
speed and best effects.
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Usually it is regarded as one of the
philosophy branches with exploring
“beauty” as its core, a deep thinking
about aesthetic feeling, aesthetic ex-
perience. Birthplace of eight ancient
civilizations are Egypt, Mesopotamia,
Greece, China, India, Rome, Persia
and Maya. Among these, every civiliza-
tion formed its own aesthetic features.
Modern aesthetics, on one hand, bind
it together with art, regarding aesthetics
as philosophy of art; on the other hand,
they combine it with science, thinking
aesthetics is cognitive psychology of
beauty and countable. In the field of de-
sign, aesthetics is usually specified as a
paradigm and it is used to form the so-
called aesthetic value.

[Discrimination]

Beauty
The object of aesthetics thinking.

Aesthetic movement

Also called aestheticism. It is an “art
for art's sake” movement formed in art
circles of Europe in the middle of the
19th century.

Aesthetic feeling

Psychological feelings in the aesthetic
process.

Passageway or corridor; especially
refers to gallery of a theatre, a church
or a stadium; it is a passageway in the
building.
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[Discrimination]

Avenue
Boulevard in cities and towns; generally
leads to larger buildings or places.

Alley
Side street or back street of a group of
buildings; usually refers to bystreets.

Road
Usually refers to important highway;
second to expressway.

Street
City road with houses, shops and other
buildings on both of its sides.

Anonymous design

The concept comes from Mechaniza-
tion Takes Command: A Contribution to
Anonymous History, written by Siegfried
Giedion in 1948. It emphasizes that
creators should express the inner qual-
ity of value of the creation instead of
expressing personal characteristics
of its designer's. There are two factors
contributing to the formation of this con-
cept. Historic factors: before the Second
World War, as design research mainly
followed the art study way, design de-
velopment researching mode formed
with a main clue of clear characteristics
of designers and their works and the
schools they belong to. Under the affec-
tion of commercialism and mass con-
sumption culture, the so-called “master’s
designs” is very expensive and gradu-
ally become far away from consumers’
demanding for inner quality of products.
Real practical factors: product after
continuous optimizations is not accom-
plished by one designer alone; instead
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