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Preface

It is Negro-Ponte’s Being Digital which helps us realize how
Humanities and Physics, or Materials and Information can be so
intrinsically intertwined! It is the Internet’s endless world of
virtuality that helps us appreciate how marvelously foresighted
Marshall McLuhan was 40 years ago. It is the development and
presence of the new media in the past several years that leads
us to marvel at the blessings of today’s youngsters who re-
ceive their education in the midst of the new information order,
grow naturally with the IT revolution, which only generates moun-
tains of anxiety among the older cohorts for breathlessly trying
to keep in tune with the new age.

It is all these changes that make us wonder whether we are doing
justice to capturing all these, as we hope to, with the same 26 A-
Z characters, and wonder whether our “A-Z of Media Terminol-
ogy Pocketbook” would somehow already be outdated by the
time the manuscript reaches the printer...

Yet, we tried our best to reflect the “change”. On the basis of
the traditional media, we have also included the concepts that
have become part of our planning vocabulary in the recent past.
We hope this little booklet will be considered a handy reference
on your desktop, besides that it may be used to testify the
amazing speed of the transformation of our time.

V.P.-Strategic Resources, ZenithOptimedia Great China
Zoe Tan
September 1, 2002 Shanghai
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Foreword

Welcome to this new, much expanded edition of The A-Z of
Media. In these pages we aim to equip you with the most
comprehensive, up-to-date dictionary of abbreviations, words
and phrases used in the media industry-everything, from ADSL
through to zapping and zipping.

The media business has always had its fair share of jargon-
much of it unintelligible and confusing to those not conversing
at the coalface. However, until recently, the media world man-
aged to contain its shorthand to a fairly brief, rarely changing
list. Finding the meaning of “GRP”, “frequency” and “OTS" didn't
require a lexicon.

More recently, the Internet, digital TV, mobile phones, and other
emergent forms of media have brought a plethora of new gobble-
degook to the media scene. Today we have to wrestle with the
bewildering hubbub of new media parlance; to many, a wholly
foreign vernacular. In these pages we have translated the dotcom
language into plain English.

We hope The A-Z of Media becomes your indispensable guide to
media vocabulary.

Frank Harrison
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ZenithOptimedia I

ADSL

Asymmetric Digital Subscriber Line. A technology that
allows data to be transferred over telephone lines at high
speed. Data flow is typically between 1.5 and 9 megabits

per second-high enough to deliver video on demand to
TVs or PCs. (see Bit)

AIR
Average Issue Readership. The number of people who claim

to have “read or looked at” one or more issues of a spe-
cific publication during a period back from the date of the
research interview equal to the interval at which the pub-
lication appears, e.g. in the last month for a monthly
title, in the last week for a weekly title or in the last day
for a daily publication.

Amplitude Modulation. Radio waveband carrying a signal
at a fixed frequency but variable amplitude. Generally of
lower fidelity than FM. An AM radio station broadcasts in
mono sound. (see FM)
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A/S Ratio

Advertising to Sales Ratio. A method of calculating ap-
proximate advertising budgets or of checking whether in-
vestment in advertising is proportionate.

Adstock

A term used in market modelling to mean the sum of GRPs
in the current period plus a proportion of the GRPs from
previous periods whose effect, normally advertising recall,
is estimated to have carried over into the current period.
This is usually calculated as a constant proportion carried

over from one period into the next. (see Carry-Over,
GRPs)

Advertising Recall

A measure of what content of an advertisement is
remembered. Should be distinguished from awareness, a
measure of remembering seeing any advertisement(s) for
a brand. (see Awareness)
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Advertorial

An advertisement/editorial hybrid found mainly in
magazines. The advertiser pays the editorial team to pro-
duce a feature endorsing his product in the style of that
magazine, in the hope of conferring the magazine’s val-
ues upon the product or service.

Affinity

The relative exposure, expressed as a percentage, of two
discrete audience types to a given medium or advertising
within it. Also known as “conversion”.

Agate Line

Newspaper advertising space one-fourteenth of an inch
deep by one column (col.) wide, often referred to simply
as a “line”. A lesserused alternative to “column inch” mea-
surements of display advertising space. 14 agate lines = 1
inch deep by one column wide. (see SCC, SCI)
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