
Selected glossary

(adapted from Pocket Advertising -Caroline Marshall - The Economist Books – 1998)

Adcept:  Halfway in creative process of producing an ad. Half advertisement, half concept 
board. Shows possible but stripped down, treatment of the advertising theme.
Advertiser-funded  programme:  Programme  where  all  or  part  of  costs  are  met  by  an 
organisation in return for  favourable showing of  its  products or an airing of  its  message. 
(American soap operas sponsored by Procter & Gamble)

Advertiser-supplied programme: Programme where an organisation not only pays but also 
devises a show which it sells to a broadcaster (Wheel of Fortune by Unilever)

Advertorial: Paid-for advertising produced in the editorial style of the newspaper or magazine 
in which it appears on the proviso that it is clearly entitled 'advertisement' or 'promotion'.

Affinity:  A synergistic impression felt  by a viewer between a television programme and a 
commercial  transmitted  within  the  programme -  e.g.  a  story  line  in  a  programme that  is 
mirrored in an accompanying commercial. Can also be applied to similar juxtaposition within 
other media.

Airdate: Date when an ad is first broadcast.

Ambient  media:  Non-traditional  objects  or  sites  which  carry  advertising  messages.  (e.g. 
aerial ad, ad on taxis, buses, bins, shop floors,  pavement, etc.)

Animatic:  A rough film version of a TV ad produced, once the script has been agreed, on 
videotape rather than the more expensive 35mm film. Looks like an animated cartoon and 
carries a working version soundtrack. Pictures are shot on a storyboard. Used in pre-testing 
to see creative idea and test it on consumers, without committing money to film a commercial.

Art buyer: Member of agency staff who negotiates buying outside creative services, such as 
photography, model-making, ad illustration.

Artwork: Advertising material that is ready for printing.

Attitudinal  survey:  A  qualitative  or  quantitative  survey  that  considers  the  values  of 
respondents - their attitudes, motivations or perceptions - and their views about products, 
media,  etc.  Respondents  often  asked  to  state  whether  they  agree  or  disagree  with  an 
opinionated  statement.  Answers  expressed  on  a  sliding  or  likeability  scale  ranging  from 
'Agree strongly' to ' Neither agree nor disagree', to 'Definitely disagree'.

Audience:  The people who see or hear and advertisement; the readers and viewers of or 
listeners to an adverising message; or the intended recipients of the message.

Audited circulation: The circulation of a publication that has been verified by an independent 
organisation.

Average frequency: The number of average opportunities to see (OTS). It is calculated by 
dividing gross reach by net reach.

Average issue readership (AIR): An estimated number of people who claim to have read or 
looked at an average issue of a publication (during last publication period).



Awareness:  Penetration of  a product,  concept or  advertisement  into the conscious mind. 
Awareness-raising is often the stated aim of a campaign and is expressed as a percentage, 
such as: campaign awareness is running at 75% among men aged 16-24. There are two 
types of  awareness: spontaneous  (which ads have you noticed recently?) and prompted 
(Have you noticed the ad for X?)

Barter: Where an advertiser exchanges its product or service for advertising airtime or space. 
Also called a contra.

Bastard: An awkward print ad or publication size. 

Big Idea: The big idea is one which makes the brand or product proposition relevant, clear, 
and memorable.  Agencies strive to merge their  strategic analysis,  media choices and gut 
feelings into an elusive big idea, combining the place a product occupies in a consumer's 
mind, the appearance of an advertisement and the slogan that encapsulates it.

Billings: The total value of business handled by an advertising agency; its gross turnover or 
the amount of money the agency pays media owners to place its clients' ads in the public 
domain.

Bleed: When the print area of an ad extends to the edge of the page rather than just being 
set in a box or carrying a white border. In fact the artwork is prepared so that it is bigger than 
the page to make sure that the ad does fill the page after it has been trimmed by the printer. 
This extra amount, usually 5 mm on each side, is technically the bleed.

Blipvert: An extremely short commercial, a few seconds in length.

Body copy: The main copy, other than the headline, that appears in the ad.

BOGOF: Short for BUY ONE GET ONE FREE, a type of sales promotion where a consumer 
sending in a label or packet top from a brand will receive a coupon for a second free packet. 
Such promotions  can be  easily  copied  by  competitors  and  are  effective  only  for  holding 
regular users, not attracting new customers. You might however temporarily attract new users 
in this way.

Brainstorming:  A technique used by agencies and other organisations where a number of 
people get together in an informal meeting to attempt to come up with new ideas. The focus is 
on creating as many ideas as possible, however wild and wacky some may be, rather than 
concentrating  on  the  specific  campaign.  The  list  can  be  returned  to  at  a  later  date  for 
considered analysis of which ideas have potential.

Brand:  Originally, the trademark or symbol manufacturers put on their products, the term 
brand has now evolved to  mean products  or  services that  promise specific  benefits  and 
expectations about price, quality performance. Well-known brand names are a company's 
strongest asset. Like people, they have distinct personalities to which advertising as well as 
pricing, packaging and so on, contributes. Retailers such as supermarkets have realised that 
they too are brands, which will benefit from a quality reputation. According to Hugh Davidson, 
there are 4 main types of branding: 

- Corporate-umbrella  names  that  can  be  used  as  lead  names  (McDonald's, 
American Express) or as supporting names (VAG, United Biscuits), the latter 
being better known to stockowners than to consumers and typically shown in 
small print only.



- Family-umbrella names covering a range of products in a variety of markets. 
There  will  often  be  common  links  in  packaging  style,  quality  and  even 
advertising  between  all  the  products  carrying  the  umbrella  name.  The 
manufacturer  assumes  that  a  good  experience  with  one  product  within  the 
family will encourage consumers to buy others (e.g. Daimler-Benz’s Mercedes 
for vehicle markets from small vans to large trucks and saloon cars to safari 
vehicles, Marks & Spencer’s St Michael).

- Range brands also comprising variety of  products,  but which differ in having 
visible and shared product benefits (e.g. Mr Kipling Cakes, PepsiCo’s Frito-Lay’s 
range)

- Individual  brands  comprising  one  product  type  in  one  market,  but  including 
different  sizes, flavours,  product  and service options,  and packaging formats 
(e.g. Ribena, Ariel washing powder or liquid, Gillette razors, shaving creams or 
gels).

Brands may vary from being 100% umbrella or range to being 100% individual. For example, 
for  McDonald’s  Big  Mac  the  range  name,  McDonald’s,  is  the  most  important  element, 
whereas for Nestlé’s Kit Kat, the individual brand name, Kit Kat, matters most.

Brief: A summary of facts, objectives and rules agreed between client and agency before an 
advertising campaign is created.

Budget: The amount of money an organisation has to spend on advertising. A budget will 
depend on the scale of the advertising task and will depend on the media to be used and the 
geographical coverage.

Various methods are used to set advertising budgets. Some companies agree a task-oriented 
budget where marketing objectives are set and from these the advertising task is defined and 
budget is calculated. Some companies set their budgets on the basis of the previous year’s 
sales or a forecast of the next; some allocate a fixed portion pf a brand’s or the company’s 
turnover to advertising; others (less smart) simply find out what their competitors are spending 
and match it. 

Hardened advertisers warn that task-oriented budgets can be converted by enthusiastic 
agencies into fantastic sums; for example: “ The only way you will make your brand of cat 
food famous is via a heavyweight TV campaign in all regions, together with a poster and 
direct mail campaign.”

Burst strategy: An intense period of advertising within a concentrated time period. A typical 
burst would last for about 3-6 weeks and would be repeated again after a 3-6 week gap in 
activity.

Celebrities: Using famous people in advertising works as the number of celebrities appearing 
in advertising testifies. If a celebrity is a known authority on a subject, such as a tennis star 
endorsing tennis equipment, his or her own status values are brought to a campaign. 
Sometimes a commercial is deliberately written around a celebrity who seems to be natural 
for the product.

Client: A person or company for whom an advertising agency works. Although outrageous 
stories abound about how agencies pamper their clients – with lavish lunches and dinner, 
tickets to major sporting events, essential “observing” roles on two-week commercial shoots 
in Barbados – it is also true to say that few agencies have achieved the status of a 



dispassionate marketing services provider, which entails recognising that advertising might 
not be the solution to the client’s every problem.

In his book “Excellence in Advertising,” Michael Sommers of Price Waterhouse says that 
creative directors often show little respect for their clients’ ability to know what they want. 
However, despite stories of lack of cooperation between agencies and clients, some agencies 
succeed in keeping clients loyal for many years and the strategy pursued in the advertising is 
jointly owned. (e.g. Ogilvy & Mather with Beecham since 1896, J.Walter Thomson with Kraft 
since 1926, DMB&B with Mars since 1932). Clients probably do not like changing agencies 
because it is expensive and time-wasting: they prefer stability. 

Client conflict: When an agency has more than one client in a sector it is called a conflict, 
inviting suspicions about confidentiality and loyalty. It is becoming increasingly difficult for 
agencies to pass the conflict test, particularly in th ecsae of multinational companies, which 
often have multiple brands in each category. Some organisations put clauses in contracts that 
prohibit any involvement with competing clients.

Cluster analysis: One of the myriad classifications systems used in advertising research for 
grouping individuals by their shared characteristics: age, income, sex, attitudes, purchases 
and so on. If a group has no overlap with another, that is, if none of its members is a member 
of another group, it is called a discrete cluster.

Clusters are used as the basis of quantitative attitudinal research, where they can be used to 
create psychographic groups, or in agency speak, lifestyles. A psychographic group is defined 
by attitudes, motivations, and values rather than by demographics or buying habits.

Clutter: A statement that describes a high intensity of advertising messages that consumers 
may see in a given time period. Can also relate to the overall level of difficulty an advertiser 
experiences in reaching consumers.

Comparative advertising: When and advertisement makes implicit or explicit comparisons 
between the product being advertised and competing products. National laws vary on what 
comparisons are acceptable.

Composition: The percentage of a publication’s readers or broadcast programme’s audience 
who fall into a given target group such as senior management. Often used interchangeably 
with ‘profile’.

Concept board: A collection of images mounted on a board to give an idea of the tone or 
mood of a n advertisement.

Consumer: Advertising terminology for customer, the person agencies want their 
advertisement to reach. A creative brief attempts to pigeonhole consumers: for example, “the 
consumer is a female young professional living in a flat in outer London”. What agencies 
sometimes forget is that consumers are people first and targets second.

Continuity discount: An incentive that a media owner may include in its rate card structure 
whereby a discount rate is offered for repeat business.

Cooperative advertising: Advertising which is paid for jointly by a manufacturer and a 
retailer where the advertisement, usually placed by the retailer, promotes a manufacturer’s 
brand.

Copy: The words –headlines, text matter – in a press advertisement. The term copy s used to 



differentiate those elements from the pictures or graphics that also appear. However, copy is 
also used to mean completed artwork.

Copy date:  The deadline for a commercial or press advertisement to be delivered to the 
media owner who will broadcast or publish the work.

Copywriter

Someone who writes the words for an advertisement, usually working in team with an art 
director, and based in the creative department. Sometime the copy is the most essential 
element in a campaign.

Cost efficiency ratio: The value of an advertising schedule or an advertisement in relation to 
its cost, usually expressed as a cost per thousand.

Cost per thousand.: The cost to the advertiser of reaching 1,000 people in the target market.

Creative brief: A document explaining what an ad or ad campaign is intended to achieve and 
who it is aimed at. It includes things like campaign requirement; target audience; what the ad 
is intended to achieve; mandatory inclusions and desired brand image.

Daypart: The definition of the time of day a TV commercial will be transmitted e.g. breakfast 
time, daytime, peak time, night time.

Demographics: A description of a population or a target market in terms of age, sex, social 
class, family income, and so on.

Demonstration advertisement: An ad that concentrates on how a product works, usually 
used for functional items such as kitchen equipment and cleaning brands. In the early days of 
commercial TV, a white-coated ‘expert’ figure was frequently used to demonstrate to 
housewives how to use this product or to compare it with another product.

Dispersion: The scattering of ads across different media. Advertisers of different types of 
product seek different levels of dispersion. Soap powder manufacturers for example seek 
high levels of dispersion in order to maximise gross reach.

Double-page spread: Usually called a DPS, it is two pages of a newspaper or magazine 
facing one another which carry a single ad. A centre spread is a kind of souped-up DPS, in 
the centre of publication and printed on one sheet of paper. This removes the risk of the left-
hand page not matching up with the right-hand page and is one reason centre spreads carry 
a premium price. Another is that saddled-stitched magazines tend to fall open at the centre 
spread.

Drip strategy: Where ad messages are delivered to consumers over an extended period.

Drivetime: Peak listening time on commercial radio, from 7am to 9am and 5pm to 7pm, when 
people are driving to and from work.

Dummy: A mock-up of a newspaper or magazine used to give an idea of what the final 
printed version will look and feel like.  Dummies are created to circulate around agencies and 
media buyers when new launches and redesigns are imminent.

Duplication: The estimated number of people who read either two or more given publications 
or two or more given issues of the same publication. The higher the duplication between any 
two titles, the higher the average frequency and the lower the additional net reach that will 



result form advertising in both of them instead of just one.

Effective frequency: The level of exposure to an ad necessary to produce a positive change 
in awareness, attitude or purchasing. There is much debate about the number of times 
someone must see an ad before it is effective.

Eighty-twenty rule: The rough rule of thumb that 20% of a brand’s customers often account 
for 80% of its profits. Sustaining a relationship with a product’s core customers is one of the 
greatest challenges for advertisers. It is far more fruitful to talk and sell to your most profitable 
customers than to adopt a scatter gun approach.

Endline: The words shown at the end of a commercial summarising the whole and leaving 
the consumer with a final impression (e.g. ‘Heineken refreshes the parts other beers cannot 
reach’, ‘Just Do It’, ‘The Real Thing’).

Exposure: The exposure of a target audience to an ad. Exposure is generally expressed an 
OTS or an OTH. Exposure does not necessarily mean that the target audience was 
influenced in any way by what they saw or heard.

Flight strategy: An expression reflecting the overall approach to media planning (e.g. burst, 
drip, pulse)

FMCG: Fast moving consumer goods typically low unit value goods in universal demand such 
as toilet tissue, food and washing powder.

Geodemographics: A method of segmenting consumer markets by where and how people 
live.

Grazing: A kind of TV viewing where people switch through channels in an attempt to find 
something of interest.

Grey market: A fast growing consume group comprising people aged 45 and over. Also 
known as empty-nesters.

Headline: The dominant line of type in a print ad.

Impacts: An estimate of the actual exposures to ads. Not to be confused with OTS: an impact 
is an OTS which has actually been taken.

Issue life: The period of time that a magazine or newspaper might be looked at. A monthly 
magazine has a potentially greater issue life than a weekly.

Juxtaposition: A term used in poster ad when competitive posters appear next to each other, 
intentionally, at the same time.

Last issue readership: An estimate of the number of people who claimed to read or look at 
any issue of a publication during its last issue period (yesterday for a daily, last 7 days for a 
weekly).

Lifestyle: An expression used in ad research to describe a population or part thereof in terms 
of its members’ work and free time, what they eat, drink, wear, read, watch on TV, how much 
they earn, their attitudes, etc.

Light viewers: A minority of commercial TV viewing population that watches the least amount 
of TV.



Logo: A graphic device used to communicate a company’s name.

Market share: The ratio of a company’s sales in either volume or value to the total size of the 
market in a given period.

Minutage: In TV ad, the number of minutes of advertising permitted in any one clock hour.

Off-the-page advertising: Advertising in newspapers and magazines goods or services that 
consumers are invited to purchase by filling a coupon, which they cut out and send off, by 
phoning a number or by accessing a website.

Omnibus survey: A quantitative research study conducted regularly by phone or face-to-
face, normally using a large sample and on which advertisers can rent a space to put their 
chosen questions to a defined audience. Omnibuses are cost-effective as they are run by 
research companies and advertisers share the costs with others.

Overclaim: When an advertiser misleads by exaggeration without being able to offer proof of 
its claims. Also appli8es when survey respondents profess to own more, buy more, read more 
and have sex, holidays, and so on more frequently than they do in reality.

Own-label: Retailer brands

Parody advertising: A wise-cracking campaign that makes a joke out of high profile TV or 
advertising genre, a film, a song or broadcast show.

Pass-on readership: Readers of a newspaper or magazine that was not bought by them or a 
household member or sent to them free, such as those in a dentist’s waiting room.

Pitch: A meeting where an advertising agency presents its ideas to a client in a bid to win or 
retain a piece of business.

POS advertising: Point of sale ad that is delivered to the public in a commercial environment 
such as shopping malls, supermarkets or car dealers.

Prompted recall: A respondent’s ability to remember something he or she is quizzed about, 
having been given a memory aid such as a product name, a still from an ad or an endline.

Pull back to reveal: The process in a TV commercial where the last shot reveals the climax 
or gag.

Pulse strategy: A media planning approach that falls somewhere between a burst and a drip 
strategy with a reasonable level of intensity.

Ratecard: The official cost of ad space or time in published form, infinitely negotiable.

Recall: One of the main criteria for evaluating whether advertising works or not; often used in 
the testing of print advertisements and broadcast commercials. A brand is said to have recall 
if it comes to consumers’ minds when its product category is mentioned. 

The debatable thing about recall is that it does not equate with persuasiveness or the ability to 
change a consumer’s brand preference. It is all about the strength of the execution of the ad 
and more affected by the weight of media spend than the underlying strategy.
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