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A-B Split
A-Bo¥E /1
A County
ARE /1
AA Rating
SFREMCRE /1
AAAA Spot Contract
EERSTERERDSTL S HEAR /1
Abandon Rate
HHR /1
ABC(analyzed) Issue
RATBREIHR G HRTIY / 2
ABC Statement
BATRHEIHRAE /2
ABCD Counties
ABCD %4 /3
Abend
JEIEH W / 3
Abeyance Order
MEITH /3
Above-the-line Cost
& LWERSE /3
Absorption
WK /3
Accelerated Reply Mail (ARM)
B [ (ARM) / 4
Acceptance
w2 /4
Access
BB B, FEBURTR] / 5
Accordion Fold
ZFH B, BT /5

Accordion Insert
rEHI /5
Account

P /5
Account Conflict
BFWHZE /5
Account Executive (AE)
EFRS A (AE) / 6
Accounts Receivable
RIWEER / 6
Account Representative
BRRFEK/6
Account Supervisor
BEREE/6
ACEC
BFHSFERNERE /7
Acetate

BRERIC R / 7

Acetate Proof

BEy B /7
Acknowledgment (ACK)

BiILF(ACK) / 7
ACNielsen Company

ACJR/RFRAT /7
ACORN

Pk /8
Acquisition Cost

MERA /8

Across-the-board

B ERHEI AR E /8

Action

REATEY /9
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Action Device
frahikit /9
Action Program
frapitkl / 10
Action Shot
HEME /10
Active

TEERAY / 10
Active Buyer

HERAEZK /10
Active Member

HERER /10
Active Search

FHEIF /10

Active Subscriber

EEREGITE / 10

Activities,. Interests, and Opinions(AIO)

T3l 2GR L (AIO) / 10
Ad
I /11
Ad-a-card
IERR /1D
Ad-noter
TTEHEEEE /1L
Add
/11
Add-on-sale
My e / 11
Address Change Service (ACS)
HeHEAE TR R %5 (ACS) / 12
Address Coding Guide (ACG)
bt FIZIER (ACG) / 12
Address Cofrection
HohkAREE /12
Address Hygiene
MibtfEeRE /12
Address Service Requested
HohtfRSE5E /13
Address Verification Service (AVS)
HAEFIARS (AVS) /13
Addressing
ik /13
Adequate Sample
FEMESE /13

Adjacency

PRCEERX—THEHNTHE) /13
Adjustment
JE%E /14
Adnorm
JUEARE /14
Adobe Systems, Inc.
FIZ LRGN E /14
Adopter Categories
ERERK /14

Adoption Process

2R /15

ADRMP(Automatic Dialing and Recorded

Message Player)

BB S MEBE /15
Advance Canvass

HiES & /16
Advance Renewal

PERISEIT / 15
Advance Start

BRI /15
Advertise

4% /16
Advertised Price

IEAE /16
Advertisement

[T /16
Advertiser

JTEER /16
Advertising
TEATA /16
Advertising Age
(rriErf) / 16
Advertising Agency
IR /17

Advertising Allowance
JoERRN /18

Advertising Appropriation
JEBUE /18

Advertising Association of the West
mgRE S ES /19

Advertising Checking Bureau

JTENEEEE /19
Advertising Club of New York

L) AR /19
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Advertising Contract
ITEAR /19
Advertising Council Ine.
ITEEESAE /20
Advertising Federation of America
EEEe /20
Advertising Manager
T Es /20
Advertising Register
MR /20
Advertising Research Fourdation (ARF)
]SS (ARE) / 20
Advertising Reserve
S /21
Advertising Weight
ITEaR /21
Advertising Women of New York (AWNY)
AAAL ) EHHA(AWNY) / 21
Advertorial
g /22
Advocacy Advertising
BRI & /22
Adweek
(&R /22
Affidavit of Performance
BATHIAS / 23
Affiliate
BRET#Haa,aEAR /23
Affiliated Chain
AfEES /23
Affiliated Retailer
EEEER /23
Affiliated Wholesaler
AIEHAER / 24
Affinities
FI2ERGHE / 24
Affordable Method
I EE / 24
Afternoon Drive
THBIEE / 24
Against the Grain
WL/ 24
Agate Line
WHEATSE / 24

Age & Life-cycle Segmentation
EI 54 R NE / 25
Agency
REEHLA / 25
Agency Commission
RIS /25
Agency Group
REER / 26
Agency Network
RIEWL / 26
Agency of Record
LR / 26
Agency-produced Program
R HIERTE /26
Agency Recognition ‘
RERRF /27
Agent
¥ /27
Agent Reinstate
REKE / 27
Agent’s Cancellation
BB / 27
Agent’s Clearance
RHEFERR / 27
Agent’s Order
REES /27
Agent’s Reinstatement
REBWE /27
Agent’s Summary
RIELEGS / 27
Aggregation
SEAEE (R /27
Agricultural Publishers Association (APA)
b i fE h (APA) / 28
AID Analysis
AID 7t / 28

Aided Recall

v B EAE % 7/ 28
Air

R / 28
Air-bubble Packing

Kipaie / 28
Air Check

e / 28
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Air Date
i HE /28
Airbrush
WiEE /28
Airmail Field
Mz ER AR RAZAL / 29
Airport Mail Facility (AMF)
YL IR 73 B HE (AME) / 29
All-inclusive Study
EHNPR /29
Allocated Promotions
Boen R4y / 29
Allocation
Boss / 29
Allowable Order Cost
FARZITHRAA /29
Allowance
o, HGE /30
Alpha Error
FI/RIEIRZE  a iR2E / 30
Alphanumeric
FHEHFRE R / 30
Alternate-bundles Run
R GEIEIT / 30
Alternate Delivery
B /31
Alternate Sponsorship
R /31
Alternate Weeks
XEA /31
Alternative Media
#L A /31
AM Station
JNgHRE / 32
Ambiguous Statement
BMIRE / 32 _
American Advertising Federation(AAF)
XETEBRE(AAP /32
American Association of Advertising Agencies
(AAAA)
EEMEREF TS (AAAA) /32
American Broadcasting Company(ABC)
ZE /AR (ABC) / 33
American Business Press, Inc. (ABP)
L EREL R4 (ABP) / 34

American Customer Satisfaction Index (ACSID)
KEBEHEEEHACSD /34

American Family Publishers (AFP)
EERE R (AFPY / 34

American Federation of Musicians of the United
States and Canada(AFM)
KESMERTRFKKE(AFM) / 34

American Federation of Television and Radio
Artists (AFTRA)
EEBWA) B EARZKKE (AFTRA) / 35

American Guild of Musical Artists(AGMA)
KEEREIARHE(AGMA) / 35

American Marketing Association(AMA)
EEEBEHME(AMA) /35

American Newspaper Publishers Association
(ANPA)
RERTIH R & (ANPA) / 36

American Society for Quality (ASQ)
EEAEE(ASQ) / 36

American Society of Composers, Authors and
Publishers (ASCAP)
EKEMEM KRR LT RS RE & ORI
KEAF IS (ASCAP) / 36

American Statistical Association (ASA)
XEG = (ASA) / 36

American Television and Radio Commercials
Festival
EEHERMBELTET /36

Americans with Disabilities Act(ADA)
EEBREAER(ADA) /37

Amplitude Modulation (AM)
RIB P, VA IR (AMD / 37

Analogy Advertising
K /37

Analysis of Variance
TrENT /37

Analytical Marketing System
BHITRG / 38

Anchorperson
FRETEERFA /38

Ancillary Service Endorsement
RS EE / 38

Andy Awards
i / 38
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Animatic
HhH /39
Animation
Bhil / 39
Animation Camera
HEHZL / 39
Animation Stand
BEBETARE / 40
Announcement
EE /40
Announcer V. O.
R / 40
Announcer Voice-over
FEESE) /40
Answer Print
ERA /40
Antihalation Backing
BitERRE /40
Antimerger Act
CRFAFHERY /40
Antioffset Spray
Bk E / 41
Antique Finish
T4k / 41
Antitrust Acts
CRAEPIESR) / 41
Appeal
W5l 5/ 41
Applause Mail
FGME /41
Arbitron Company
BT L8 R AR ST E R E B D 28 7] / 42
Arbitron Information on Demand (AID)
BT b3 R 1R S, (AID) / 42
Arc Light
LT / 42
Area-by-area Allocation
XL / 42
Area Distribution Center (ADC)
K84z H.0 (ADC). / 43
Area of Dominant Influence(ADD
F 3 X (ADD / 43
Area Sample
KigpeAs / 43

Area Selection
X / 43
Army and Air Force Post Office/Fleet Post
Office (APO/FPO)
% = W Rl 25 ZE R 5 (APO/FPO) / 43
Arrears
BIARATSK / 43
Art
ZAR /43
Art and Mechanical (A & M)
LRERARITHALM /43
Art Buyer
ZARER /4
Art Director (AD)
ZREYE(AD) / 44
Art Directors Club
EARBERLRE / 44
Art Service
ZARRE HL /44 .
Ascender
WCFRRE MRS, LITFER /44
Aspect Ratio
FEth /45
Assembly Dailies
HEMHR /45
Assigned Mailing Date
1REHRAT HE / 45
Assistant Art Director
ZARBIEEIIE / 45
Associate Creative Director (ACD)
BhFEAIE B M (ACD) / 45
Associated Business Publications
BR-G Rl s jtat / 46
Association of Interactive Marketers (AIM)
EHEBEHARDE(AIM) / 46
Association of National Advertisers (ANA)
EXEEEEE P& (ANA) / 46
Atmospherics
ST/ 46
Attached Mail
{E1RHHE / 46
Attention
HE /47
Attitude Study
BEWR /47
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Attitudes Author’s Alteration (AA)
BE /4 EEFEHR(AA) /53

Attitudes, Interests, and Opinions
BEGBRER /47
Attribution Theory
IRFEE /47
Audience
AR CEFEYTAR AR L) / 48
Audience Accumulation
ZREH /48
Audience Composition
ZAMIRL / 48
Audience Duplication
ZREEHK /48
Audience Flow
ZARTBN ARG / 49
Audience Fragmentation

SR /49

Audience-holding Index
Z PRI / 50
Audience-participation Program
ZHRSH5WH /50
Audience Profile
ZARHHE / 50
Audience Share
AR/ 50
Audimeter
ZARWERIX / 51
Audio
B/ 51
Audit
#it /51
Audit Bureau of Circulations (ABC)
EATEFIHRABC) /52
Audit Bureau of Marketing Services

BHRsHITR /52

Audit Bureau of Verification Services
BAERRS B IR / 52

Audit Report
Wit /52

Audit Trail

HIKERI /52
Audition

#HHulm, iy / 53

Author’s Correction
 EERIE / 53
Automated Business Mail Processing System
(ABMPS)
HERSHRFAL RS (ABMPS) / 53
Automatic Dialer
Ak S / 53
Automatic Interaction Detector Analysis (AID
analysis) '
H 23 BRI 434 (AID 4347 / 54
Automatic Merchandising
BB / 54
Automatic Renewal
HahET / 54
Automatic Reorder
BEIEITR / 54
Automation Rate
HEh%HE /55
Automobile Information Disclosure Act
(RERFBAFFIER) /55
Auxiliary Service Facility (ASF)
BN AR 580 (ASF) / 55
Availability
AR, WERARIE / 55
Avails
ARt / 55
Average Audience (AA) Rating
e / 56
Average Frequency
FHIIAE / 56
Average Net Paid Circulation
EAT RGP H RATR / 56
Average Paid Circulation
BT AITR / 56
Average Profit Margin
SEHFINEER / 56
Awareness
AR /57
Awareness, Interest , Desire, Action(AIDA)
AIDA #8] (R E AR = NB . REF K,
[84TE) /57
Awareness, Trial, Repeat (ATR)
ATR R GAR G B /57
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B County
B2kH /59
Baby Billboard
NN /59
Baby Boomers
BILE—M /59
Back Cover
K / 59
Back Dating
AR B8, @A IE LR / 59
Back End
JE b, Ja 8L / 60
Back Issue
AT / 60
Back of Book
JeH1T /60
Back Order
REHRELE / 60
Back Start
MWHEIF LR / 60
Back-to-back Commercials
HXERALSE /60
Background
HR /61
Background Music
HREL /61
Background Plate
HRLM /61
Backing up
EEHHE /61
Backlighting
WG / 61
Backup Space
#RipRm / 62
Backup Tape
HIRER / 62
Backward Integration
JRiEE /62
Bad Break
B EARY /62
Bad Debt
W / 62
Bad-debt Allowance
TIRAHE / 62

B

Bad Pay

Tt GE S / 63
Bad-pay Allowance

TAEE RS &K / 63
Bad-pay List

Tk / 63
Bad-risk File

IR RS S / 63
Baffle

Rtk / 63
Bag Tag

HWH AR / 63
Bagging

348 /63
Bait-ad

RS /63
Bait and Switch

PR / 63
Balance

A, AU AR/ 64
Balloon Copy

ABE / 64
Balop

BB BB R R/ 64
Balopticon

BRAL /64
Bank

ETFPE / 64
Banner |

BEE, ARiE / 64
Banner Ad

BER) 4 / 65
Bannerhead

WAL K FARE / 65
Bar Code

#IETS / 65
Bar Code Sorter

FIEMHA / 66
Bar Graph

HARE / 66
Baronial Envelope

ERfEH /66
Barter

YRS /66
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Base Line Below-the-line Cost
#Hek /67 LTHERA /69
Base Rate Benchmark
AR / 67 HeHE / 69
Base Record Benday Process
AR / 67 AHIRGHI R / 70
Basher Benefit
BOGLT / 67 Fzk / 70
Basic Network Benefit Segmentation
HAEMLE /67 Flzz4msyr / 70
Basic Price Best Time Available
HAEMHE /67 BAERTERTIE] / 70
Basic Rate Beta Error
AR /67 DUERZE,RIRE / 70
Basic Weight Beta Test (Beta Test Site)
HAFER /67 BREML: / 71
Basis Weight Better Business Bureau
HE /67 BERHER, XEHEREDE /71
Batch Better Offer Complaint

#oE, HabH / 68
Batch Balance
W1 / 68
Batch Header
fitEts / 68
Batch Identification
HEIRT / 68
Batch Mode
HERDS / 68
Batch Number
= /68
Batch Processing
Hitab2E / 68
Bearers
3R / 68
Beat

BIT ¥0F Bk / 69

Beauty Shot
&gk /69

Behavior Segmentation

114845 / 69
Believability

AR / 69
Bell Cow

e /69

B / 71
Bevel

PRkl /71
Bezier Drawing Tool
T EIRMELH TR /72
Bias

I /72

Bill Enclosure

T A4 / 72
Bill Group

HyRE /72

Bill Insert

T BAETT / 72
Bill Key

REAR /72
Bill Me

eRK L /72
Bill of Materials

YIRLEE / 73
Bill Stufffer

Mg BB M T &L / 73
Bill to/Ship to

Billboard
JTER /73




