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PREFACE

Indian PR Industry is growing at a annual rate of 32 % and is likely to double its size by 
2012-13. These are the finding of a random survey carried out by the associated chamber of 
commerce and industry of India(ASSOCHAM). The advertising, Marketing and PR sector 
in India is changing rapidly in response to advances in technology and many opportunities 
are opening up for new comers.

Since the Indian PR Industry is still nascent, there is an opportunity to offer integrated 
solutions, specially as the line between Public Relations, Advertising and digital is already 
starting to blur.

With the growing adoption of the Social Media, there is a combination of options available. 
Social Media is catching up fast with traditional Media and is becoming part of many 
companie’s communication approach.

Since demand for PR Professionals are rising and so are opportunities galoring for relationship 
industries and it is because of this resion the industry has shown a growth rate of about 22 
to 25%  in last couple of years and the trend will continue in future and even grow for better.

The industry has seen fast growth and expect to see continuing growth in the future, in term 
of vertical markets. Healthcare has been identified as the fastest growing sector. However, the 
public sector. The environment and corporate social responsibility are all emerging as growth 
areas for PR and Advertising.

Public Relation is being used as a supplement along with advertising to form an effective 
communication strategy. This is primarily because at times advertising dose not suffice in 
communicating the exact massage. Public relation service not only help in communicating the 
massage but can also help in generating a favorable response.

The PR and adverting industry, along with the entertainment industry and new Media is 
flourishing and growing and so is technology. The overriding concern of the industry is the 
skill shortage. The industry needs & welcomes the new comers but only those who can prove 
their worth. The need of the hour is that the media institutions should turn out professionals, 
but for that we need teachers with skills, experience & expertise, well organized training 
courses & also text and  reference material of international standard.

Unfortunately, there are very few institutions in India who are having the professional 
approach and setup for proper training in the field of PR & Advertising. Also, one can find 
very few books or reference materials on these subjects by India Authors.



It is not the claim of the Author that this book will explain all the intricate details of PR & 
Advertising industry, but I am confident that the book will help you understanding day to day 
functioning of the industry and you will feel more comfortable with the complicated medium. 
The useful Terms have also been incorporated from printing technology which are frequently 
used in Advertising sector.

My sincere thanks to Sri Suresh Mehrotra and Sri Vijay Tiwari Senior Journalists (Bhopal) 
Prof. Vijay Kumar Agrawal, Director- National Institute of Technical Teachers And Research 
(Bhopal) Sri Sriram Tiwari Director (Culture) Department of Culture, Govt. Of M. P., Prof. 
Nishith Dubey and Prof. Abhilash Thakur of National Institute of Technical Teachers Training 
&  Research (Bhopal) Prof. R. B. Shivgunde Joint  Director - Pandit Sundarlal Sharma Central 
Institute of Vocational Education (Bhopal) – Sri Rakesh Jaitly, Dy. General Manager (PR) 
NTPC for sharing useful suggestions.

I am also thankful to Sri Rupendra Chauhan, Sadaiv Ranjan Pajouria, Aayushman Jhingran, 
Keshav Tiwari, Ritesh Dubey, Neha Tiwari and Manoj Kumar Maurya for their help and 
assistance.

My sincere thanks to Sri Manish Gupta of  Indra Publishing House for supporting this project.

Your  suggestions  and  critical comments are most welcome as these will help me for my 
new projects. Please send your comments to me at mediamantra2000@gmail.com or at +91 
9415408419 and +91 9425007431.

All the best,

June 15, 2013

Prabhu Jhingran

11/6 Dalibagh
Lucknow – 226001

Uttar Pradesh
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1
0 & 0 Station: A station owned and operated by a network.

10: A 10 second television commercial.

10 Base-T: An Ethernet local area network (LAN) cabling composed of a twisted pair of wires.

120: Term used for two minute radio or TV commercial.

24/7/365 : Shorthand for 24 hours a day, 7 days a week, 365 days a year. Reference is to a store 
or resource (e.g. the Internet) that is open or available all of the time (including February 29th).

3 G: The third generation of mobile communications technology sanctioned by the International 
Communication Union. Analog cellular was the first generation and digital PCS (personal 
communication service) was the second. 3G operates with up to 384 kbps bandwidth.

3/C: Three colour.

3+Reach: In the application of statistics to advertising and media analysis, reach refers to the 
total number of different people or households exposed, at least once, to a medium during a 
given period.

30-Sheet Poster: A standardized poster format, typically measuring 12’3” x 24’6” in size.

4As: American Association of Advertising Agencies. To log on, go to www.aaaa.org.

4C, 4CP, 4CPB: four colors, four-color page, four-color page bleed. See four-color page.

60: A one-minute commercial.

90: A 90-second TV commercial.
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A
AA: Average audience. A broadcast schedule similar to R.O.P. where specific programs and air 
times have not been requested by the advertiser. A company specializing in developing media 
planning and media plan management software tools, such as MEDIATOOLS. 
Website: workhorsesoftware.com.

A Counties: The classification of counties according to Census household counts and 
metropolitan proximity. There are four county size classes “A”, “B”, “C”, and “D”. In general, “A” 
counties are highly urbanized, “B” counties relatively urbanized, ”C” counties relatively rural, 
and “D” counties very rural.

A/E: An account executive (A/E) is an advertising agency employee assigned to a client and 
responsible for overseeing the services provided to the client.

A:S:  Used for showing the relation between Ad and Sales.

A\B Split: Two versions of an advertisement or two entirely different ads for the same company, 
with each version distributed in every other copy of the magazine. Each version is ostensibly 
delivered to all of the geographic areas covered by the magazine. The two versions combined 
account for 100 percent of the magazine’s circulation. A\B splits often are used to test two 
versions of an advertisement to determine, for example, which has the higher level of readership 
or response (gauged by coupon redemption, reader phone calls). 

A2S: Advanced Analytic Solutions.

AAF: American Advertising federation. For more information please visit -
www.aaf.org.

AB’s: It is a UK socio-economic classification to describe high status individuals. See social 
grade/class/socio-economic groups for more information.

Abandon Ware: Computer software that is no longer manufactured nor distributed by the 
company that created it. 
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ABC: It is a short form for “The Audit Bureau of circulation’. It is an independent body that 
verifies circulation figures for newspapers, magazines, B2B publication, directories, leaflets, 
exhibitions and websites in the UK and US and also for certain international newspapers and 
magazines. 
For further details - www.auditbureau.org.

ABC Certificate: It is an official document issued by the Audit Bureau of circulation detailing 
its finding as a result of an audit. It is issued annually for twelve-month period covered by 
the two previous publisher’s statements. If auditor findings differ from the information in the 
publisher’s statements the discrepancies are reported and explained in the Audit Report.

Above The Fold: 1. Advertising or editorial content on a Web page that a user can see without 
having to scroll down. 2. Ad or edit content that appears in the top half of a standard-size 
newspaper. Also see below the fold.

Above The Line: This term is used to signify the forms of marketing that involves mass-market 
advertising. Ex: using of TV, Press, Radio and Posters etc.

Abrasion Resistance: The resistance to scratching of a surface of paper by other paper surfaces 
or other materials. 

Absorbency: The ability of a material to take up moisture 

AC: Author’s Correction

AC: Adult contemporary.

Academy of Marketing Science (AMS): An international, scholarly, professional organization 
dedicated to promoting high standards and excellence in the creation and dissemination of 
marketing knowledge and the furtherance of marketing practice. AMS has a role of leadership 
around the world within the discipline of marketing. website:ams-web.org.

ACB: ACB stands for Advertising Checking Bureau. ACB specializes in the development, 
management and administration of channel marketing programmes within the trade promotion 
market place widely regarded as USA’s primary authority on co-op and Promotional Allowance 
Programme Management. For further details log on to www.acbcoop.com  

Access : Access to library materials and services, on one dimension, is represented in the location 
of physical facilities. Because libraries are traveled-to outlets, marketing location theories can be 
applied successfully to library siting.

Access Channels: Cable TV channels that are leased by a cable system operator (with or 
without cost) for use by the public, educational institutions, or local government.
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Access Charge: A fee charged to subscribers or other telephone companies by a local exchange 
carrier for the use of its local exchange networks.

Access Panels: These consist of a large number of households who have agreed in principle to 
take part in marketing research, either on the telephone or via mail. They work as representatives 
of the population and volunteer some information about the household members that can be 
used for targeting. These days such panels are very useful and popular in the western countries 
for predefined consumers or buyers to help clients manage efficient and cost effective market 
research and also work to build a one-to-one relationship with the consumers. They track down 
consumer attitudes and behavior across time. Ex: IPSOS ACCESS PANEL, established in 
1997, is one of the leading operators of access panels in Europe. 
For further details – www.ipsos.com.

Access Provider: Internet service provider.

Accordion Fold: A type of paper folding in which each fold 
runs in the opposite direction to the previous fold creating a 
pleated or accordion affect. There could be 6, 8, or 10 Folds in 
a booklet or brochure. See fig. A-1.

Accordion Insert: An advertising circular, leaflet, or pamphlet that has been folded in an 
accordion fashion for binding into a magazine.

Accountability: Libraries like private sector businesses are increasingly called upon to make 
all units accountable for results. Growing funds are needed for technology as opposed to only 
books. Funders often cut the library budget first, in favor of other agencies such as police and 
fire or other seemingly, more necessary agencies. Libraries are developing better performance 
measures within the present day control systems to offer better accountability.

Account Executives: He/She is a sales or service personnel who is employed by companies that 
sell either advertising time or space. 

Account Planning: Having ideas about what leads people to respond to advertising. This helps 
in planning advertisements accordingly.

Accrual: The amount of a cooperative (co-op) fund earned on a per-Rupee or per unit basis 
through purchases over a stated period. 2. An accounting procedure where revenue and expenses 
are recorded in the period in which they are earned or incurred, regardless of whether cash is 
receive or incurred, regard-less of whether cash is received or disbursed in that period.

Acculturation: The process by which people in one culture or subculture learn to understand and 
adapt to the norms, values, life styles and behaviors of people in another culture or subcultures. 
For example, acculturation is the process by which a recent immigrant learns the way of life of 
the new country. Library services and materials facilitate this process.

Fig. A-1.
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Achromatic: The non-colors... black, white and gray.

ACORN: A geo demographic segmentation system. ACORN’S neighborhood segments are 
divided into 43 clusters and 9 summary groups. ACORN was created by CACI and then sold 
to ESRI. It is an acronym for “A Classification of Residential Neighborhoods.” website:esri.
com

Acquisition Cost: The cost to an advertiser to gain a new customer. Advertisers take into 
consideration the amount of revenue potential from a potential customer over a life time in 
order to determine the maximum acquisition cost.

Acquisition Value The users’ perception of the relative worth of a product or service to them. 
Formally defined as the subjectively weighted difference between the most a buyer would be 
willing to pay for the product or service, less the actual price of the item. Time user must spend 
to ‘acquire’ is often used as a surrogate for ‘relative worth or price paid,’ in library research. For 
example, a user might be willing to expend drive time and a brief time in the library to check 
out a best seller, but not wait two weeks for a copy to be returned.

ACR: Short for Association for Consumer Research. 
For further query please visit- www.acrwebsite.org

Across The Board: A type of scheduling in which a radio or TV program airs at the same time 
for five consecutive days for each week that it airs. Purchasing commercials in each airing is 
therefore an across the-board commercial schedule. Also called strip programming.

ACRT: All communications receiver transmitter.

Active Rock: A radio programming format similar to alternative rock but pushed to the extreme 
edge.

Activities, Interests, And Opinions (AIO): A measurable series of psycho graphic (as opposed 
to demographic) variables involving the interests and beliefs of users. Note, because psycho 
graphics are usually expensive to gather, yet offer a more precise profile of users, demographic 
variables are usually relied upon.

Ad Bank: Time bank.

Ad blocker: Software on a user’s browser that can block advertisements from being displayed.

Ad Click Rate: This word signifies the percentage of Internet users, those who after seeing an 
advertisement click onto it. This helps the companies to know the popularity of their products 
and hence make business: a track is kept on the number of people who click on any particular 
advertisement by the help of click meter, which company personnel’s have access to.
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Ex: If out of 100 Internet users who see an advertisement, 10 click onto it then the ad click rate 
will be 10% Ad Flight: The duration of time for which an advertising campaign is live.

Ad Hoc Network: A group of radio or TV stations that contract to broadcast a program. The 
network exists solely for the purpose if broadcasting a particular program and ceases to exist 
after the station fulfill their contractual agreement to air the program.

Ad Network: A advertising company that usually serves as a broker between web site publishers 
and advertisers. Larger ad networks aggregate sites into general categories so that they can offer 
advertisers targeted buys. The majority of banner advertisements on the Internet are sold and 
served by ad networks.

Ad Norms: A Roper ASW study that compiles all starch magazine ad readership scores of the 
previous year (or two). Ad norms are used in qualitative analysis of advertising recall of ads.

Ad page Exposure (APX): An estimate of the number of times the average reader of a magazine 
looks at (is exposed to) an average page of advertising in a magazine issue. The concept, proven 
with various research studies, exists because of the permanency of printed material; that is, a 
reader can read a given issue of the same magazine or sections of the magazine more than once. 
APX actually increases the potential reader impressions generated by a magazine. For example, 
if a magazine has 1 million readers and an APX of 1.1, the magazine produces 1.1 million reader 
impressions. APX was a popular concept before videocassette recorders and the Internet came 
on the scene. Now TV and the Internet can also lay claim to the same advertising exposure 
phenomenon.

Ad Recall: It is the measured ability of readers or audiences to remember ads they have viewed 
in various medium and programs.

Ad Relevance: A research company providing advertising expenditure measurement data for 
online advertisers. Nielsen\net Ratings purchased it from Jupiter. 
Website: ad relevance.Com

AD Server: A software program or type of computer server that distributes Internet 
advertisements, and can keep track of and report website usage. Ads can then be targeted 
toward certain types of individuals. An ad server also provides the ability to rotate banners so a 
user won’t see the same ad every time the same Web page is hit.



13

Hand Book of  Tech Terms

Ad Serving: It refers to the method developed to facilitate ad delivery On the World Wide Web 
or Internet. For instance, Companies such as Fly-cast and Double-click encourages the purchase 
of ad space by representing a stable of websites. See fig. A-2 and  fig. A-3.

Fig. A-2. Fig. A-3.

Ad Space: The space on a web page reserved for the displaying of 
advertisements. Typically at the top or bottom of a page or if a small 
advertisement in the right or left column. The most desirable ad space 
is above the fold. See fig. A-4.

Ad Speaks: It is an expression used for chatting in the 
advertising trade. See fig. A-5.

Ad Stock: The amount of carryover or retention of 
advertising (e.g., awareness, recognition, recall) for a selected 
target audience through time, during and following media 
advertising. Ad stock assumes that in addition to a “full-life,” 
that is, when commercial are actually airing, commercials have a “half-life”, or residual effect. 
Almost immediately after advertising exposed begins to decay- memory fades however, even 
after the advertising ceases, people will still remember the advertising ceases, people will still 
remember the advertising w( i.e. retain it) for some period of time, known as ad stock. Ad stock 
happens even if advertising linger into week two, even if week two has additional advertising. 
Stated with arithmetic, if a commercial has a decay rate of 50 percent for each week following 
the cessation of advertising, and the commercial aired for one week at a level of 100 target rating 
points (TRPs), the ad stock for that commercial (that schedule) is 50 TRPs in week two (100 
TRPs times 50 percent), 25 TRPs in week three (the carryover of 50 TRPs from week two times 
50 percent), and so forth. Ad stock is the compensating opposite of the advertising decay rate. 
For example, if a commercial decays at the rate of 75 percent each week, then ad stock maintains 
at a rate of 25 percent each week. The concept, born in the united Kingdom and sometime used 
in the united states, is used to adjust weekly TRP levels or rationalize an advertising hiatus. 
With the former use, a media planner recognizes that carryover TRPs have real value- that is, in 
a sense carryover TRPOs provide audience delivery at no cost. With the latter use, the media 
planner may opt to schedule a hiatus to either use funds for higher priority weeks or avoid the 
purchase of TRPs during high cost periods.

Fig. A-4.

Fig. A-5.
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Ad Units: A way of classifying ad types. Ad units on the Internet include banners, buttons, 
micro buttons, pop ups, skyscrapers, text links, interstitials, superstitials, etc. Ad units are usually 
defined by the IAB as voluntary guidelines.

Ad Volume: It is the amount of rupees or media units (ex: hours, number of pages) spent on 
advertising and marketing efforts.

AD*Sentry: A technology known as “computerized pattern recognition” that permits Nielsen 
Media Research to monitor commercial activity on broadcast and cable network as well on local 
television station in most of the major markets.

Ad*Views: Software that allows the user to work with Nielsen monitor-plus information directly 
from a desktop or laptop computer.

Ad: Edit Ratio: The ratio of advertising to editorial pages. For example, 60:40 indicates that 
60 percent of all pages in a publication is advertising and 40 percent is non advertising (i.e., 
editorial). The term can also apply to radio and TV (by substituting programming for editorial), 
but is never used because all vehicles within a venue (e.g., TV network TV category) have 
approximately the same level of commercial load. 

Ad: Ratio A:S: Advertising money as a percentage of a product or service’s sales. For example, 
a 2 percent A:S states that 2 percent of sales are invested in advertising. Advertising includes any 
fro of paid communication (such as brochures, direct mail, magazine, point-of-purchase display, 
radio, TV), the costs to produce the advertising, and the fees paid to advertising agents (e.g., 
advertising agencies and media agencies). A:S is usually pronounced “A to S.”

ADA: A computer programming language developed for the U.S. defense department. Although 
a general-purpose language, ADA is often the language of large systems that require real time 
processing, such as banking and air traffic control system. Ada is named after Ada Byron, who 
in 1843 predicted that a machine would be created that could compose music graphics.

Adcume: Software that allows the user to view gross and net target audience delivery specified 
target on a week-by-week basis. A product of Interactive Market system.

Added Deficiency Units (ADUS): In network television, the commercial units added to an 
audience-guaranteed buy (at no additional charge) to make up for impression or target rating 
point (TRP) under delivery as reported in a post-analysis. An ADU differs from a make good, 
because it has to do with rating point under delivery versus the TRP deliver agreed to at the 
time of purchase, as opposed to a commercial being or preempted.

Added Value: The goods or services received gratis as part of a media buy. This include 
merchandise- such as a TV set, paid travel, or concert tickets-that the advertiser can use for 
a sales contest, or services-such as additional advertising within the purchased medium, or 
advertising within a medium owned by the purchased medium, or participation in a media-
driven promotion.
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