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Forward

Newspapers and magazines, television, film and the Internet provide
the means by which all global citizens obtain information about their foreign
counterparts and appraise events in the world at large. Thus the traditional
mass media and the new media have become bridges for myriad forms of
information from the West to China and from China abroad in a new age of
cross-cultural communication, serving such purposes as economic and sci-
entific development, educational advancement and shared appreciation of art
and leisure. However, after serving as an instructor in training programs for
media professionals at Columbia University in New York and in Shanghai, it
became clear to me that the very act of communication between the Chinese
media and the Western media was made difficult by lack of clarity in mean-
ing of commonly used terms. The intent in preparing The Media Dictionary
is to facilitate greater understanding, on both technical and conceptual
levels, for Chinese media professionals and students of communication and,
ultimately, to engender greater opportunities for cooperation between the
Chinese and international media.

This dictionary owes its publication to my co-editor Nina Sun and CEO
of Sunnybund Consulting and Advertising, whose vision inspired this work
from the outset and whose organizational skills saw it to fruition as well as to
her husband and Associate Director of the American Studies Center at Fudan
University Sun Zhe, Fudan University School of Journalism Professor Li
Liangrong, research assistant Emma Toye, translator Ealin Huang, the out-
standing members of our editorial board and Gu Qian, Zhang Yongheng,

our editors at Fudan University Press.




The Media Dictionary is the only work (in etther English or in Chi-
nese) to encapsulate a broad spectrum of conceptual and technical jargon
pertaining to the inter-related fields of traditional and new media, communi-
cations studies, public relations and advertising. The task of compiling,
defining and translating the terms required a broad spectrum of expertise.
Such a task is a bit like attempting 10 photograph moving images or hit mov-
ing targets, if only because language and its meaning is constantly evolving.
Dear reader, if you believe our entries to be incorrect or in need of upda-
ting, kindly apprise us of the error via email at dictionary@ sunnybund. com
and we will make the correction in future editions.

Best wishes for clarity in communication and harmonious future cooper-
ation.

Ashley Esarey
Mainstream Media

New York City
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ABC

Above the line (ATL)

Actuality

Ad click rate

Ad clicks

Ad copy

T TR

A

American Broadcasting Company or Australian
Broadcasting Corporation. 3 B #§/\ Al g
P IARE A

Advertising through mass media (e. g. TV,

press, radio, etc). £ FJ7 4, 43183 kR
BamEd R EETENT S,

Material shot as it really happens — it isn’t
staged especially for the cameras; a recorded
audio clip from an interview used in a radio
news story. 1)k T HLFHFE MBIk,
FARRMPE RABMHRELHRSL; 2)#
I 3 R b 6 R B 20T 8RBT B O R

o
Sometimes referred to as “click-through” , this

is the percentage of ad views that resulted in an
Internet ad click. |4 S 3, f57 R KH
BEREE S, AR SRR

Number of times users click on an Internet ad

banner. |4 S8, R P S — W B R
T AR B

The printed text or spoken words in an
advertisement. |5 H1 [ 517 A ST
EHSCFES



4  Ad views (impressions)

Ad views (impressions)

Adbar

Address

Address book

Number of times an ad banner is downloaded
and presumably seen by visitors. If the same ad
appears on multiple pages simultaneously, this
statistic may understate the number of ad
impressions, due to browser caching. There is
currently no way of knowing if an ad was
actually loaded. Most servers record an ad as
served even’ if it was not. Corresponds to net

impressions in traditional media. |45 3 % 1K

B ERB B — T AR R E R BF T
AE B S0 B R, A SR — U 4 [ Bt o B AE O
LRI L A2 5% — e iR T e 2 K A
WREAAER TSRS BHLEH
A Ip e I — )5 R O
W, AMEBA , KRR sl 2 2R e
HICTAE WA TR EAR B ENREL

A horizontal online ad unit ( width varies) that
may or may not link to a microsite or corporate
website; #1557 “ad banner” |74 %, M L
KT &84, BRI, B Rl AR At
T AN R il gl A 4

The unique location of a website on the

Internet. [ht, 35 H B Foh— K M7
Hiditk,

Software that stores the e-mail addresses of
contacts in online correspondence. Popular e-

mail packages have buili-in address books. i
T, BUHR P 74 0 FH P o B 44 bk 1)
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Advertorial 5

Adjacency

ADSL

Advance

Advance copy

Advertising campaign

Advertorial

B, — R UAT 8 TR R R T
IR,

A time slot availability whether for a local or
national station. £8 T AT B, 5 b 7 £ H e
GE B G ERY HAE B Rk &
[e] BZ

Asymmetric Digital Subscriber Line. System
that allows high-speed transmission and
reception of digital information over telephone
lines. kX FRENF P 4, B IR
BIGEMBEZRTHERNARE.

A monetary advance on forthcoming publications
such as a book manuscript. AT €L, N
Bt 47 80 1 R (0 5 B SCA B —
e

A story prepared before the event it describes
has occurred and that is held until release date.
THERS , T XTRE TURH ) BN & A A SR Tk
R I HOE IR 1, % B F 1 R £ B wHE
AHEE,

A series of advertisements related to prometion

of a product, product line or company. ["%(E
B, HRAR I A e R EER A AR R T
HH— RIS

Copy that is paid for by advertisers but laid out

and written in the style of regular copy. K]~
& I B8 DUREIEE XERATE




6  Affidavit

Affidavit

Affiliate

Afternoon drive

Agate line

Agency Commission

B

Written legal proof-of-performance from a radio
or television station that a commercial ran at the
time indicated. & {4 1F 8, Jr) ™ #% ol 0 HY EL
AEE N B O E A S Bk
ER

A broadcast station ( usually independently
owned) which has a contractual relationship
with a network to carry the network’s programs
and announcements in specific time periods. |~
BB, S RO AME RARXRER
MR E (EERMYE), A%
Al —E R B AR AR E
A,

A radio day-part, usually 3pm to 7pm . 5}
B AR AMEYT N —Ba, @%E
FTH=ZHBEA,

Non-standardized unit of space measurement,
equal to one column wide and 1/14” deep. £}F
fr, — R A KN, RAE B Z b
Bl B, Y T — R 114 3K
T

A percentage paid on advertisement agency work
including media buying and production, etc.
Agencies use a commission system, a fee
system, or a combination of both, |~ 44X F{H
& 6 EREERBE A SHESTE
SRR R AT MM, — ) A
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All-or-nothing effect 7

Agency-of-record
(AOR)

Agenda setting
Agenda-building
i

Agony column

All-or-nothing effect

FRAREMEHE TH R EREWES
CLIVEw e

An advertising agency or independent media
buying company that purchases media in
conjunction with another agency or group of
agencies serving the same advertiser. The AOR
also handles scheduling and distribution of
dubs. TACHRY, 18& F MR & NEH
I, 45 58 Ho R — O A S W LU
AT g (] et eho 4 A 3T 44 o i) R A
KBRS EE,

The process by which the media are able to
define those issues that are important in society
at any one time, and also the terms of reference
of any debate. TR E , ¥ B AGH 1 % Fad
BH SERISERA S BT R e R
KA

The process by which powerful industrial and
governmental bodies are able to determine
through their manipulation of the news-gathering
process the content of the agenda that is set by
the media. JEHHEE , 4538 K W47 b PRAKFIEL
BRI 38 Aok %o SR 1t AR Y R ke Y s 4
AR B SUEAFR S

A newspaper advice column. 3R4E b 19« R
th” B LR, Rk B B LT A [

Sudden breakdown or loss of digital signal

reception when it contains more errors than the




8  Alternative press

Alternative press

AM ( Amplitude
Modulation )

error correction system can cope with. Up to
this point there is no degradation in reception
quality; a significant advantage over analogue
where there is a gradual deterioration. ${F {55
HEHTHR B TE TR R R R
REZ, UBYERE LR BE T ANE
SRS R, BFEE SR
B B B RO T AR, B R S A — K
HHEREETRET LW A LTRHEL,
Journalism devoted to counterculture or
antiestablishment interests. 728 F[E ), 75 Pk
R W AL S X K AR PGB T 6 L B
]

The transmission of sound in radio broadcasting
in which the amplitude ( power ) of a
transmitting wave is modulated ( changed) to
simulate the original sound. A method used to
modulate a signal, typically using radio. In the
case of an analog signal to be sent, the
amplitude of the radio wave is modulated to be
directly proportional to the value of the analog
signal at the time. This should be compared to
frequency modulation ( FM) which modulates
the frequency rather than the amplitude. F1E,
R RS TR T ik XM G
S B RIE T W ORI EOR S &,
WAL RIS S5, TR B
BRI S G SHERE. S
BRSBTS & IR e 21T



