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INPEANCJIOBHUE

Vue6Ho-MeTomnueckoe mocodue «Public Relations
Issues: Part |» mnpemnasHaueHo mis CTYINEHTOB OakajaBpHaTa,
MTOJTYJArOIINX 00pa30oBaHUE IO HAIIPABJICHHUIO TTOATOTOBKH «Pekiama
U CBA3U C 06H_I€CTBCHHOCTI:IO».

AKTyaJlbHOCTh JaHHOTO TOCOOUst OOYCIIOBIIEHA TeEM,
9TO B HEM TMpEACTaBIE€Hbl TEKCThl MPO(HECCHOHATHLHOTO
XapakTepa, 9TO CIOCOOCTBYET (hopmMupoBaHUIO
KOMMYHHUKAaTUBHOM,  KOTHUTUBHOM W  JTUHTBUCTUYECKOU
KOMITETCHIIMI CTYJAEHTOB. BaykHOI XapaKTEepUCTHKOMN OCOOUS
ABJIETCS ~ AYTEHTHMYHOCTh  IpeJlaraéMoro  Marepuana,
npodeccroHaIbHas HalPaBJICHHOCTh KOTOPOTO yOBIETBOPSIET
TpeOOBAHUIO peaM3alMd MEXIUCIHUILIIMHAPHOTO TOIX0/a B
00pa3oBaTENTFHOM MPOIIECCE: COAEPIKaHUE MPEICTABICHHOTO B
JTAHHOM TOCOOMHM MaTepHalia TEepeKIMKaeTcs C COJAep>KaHUuEM
KypCOB  CHENMANbHBIX JUCHUIUIMH MO  HaMpaBJICHUIO
IIOATOTOBKHN «Pexnama m cBsI3M ¢ O6H_ICCTB6HHOCTI>IO».

[Tocobue sBNsiETCS YETKO CTPYKTYPUPOBAaHHBIM U
IIOCTPOEHO II0 TEMATHYECKOMY NpHHIOMNY. B kaxaol teme
MPECTAaBICHBI TEKCTHI i OTPA0OTKH HABBIKOB MUCHMEHHOTO
U YCTHOTO IIEPEBOJA C AHIJIMHCKOrO sA3bIKa HAa PYCCKUH H
BOIPOCHl K HHUM, 32 KOTOPBIMU CIIEAYIOT YIpaKHEHUs Ha
3aKperyieHNe U3yYeHHBIX JIEKCUKO-TPaMMaTHUYeCKHX aCIIEKTOB.

TexkcTpl, BKJIIOYEHHbIE B JaHHOE TMocobOue, JaroT
JIOBOJIBHO  TOJHOE  MpPEACTaBICHHME O  CBA3IX  C
00IIeCTBEHHOCThI0, WM nadnuk puneitmH3 (IIP), xak chepe
PO eCCHOHAIBHON YEJIOBEUECKOM ACATEIHPHOCTUA B O TAKUX €€
BaXHBIX pa3fenax, Kak QopMUpoBaHHE OOLIECTBEHHOI'O
MHeHus, nabmucutu u pabora co CMMU. Ilpennaraemas
cUCTEeMa yNpaXHEHUH HallpaBJIeHa Ha OCBOEHHE CIleHaTbHON
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JICKCUKH,  OCBOCHHWE M  TIOBTOPCHHE  OIPEACICHHBIX
rpaMMaTHYECKUX CTPYKTYp, CTUIMCTHUYECKOE MCIIOJIb30BaHHE
TEPMHUHOJOTHH, pPa3BUTHE HABBIKOB MPO(ECCHOHATHLHOTO
MMChbMa W HaBBIKOB TEpeBo/ia B MpodecCHOHaIbHON cdepe, a
TaKk)kK€ KOMMYHUKATHBHBIX HABBIKOB.

B menmom, Kaxaplli TEeMaTHYECKHH pas[en MOCoOus
MPEJICTaBIsIeT CO0OM JIOTMYECKH TMOCTPOCHHYIO CHCTEMY,
HANPaBIIEHHYID HAa Pa3BUTHE KIIOUEBBIX  KOMIIECTCHIIHIA
00y4aroIUXCs: 00I1IEeSI3bIKOBOIA, KOMMYHHUKATHBHOM,
KOTHUTHUBHOM, CIICIMAIbHON M COLMAJIbHOM.

Takum oOpa3om, JaHHOE OCOOHE OPUEHTUPOBAHHO HE
TOJIBKO Ha pellleHne y4yeOHbIX 3a/1a4, KOTOpbIe, B paMKaX Kypca
«HOCTpaHHBI  S3bIK  MPO(ECCHOHANBHOTO  OOILIECHUS»,
3aKIII0YAIOTCs, B IEPBYIO OYepe/lb, B 00OTAIEHHH CIIOBAPHOTO
3amaca OOydJarommxcsi MPOo(EecCHOHATBHOW JIGKCHKOW |
COBpeMeHHOW TepMuHojoruii B obmactu 1P, dhopmupoBanun
HABBIKOB MEPEBOJIa TEKCTOB IO CIEIUATBHOCTH U JOCTHKCHHUH
OMpPEAENEHHOTO  YpPOBHA  BIAJCHHUS  YCTHOW  peEublo,
MO3BOJISIONIETO BECTH Oeceqpl Ha MpOo(deCcCHOHATbHBIE TEMBI.
bnarogapsi mupokoMy CIEKTpy MpPENCTaBICHHBIX 3aJaHUNl U
NPUOOPETEHUI0 HAaBBIKOB paboThl ¢  MpodeccroHalbHO-
HANpaBICHHOW  WHOS3BIYHOW  WHQPOpPMALMEH,  CTYACHTHI
OBJIAJCBAIOT crocobamu AKTUBHOU MMO3HABATEJIbHOMN
JIESITSIIBHOCTH, KOTOPBHIE B COBOKYITHOCTH C Pa3BHTHIMHU
KITFOUEBBIMH KOMITETEHITUSIMU OIPEACIISIOT YHUBEPCATBHOCTD H
COLMANIBHO-TTPO(ECCUOHATIBHYI0 ~ MOOWJIBHOCTh  OyIyLIMX
CHEIMATMCTOB U MO3BOJIIIOT MM YCIEIIHO aJalTUPOBAThCS B
Pa3HBIX COLMATBHBIX U MPO(EeCcCHOHATBHBIX COOOIIECTBAX.



UNIT I.
DEFINITION OF PUBLIC RELATIONS
Part 1

I. Lead-in. Class survey. Say what you think is crucial in
defining Public Relations and find out what the others in the
group think. What do most of you agree on?

I1. Read the text and answer the questions.

Defining Public Relations

The CEO who thunders “I don’t need Public Relations!” is a
fool. He or she doesn’t have a choice. Every organization has
public relations, whether it wants it or not. The trick is to
establish good public relations. That’s what this book is all
about — professional public relations, the kind you must work
at.

Public relations affects almost everyone who has contacts
with other human beings. All of us, in one way or another,
practice public relations daily. For an organization, every
phone call, every letter, every face to face encounter is a public
relations event.

To be sure, public relations is definitely not a profession like
law, accounting or medicine, in which all practitioners are
trained, licensed and supervised. Nothing prevents someone
with little or no formal training from hanging out a shingle as a
public relations specialist. Such frauds embarrass professionals
in the field and are becoming harder and harder to find.

As the field has increased in prominence, it also has grown
in professional stature. The International Association of
Business Communicators, a broad-based group that started
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with an internal communications focus, has 16,000 members.
The Public Relations Society of America, with a national
membership of nearly 20,000 in 113 national chapters, has
accredited more than one third of its members through a
standardized examination. The society has also investigated
legal licensing — similar to that of the accounting and legal
professions — for public relations practitioners. The society’s
main objective is to increase the field’s professionalism. It has
a code of standards, which focuses strongly on the
practitioner’s ethical responsibilities.

Whereas marketing and sales have as their primary objective
selling an organization’s products, public relations attempts to
sell the organization itself. Central to its concern is the public
interest.

Advertising also generally aims to sell products through
paid means. Good public relations, on the other hand, cannot
be bought, it must be earned. The credibility derived from
sound public relations work may far exceed that gained
through paid advertising.

The earliest college teachers of public relations exhorted
students to learn new ways of using knowledge they already
had — a different viewpoint, as if one moved to one side and
looked at everything from unfamiliar angles. Project yourself
into the minds of people you are trying to reach and see things
the way they do. Use everything you’ve learnt elsewhere —
English, economics, sociology, science, history — you name it.

Some decades later, it is still widely thought that a broad
background is essential to manage public issues effectively.
Although specific definitions of public relations may differ,
most who practice it agree that good public relations require a
firm base of theoretical knowledge, a strong sense of ethical
judgement, solid communication skills, and, most of all, an
uncompromising attitude of professionalism.

What, then, is public relations? Many people seem to have a
pretty good idea, but few seem to agree. American historian
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Robert Heilbroner describes the field as “a brotherhood of
some 100,000, whose common bond is its profession and
whose common woe is that no two of them can ever quite agree
on what that profession is”.

The reason for the confusion is understandable. On the one
hand, the scope of activities taken on by public relations
professionals is limitless. The duties of a practitioner in one
organization may be completely different from those of a
colleague in another organization. Yet both are engaged in the
practice of public relations. Beyond this, because public
relations is such an amorphous, loosely defined field, it is
vulnerable to entry to anyone self-styled as a “public relations
professional”.

Today, although a generally accepted definition of public
relations still eludes practitioners, there is a clearer
understanding of the field. One of the most ambitious searches
for a universal definition was commissioned in distant 1975 by
the Foundation for Public Relations Research and Education.
65 public relations leaders participated in the study, which
analyzed 472 different definitions and offered the following
88-word sentence:

Public relations is a distinctive management function which
helps establish and maintain mutual lines of communications,
understanding, acceptance and cooperation between an
organization and its publics; involves the management of
problems or issues, helps management to keep informed on and
responsive to public opinion; defines and emphasizes the
responsibility of management to serve the public interest; helps
management keep abreast of and effectively utilize change,
serving as an early warning system to help anticipate trends;
and uses research and sound and ethical communication
techniques as its principal tools.

Later, the Task Force on the Stature and Role of Public
Relations, charted by the Public Relations Society of America,
offered 2 definitions that project an image of the field at the
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highest policy-making level and encompass all its functions
and specialties:
Public Relations helps an organization and its publics adapt
mutually to each other.
Public Relations is an organization’s efforts to win the
cooperation of groups of people.

Questions:
Why is there no universally accepted definition of Public
Relations? What would many practitioners agree on?

What is the main difference between PR and advertising?
Think of a simple checklist highlighting the main
differences between the 2 disciplines, e.g.:

1.

2.

w

1.

Advertising
Advertising is designed to
sell a product or a service
by means of a TV
commercial, a magazine
advertisement.

no

.. etc.

1.

Public Relations
The role of PR is to
inform and educate by
means of a variety of
promotional  activities
which result in media
editorial coverage.

2. ...

3. ...

etc.

What is essential for practitioners to manage PR effectively?
What are the most common public relations activities
undertaken by practitioners?

I11. Vocabulary. Guessing meaning from the context. Find
words and expressions in the text that mean:

a direct meeting;

a small signboard;
something that stands out;
an aim, a goal;

an ability to be believed;

arLONOE




6. reasonable, trustworthy;

7. to urge, to encourage;

8. arange of actions;

9. which can be easily attacked or hurt;

10. (a person) who has given himself a title;
11. to escape;

12. authorized;

13. to keep up with the latest developments;
14. to contain, to include.

IV. Vocabulary. Give English equivalents for:

['enepanbHBIN/MCTIONMHUTENBHBINH  qupekTop; [IP-coObiTHE
(MepompusTHE); TPOXOAUTH OOY4YeHHE U JHUIICH3UPOBAHUE;
HAaXOIUTHCS MOJ KOHTPOJIEM; 3aHAThCS YACTHOW MNPAKTUKOM;
MOIIEHHUK, MOLIEHHWYECTBO; MeEUIaTh, MPENSATCTBOBATH Y-II;
npodeccHoHaAEHOE Ka4yeCTBO; COCpPEI0TOYMBATHCH,
KOHLICHTpUPOBAaTbCA Ha 4Y-J; TJIaBHAs  Lenb, 3aj]auya;
HaJIeKHOCTh, TOBEPHE; MPEBOCXOIUTD, IPEBBIIIATH;, CMSITEHUE,
3aMelaTeNbCTBO; OBITh BOBJIIEYEHHBIM BO Y-J; MHHUMBI,
BOOOpaXKAIONIMK;  B3aWMHBIM,  OOOIOIHBINA;  TPEABUACTD
TEHJCHIIMM; aJanTUPOBAThCS, MpUCIIOCAaOIUBaTLCS APYr K
JIPYTY; YCUIIUSL OpTaHU3aIliH.

V. Word-building. Compound adjectives.

Compound adjectives are often joined by hyphen like “self-
styled” in the text. Use the dictionary and make a list of other
compound adjectives with “self-“, i.e. “self-assured”, “self-
taught”, etc. Think of their Russian equivalents. Use these
adjectives in sentences of your own.

V1. Vocabulary. Phrasal verbs.

Look at the sentence with the phrasal verb “hang out” from
the text. What is the meaning of it? Turn to the dictionary
entries for other phrasal verbs with “hang” and the meaning
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they express: to hang around, to hang back, to hang on, to hang
over, to hang up.

Fill in the gaps in these sentences with the correct phrasal
verb with “hang” in a correct form.

1. I must have an answer soon. [ can’t _ indefinitely.
2. A few people _ the palace, hoping to see the princess
drive out.

3. With court case ___ him, he couldn’t enjoy his vacation.

4. “We’ll expect you at seven thirty, then. Goodbye”. She
and went back to the kitchen.

5. When volunteers were asked for, no one person .

VII. Language in use. Adjectives.

Find the adjectives “legal, firm, strong, ethical, solid,
uncompromising, amorphous, ambitious” in the text. Look at
how they are used and what nouns they describe. Think of
other collocations with these adjectives, i.e. “legal action, firm
decision, etc”. Translate the collocations into Russian. Make up
sentences of your own with some of them.

Part 2
I. Read the texts and answer the questions.
Interpreting Management to the Public

Public relations practitioners are basically interpreters. On
the one hand, they must interpret the philosophies, policies and
practices of their management to the public; on the other hand,
they must convey the attitudes of the public to their
management.

To accomplish these tasks accurately and truthfully,
practitioners must gain attention, understanding, acceptance
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and, ultimately, action from target publics. But first, they have
to know what management is thinking.

Good public relations can’t be practiced in a vacuum. No
matter what the size of the organization is, a public relations
department is only as good as its access to the management.
For example, it’s useless for a senator’s press secretary to
explain the reasoning behind an important decision without
first knowing what the senator has in mind. So, too, an
organization’s public relations staff is impotent without
firsthand knowledge of the reasons for management’s decisions
and the rationale for organizational policy.

The public relations department in a profit-making or
nonprofit enterprise can counsel management. It can advise
management. It can even exhort management to take action.
But management must call the shots on organizational policy.
Practitioners must fully understand the whys and wherefores of
policy and communicate these ideas accurately and candidly to
the public. Anything less can lead to major problems.

Interpreting the Public to Management

The flip side of the coin is interpreting the public to
management. Simply stated, this task means finding out what
the public really thinks about the firm and letting management
know. Regrettably, recent history is filled with examples of the
public relations departments failing to anticipate the true
sentiments of the public.

In 1980, Ronald Reagan rode to power on the strength of his
ability to interpret what was on the minds of the electorate. To
his critics, President Reagan was a man of mediocre intellect
and limited concentration. But to his supporters, Reagan was
the “great communicator” who led the nation to eight years of
unprecedented worldwide acclaim.

In the 1990s, Reagan’s successor in the White House,
George Bush, turned out to be a less skilled communicator.
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Despite an overwhelming Gulf War victory and unprecedented
popularity, President Bush suffered a stunning electoral defeat
in 1992 at the hands of another savvy communicator, Governor
Bill Clinton of Arkansas. While Bush stumbled, Clinton kept
his candidacy focused on one single, unwavering message:
“It’s the economy, stupid”. Candidate Clinton became
President Clinton largely on the strength of correctly
interpreting to the American public the importance of that key
term.

In hindsight, the savviest institutions — be they government,
corporate or nonprofit — must understand the importance of
effectively interpreting their management and organizational
philosophy, policies and practices to the public and, even more
important, interpreting how the public views their organization
back to the management.

The Publics of Public Relations

The term Public Relations is really a misnomer. Public
relations, or relations with the public, would be more to the
point. Practitioners must communicate with many different
publics — not just the general public — each having its own
special needs and requiring different types of communication.
Often the lines that divide these publics are thin and the
potential overlap is significant. Therefore, priorities, according
to organizational needs, must always be reconciled.

Technological change — particularly satellite links for
television, the Internet and the computer generally — has
brought greater independence to people and organizations, and
there is growing concern in organizations today about
managing extensive webs of interrelationships. Indeed,
managers have become interrelationship conscious.

Definitions differ on precisely what constitutes a public.
One time-honored definition states that a public arises when a
group of people faces a similar indeterminate situation,
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recognizes what is indeterminate and problematic in that
situation, and organizes to do something about the problem. In
public relations, more specifically, a public is a group of people
with a stake in an issue, organization or idea.

Publics can also be classified into several overlapping

categories:

1.

2.

Internal and external. Internal publics are inside the
organization: supervisors, clerks, managers, stockholders
and the board of directors. External publics are those not
directly connected with the organization: the press,
government, educators, customers, the community and
suppliers.

Primary, secondary and marginal. Primary publics most help
— or hinder — the organization’s efforts. Secondary publics
are less important and the marginal publics are the least
important of all. For example, members of the Federal
Reserve Board of Governors, who regulate banks, would be
the primary public for a bank awaiting a regulatory ruling,
whereas legislators and the general public would be
secondary.

Traditional and future. Employees and current customers are
traditional publics, students and potential customers are
future ones. No organization can afford to become
complacent in dealing with its changing publics. Today, a
firm’s publics range from women to minorities to senior
citizens to homosexuals. Each might be important to the
future success of the organization.

Proponents, opponents and the uncommitted. An institution
must deal differently with those who support it and those
who oppose it. For supporters, communications that
reinforce beliefs may be in order. But changing the opinion
of skeptics calls for strong, persuasive communications.
Often, particularly in politics, the uncommitted public is
crucial. A lot of campaigns have been decided because the
swing vote was won over by one of the candidates.
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The typical organization is faced with a myriad of critical

publics with whom it must communicate on a frequent and
direct basis. It must be sensitive to the self-interests, desires
and concerns of each public. It must understand that self-
interest groups today are themselves more complex. Therefore,
the harmonizing actions necessary to win and maintain support
among such groups should be arrived at in terms of public
relations consequences. Whereas management must always
speak with one voice, its communications inflection, delivery
and emphasis should be sensitive to all its consistent publics.

Questions:

1.

2.
3.

&

©CoNo~WNE

Why is a public relations practitioner fundamentally an
interpreter? What does he have to interpret?

What is the essence of proper public relations practice?
What is the difference between “general public” and
“publics™?

What are the main overlapping categories of publics?

. Vocabulary. Guessing meaning from the context. Find

words and expressions in the text that mean:
to perform, to finish successfully;

a way of getting (somewhere);

a fundamental reason;

frankly, in a straightforward manner;

to expect something to happen;

very ordinary, with no special talents;

a praise;

extraordinary, marvelous;

witty, understanding;

. steady;

. awrong name, a wrong term;
. acoincidence in part;

. settled, arranged,;

. vague, not precise;

15



15. making slight difference;
16. self-satisfied;

17. with no strong beliefs;
18. extremely important.

I11. Vocabulary. Phrasal verbs.

Look at the sentence with the phrasal verb “call for” in the
last text. What is the meaning of it? Look at the dictionary
entries for other phrasal verbs with “call”. Replace the words in
brackets with a phrasal verb from the box. Make any other
changes which are necessary.

to call for to call forth to call on/upon to call in
to call off to call out

His behavior (was the cause of) numerous protests.

The occasion (demands) prompt action.

Please, (stop) your dog.

I (required) Mr Grey to address the meeting.

The fire brigade (was summoned) twice yesterday.

He was so short of money that he had to (request the return
of) the loans he made.

Sk~ wdE

IV. Vocabulary. Antonyms.
Look through the texts and find words with opposite

meaning. Continue the list:
internal — external
profit-making — ...
help— ...
current — ...
primary — ...
proponent — ...
support — ...

Make sure you know what these words mean. Use them in
sentences of your own.
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V. Grammar. Substantivized adjectives.

Substantivized adjectives like “the uncommitted” are always
plural and mean groups of people. So “the uncommitted”
means a group of people who are not committed or bound to a
course of action. Think of other examples.

Complete these sentences using one of the substantivized
adjectives: the injured, the poor, the rich, the sick, the
unemployed, the young, the dead, the homeless.

1. __ have the future in their hands.
2. Ambulances arrived at the scene of the accident and took
to hospital.

3. Life is all right if you have a job, but things are not so easy
for .

4. Julia has been a nurse all her life. She has spent her life
caring for .

5. In England there is an old story about a man Robin Hood. It

is said that he robbed __ and gave the money to .

___need more help from the government.

7. At this time of year the villages make offerings to the spirits
of .

IS

VI. Use of English. Verbs to do with public relations
activities.

Look through the four texts again and make a list of verbs
describing “practitioner’s activities”, e.g. “to interpret”’, “to
convey”, “to counsel”, etc. Look at how they are used in the
texts. Use these verbs in sentences of your own speaking on

public relations activities.

VII. Language in use. Sentence linkers.

Look through the last three texts again and find sentence
linkers, e.g. “on the one hand, but first, etc.” make a list of
them and say how they connect sentences with one another,
and what they mean: sequence, contrast, comparison, etc.
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Then speak on two main functions of public relations:
interpreting management to the public and interpreting the
public to management, using the sentence linkers to make your
discourse logical.

VI, Writing. Summary.
Look back at the four texts for the stages to follow in
writing a summary. List the key points and then write the

summary according to them.



UNIT II.
PUBLIC OPINION
Part 1

I. Lead-in. What do you think public opinion is? How is
public opinion formed? Does public opinion play an important
role in Russia? Can you name any opinion leaders?

I1. Read the text and answer the questions.
Public Opinion

Usually it’s difficult to move people toward a strong opinion
on anything. It’s even harder to move them away from an
opinion once they reach it. Recent research, in fact, indicates
that mass media appeals may have little immediate effect on
influencing public opinion.

Nonetheless, the heart of public relations work lies in
attempting to affect the public opinion process. Most public
relations programs are designed either to persuade people to
change their opinion on an issue, product or organization,
crystallize uninformed or undeveloped opinions, or reinforce
existing opinions.

So, public relations professionals must understand how
public opinion is formed, how it evolves from people’s
attitudes and how it is influenced by communication.

What is public opinion?

Public opinion, like public relations, is not easily explained.
Therefore, splitting public opinion into its two components,
public and opinion, is perhaps the best way to understand the
concept. Simply defined, public signifies a group of people
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who share a common interest in a specific subject —
stockholders, for example, or employees or community
residents. Each group is concerned with a common issue — the
price of the stock, the wages in the company or the building of
a new plant.

An opinion is the expression of an attitude on a particular
topic. When attitudes become strong enough, they surface in
the form of opinion. When opinions become strong enough,
they lead to verbal or behavioral actions.

A forest products company executive and an
environmentalist might differ dramatically in their attitudes
towards the relative importance of pollution control and
continued industrial production. Their respective opinions on a
piece of environmental legislation might also differ radically.
In turn, how their organizations respond to that legislation — by
picketing, petitioning or lobbying — might also differ.

Public opinion, then, is the aggregate of many individual
opinions on a particular issue that affects a group of people.
Stated another way, public opinion represents a consensus. And
that consensus, deriving as it does from many individual
opinions, really begins with people’s attitudes toward the issue
in question. Trying to influence an individual’s attitude — how
he or she thinks on a given topic — is a primary focus of the
practice of public relations.

What are attitudes?

If an opinion is an expression of an attitude on a particular
topic, what then is an attitude? Unfortunately, that also is not
an easy question to answer. It had been generally assumed that
attitudes are predispositions to think in a certain way about a
certain topic. But recent research has indicated that attitudes
may more likely be evaluations people make about specific
problems or issues. These conclusions are not necessarily
connected to any broad attitude. For example, an individual
might favor a company’s response to one issue but disagree
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vehemently with its response to another. Thus, that individual’s
attitude may differ from issue to issue.

Attitudes are based on a number of characteristics:

1. Personal — the physical and emotional ingredients of an
individual, including size, age and social status.

2. Cultural — the environment and lifestyle of a particular
country or geographic area. National political candidates often
tailor messages to appeal to the particular cultural complexions
of specific regions of the country.

3. Educational — the level and quality of a person’s education.
To appeal to the increased number of college graduates in the
United States today, public communication has become more
sophisticated.

4. Familial — people’s roots. Children acquire their parents’
tastes, biases, political partisanships and a host of other
characteristics. Some pediatricians insist that children pick up
most of their knowledge in the first seven years, and few would
deny the family’s strong role in helping to mold attitudes.

5. Religious — a system of beliefs about God or the
supernatural.

6. Social class — position within society. As people’s social
status changes, so do their attitudes. For example, college
students, unconcerned with making a living, may dramatically
change their attitudes about such concepts as big government,
big business, wealth and prosperity after entering the job
market.

7. Race — ethnic origin, which today increasingly helps shape
people’s attitudes.

These characteristics help influence the formation of
attitudes. So, too, do other factors such as experience,
economic class and political and organizational memberships.
Again, recent research has indicated that attitudes and
behaviors are situational — influenced by specific issues in
specific situations. Nonetheless, when others with similar
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attitudes reach similar opinions, a consensus, or public opinion,
is born.

Questions:

1.
2.
3.
4.
S.

What are most PR programs aimed at?

What is public opinion?

What are attitudes?

What characteristics are attitudes based on?

What other factors influence the formation of attitudes?

I11. Vocabulary. Guessing meaning from the context. Find

NS S

ISRl

8.
9.

words and expressions in the text that mean:
to make thoughts, plans, etc. become clear and definite;
to strengthen, to give support to an idea, a feeling;
lively, quick to react and often changing;
a total number or amount of items, data, etc. collected
together;
a general agreement about a matter of opinion;
a tendency to behave in a particular way or suffer from a
particular illness;
the act of considering something to decide how useful or
valuable it is;
showing very strong feelings or opinions;
an opinion or a feeling that strongly favors something,
sometimes unfairly, a prejudice;

10. a large number of;
11. to influence the way someone’s character or attitudes

develop.

IV. Vocabulary. Give English equivalents for:

Cytp IIP pabotel 3akiroyaercss B; Hec(hoOpMUpOBaBIIeeCs

MHEHHE; HEYCTOMUNBOE, HEMOCTOSIHHOE MHEHUE; UMETh OOIIHIA
MHTEpEC; AaKUUOHEPhl; MPHUBOAMTH K; BepOajdbHBIE U
MOBE/ICHYECKUE aKThl (TPOSIBICHMS); B CBOI O4YEpE/b;
COBOKYITHOCTb MHOTHUX UHIVBUAYaAJIbHBIX MHEHHUH;
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3aTparuBaTth TPYIIy JIOACH; TO, O YeM HJIET peub;
MOJIJICP)KUBATH, 0JI00PSATH; CIICITHAIEHO PUCITOCA0IMBATh YTO-
b0 K dYemy-1u0o, aNanTUpOBaTh; TOHKUW, H3OILIPEHHBIH,
(GhopMHUpPOBAaTh OTHOIICHUS; TOJOKEHUE B OOIIECTBE; PE3KO
(3HAUHUTEITHPHO) MEHSATh OTHOIICHHE K; BXOXKIEHHUE Ha PBIHOK

Tpyna.

V. Paraphrase the underlined words using the vocabulary
from the text.

1.

2.

7.

\%

Conclusions from the report have been supported by more
recent studies.

The EC Council of Finance Ministers failed to reach a
decision on the pace of integration that everybody accepts.

I enjoy working with children, helping to form their young
minds.

He expressed a strong and vigorous protest against the
President’s budget proposals.

Each district was divided into a number of sub-divisions.
We can change the insurance policy to fit your family’s
needs.

He is quite unconcerned with earning money.

I. Fill in the gaps in the sentences with the correct

proposition if necessary.

NN E

The chairperson’s words had little effect  the audience.
I don’t think we should change our opinion __this issue.
He has no interest __ this matter.

The Green Party is concerned __ many ecological issues.
They should express their attitude ___this topic.

How did the company respond ___this legislation?

PR practitioners should influence  people’s attitudes.
This event was a bad influence  the firm’s reputation.
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VI1I. Word-building. Negative prefixes.

Prefixes are often used to give adjectives a negative
meaning. The opposite of “comfortable” is “uncomfortable”,
the opposite of “convenient” is “inconvenient” and the opposite
of “similar” is “dissimilar”. Unfortunately, there is no easy way
of knowing which prefix any adjective will use to form its
opposite.

Note: 1) in- becomes im- before a root beginning with ‘m’
or ‘p’; in- becomes ir- before a word beginning with ‘r’ and il-
before a word beginning with ‘I’; 2) the prefix in- doesn’t
always have a negative meaning — often it gives the idea of
inside or into.

1. Make the following adjectives negative using in-, im-, ir-,
il-, un-, dis-, mis-, non-. Make up sentences of your own
with some of them.

Informed, developed, understood, explained, known,
defined, classified, concerned, verbal, continued, affected,
balanced, literate, efficient, honest, discreet, sensitive,
convincing, relevant, responsible, loyal, tolerant.

2. Rewrite each sentence beginning as given, so that it contains
a form of the word underlined beginning with un-.
a) Idon’tenvy his position.
His positionis ....................
b) Little Philip flew to New York without his parents’
company.
Little Philip flew to New York ....................
c) Margaret has no inhibitions at all.
Margaret is completely ....................
d) There is no foundation to the rumor that I have been
dismissed.
The rumor that | have been dismissed is ....................
e) Ijustcan’t bear this heat!
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For me, thisheatis ....................
f) The government will not compromise on this issue.
The government’s position on this issue is
g) The sound of Jenny’s voice cannot be mistaken.
The sound of Jenny’s voice 1S ....................
h) There is no justification for your behavior.
Your behavior is quite ....................
1) There is no precedent for such action.
Such actionis ....................

J) Jane teaches but has no teaching gualifications.

Janeisan ............oo......

VIIIl. Translate into English using the vocabulary from
the text.

1.

no

Muorue [IP-xammanuu HampaBieHbl Ha TO, YTOOBI
chopMUpOBaTh OOIIECTBEHHOE MHEHHE IO OIpe/IeIeHHBIM
BOIIPOCaM.

MHueHue — 3TO BIpaKEHHOE OTHOILIEHUE K YeMY-JIH00.
OO1mIecTBEeHHOE MHEHHE MPEICTaBIseT cO0O0l HEe MHEHUE
OOIIECTBEHHOCTH, & TOYKH 3PEHUS PA3IMYHBIX TPYIII JTIOACH
10 OIPEJIETIEHHBIM BOIIPOCAM.

[TP-cnenmanucTsl JTOTKHBI YMETb (dhopmupoBartb
OOIIECTBEHHOE MHEHHE U YIIPABJISATH UM.

OueHb  TPyOZHO  W3MEHUTb  YCTOSIBIIEECS  MHEHHE
OOIIECTBEHHOCTH I10 OTIPEIEICHHOMY BOIIPOCY.

OTHoeHus mo/iell K OnpeeICHHbIM BOIIPOCaM 3aBUCST OT
MHOTHUX (bakTopoB: JIMYHOCTHBIX, KYJIbTYPHBIX,
00pa30BaTEeNbHBIX, CEMEHHBIX, PETUTHO3HBIX, COIMATbHBIX
U 3THUYECKHUX. 3HaHHE 3TUX (PAKTOPOB MOMOTAET BIUATH HA
¢dbopmMupoBaHUE OOIECTBEHHOTO MHEHHUS.
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Part 2

I. Lead-in. Do you have any strong attitudes that cannot be
influenced? Which motives in your opinion are the most
important ones? How can people’s motives be used in PR
programs?

I1. Read the text and answer the questions.

How are Attitudes Influenced?

Strictly speaking, attitudes can be positive, negative or
nonexistent. A person is for something, against it or neutral.
Studies show that for any one issue, most people don’t care
much one way or the other. A small percentage express strong
support and another small percentage express strong
opposition. The vast majority are smack in the middle —
passive, neutral, indifferent. It is usually called “the silent
majority”. In many instances — and political campaigns being a
prime example — this silent majority holds the key to success
because they are the group most readily influenced by a
communicator’s message.

It's hard to change the mind of a person who is staunchly
opposed to a particular issue or an individual. Likewise, it's
easy to reinforce the support of a person who is whole-
heartedly in favor of an issue or an individual. Social scientist
Leon Festinger discussed this concept when he talked about
cognitive dissonance. He believed that individuals tend to
avoid information that is dissonant or opposed to their own
points of view and tend to seek out information that is
consonant with, or in support of, their own attitudes.

As Festinger’s theory intimates, the people whose attitudes
can be influenced most readily are those who have not yet
made up their minds. In politics this group is often referred to
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as the swing vote. Many elections have been won or lost on
last-minute appeals to these politically undecided voters. In
addition, it is possible to introduce information that may cause
dissonance in the mind of a receiver.

Understanding this theory and its potential for influencing
the silent majority is extremely important for the public
relations practitioner, whose objective is to win support
through clear, thoughtful and persuasive communication.
Moving a person from a latent state of attitude formation to a
more aware state and finally to an active one becomes a matter
of motivation.

Motivating attitude change.

People are motivated by different factors, and no two people
respond in exactly the same way to the same set of
circumstances. Each of us is motivated by different drives and
needs. The most famous delineator of what motivates people
was Abraham Maslow. His hierarchy of needs helps define the
origins of motivation, which, in turn, help explain attitude
change. Maslow postulated a five-level hierarchy:

1. The lowest order is physiological needs: a person’s
biological demands — food and water, sleep, health, bodily
needs, exercise and rest, and sex.

2. The second level is safety needs: security, protection,
comfort and peace, and orderly surroundings.

3. The third level is love needs: acceptance, belonging, love
and affection, and membership in a group.

4. The fourth level is esteem: recognition and prestige,
confidence and leadership opportunities, competence and
strength, intelligence and success.

5. The highest order is self-actualization, or simply becoming
what one is capable of becoming. Self-actualization involves
self-fulfillment and achieving a goal for the purposes of
challenge and accomplishment.
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According to Maslow, the needs of all five levels compose
the fundamental motivating factors for any individual or
public.

Six cardinal precepts of political activism are instructive in
attempting to change attitudes:

1. Don’t use graphic images unless they are accompanied by
specific actions people can execute. Many movements began
by relying heavily on graphic images of death and destruction.
But such images run the risk of pushing people away rather
than drawing them in. Disturbing presentations rarely lead to a
sustained attitude change.

2. Go to the public instead of asking the public to come to you.
Most people will never become directly involved in an activist
campaign. They will shy away. But by recognizing the limits of
public interest and involvement, you can develop realistic
strategies to capitalize on public goodwill without demanding
more than people are willing to give.

3. Don’t assume that attitude change is necessary for behavior
change. A large body of psychological research casts doubt on
the proposition that the best way to change behavior is to begin
by changing attitudes. Indeed, the relationship between
attitudes and behavior is often quite weak. Therefore,
informing smokers of the link between cigarettes and cancer is
far easier than getting them to kick the habit.

4. Use moral arguments as adjuncts, not as primary thrusts.
Moral views are difficult to change. It is much easier to gain
support by stressing the practical advantages of your solution
rather than the immorality of your opponents. For example, it is
easier to convert people to a meatless diet by discussing the
health benefits of vegetables than by discussing whether the
Bible gives people dominion over animals.

5. Embrace the mainstream. In any campaign, people from all
walks of life are necessary to win widespread approval. No
campaign can be won if it is dubbed radical or faddish. That is
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why the involvement of all people must be encouraged in

seeking attitude change.

6. Don’t offend the people you seek to change. Research on

persuasion shows that influence is usually the strongest when

people like the persuader and see the persuader as similar to

themselves. It is impossible to persuade someone whom you

have alienated. “You can attract more flies with honey than

you can with vinegar”. The same applies to people.

Questions:

1. What is “the silent majority”? Why does it hold the key to
success?

2. What is the law of cognitive dissonance? Explain it.

3. What is Maslow’s hierarchy of needs?

4. What rules are instructive in attempting to change attitudes?

I11. Vocabulary. Guessing meaning from the context. Find
words and expressions in the text that mean:

exactly or directly in the middle or in front of something;

2. giving strong, loyal support to another person, organization,
belief etc.;

3. to make people understand what you mean without saying it
directly;

4. something that is present but hidden and may develop or
become more noticeable in the future;

5. a person who describes or draws something carefully so that
people can understand it;

6. to suggest that something might have happened or be true;

7. high regard, a feeling of respect and admiration for

Someone;

a rule on which a way of thinking or behaving is based;

9. to get as much advantage out of a situation, event etc. as you
can;

10. something that is added or joined to something but is not
part of it;

=

oo
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11. to change or make something change from one form,
system or purpose to a different one;

12. to give something or someone a particular name;

13. something that is fashionable for a short time;

14. to do something that makes someone unfriendly or
unwilling to support you.

IV. Vocabulary. Give English equivalents for:

Tak wnM wWHave; Kak pa3 IO CEPEeIUHE; MOJIYaIuBOE
OOJIBIIMHCTBO; OBITH 3a YTO-IMOO; MPHUHATH PELIeHUE; TPyIa
HEOIPECIMBIINXCS; MOTHUBBI W IOTPEOHOCTH; PHUCKOBATH;
n3z0erarb, BO3JEPKUBATHCS (OT), CTOPOHUTHCS; IOABEPraTh
COMHEHMIO, CTaBUTh 110J] COMHEHHE; OPOCUTH NMPUBBIUKY; JTFOAU
BCEX CJIOEB 0OIECTBA.

V. Vocabulary. Synonyms and antonyms.

a) Find in the text the synonyms to: unconcerned; huge,
enormous; elude, shun; steadfastly; essential, significant;
convincing; respect, regard.

b) Find in the text the antonyms to: positive; passive; weak;
scorn, contempt; thoughtless, inconsiderate; to please, to
delight; to draw smb in.

V1. Grammar. The Passive Voice.
Main uses of the Passive Voice:

a) When the agent is unknown or when it is unnecessary to
mention the agent.
Petrol is sold by the liter.
The factory was designed five years ago.
My handbag has been stolen

b) To avoid using ‘one’ or ‘you’.

Bicycles can be rented cheaply.
Drinks must not be brought into the football ground.
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Brushes should be washed out immediately.

c) To emphasize the action or event rather than the agent.

Coal is cut at the coal face and carried on a conveyor belt
to the bottom of the pit shaft. It is then raised to the surface
in cages.

d) To make a statement more formal and impersonal.
The position which you applied for has now been filled.
New safety procedures are to be introduced next year.

Translate the following sentences into English using the

Passive Voice:

1) Ha sTHx mrojiel Ierko oKa3arh BIUSHHE.

2) B momutndeckom IIP Takux 1rofei 9acTo Has3bIBAlOT
IpyNNoi HeoNpeaeTUBLIINXCS.

3) Hu omHy MOJHMTHYECKYIO KaMIAHUIO HEJb3sl BBIMIPATh 0e3
3HAHUA U y4eTa dTUX (PaKTOpOB.

4) Kaxnaplii U3 Hac TOABEPKEH ICHCTBHIO PAa3HOOOPAa3HBIX
oTpeOHOCTEN.

5) Ero wu30uparenbHas KamIlaHusi Oblla TMpOHWIPaHa W3-3a
peuieHus, NPUHATOrO B IOCIEIHMA MOMEHT TIpYyNIOH
HEOIpeIeIMBIINXCS U30upaTenei.

6) MotuBsl 1 moTpeOHOCTH ObUIM pa3zzeneHbl Macioy Ha 5
YPOBHEU.

7) B Hacrosiiee BpeMsi MPOBOAMTCS KaMIAHUS B MOIJIEPKKY
3TOro KaHIUAATA.

8) B srom IIP oOpaieHun OyayT MCIOJIB30BaHbI HE TOJBKO
CJIOBECHBIE, HO U rpadudeckue oopassl.

VII. Writing. Translate the text from Russian into English
using the vocabulary from Part 2:
Ye1oBeK — 3TO CI0KHOE U MHOTI'OTpaHHOC CyIIECTBO. Ha ero
MIOBE/ICHUE BIUSET MHOXECTBO pa3inyHbIX (akropoB. B
MEPBYIO OUYepellb — 3TO OMOJIIOTUYECKUE MMOTPEOHOCTH, a TaKXKe
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nOTpeOHOCTH B 0€30MacHOCTH, JIOOBH, TMPU3HAHUU W
camopeanu3anuu. [lo MHEHHMIO COIMAIBHOTO TICHXOJIOTa
Macnoy Bce uenoBedeckrue MoTpeOHOCTH MOTYT OBITh CBE/IEHBI
B 5-ypOBHEBYIO CUCTEMY.

I'pamoTHBII IIP-cnenuamuct JOJDKEH 00J1a1aTh
HEOOXOIMMBIMA  3HAHMSIMH B O0JAacTH  COLIMAIILHOMU
MICUXOJIOTHH, YTOOBI 3HATH YEJIOBEUECKHE TIOTPEOHOCTH U
ymero anesupoBaTh K HUM B [TP-o0pamennu. Ho He kaxapiid
YeJIOBEK OCO3HACT, YEero MMEHHO OH XOYET M KOTO MMCHHO OH
TOTOB MOJAEpPXKaTh. ITH JIOIU OOBIYHO PABHOIYIIHBI K TOMY,
YTO TPOMCXOAWT BOKpYr HHX. MX d9acTo Ha3bIBalOT
MOJTYATMBEIM OOJIBIITHHCTBOM.

I'pynna  0OOIIECTBEHHOCTH,  SBISAIONIASCS  JKEITaHHOM
no6sraeii st [1P-crenmanucra, — 3T0 Te JIIOOU, Y KOTOPBIX
emie He chOpMHUPOBATIOCH COOCTBEHHOE MHEHHE TI0 TOMY WK
WHOMY BOIIPOCY. DTO T€ JIIOJIU, HA YbE PEUICHUE OH JOJKEH U
MOXXET TIOBJIUATh. Takas TpyIa Ha3bIBaeTCA TPYHION
HeolpeaenupIInxcs. Yamie BCEro MMEHHO OT 3ITUX JIOJEH
3aBUCUT UcX0a Tod yiu uHou I1P-kammanuu.

Bor mnouemy HeoOXoauMO TINATENBHO MPOAYMBIBAThH
KaXaepli 2yeMeHT [IP-kamMImanuu, BKJIIOYas HCIIOJb30BAHHE
rpaduyeckux  00pa3oB, KOTOpPBIE 0O0S3aTEIBHO  JIOJDKHBI
COMPOBOXKIATHCSI PEKOMEHIAIIUSIMH, KOTOPBIM JIFOJAH MOTJIU ObI
nocyienoBatb. Hy)xHO Bcera yuuThiBaTh, YTO JIFOAM HE BCETIa
TOTOBHI JICHCTBOBATh, JaXKE€ €CIM OHM Bac MOJJEPKHBAIOT, H,
KOHEUYHO, HENb3s OOMWXKaTh TEX JIOJEH, B JIUIE KOTOPBIX
BBIMIIUTE TOJACPKKY.

VIIIl. Speak on the topic:

1) How a PR practitioner can influence people’s attitudes.
2) Maslow’s 5-level hierarchy.
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Part 3

I. Lead-in. Are you easily persuaded? What is necessary to
persuade you? Can you persuade other people?

I1. Read the text and answer the questions.

Power of Persuasion

Perhaps the most essential element in influencing public
opinion is the principle of persuasion. Persuading is the goal of
the vast majority of public relations programs. Persuasion
theory has myriad explanations and interpretations. Basically,
persuasion means getting another person to do something
through advice, reasoning or just plain arm twisting. Books
have been written on the enormous power of advertising and
public relations as persuasive tools.

Social scientists and communications scholars take issue
with the view of many public relations practitioners that a story
on net-work news or the front page of The New York Times has
a tremendous persuasive effect. Scholars argue that the media
have a limited effect on persuasion doing more to reinforce
existing attitudes than to persuade toward a new belief. There
is little doubt, however, that the persuasiveness of a message
can be increased when it arouses or is accompanied by a high
level of personal involvement. In other words, an individual
who cares about something and is in fundamental agreement
with an organization’s basic position will tend to be persuaded
by a message supporting that view.

According to the persuasion theory of Michael Ray, there
are at least three basic orderings of knowledge, attitude and
behavior relative to persuasion:
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1) When personal involvement is low and little difference
exists between behavioral alternatives, knowledge changes are
likely to lead directly to behavioral changes.

2) When personal involvement is high but behavioral
alternatives are indistinguishable, behavioral change is likely to
be followed by attitudinal change, similar to Festinger’s
cognitive dissonance approach.

3) When personal involvement is high and clear differences
exist among alternatives, people act in a more rational manner.
First, they learn about the issue. Second, they evaluate the
alternatives. Then they act in a manner consistent with their
attitudes and knowledge.

To these complex theories of persuasion is added the
simpler, yet no less profound, notion of one of the former
Secretaries of State Dean Rusk: “One of the best ways to
persuade others is to listen to them”. No matter how one
characterizes persuasion, the goal of most communications
programs is, in fact, to influence a receiver to take a desired
action.

How are people persuaded?

Saul Alinsky, a legendary radical organizer, had a simple
theory of persuasion. “People only understand things in terms
of their own experience.... If you try to get your ideas across to
others without paying attention to what they have to say to you,
you can forget about the whole thing”. In other words, if you
wish to persuade people, you must cite evidence that coincides
with their own beliefs, emotions, and expectations.

What kinds of “evidence” persuade people?

1. Facts. Facts are indisputable. Although it is true, as they say,
that “statistics sometimes lie”, nonetheless, empirical data are a
persuasive device in hammering home a point of view. This is
why any good public relations program will always start with
research.
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2. Emotions. Maslow was right. People do respond to
emotional appeals — love, peace, family, patriotism. Ronald
Reagan was known as “the great communicator” largely as a
result of his appeal to emotions.

3. Personalizing. People respond to personal experience. When
Sarah Brady crusaded about gun control, people understood
that her husband President Reagan’s former press secretary had
been permanently handicapped by a bullet intended for the
president.

4. Appealing to “you”. The one word that people never tire of
hearing is “you”. “What is in this for me?” is the question that
everyone asks. So one secret to persuading is constantly to
think in terms of the audience, constantly to refer to “you”.

As simple as these four precepts are, they are difficult to
grasp — particularly for business leaders, who frown on
emotions or personalizing or even appealing to an audience.
Some consider it “beneath them” to show human emotions.
This, of course, is a mistake. The power to persuade — to
influence public opinion — is the measure not only of a
charismatic but an effective leader.

Questions:

1. What is persuasion?

2. What can increase the persuasiveness of a message?

3. What are the main points of the persuasion theory of M.
Ray?

4. How does D. Rusk sum up the theory of persuasion?

5. What helps to persuade people?

I11. Vocabulary. Guessing meaning from the context. Find
words and expressions in the text that mean:

1. to talk to someone in order to try to persuade them;

2. someone who knows a lot about a particular subject;

3. to disagree or argue with someone about something;

4. very big, fast, powerful etc.;
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5. the way that several things, events etc. are arranged or put in
a list, showing whether something is first, second, third etc.;

6. things that are so similar that you can’t see any difference
between them;

7. in agreement or harmony with smth;

8. that can’t be challenged or denied;

9. to make sure that people understand what you want to say
by speaking in a determined way;

10. to take part in any campaign for smth believed to be good
or against smth believed to be bad;

11. able to attract and influence other people because of a
powerful personal quality.

IV. Paraphrase the underlined words using the vocabulary
from the text.

He tried to talk me into accepting his plan.

2. This modern artificial material is so similar to real silk that
you cannot see any difference between them.

3. Never try to explain something to people without paying

attention to what they have to say to you.

Your ideas are just the same as mine.

These facts cannot be challenged.

6. Our party needs a leader who can attract people due to his
powerful personality.

=
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V. Vocabulary. Give English equivalents for:

[Tpunuun yo6exnenus; uenb OonbmmHcTBa [IP-miporpamm;
BBIKPYUMBAHHE DPYK; CPEACTBA YOEXIEHHUS; HE COIJallaThCs,
CopuTh;  0€3  COMHEHHUs;  U3MEHEHUS  IOBEICHHUS;
COBMECTHMBIH, HE TPOTUBOPEYAIIHA; VYIENATh BHUMaHHE
yeMmy-1100; COBMagaTh C; TEM HE MEHee; OOBICHUTD,
pacToyKoBaTh 4TO-TUO0; BECTH KaMIIAaHUIO, OOPOTHCS; HUXKE
YbEero-Iud0 JOCTOMHCTBA.
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V1. Grammar. The Gerund and the Infinitive.
After verbs we can use an infinitive (with or without to), a
gerund, a noun or that + clause.

> Here are some verbs followed by a gerund: avoid, delay,
fancy, give up, mind, practise, feel like, involve, miss, risk,
be worth, enjoy, keep on, postpone, put off, admit, deny,
mention, resent, burst out, mean (with an impersonal subject
= involves), etc.

» Verbs + prepositions are always followed by a gerund: be
good at, be keen on, look forward to, insist on, succeed in,
apologize for, etc.

> Here are some verbs followed by an infinitive: agree,
appear, afford, expect, intend, manage, promise, fail, hope,
refuse, hesitate, pretend, seem, mean (= intend), etc.

» Some verbs can be used with both an infinitive and a gerund
but with a change of meaning. Here are some examples:

remember + inf. means not to forget to do: | remembered to

turn off the oven.

remember + gerund means have a memory of it: | remembered

turning off the oven.

regret + inf. means be sorry to have to inform smb that: We

regret to inform you that we cannot offer you the post.

regret +gerund means regret about the past: She regretted

accepting the job.

Open the brackets using the infinitive or the gerund:

1. Molding public opinion means making people (think) in a
certain way.

2. People who care about something are likely (to be
persuaded) by a PR message.

3. He went on with his plans without (to pay) attention to what
his colleagues said.

4. We regret (to tell) you that we cannot accept your offer.
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Have you considered (to take part) in the PR campaign?

I don’t remember (to discuss) this issue.

He regretted (to say) that to him.

Don’t forget (to mention) it at the meeting.

. If a PR message is not interesting people stop (to read) it
after a short while.

10. He was made (to study) hard when he was at college.

11. Persuasion means (to get) other people (to do) something.
12. It’s difficult (to make) a smoker (to kick) the habit.

13. The main goal of a PR specialist is (to make) people (to
accept) some ideas, products, images.

14. When personal involvement is high you don’t have to get
people (to buy) the product.

© oo N oG,

VII. Writing. Summary.
Sum up the text in no more than 50 words.

VIII. Speaking.

Think of any important recent event such as a show business
or political scandal, controversial decision, etc., and work out a
PR project to form positive public opinion about it.
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UNIT I
PUBLICITY AND THE MEDIA
Part 1

I. Lead-in. What is publicity? Why is it vital for any
organization to secure positive publicity?

I1. Read the text and answer the questions.

Publicity and the Media

When you mention the practice of public relations to most
people — be they politician or office worker, hospital employee
or trade association executive, foreman on the assembly line or
CEO - their thoughts instinctively turn to the press and
publicity. Whereas students and practitioners of public
relations know that the field represents much more than simply
securing publicity in the media, nonetheless to most people,
public relations means publicity. The media and the practice of
public relations are inextricably intertwined.And therein lies
the problem.

In the twenty-first century the mass media are increasingly
challenged by new channels of communication, from
interactive TV to Internet access for everything from medical
diagnoses to financial services, therefore the relationship
between the mass media and the public has become more
strained. To hold existing readers and viewers and attract new
mass media clients in such a newly competitive marketplace,
reporters and editors have had to become more controversial in
their coverage, more hard-edged in reporting on establishment
institutions.
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Because public relations professionals are, in most
institutions, the first line of defense and explanation, it is the
public relations practitioner who meets the reporter head on.
And in the twenty-first century, reporters are looked upon
much less favorably than they used to be.

Power of publicity.

Whether the mass media have lost relative influence to other
proliferating alternative communication vehicles or not, the
fact remains that securing positive publicity through the mass
media is still a critical activity for most public relations
professionals. Moreover, public relations professionals still
regard the mass media as an institution of awesome power.

Because publicity, as we will see, is generally regarded as
more credible than advertising, establishing a good working
relationship with the media — despite the media’s more
aggressive, some would argue, hostile, tone — remains essential
for successful communication programs. Traditionally, dealing
with the media has been a primary responsibility of public
relations professionals. And as noted, the practice of public
relations has been most closely associated — for better or worse
— with the function of media publicity. Accordingly, media
relations has developed into a career specialty for many in the
field.

When the media go to bat for an organization or individual,
the rewards can be substantial. On the other hand, when the
media take aim at a particular individual or institution, the
results can be devastating.

Recent U.S. history is studded with examples of people and
organizations whose power and influence have been cut short
because of extensive and critical media attention.

The vigilance of the media in exposing fraud, deception, and
questionable practices in society is a tradition. The media's
crowning achievement was the exposure of the Watergate
break-in, which eventually led to the resignation of President
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Richard Nixon. The success of the Washington Post in getting
to the bottom of Watergate encouraged journalists to focus on
power abuses in all areas of society. Over the years since
Watergate, investigative reporting has gained a solid foothold,
particularly on television, where one picture is worth a
thousand words.

So-called tabloid journalism has also taken its toll on media
relations. Those who have been burned by the half-truths and
preconceived biases of the tabloids counsel others not to
cooperate at all with such “pretend journalists”. One casualty is
the so-called legitimate media, which seem to succumb to the
competition for titillation by lowering its standards. Indeed,
with the spate of gossip columnists and tell-all talk shows the
spread of tattletale journalism has put an added burden on
public relations professionals, who, as the primary voice of
management, seek fair and unbiased treatment of their
organizations in the media.

Questions:

1. In what way has the relationship between the media and the
public changed? Why?

2. What is the difference between advertising and publicity?

3. What is the difference between public relations and
publicity?

4. Why is it important to have a good working relationship
with the media?

5. What is the current state of the newspaper industry?

6. How has tabloid journalism influenced media relations?

I11. Vocabulary. Guessing meaning from the context. Find
words and expressions in the text that mean:
1. the attention that someone or something gets from
newspapers, television etc.;
2. very closely connected and cannot be separated,
3. twisted together, closely connected with each other;
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7.
8.
9.

causing a lot of disagreement, because many people have
strong opinions about the subject being discussed;

dealing with unpleasant subjects or criticizing someone
severely in a way that may offend some people;

extremely impressive, serious or difficult so that you feel
great admiration, worry or fear;

to help and support someone;

to stop doing something earlier than was planned;

careful attention that you give to what is happening, so that
you will notice any danger or illegal activity;

10. a newspaper that has a lot of stories about sex, famous

people etc. and not much serious news;

11. to stop opposing someone or something that is stronger

than you and allow them to take control;

12. making someone feel sexually excited or interested.

IV. Vocabulary.
a) Give English equivalents for:

HanpsikeHHble OTHOLIEHNUS; OCBEILIEHHE COObITHH (B Mpecce
U T.J1.); ObITh OOJiee PE3KUM, KPUTHUYHBIM; TepBasi JTMHHSA
(psizmb1) OOOPOHBI; BCTPETUTH KOT'O-TMOO0 J100 B JIOO (JIUIIOM K
JMILY); 3aCTynarbCs 3a KOro-aubo, momMoratb KOMYy-iau0o;
MPEKIECBPEMEHHO 000pBaTh YTO-MHO0 (UbI0-THOO0 Kapbepy
U T.JI.); pa3o0mayarh, pa3o0yiadeHue; MOUICHHUYECTBO,
MOIICHHHUK; 3JI0YHIOTPEOIEHUE BIACTbIO; HAHECTH TSXKEIbIN
YpOH; TpeAB3ATOCTb, 4YecTHble (mpasauBbie) CMU;
OCJIOXKHSTb )KHM3Hb (SIBIATHCS JTOMOJTHUTEIBHBIM OpEMEHEM ).

b) Give Russian equivalents for:

CEO; to be inextricably intertwined; to be challenged by; to
become more controversial; alternative communication
vehicles; for better or worse; to take aim at; a crowning
achievement; to get to the bottom of something; to gain a
solid foothold; tabloid journalism; to succumb to the
competition for titillation by lowering standards; the spate of
gossip columnists; tattletale journalism.
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V. Vocabulary. Words easily confused.

Study the following:
Credible — something that is credible can be believed because it
seems likely or because you trust the person who is saying it:
Her story is completely credible. She doesn’t usually
exaggerate. Synonym: believable.
Credulous — too ready to believe what other people tell you:
You may be able to persuade a more credulous audience, but
these people are pretty sophisticated. Synonym: gullible.
Creditable — deserving praise or approval but not outstanding: a
creditable piece of factual research / a creditable performance:
Sue gave a very creditable performance as Lady Macbeth.
Economic — (only before a noun) connected with trade,
industry and the management of money: strategies to promote
economic growth / It makes no economic sense at all! /
economic climate (=conditions affecting trade, industry and
business).
Economics — (singular): is the study of economies and their
money systems: He's got a degree in Modern History and
Economics (NOT economic or economy). Economics is my
favorite subject (NOT are my favorite subject).
Economy — (countable) the system by which a country's money
and goods are produced and used, or a country considered in
this way: a capitalist economy / the burgeoning economies of
the Pacific rim.
Economical — meaning the careful use of money, a supply of
something, effort etc. that avoids any waste: My new car is
quite economical (=cheap to run).
Negligent — not taking enough care over something that you are
responsible for, with the result that serious mistakes are made:
The report stated that Dr Brady had been negligent in not
giving the patient a full examination.
Negligible — too slight or unimportant to have any effect: The
damage done to his property was negligible.
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Choose the most appropriate word underlined:

1. This man has coaxed millions of pounds from a

credible/credulous/creditable public.

He isn’t a credible/credulous/creditable witness.

She won a credible/creditable 16 per cent of the vote.

4. The government’s economic/economical policy has come in
for criticism.

5. She was brought up to be economic/economical with the
housekeeping money.

6. Economics is/are my favorite subject.

7. The economics/economy of the country is in a shambles.

8. | feel that he has been negligent/negligible and that he is to
blame.

9. The council was negligible/negligent in the way it looked
after the girl.

10. Losses in trade that year were negligible/negligent.

no

w

V1. Word-building. Compound adjectives.
Study the following:
Form
A compound adjective has two parts. We usually write it with a
hyphen: red-haired, green-eyed

The second part of a compound adjective is often:
e apresent participle:

tight-fitting, good-looking

e a past participle:

old-fashioned, well-built, badly- maintained

e apreposition:

broken-down, well-off

e another adjective:

brand-new, duty-free

Use
We can use compound adjectives to describe:
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¢ physical appearance:

broad-shouldered, dark-haired, good-looking
e personality:

good-tempered, open-minded

e places:

built-up, run-down, wide-open

¢ everyday objects:

worn-out, hand-made, man-made

1. Match items from the two lists to make compound
adjectives. Translate them into Russian.

broad minded
narrow built
well eyed

one dressed
bad known
absent tempered
open behaved
hard witted
big bitten
quick hearted

2. Fill in each gap in the following sentences with an
appropriate compound adjective formed from a word in the list.

free  distance up built made going up  off
conditioned class badly sighted headed

Example: | bought this CD duty-free as | was coming back
from London.

1. I made a long ..... call to England and it cost me a fortune.

2. They seem to be very well ..... — at least they have a great
big house and two expensive cars.

3. I'm fed ..... with this exercise — can’t we do something else?

4. By train I travel second ..... because it’s cheaper.
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5. You can see this vase is hand ..... and wasn't produced in a
factory.

6. He’s a really relaxed guy — so easy ..... .

7. 1live in a built ..... area of the city which is very noisy and
full of traffic.

8. The office is air ..... S0 it's very cool, even in the summer.

9. He’s so proud — I’ve rarely met anyone so big ..... . He has
a really high opinion of himself.

10. I want to get my eyes tested — I’ve become really short .....
lately.

11. A ..... maintained car won't have a reliable engine.

12. There isn't much grass in the ..... up areas of the city.

VII. Grammar. AS.

Study the following:
As has many uses in English. As can be used as an adverb,
preposition and conjunction:
1) it can be used to express equality or inequality: as
old/fat/clever etc. as sb/sth — equally old, fat etc. as someone or
something else: Her ring is twice as big as mine. My brother is
not as old as me.
2) as a teacher/mother/actor etc. — used when you are
describing someone’s job or the main purpose of someone or
something: As parents we are concerned for our children’s
future. Speaking as your doctor, I would not advise this. It’s
not bad as a first attempt. The children all dressed up as
animals.
3) as a result of smth — because of something: Several
businesses went under as a result of the recession.
4) be regarded as smth — means to be considered to be
something: “Novecento” is regarded by many as Bertolucci’s
best film.
5) as is used in comparisons: I can't run as fast as | used to.
Jim works in the same office as my sister does.
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6) in the particular way or manner mentioned: Do as | say!
We'd better leave things as they are until the police arrive.

7) while or when: | saw Peter as | was getting off the bus.

8) as is used in a similar way to because to state the reason for
something: As we’re both tired, let’s just grab a takeaway.
However, it places less emphasis on the reason than because.

9) though: Unlikely as it might seem, I'm tired too. As popular
as he is, the President hasn't always managed to have his own
way.

10) so cold/heavy/quick etc. as to... or such an idiot/a disaster
etc. as to... — used to show the reason that makes something
happen or not happen: The water was so cold as to make
swimming quite impossible

11) so as to do smth — with the purpose of doing something:
The little boy ran off so as not to be caught.

12) as from today/15th December/next June etc. also as of
today etc. — starting from today, 15th December etc. and
continuing: As from today, you are in charge of the office. As of
now, there will be no more paid overtime.

13) as for somebody — is an expression meaning concerning:
Nick can go but as for you, you can get out of my sight.

14) as if —is used in a way that suggests that something is true
or not true: You look as if you've had a good time.

15) as early as — means a particular time: As early as 1703 St
Petersburg was founded on the bank of the Neva.

1. Look through the text again, find sentences with AS,
translate them into Russian properly.

2. Rewrite the sentences so as to use AS as a conjunction.

Example: He didn’t understand, so he asked the teacher to
explain. — As he didn’t understand, he asked the teacher to
explain.

1) It was raining hard, so we decided not to go out.
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2) He had never been to Australia before, so he decided to
spend his holiday there.

3) She didn’t like the candidate’s program, so she decided not
to vote for him.

4) 1 didn’t have any stamps. Therefore, I couldn’t post the
letter.

5) The course cost a lot of money. I couldn’t afford it.

6) | had promised to visit him, so | felt obliged to go.

7) 1 had heard a lot about this musical, so | decided to go to the
theatre.

8) The lecturer was late. The students were becoming
impatient.

9) He felt worn out. He needed a holiday.

10) She was wearing a hat and dark glasses. She didn’t want to
be recognized.

3. Translate the following sentences into English using AS
where appropriate.

1) YcraHoBJIeHHE W TIOAJEP)KAHUE XOPOIIUX OTHOIIECHHE CO
CMUM paccmaTpuBaeTcs Kak OJHO W3  OCHOBHBIX
HarpaBjeHuil padotsl [1P-ciermanucra.

2) YUto Kacaercst MEHs, S HE BEPIO TOMY, UTO MHUIIET Ipecca.

3) Tak kak Baussaue CMU ouens Benmko, IIP-crenmanucTs
JNIOJDKHBI ~ YIIPaBSATh ~ OTHOILIGHUSMH  MEXIY  CBOEH
opranu3zanueit u CMU.

4) DTta raszeTa HE TaK MOMYJsPHA, KaK Ta.

5) Hama ¢upma Obu1a ocHoBana B 1996 roxy.

6) Ona Bezet ce0s Tak, CIIOBHO HUYETO HE MTPOM3OIILIO.

7) OH B3sUT TaKCH, YTOOBI HE OMO3/1aTh Ha MOE3/I.

8) Xors sTa rasera OoueHb MOMYJISAPHA, OHA HE BCEraa JaeT
OOBEKTUBHOE OCBEIICHHE COOBITHIA.

9) MbI BCTpPETHIIH UX, KOT/a MyTelecTBoBa u mo EBpore.

10) Bam nyuriie He BMEIIMBATBCS U OCTABUTh BCE KaK €CTh.

11) dupma pasopwiack B  pe3yibTare  HEMPaBUILHON
(MHAHCOBOM TOTUTHKH.
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12) Kak I1P-cniennanuctsl, Mbl 03a00U€HBI PACIIPOCTPAHCHUEM
JIOKHOH nHpopmaruu 0 NEeITEIbHOCTH Hamein
OpraHH3aIliH.

VIIIl. Translate into English using the vocabulary from
the text.

1. CoBpemennsie CMU 4YacTo OOBHHSAIOT B HOBEPXHOCTHOM,

HEOOBEKTHBHOM  OCBELIEHUM COOBITMII M  IIOTOHE 34

CCHCAIIHSIMH.

2. UtoObl ynmepkaTh CTapblX YUTATENeH W MPUBJICYh HOBBIX,

ra3eraM M KypHajgaM IMPUXOIUTCS MyOJIMKOBAaTh MaTepHAIbI,

BBI3BIBAIOIINE OCTPhIE JUCKYCCHUU U TOABEPraTh pe3KOil

KPUTHKE JIE€SITEIbHOCTD OJIUTApXOB.

3. HecmoTpss Ha pa3BUTHE HOBBIX CPEACTB KOMMYHHKAIIHH,

CMHM no-mpexxHeMy 00JIaJal0T OTPOMHOM  BJIACTBIO B

oO1ecTBe.

4, TIP-cnenuanucTsl MPU3BAaHBI 3alIUIATE W OOBSCHATH

MOJIMTUKY OpraHU3allMi Ha BCTpeYaX C NPEICTABUTEIISAMHU

CMU.

5. CrnenuanucrtaM IO CBS3SM C OOIIECTBEHHOCTBIO YacTO

MPUXOAUTCS O0IIATHCS C KYPHATUCTAMH HAIPSAMYIO.

6. Dra ra3era OKa3bIBACT MOJICPKKY MPEIACTABUTEIIO MAPTUH

3€JICHBIX.

7. IlonuTHdeckoe BIUSHHUE 3TOTO OJUTapxa ObUIO TOJIOPBAHO

n3-3a OOJBIIOrO0 KOJUYECTBA Pa300JaYMTEIIbHBIX CTaTe B

npecce.

8. IIpenB3saTocTh B OCBEIICHUU COOBITHIA M PacIpOCTPAHCHHE

JTOXKHOW wH(pOpManuu HEOJAroNpUsSTHO OTPA3HIUCh Ha

B3aMMOOTHOIIICHUIX 3TOoM KoMmmanuu u CMU.

9. Xenanve mpuBICYL YATATENS JIIOOOH IICHON, B TOM YHUCIIE,

Urpass Ha HU3MEHHBIX MOTHUBAaX, CHHU3WJIO YPOBEHb MHOTHX

A3IaHUH.

IX. Speak on the topic:
1) The role of mass media in modern society.
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2) The current state of the media in Russia.
3) The power of publicity.

Part 2

I. Lead-in. Why is it important for any organization to have
good relationships with the media? Do you know any rules
of dealing with the media?

I1. Read the text and answer the questions.

Dealing with the Media

It falls on public relations professionals to orchestrate the
relationship between their organizations and the media. To be
sure, the media can’t ordinarily be manipulated in our society.
They can, however, be confronted in an honest and interactive
way to convey the organization’s point of view in a manner
that may merit being reported. First, an organization must
establish a formal media relations policy. Second, an
organization must establish a philosophy for dealing with the
media, keeping in mind the following 10 principles:

1. Flexibility is key. Having a plan to deal with the media is
fine, but an organization must remain flexible, dealing with
media inquiries on a case-by-case basis and not being locked
into an overly restrictive policy.

2. Provide the media with only one voice. The media prefer
many spokespersons, but an organization should stick to one.
He or she should be available to one and all in the press, and
everyone in the organization should understand that it is this
person’s job alone to convey information to the outside world.
3. Don’t volunteer the chief as spokesperson. The media insist
on speaking to the top person. Sometimes this makes sense.
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Normally, though, exposing the chief executive to the media is
the worst thing one can do. It is much better to offer trained
spokesperson who is knowledgeable and experienced in
dealing with the idiosyncrasies of reporters and the media.

4. Don’t always take the lawyer’s advice. A lawyer’s job is to
protect the organization from challenge in a court of law.
However, a lawyer’s advice often may not be responsive to the
likely perception of the institution in another critical court —
“the court of public opinion”. The smart manager always
weighs legal advice against public relations advice.

5. Don’t wait until you’ve got all the facts. If you wait for all
the data, you may still be sitting after the public has branded
you “guilty as charged”. Often, it makes sense to launch a
preemptive rebuttal to media charges. This shows the public
that you’re not going to accept unfounded accusations.

6. Don’t answer every question. The fact that the media ask
doesn’t mean you have to answer. You have no obligation to
answer every question. And you should answer only those
questions you are prepared to handle.

7. Squawk if you’re wronged. If the media print inaccuracies,
blast them. Call the reporter and demand a correction. Correct
the public record. If you don’t, the inaccuracy will go
uncorrected for so long that eventually it will become a “media
fact”.

8. Don’t keep journalists at arm’s length. As noted, a
journalist’s job is to get a story, whatever that entails. The
public relations professional’s job is to be an advocate for the
institution. As long as both understand and respect each other’s
position, cooperating with a journalist can often be in an
organization’s best interest.

9. Share information with allies. Limiting information to those
who need to know can be counterproductive. Employees,
customers, and even stockholders can serve as valuable allies
in dealing with the public and the media. They should be kept
aware of the organization’s position on issues of media interest.

51



10. You can lose the media battle but still win the longer term
credibility war. Sometimes, especially if you’re wrong, the
most sensible thing to do is admit it. There is nothing as
refreshing as hearing an official admit, “We made a mistake.
We’ll make restitution. It won’t happen again”. That’s how an
organization retains its credibility.

Questions:

1. How should an organization deal with the media?

2. Who should be a spokesperson?

3. Why should not a spokesperson answer every question?
4. What should an organization do if it is wronged?

5. What should an organization do if it is wrong?

I11. Vocabulary. Guessing meaning from the context. Find
words and expressions in the text that mean:

1. to organize an important event or a complicated plan,

especially secretly;

(formal) to deserve something;

too or very;

an unusual habit or way of behaving that someone has;

an action which is done to harm someone else before they

can harm you, or to prevent something bad from happening;

proof that a statement or a charge made against you is false;

(informal) to complain loudly and angrily;

to attack or criticize somebody or something very strongly;

to involve something as a necessary or inevitable part or

consequence;

10. someone who publicly supports a particular way of doing
things;

11. (formal) the act of giving back something that was lost or
stolen to its owner or of paying for damage.

arwn
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IV. Vocabulary.
a) Give English equivalents for:
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YupaBnsTh; 3aclyKWBaTh, OBITH JTOCTOWHBIM; IOJHMTHKA
B3aUMOOTHOIIEHUH C TMPECCOU; MPHUACPKUBATHCS HYET0-H00;
HEe0OOCHOBaHHOE OOBHHEHHWE; OBITh B YbHX-THOO WHTEpecax;
OTIPOBEPIKEHUE; BO3MEIATH YOBITKH.

b) Give Russian equivalents for:

To keep in mind; case-by-case; top person; trained
spokesperson; knowledgeable; to brand; inaccuracy; media
fact; counterproductive.

V. Paraphrase the underlined words using the vocabulary
from the text.

1. The coup was organized by the CIA.

2. The editor-in-chief was known to have many unusual ways
of behavior.

3. We are not going to put up with accusations that are
groundless.

4. He complained loudly and angrily about the inaccuracies in
the newspaper article.

5. The Senator criticized their plans for educational aid.

6. Extremists were publicly supporting violence.

VI. Fill in the gaps in the sentences with the correct
preposition:

1. All travel expenses fell the sponsors.

2. If you want to have a good relationship with the media

you shouldn’t keep journalists arm’s length.

3. They insisted checking all the information.

4. A PR specialist should provide the media all the

information that from the organization’s point of view merits

being reported.

5. To have a good relationship with the media an organization

should stick a common media relations policy.
6. His thoughts turned the forthcoming press
conference.
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7. This newspaper is hard-edged in reporting the
government’s policy.

8. He was looked as an efficient worker.

9. We have to weigh the costs of the new system the
benefits it will bring.

10. Gina finally succumbed temptation and accepted
the offer.

VII. Grammar. Modal Verbs.

1. Look through the text again, find sentences with modal
verbs and translate them into Russian. Comment on the
usage of modal verbs.

2. Choose the most suitable verb form.

1) It’s a pity you didn’t ask lawyer’s advice. It could
help/could have helped you.

2) He has a good PR-team working for him but his copywriters
could/ought be better.

3) A top person couldn’t/shouldn’t be exposed to the press.

4) A PR specialist must/may take into account that a
journalist’s job is to get a story whatever that entails.

5) They didn’t have to use/shouldn’t have used unchecked
information. It may/must lead to legal proceedings.

6) You shouldn’t/mustn’t answer every question.

7) If you have no answer or you’d prefer to keep the
information, you mav/might ignore the question.

8) You might have corrected/might correct this inaccuracy. It’s
too late to do anything about it now, it has become a “media
fact”.

9) They must have shared/must share this information with
their employees. Everybody seems to be aware of the
situation.

3. Translate into English using suitable modal verbs and the
vocabulary from the text:
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1) Curyanms Morsa Obl OBITH APYroi, eciu ObI BBl CKa3alin
’KypHaJIMCTaM IIpaB1y ¢ CaMOro Havaja.

2) PykoBomuTenb OpraHM3allii HE IOJDKCH MPEACTaBISITH €€
Ha BCTpeyax C NMpeiCTaBUTEIIMU IIPECCHI.

3) Opranu3anus JODKHA UMETh YSTKHI TUIAaH MEPOTIPUATHIA 1O
OOIIIEHHUIO C MPECcCoil.

4) Bam He clenoBajO BBICTYNATh C ATUMH 3asBICHHSIMH OT
JIMIIa HaIllel OpraHu3alyi.

5) He moxer ObITh, 4TOOBI 3Ta WH(OpPMAIMs IOSBHIACH B
npecce.

6) Ham Hamo HaiiTH ONBITHOrO 4YeJOBEKa, O0O0JaJaroIIero
HEOOXOJMMBIMU 3HAHUSIMH, YTOOBI OH TPEACTABISI HAIly
¢bupMy Ha BCTpeuax ¢ )KypHAIUCTaMH.

7) Bbl Moriu ObI BHICTYIIUTH C ONPOBEPIKEHUEM B TI€YaTH U HE
JIOBOAMUTh CUTYallMIO0 JI0 KPUTHYECKOH, HO ceHuac yxke
CIIMIIKOM TIO3JTHO YTO-TTHOO0 MpenrpUHUMATD.

8) ITockonpky 3TO ObUIa HE HAllla BHHA, HaM HE MPUACTCS
BO3MEIIATh YOBITKH.

9) JlomkHO OBITH, OH COTPYOHHYAI C OTOH Ta3eTo B
MHTEpecax CBOCH KOMIIaHUH.

VIII. Act as an interpreter.
An interview with the editor-in-chief of the newspaper
“Delovaya Panorama” Mikhail Efimov.

- Mr Efimov, why do journalists and PR-agencies often
have problems in dealing with each other?

- A CUuTar, 4TO IJIaBHas npo6neMa B TOM, 4YTO OYCHb
JaCTO KYPHaAJIUCTBI U HNPCACTABUTCIIN HP-CJ’Iy)K6 HE MOT'YT
HaWTH o0mui s3bIK. [1P-crienmanucT, Kak mpaBUIIO, MPUHOCUT
MaTepral PCKIAMHOIO XapakTepa U XOUCT BUIACTHL C€TO
OHy6HI/IKOBaHHBIM, npu 9STOM YacTO HE COBCEM IIOHHMMas
¢dbopMar razersol.

- What do you mean?
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- E)KGILHQBHO K HaM B pPCHAKIUIO MPUXOAHUT OTPOMHOC
KOJINYEeCTBO (HaKCOB, B KOTOPBIX TOBOPHTCS, HalpUMEp, UYTO
JETCKHI JOM TOJY4YHJ B TMOJAPOK OT (upmMbl Takoi-to 10
WHBAIMIHBIX ~ KOMSICOK WJIM  4YTO-TO  MOA0OHOe.  IJTO
3aMcydaTCJIbHO, HO 3TO HOBOCTH HE AJIA HGHOBOI;’I Ia3€ThI.

- Then do you have any criteria of choosing the
information for your newspaper?

- TpyaHO TOBOPUTH O KaKUX-TO Kputepusx. [1P-ciayxOn1
npu MOJITOTOBKE [Ipecc-pen3oB nepeduparoT c
CaMOBOCXBaJIeHMEM U  caMmoitoOoBaHueM. C  HOMOIIBIO
WH(POPMAIIMOHHOTO IOBOJAa OHM IBITAIOTCS pPaccKa3aTh BCE
camoe xopotiee o cede, 4acTo 3a0bIBasi 0 peabHOM COOBITHH.
Ho skypHamuctam, B TIEpBYIO Ouepelb, HYXHa HCTOPHS,
KOTOpasa HpI/IBJIe‘-IéT BHHUMaHHEC H, TEM CaMbIM, IIOBBICHUT
MHTEpEC K ras3ere.

- That’s why journalists prefer to tell their readers about
scandals rather than positive events. They concentrate on
exposing fraud, deception and questionable practices. And very
often, you should admit it, they use unchecked information that
can ruin the reputation of an organization, and as a result the
public will brand the organization “guilty as charged”. What do
you think about low standards of modem media?

- Jla, ra3eTbl C yIOBOJBCTBUEM MHINYT O IUIOXOM —
TaKOBa Hallla peaIbHOCTh. YeM CKaHAaIbHee MyOIrKaIys, YeM
OOJIbIIIC HEMPUATHOTO JIJII KOMIIAHWH BBITAIIICHO HAPYXKY, TEM
Oonple razery uMmrtaroT. I[lyOnmukarust pa3o0aunTeNbHBIX U
CKaH/IJbHBIX CTaTed B KaKO-TO CTENICHH B MHTEPECAX I'a3eThl.
A MUAPIIUKKA XOTAT YUTATh MOJOKUTCIBbHBIC HOBOCTHU O cBoOci
KOMITAaHWW, U B 3TOM TaKXKe 3aKI0YaeTcsl MpoOjieMa Halmx
B3aMMOOTHOIICHH.

- And as for “black” PR?

- Uro kacaercs “uépnoro” IIP... 3a To, 4T0OBI 0OpyTraTh
KOHKYpEeHTa IUIaTAT ropas3fo OoJiblIMe JEHbIW, YeM 3a TO,
yToOBl IOXBalUTh ceb0s. Hamo ObITb MCKIIOYHUTEIHHO
MOPSA0YHBIM KYPHAJIMCTOM, YTOOBI OTKA3aThCsl OT 3THX JICHET.
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VY Hac ObUIO HECKOJIBKO CIlyyaeB, KOrJa >KypHalIucT Opai
JEeHbI'M W TMPUHOCWJI CTaTblo, B KOTOPOW, Kak TIOTOM
BBISICHSJIOCH, COJIEPKAJHCh JIOKHBIC JaHHBIC u
HEOOOCHOBaHHBIE  OOBMHEHHS. B ciaydae  cyneOHBIX
pa3duparenbCTB OTBETCTBEHHOCTh JIOKHTCS HE TOJIBKO Ha
KYpHaJIMCTA, MOMNKUCABILEr0 CTaThl0, HO U Ha PEelakTopa U, B
KOHEYHOM CueTe, BPEOUT pelyTaluu TazeTsl. Tak 4To Mbl, B
Hamiei rasere, OBICTPO Pa300paIuch ¢ MPOOIEMOI 3aKa3HBIX
CTaTeu.

- Thank you very much, Mr Efimov.

IX. Read the following text and expand its ideas to give a
speech on one of the following topics:
1. Social function of the mass media.
2. The mass media and the formation of public opinion.
3. Word of mouth and its role in forming public opinion.

The mass media are usually less important than the
immediate social environment when it comes to the formation
of attitudes, but they are still significant. They focus the
attention on certain personalities and issues, and many people
subsequently form opinions about these issues. Government
officials have noted that their mail from the public tends to
“follow the headlines”; whatever is featured in the press at a
particular moment is likely to be the subject that most people
write about. The mass media can also activate and reinforce
latent attitudes. Political attitudes, for example, are likely to be
activated and reinforced just before an election. Voters who
may have only a mild preference for one party or candidate
before the election campaign starts are often worked up by the
mass media to a point where they not only take the trouble to
vote but may contribute money or help a party organization in
some other way.

The mass media play another extremely important role in
letting individuals know what other people think and in giving
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leaders large audiences. In this way they make it possible for
public opinion to include a large number of individuals and to
spread over wider geographic areas. It appears in fact that in
some European countries the growth of broadcasting has
affected the operation of the parliamentary system. Before that,
national elections were seen largely as contests between a
number of candidates or parties for parliamentary seats. More
recently, elections in such countries as Germany and Great
Britain have appeared more as a personal struggle between the
leaders of the principal parties concerned, since these leaders
were featured on television and electronic media and came to
personify their parties. In France and the United States they
have been regarded as a powerful force strengthening the
presidential system, since the president can easily appeal to a
national audience over the heads of elected legislative
representatives.

Even when the mass media are thinly spread, as in
developing countries or in nations where the media are strictly
controlled, word of mouth can sometimes perform the same
functions as the press and broadcasting, although on a more
limited scale. In developing countries, it is common for those
who are literate to read from newspapers to those who are not,
or for large numbers of persons to gather around the one
village radio. Word of mouth in the marketplace or
neighborhood then carries the information farther. In countries
where important news is suppressed by the government, a great
deal of information is transmitted by rumor. Word of mouth
thus helps public opinion to form in developing countries and
encourages “underground” opinion in totalitarian countries,
even though these processes are slower and usually involve
fewer people than in countries where the media network is
dense and uncontrolled.
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Part 3

I. Lead-in. What means and ways to get publicity do you
know? What is the best way to get publicity?

I1. Read the text and answer the questions.

Placing Publicity

Many vehicles can be used for publicity purposes.

The vehicle that remains the most frequent target of public
relations professionals is still the newspaper. Even though the
electronic media and the Internet have become increasingly
important, the news of the day is still dictated by daily
newspapers. In fact, the first thing a TV news director does
when he or she reaches the office in the morning is to check the
local paper to set the TV news agenda.

Papers provide more diversity and depth of coverage than
other media sources. Newspapers range from giant dailies to
small weekly papers written, edited and produced by a single
individual. How does a public relations practitioner “place” a
story in a newspaper? How does he or she convert publicity to
news? After getting the release written, the following hints may
help achieve placement:

1. Know deadlines. Time governs every newspaper.
Newspapers have different deadlines for different sections of
the paper. News events should be scheduled, whenever
possible, to accommodate deadlines. An old and despised
practice (at least by journalists) is to announce bad news close
to deadline time on Friday afternoon, the premise being that
newspaper journalists won’t have time to follow up on the
story and that few people will read Saturday’s paper anyway.
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Although this technique may work on occasion, it leaves
reporters and editors hostile.

2. Generally write, don’t call. Reporters are barraged with
deadlines. They are busiest close to deadline time, which is late
afternoon for morning newspapers and morning for afternoon
papers. Thus, it’s preferable to mail or send news releases by
messenger rather than try to explain them over the telephone.
Follow-up calls to reporters to “make sure you got our release”
also should be avoided. If reporters are unclear on a certain
point, they’ll call to check.

3. Direct the release to a specific person or editor. Newspapers
are divided into departments: business, sports, style,
entertainment, and the like. The release directed to a specific
person or editor has a greater chance of being read than one
addressed simply to “editor”. At smaller papers, one person
may handle all financial news. At larger papers, the financial
news section may have different editors for banking,
chemicals, oil, electronics, and many other specialties. Public
relations people should know who covers their beat and target
releases accordingly.

Public relations professionals should also know the

differences in the functions of newspaper personnel. For
example, the publisher is the person responsible for overall
newspaper policy. The editorial editor is generally responsible
for editorial page content, including the opinion-editorial (op-
ed) action. The managing editor is responsible for overall news
content. These three should rarely, if ever, be called to secure
publicity. That leaves the various section editors and reporters
as key contacts for public relations practitioners.
4. Make personal contact. Knowing a reporter may not result
in an immediate story, but it can pay residual dividends. Those
who know the local weekly editor or the daily city editor have
an advantage over colleagues who don’t. Also, when a reporter
uses your story idea, follow up with a note of commendation —
particularly on the story’s accuracy.
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5. Don’t badger. Newspapers are generally fiercely
independent about the copy they use. Even a major advertiser
will usually fail to get a piece of puffery published. Badgering
an editor about a certain story is bad form, as is complaining
excessively about the treatment given a certain story. Worst of
all, little is achieved by acting outraged when a newspaper
chooses not to run a story. Editors are human beings too. For
every release they use, dozens get discarded. If a public
relations person protests too much, editors will remember.
6. Use exclusives sparingly. Sometimes public relations people
promise exclusive stories to particular newspapers. The
exclusive promises one newspaper a Scoop over its
competitors. For example, practitioners frequently arrange to
have a visiting executive interviewed by only one local
newspaper. Although the chances of securing a story are
heightened by the promise of an exclusive, the risk of
alienating the other papers exists. Thus, the exclusive should be
used sparingly.
7. When you call, do your own calling. Reporters and editors
generally don’t have assistants. Most do not like to be kept
waiting by a secretary calling for the boss. Public relations
professionals should make their own initial and follow-up calls.
Letting a secretary handle a journalist can alienate a good news
contact. And above all, be pleasant and courteous.

Although cynics continue to predict “the end of reading as
we know it”, newspapers and magazines continue to endure.

The fact remains that dealing with the print media is among
the most essential technical skills of the public relations
professional. Ergo, anyone who practices public relations must
know how to deal with the print press.

Measurement Assistance.

After an organization has distributed its press materials, it
needs an effective way to measure the results of its publicity. A
variety of outside services can help.
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Press Clipping Bureaus.

Some agencies monitor company mentions in the press.
These press clipping bureaus can supply newspaper and
magazine clippings on any subject and about any company.
These bureaus may also be hired in certain regions to monitor
local news or for certain projects that require special scrutiny.
Most charge monthly fees that are around $200 in addition to
clipping charges of about $ 1.00 per article. For a practitioner
who must keep management informed of press reports on the
firm, the expense is greatly worthwhile.

Broadcast Transcription Services.

Specialized transcription services have been created to
monitor broadcast stories. Such firms as Radio-TV Reports and
the Video Monitoring Service, for example, monitor major
radio and TV stations around the clock, checking for messages
on client companies. After a client orders a particular segment
of a broadcast program, Radio-TV Reports either prepares a
typed transcript or secures an audiotape. Costs for transcripts
are relatively high.

Content Analysis Services.

A more sophisticated analysis of media results is supplied
by firms that evaluate the content of media mentions on clients.
Firms such as Ketchum Public Relations and PR Data use
computer analysis to find positive and negative mentions about
organizations. Although this measurement technique is rough
and sometimes subjective, it helps an organization obtain a
clearer idea of its portrayal by the media. However, such press-
clipping computer analysis stops short of being a true test of
audience attitudes.

Questions:

1. Why are papers the best way to get publicity?

2. Why should PR professionals be familiar with newspaper
deadlines and departments?

3. Why is it preferable to write, not to call?
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4. What are other dos and don’ts of dealing with newspapers?
5. What are the ways of measuring media results?

I11. Vocabulary. Guessing meaning from the context. Find
words and expressions in the text that mean:

1. something that you use in order to achieve something or as a

way of spreading your ideas, expressing your opinions;

a wide range of different people or things;

3. a date or time by which you have to do or complete
something;

4. a statement or an idea that you accept as true and use as a

base for developing other ideas;

to be under heavy continuous firing;

(formal) remaining after a process, event etc. is finished;

7. to try to persuade someone by asking them something
several times, pester;

8. an important or exciting news story that is printed in one
newspaper before any of the others know about it;

9. therefore;

10. an article or a picture that has been cut out of a newspaper
or magazine;

11. a careful and thorough examination of someone or
something.

no

o u

IV. Vocabulary.
a) Give English equivalents for:

Onexktponnele CMMUM; mnoBecTka  gHsA, Oporpamma;
pazHooOpasue u rryouHa OCBEIICHUS COOBITHIA;
e)Ke,I[HCBHaH/e)KCMCCﬂ‘IHaH rascra, KpaﬁHHﬁ/HOCHeHHHﬁ CPOK
nogadyv MaTCpuajoB; OTpCarupoBaTb Ha YTO-TO, UMETH JCJIO C
4yeM-JIn00, KypUpOBaTh; pElaKkTOp OTHAeNa HOBOCTeH (amep.);
MPUBOAUTH K, HWMETh TPEUMYIIECTBO HaJ KeM-JIH0o;
NpucCTaBaTb, HAAOCAAThb; OTKIJIOHATH IITO-J'II/I6O; HE3aBUCHUMBIC
KOMIIAaHUM; [0AOOpKAa MaTepualioB ra3eT U JKypHAJOB;

63



CHELUAaIbHOE  OTCIECKUBAHME, BECTU  KPYIVIOCYTOYHBIN
MOHHUTOPHHTI'; HE ABJIATHCA TOYHBIM TCCTOM.
b) Give Russian equivalents for:

To place a story in a newspaper; premise; to be barraged
with something; follow-up calls; specific person or editor;
editorial page content; residual dividends; a note of
commendation; a piece of puffery; worst of all; to run a story;
to use something sparingly; to measure the results of; press
clipping bureaus; to charge monthly fees; to be worthwhile; to
prepare a typed transcript; a more sophisticated analysis.

V. Translate into English using the vocabulary from the
text.

1. [IP-cieunanucThl OJKHBI 3HATh W COONIONATh KpalHUe

CPOKH TMOJIa4ll MaT€PHAJIOB B Ta3€ThI U KypHAJIbI.

2. B HeOOIbIII0l ra3eTe OJMH YeJI0BEK MOKET KypHUpOBaTh BCe

(buHaHCOBBIE HOBOCTH.

3. [1IP-cnenamucT AODKEH 3HATh, KAaKOMY KOHKPETHO

PEMAKTOPY OH JOJIKEH aJIpecoBaTh CBOM MaTEPHAIIBI.

4. JInyHble KOHTAKTHl OYEHb IIOJIE3HBI. 3HAKOMCTBO C

pemakTopoM He o00s3aTeTbHO MPHUBEAET K HEMEJICHHOM

nyOJIMKaud  MaTepuaja, HO MOXET JaTh OT/AaJCHHBIC

MOJIOKUTEIbHBIC PE3YIbTATHI.

5. Ecnm razera omyOnukoBasia Ball MaTepual, BaMm CIEAyeT

no0JIarogapuTh penakTopa M >KypHaIuCcTa, 0co00 OTMETHB

TOYHOCTH TIepeiaud HHPOPMALIUH.

6. He crouT Bo3MymIaThCs, €CIM Balll MaTepral OTKIOHEH.

7. CymiecTBYIOT HE3aBUCHUMbIE KOMITAHHH, KOTOPBIE TOMOTAOT

OpraHM3alysM OTCIIeKHBaTh U AaHAIU3UPOBATH PE3yIbTAThI

nyonukanuii B CMU.

8. Ilpecc-kmunmuHr OOpPO MOTYT MPEACTaBUTh MOJAOOPKY

MaTepUasoB ra3eT U KypHaJIOB MO JII0OOMY BOMPOCY M JIF000M

KOMIIaHHUH.

9. Ora ¢upma BemeT KPYIIIOCYTOYHBI MOHUTOPHHI BCEX

OCHOBHBIX PaJUO- U TEJIEBU3MOHHBIX CTAHIUH.
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10. Hexortopsle (Gupmbl MpeiaraloT yCIyTd 10 MpOBEICHUIO
aHanW3a CoJep)KaHWs MarepuasoB, omyOnukoBaHHBIX CMU.
9T0, TaKk Ha3bIBaEMEIN, KOHTCHT-aHAJIN3.

V1. Grammar. Participles.

Participles have two forms: present participle or -ing form
and past participle or -ed form.

Uses of participles:
> to shorten relative clause in the active (present participle) or
in the passive (past participle). Anyone arriving late will not be
admitted (=anyone who arrives late). She lives in a house built
in the nineteenth century (=which was built);
> to talk about two or more actions happening at the same
time. He lay on the sofa drinking wine and watching TV. She
stood there, watching for him to turn up;
> to talk about two actions happening one after the other. If it
IS important to show that one action has finished before the
other begins the perfect participle is used. Turning down a
street and entering an obscure lane, he went up to a smith's
shop. Having had a shower, she got dressed;
> to talk about two actions happening one because of another.
Not knowing what else to do, | waited patiently;
> after the verbs see, watch, feel, hear, listen to, smell, notice:
verb+object+ing (complex object). | heard him crying;
> as adjectives. Present participles describe an action still
happening. He dived into the sea to save the drowning child.
Past participles describe the result of an action that has
happened. She looked at the pbroken chair wondering if it could
be mended;
> before the main clause for emphasis. Laughing and
shouting, the children ran out of the room.

1. Combine the following pairs of sentences into one using a
participle.
Example: She was talking to the editor. She lost her temper.
She lost her temper talking to the editor.
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1) Bill was listening to the lecture. He fell asleep.

2) She was training to be a copywriter. She lived in London for
a year.

3) They watched the trainee. He was taking an interview.

4) The teacher gave out the questions. She told the students not
to open the booklets.

5) She heard them. They were discussing the editorial loudly.

6) She knew that John wouldn’t be at the party. She didn’t
bother to go.

7) He realized he had left the lights on. He told the taxi driver
to turn back.

8) She closed the door behind her. Then she got into the car
and drove off.

9) He got the job. He was so well qualified.

10) When the editor learned that his newspaper had been taken

over by a rival publisher, he resigned from his position.

2. Make sentences beginning with Having.

Example: He handed in his script. He had answered all the
questions. Having answered all the questions, he
handed in his script.

1) He wrote her a letter. He had tried phoning her several
times.

2) | had received an invitation. | felt | had to go to the meeting.

3) He couldn’t understand the article. He hadn’t learnt any

French.

4) After he had picked up his luggage, he went to look for a
taxi.

5) The astronauts had received their final medical check. They
boarded the spacecraft.

6) The climbers had been told that bad weather was on the

way. They decided to put off their attempt on Everest.

7) He had witnessed the crime. He was expected to give

evidence in court.

8) Now that I have heard your side of the question, | am more

inclined to agree with you.
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9) When he had finished the painting, he gave a sigh of relief.
10) He was brought up in the belief that pleasures were sinful.
As a result, he now leads an ascetic life.

3. Translate into English using participles.

1) M&I caplimand, Kak OHE 00CYKIaIH MOCAEIHUE HOBOCTH.

2) Tax kak craTbs ObUIa Tpy/AHAs, s HE CMOT TIepeBeCTH ee 0e3
croBapsl.

3) Ilocne yparana HEKOTOpBIE HOPOTU OBUTH 3a0JIOKUPOBAHBI
ynaBmnMMu ACPCBbAMU.

4) TiiatensHO BBIOMpasl CJIOBa, OpaTOp [al TMOHSATh, 4YTO

MO3UIINS PAaBUTENLCTBA 110 3TOMY BOIPOCY ObliIa OIIMOOYHOH.

5) IMony4yuB OTMEYATaHHBIA MpPECC-pen3, OHH Cpa3y Ke

OTIIPaBUJIM €TI0 B I'a3CThI.

6) 'poMko crmopsi, OHH BBIIUIM K3 KaOWHETa TJIABHOTO

penakropa.

7) Tlpecc-penu3, aapecoOBaHHbIA PEIAKTOPY OTIeNIa HOBOCTEH,

He ObUT OTyOJIMKOBAH.

8) IlpocmatpuBasl yTPEHHIOIO Ta3eTy, OH HATKHYJICS Ha

CTaThIO, COAEPKAIIYI0 HEOOBEKTUBHYIO WH(POPMAIUIO O €ro

bupme.

9) PazymHo UCTIONB3YS 9KCKITIO3UBHBIC WHTEPBBIO,

OpraHu3aIys ycTaHOBHJIA Xopolire oTHomeHus co CMU.

10) IMpoananu3upoBaB pe3yabTaThl OIMpOca OOIIECTBEHHOIO

MHEHHSI, OHU TIPUIILTH K BBIBOAY, YTO OOJIBIIMHCTBO HACEICHUS

HE 0JJ00psEeT MOJIUTUKY IIPABUTEILCTBA.

VII. Speak on the best way to place a story in a newspaper.

Part 4

I. Lead-in. Can you remember the last interview you’ve seen
on TV or read in the media and comment on it? What makes
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an interview a success? What are the main parts of holding a
conference?

I1. Read the text and answer the questions.

Handling Interviews and Press Conferences

Interviews.

Public relations people coordinate interviews for both print
and broadcast media. Most executives are neither familiar with
nor comfortable in such interview situations. For one thing,
reporters ask a lot of searching questions, some of which may
seem impertinent. Executives aren’t used to being put on the
spot. Instinctively, they may resent it, and thus the counseling
of executives for interviews has become an important and
strategic task of the in-house practitioner as well as a lucrative
profession for media consultants.

In conducting interviews with the media the cardinal rule to
remember is that such interviews are not “intellectual
conversations”. Neither the interviewee nor the interviewer
seek a lasting friendship. Rather, the interviewer wants only a
“good story”. And the interviewee wants only to convey his or
her key messages.

Accordingly, the following 10 dos and don’ts are important
in newspaper, magazine, or other interviews:

1. Do your homework in advance. An interviewee must be
thoroughly briefed — either verbally or in writing — before the
interview. Know what the interviewer writes, for whom, and
his or her opinions. Also, determine what the audience wants to
know.

2. Relax. Remember that the interviewer is a person, too, and
IS just trying to do a good job. Building rapport will help the
interview.

3. Speak in personal terms. People distrust large organizations.
References to “the company” and “we believe” sound ominous.
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Use “I” instead. Speak as an individual, as a member of the
public, rather than as a mouthpiece for an impersonal
bureaucracy.

4. Welcome the naive question. If the question sounds simple,
it should be answered anyway. It may be helpful to those who
don’t possess much knowledge of the organization or industry.

5. Answer questions briefly and directly. Don’t ramble. Be
brief, concise, and to the point. An interviewee shouldn’t get
into subject areas about which he or she knows nothing. This
situation can be dangerous and counterproductive when words
are transcribed in print.

6. Don't bluff. If a reporter asks a question that you can’t
answer, admit it. If there are others in the organization more
knowledgeable about a particular issue, the interviewee or the
practitioner should point that out and get the answer from
them.

7. State facts and back-up generalities. Facts and examples
always bolster an interview. An interviewee should come
armed with specific data that support general statements.
Again, the practitioner should furnish all the specifics.

8. If the reporter is promised further information, provide it
quickly. Remember, reporters work under time pressures and
need information quickly to meet deadlines. Anything
promised in an interview should be granted soon. Forgetting
(Conveniently) to answer a request may return to haunt the
organization when the interview is printed.

9. There is no such thing as being “off the record”. A person
who doesn’t want to see something in print shouldn’t say it. It’s
that simple. Reporters may get confused as to what was off the
record during the interview. And although most journalists will
honor an off-the-record statement, some may not. It’s not
generally worthwhile to take the risk. Occasionally, reporters
will agree not to attribute a statement to the interviewee but to
use it as background. Mostly, though, interviewees should be
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willing to have whatever they say in the interview appear in
print.

10. Tell the truth. Telling the truth is the key criterion.
Journalists are generally perceptive; they can detect a fraud. So
don’t be evasive, don’t cover up, and, most of all, don’t lie. Be
positive, but be truthful. Occasionally, an interviewee must
decline to answer specific questions but should candidly
explain why. This approach always wins in the long run.
Remember, in an interview, your integrity is always on the
line. Once you lose your credibility, you’ve lost everything.

Press conferences.

Press conferences, the convening of the media for a specific
purpose, are generally not a good idea. Unless an organization
has real news to communicate, press conference can flop.
Reporters don’t have the time for meetings that offer little
news. Before attempting a conference, ask this question: Can
this information be disseminated just as easily in a news
release? If the answer is yes, the conference should be
scratched.

Eventually, though, every organization must face the media
in a conference — in connection with an annual meeting or a
major announcement. The same rules and guidelines that hold
true for a one-on-one interview hold true for dealing with the
press in conference. Be honest, forthright and fair. Follow these
additional guidelines in a press conference:

1. Don’t play favorites; invite representatives from all major
news outlets.
2. Notify the media by mail well in advance of the conference
and follow up by phone. Ordinarily, the memo announcing the
event should be straightforward and to the point, listing the
subject, date, time, and place, as well as the speaker and the
public relations contact’s name, title and phone number. If
possible, the memo should reach the editor’s desk at least 7 to
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10 days before the event. Also, the day before the event, a
follow-up phone call reminder is wise.

3. Schedule the conference early in the day. Again, the earlier
in the business day, the better, particularly for TV
consumption.

4. Hold the conference in a meeting room, not someone’s
office. Office auditoriums and hotel meeting rooms are good
places for news conferences. Chairs should be provided for all
reporters and space should be allowed for TV crews to set up
cameras. The speaker at the conference should preside from
either a table or a lectern so that microphones and tape
recorders can be placed

5. The time allotted for the conference should be stated in
advance. Reporters should be told at the beginning of the
conference how much time they will have. Then no one can
complain later.

6. Keep the speaker away from the reporters before the
conference. Mingling prior to the conference will only give
someone an edge. Keep all reporters on equal footing in their
contact with the speaker.

7. Prepare materials to complement the speaker’s presentation.
The news conference is an apt place for a press kit, which
should include all information about the speaker, the subject
and the organization.

8. Let the reporters know when the end has come. Just before
the stated time has elapsed the practitioner should announce to
the reporters that the next question will be the last one. After
the final question, the speaker should thank the reporters for
coming and should take no more questions. After the
conference some reporters may want to ask follow-up
questions individually. Do so only if all reporters have an
opportunity to share in the one-on-one format.

Questions:
1. Why can it be difficult for an executive to be interviewed?
2. What rules should an interviewee keep in mind?
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3. What should an interviewee do if he/she can’t answer a
question?

4. Is “off the record” a good phrase during the interview? Why

or why not?

Why is it important to tell the truth during the interview?

What are the rules of organizing press conferences?

7. Are the time and place important things in organizing a
press conference? Why?

8. How should a conference finish?

ISl

I11. Vocabulary. Guessing meaning from the context. Find
words and expressions in the text that mean:

1. a person or a group working in administration or

management in a business organization, trade union etc.;

2. suggesting that something bad is happening, threatening;

3. a person, newspaper etc. that expresses the opinions of

others;

4. to talk or write a lot in a disorganized way;

5. to give support to somebody or something;

6. to fail totally, to be completely unsuccessful;

7. to arrange something for a certain time;

8. to lead or to be in charge of a conference, meeting etc.

IV. Vocabulary.
a) Give English equivalents for:

YHpaBisATh, peryaupoBaTh; NedaTHbie/3NeKTpoHHbie CMU;
IIOCTaBUTH KOIo-TO B 3aTPYAHUTCIIBHOC ITOJIOKCHUC,
WHTEPBBIONPYEMBI/HHTEPBBIOED; B3aMMOITOHUMAaHHE;
npuaepxuBatbcs (akToB; HE M 3anmucH  (IMyOIHKaIUH);
YKHOHIIHBBIfl; B KOHII€C KOHIIOB.

b) Give Russian equivalents for:

Searching questions; in-house practitioner; to be to the
point; generalities; specifics; to detect a fraud; to be on the line;
to play favorites; news outlets; follow-up; TV crew; to keep
somebody on equal footing; one-on-one format.
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V. Vocabulary. Find in the text the synonyms to:
rude; to hide; direct; to mix; to supplement; suitable;
relevant; to pass (of time).

VI. Grammar. Determiners. Both, neither, either.
» Both/both of ~ two people or things together ~ Both (of) her
parents are doctors.
~ in the expression both ...and to emphasize
that something is true of one thing and another
~ He has lived in both Britain and America.
I~ We use both of, not both before pronouns ~
We say Both of them
I~ Both is always plural.

» Neither (...nor) ~ not one or the other of two people or
things (with positive Verbs) ~ Neither
parent cares what happens to the child.

~ Neither John's father nor mine could
understand my problem.
I~ We use neither of, not neither, before
pronouns ~ Neither of them seems to take it
seriously.
I~ We follow neither with a singular noun.
> Either (...or) ~ one or the other of two things or people ~
I've lived in New York and Chicago but I don't
like either city much.
I~ We use either of, not either, before
pronouns ~ Do you want the big bag or the
small one? — Either of them will do.
I~ We follow either with a singular noun.

1. Translate the following sentences from the text.

1) Public relations people coordinate interviews for both print
and broadcast media.

2) Most executives are neither familiar with nor comfortable in
such interview situations.
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3) The speaker at the conference should preside from either a
table or a lectern.

2. Complete the sentences with both, neither and either.

1) press conferences flopped because they were badly
organized.

2) Can of you explain what has happened?

3) Are we going to hold the conference in the meeting

room or in the hall? . It’ll be held in my office.

4) of them was interested in making everlasting
friendship.

5) We can invite reporter to make this interview. It’s not
that important.

6) The speaker was persuasive nor sophisticated.

7) The responsibility fell on the interviewer and the
interviewee.

8) they print the refutation or we’ll have to appeal to
court.

9) of the interviews printed in the newspaper were true.

10) appearance in TV political shows nor interviews on

the pages of serious political newspapers will help him to get

support of voters as he’s proved to be unscrupulous and up to

the neck in shady dealings.

VII1.Writing. Translate the text from Russian into English
using the vocabulary from Part 4:

WutepBpio — 310 Oecena B ¢opMe BONPOCOB U OTBETOB,
JUAJIOT MEXJIy YeJIOBEKOM, BIAJCIONUM HHpOpMAIed, U
KYPHAIIMCTOM, >KEJAOIINM NONy4uTh nHpopmManuio. B panuo-
U TEJICHHTEPBBIO AyJTUTOPHsS SIBISICTCS CBUACTEIIEM IUAJOra,
KOTOpBI TpEACTaBIeH B Oonee 3penuinHoil dopme, ¢
SMOLUMOHAIIBHON OKpPACKOH, MHUMHUKOM, KE€CTaMH, MaHEpaMu
COOECEeTHUKOB.

Hns cieunanucroB [P cepre3HbiM HampaBieHUEM B paboTe
SIBJISIETCS] IOJITOTOBKA M OPraHU3ALMS HHTEPBBIO JOJKHOCTHBIX
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mun uist CMU. BosblIMHCTBO PYKOBOJUTENEH KOMMEPUYECKUX
¢bupM 1 KOMIaHUN HE 3HAKOMBI C CUTYyalllel MpeloCTaBlIeHus
uatepBplo CMM  u, Kak mpaBWiIO, YYBCTBYIOT ceOs
nuckoMoptHo B Hel. [1oaToMy KOHCYIBTHPOBAaHUE MEPBBIX
JMLl, BbIJa4a WM pPEKOMEHJALUM  SBIACTCS  3aJaudei
CTPATETMYECKOI0 3HAYEHUS, TaK KaK HEyJayHOE HWHTEPBBIO
MOYKET HETaTUBHO OTPA3UTHCS HA UMHJIKE KOMITAHUU.
CobmrofileHue  U3MOKEHHBIX Jlajee MpPaBUI  MO3BOJIUT
n30exarb  OTPUIATENBHBIX  PE3yJIbTATOB  OpraHHU3aIUU
WHTEPBBIO:
1. 3apanee TmIaTeNbHO pa3paboTaiiTe MpeanoiaracMbie
OTBETHl MO TpencTosmell Teme KoH(pepeHmuu. Bmecte ¢
MHTEPBBIOUPYEMBIM JaiiTe OIIEHKY TOMY, YTO OH COOMpaercs
COOOIIUTH, JUIsl KOTO UMEHHO W KaKOBa €ro TOYKa 3PEHHS 10
MpEeANoIaraéMbIM BOIIPOCaM.
2. [loBeneHe HHTEPBLIOMPYEMOTO JIOJDKHO OBITH CBOOOIHBIM,
€CTECTBEHHBIM M JIOCTaTOYHO YBEPEHHbIM. OTHOIIEHUS C
npencraButesisivu CMU nomKHBI OBITH TOCTPOSHBI HA OCHOBE
B3aMMOIIOHUMAaHHUSI, JOOPOKENATEILHOCTH U YBaXKEHUS APYT K
ApYry.
3. UuTepBhioupyeMoMy  LejgecooOpa3HO  BbICTynaThb B
JIOCTaTOYHO JOBEPHUTEIHHOW GopMme OT cedsi JIMYHO, a HE OT
MMEHU KOMIIaHUH WU TIEPBOTO JIHIA. Takue OTBEThI MyOIUKOU
BOCIIPUHUMAIOTCA TOPA3J0 JIyYlIe, YEM CChUIKA Ha KOMITAHUIO.
B crnoxsbpix cutyanusax «S» 3Byduut Oosiee TOBEPUTETBHO H
YEJIOBEYHO.
4. C yBaKEHHEM OTHOCHUTECh K JIOOBIM TIO CIIOXHOCTH
BomnpocaM. Eciin 3a/1aH HauBHBIN U 3JIEMEHTapHBI BOIIPOC, BCE
paBHO HEOOXOOWMO OTBETHTh HA HEro: BO3MOXHO,
3aTpayeHHOE Ha OTBET BpEMs IMO3BOJIUT BaM YHTH OT
HENpUITHOTO U Oonee cioxHOro Bompoca. Haubonee
BBIUTPBIIITHEL  KOPOTKHE W YeTKHEe OTBeTHhl. I30eraiite
O€CCBSI3HOM peun, IeMaroruu U 0aHAIbHOCTEH.
5. Hukorna He OoiiTech npu3HaTh HE3HAHUE OTBETA HA TOT WU
WHOW Bompoc. MOoXHO 0OpaTUThCs K JApyruMm Oosee
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OCBEJIOMJICHHBIM  COTPYAHHMKaM, MNPUCYTCTBYIOIIMM  Ha
koHpepenmmu. Ilpum oTBeTax crapaliTech MaKCHMaJIbHO
UCTONB30BaTh (AaKThl M TPUMEpBl, KOTOpbIE B JIIOOBIX
cUTyanusix  oOecriedyaT  WH(DOPMAMOHHYIO  TOJJIEPIKKY.
bnepoBate u BBOIUTH B 3a0myxaeHue He crout. Ilpu
pasmenieHnn uctopuid, 3asBiaenuiit B CMU cnennanucty I1P
HEOOXOAMMO TIOMHHUTH O TOM, UYTO KaXIOM Ta3eToid u
TeJlernepeiaueii mpaBUT BpeMs. 3aJIepKaBIIASICS HOBOCTh — YKe
HE HOBOCTb. [lOATOMY HE TOJBKO COJEpKAHHUE HHTEPBBIO
SBIISICTCA pelaroImuM (BakTopoM ycrexa, HO U BpeMs €ro
TPaHCISAIUH.

VIIIl. Speak on the topic:
1) What makes an interview a success?
2) What makes a press conference a success?
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