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INPEANCJIOBHE

VYue6nO0-MeTomnueckoe nocooue «Public Relations Issues:
Part 11» npennasHaueHo mjist cTymeHTOB OakaaaBpuaTa, IOJIYYarolIHX
06p8.30BaHI/Ie [0 HampapJICHHUIO TOATOTOBKHU «Pexnama ® CBs3U
C O0IIIECTBEHHOCTHION.

AKTyaJTbHOCTh JAHHOTO TIOCOOHMs OOYCJIOBJIGHA TE€M, YTO
B HEM Ipe/ICTaBIeHbl TEKCThI MPO(ECCHOHATFHOTO XapaKTepa, YTo
crocobcTByeT (POPMHUPOBAHUI0 KOMMYHUKATUBHON, KOTHUTHBHON
U JIMHTBUCTHUYECKOW KOMIIETCHLIMM CTYIEHTOB. BaxHON Xapakre-
PUCTHKOM TIOCOOMST SBISIETCS ayTEHTHYHOCTHh IMIPEIaraeMoro
Matepuana, MnpodeccCHOHANbHAs ~ HAMPaBICHHOCTh  KOTOPOTO
YIOBJIETBOPSIET TPEOOBAHUIO peaTu3alMi MEXAUCHUTUTMHAPHOTO
noaxojia B o0Opa3oBaTebHOM IIpOLIECCe: COJAEpKaHHE MPEeCTaB-
JIEHHOTO B JAHHOM MOCOOMH MaTepuana MepeKInKaeTcs ¢ colep-
KAHUEM KypCOB CIEUHAJIbHBIX JUCUUIUIMH 110 HAlpaBJICHUIO
MTOATOTOBKH «PexiiaMa 1 CBsI3H ¢ 00IECTBEHHOCTHIO.

[Tocobue sBnsieTCS YETKO CTPYKTYPUPOBAHHBIM U TIO-
CTPOEHO II0 TEMAaTU4YECKOMY MNpHUHOMIY. B kaxnou Tteme
MPE/ICTABICHBI TEKCTHI JJIi OTPaOOTKM HABHIKOB MUCHBMEHHOTO
1 YCTHOTO TIEPEBOJIa C AHTTUHUCKOTO S3bIKa HA PYCCKHUI U BOIIPOCHI
K HHUM, 32 KOTOpPBIMH CIEAYIOT YHNPaKHEHUs Ha 3aKpeIlICHUE
M3YYEHHBIX JIEKCUKO-TPAMMaTUYECKHUX ACIIEKTOB.

TekcThl, BKJIIOYEHHbIE B JaHHOE IMOcoOue, MPOAOKAIOT
3HAKOMHUTH O0ydYarommuxcsi ¢ Takouh cdepoit mpodeccruoHambHON
NESTeIbHOCTH, KaK CBS3M C OOIIECTBEHHOCTHIO, WM MaOIUK
puieiiin3 (I1P), u maroT mpeicTaBiICHHE O TAaKMX €€ BaKHBIX
pasnenax, Kak KPU3WUCHBIA MEHEIKMEHT M CBSI3U C OOIIeCT-
BEHHOCTbIO B TOCCTpykTypax. [lpeanaraemasi cucrema ympaxk-
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HEHUI HANPAaBIICHA HA OCBOCHUE CIIEIIMAIBHON JIEKCUKH, OCBOCHUE
U TIOBTOPEHHUE OINpeAeNeHHBIX TI'PaMMaTHYECKUX CTPYKTYD,
CTHJINCTUYECKOE HCIOJIb30BaHWE TEPMHUHOJIOTMH, Pa3BUTUE HaBBI-
KOB Mpo(eccHoHaIbHOTO MHChbMa M HAaBBIKOB MEpeBOAa B IPO-
(beccuonanbHOM chepe, a TaK’Ke KOMMYHUKATHBHBIX HABBIKOB.

B memom, KaXIelii TeMaTHYeCKUH pa3fen MmocoOus
MPEJICTaBISAET COOOM JIOTUYECKU MOCTPOCHHYIO CUCTEMY, HAIpaB-
JIEHHYI0O Ha pPa3BUTHE KIIOYEBBIX KOMIIETEHIIMH OOydJaromuxcs:
0O0IIEes3PIKOBOM, KOMMYHUKATUBHON, KOTHUTUBHOM, CIEITUATBLHON
U COLIMATIBHOH.

Takum oOpa3zoM, JaHHOE TOCOOHME OPHEHTHUPOBAHHO HE
TOJILKO Ha pellleHue y4eOHbIX 3a/ay, KOTOpble, B paMKax Kypca
«VlHOCTpaHHBIN SI3BIK B NMPO(EeCCHOHANIBHON U JETOBOH KOMMY-
HUKAIUM», 3aKII0YaloTCs, B MEPBYIO oOuepelb, B OOOTaIleHUuU
CJIOBApHOIO 3araca o0ydyaromuxcsi MpoPecCHOHANBHON JEKCUKOM
U COBpeMeHHOW TepmuHOsoruii B obnactu IIP, dopmupoBanun
HABBIKOB TIEPEBOJa TEKCTOB IO CIENHUATBHOCTA W JOCTHKCHHH
OTIpEe/IIEHHOTO YPOBHS BJIAJICHUSI YCTHOM pPeublo, MO3BOJISIONIETO
BecTH Oeceqpl Ha TpodecCHOHABbHBIC TeMbl. biaromaps mmpo-
KOMY CIEKTpY HpPEICTaBICHHBIX 3aJlaHuil U MPHOOpPETEHUIO Ha-
BBIKOB PabOTHl C MpodeCcCHOHATHHO-HANPABICHHON HHOSI3BIYON
uHpopManMel, CTYACHTHl OBJaJIEBAlOT CcHoco0aMu aKTUBHOU
MO3HABATEIBHOMN J1EATENHOCTH, KOTOPhIE B COBOKYIMHOCTH C pa3-
BUTHIMH KJTFOUEBBIMU KOMIIETCHIIUSMH OTPEICIISIOT YHHBEPCAb-
HOCTh M COLMAIbHO-TIPOPECCHOHATBHYI0 MOOMIBHOCTh OYyIyIIHX
CHEIHAIMCTOB U MO3BOJISIIOT UM YCIICITHO aJanTHPOBATHCS B pa3-
HBIX COIMAJIBHBIX U MTPO(PECCHOHAIBHBIX COOOIIECTBAX.



UNIT I.
CRISIS MANAGEMENT
Part 1

I. Lead-in. What do you think issues management deals with?
What is the difference between crisis and issues management?
Why are issues/crisis managers the most respected and highest
paid people in PR profession?

I1. Read the text and answer the questions.

Issues Management

The most respected and highest paid people in public relations
have achieved this status through their efforts in attempting to
“manage” crises.

In a world of instantaneous communications, tabloid news
journalism, and exploding communications challenges, the number
and depth of crises affecting business, government, labor,
nonprofits and even private individuals have expanded
exponentially.

No wonder when public relations professionals are asked what
subject they want covered in mid-career seminars, “crisis
communications” invariably heads the list. Helping to manage
crisis is the ultimate assignment for a public relations professional.
Smart managements value public relations advice in developing an
organization’s response not only to crises but to public issues in
general. Hundreds of American companies have created executive
posts for “issues managers”, whose task is to help the organization
to define and deal with the political, economic, and social issues
that affect them.

The list of such issues — and the crises they often evoke — is
unending.
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The term issues management was coined in 1976 by public
relations counselor W. Howard Chase, who defined it this way:

Issues management is the capacity to understand, mobilize,
coordinate, and direct all strategic and policy planning functions,
and all public affairs/public relations skills, toward achievement of
one objective: meaningful participation in creation of public
policy that affects personal and institutional destiny.

Issues management is a five-step process that
(1) identifies issues which the organization must be concerned
with,
(2) analyzes and delimits each issue with respect to its impact on
constituent publics,
(3) displays the wvarious strategic options available to the
organization,
(4) implements an action program to communicate the
organization’s views and to influence perception on the issue, and
(5) evaluates its program in terms of reaching organizational goals.

Many suggest that the term issues management is another way
of saying that the most important public relations skill is
“counseling management.” Others suggest that issues management
is another way of saying “reputation management” — orchestrating
the process whose goal is to help preserve markets, reduce risk,
create opportunities, and manage image as an organizational asset
for the benefit of both an organization and its primary
shareholders. In specific terms, issues management encompasses
the following elements:
e Anticipate emerging issues. Normally, the issues management
process anticipates issues 18 months to 3 years away. Therefore,
it is neither crisis planning nor post-crisis planning, but rather pre-
crisis planning. In other words, issues management deals with an
issue that will hit the organization a year later, thus distinguishing
the practice from the normal crisis planning aspects of public
relations.
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o Identify issues selectively. An organization can influence only a
few issues at a time. Therefore, a good issues management process
will select several — perhaps 5 to 10 — specific priority issues with
which to deal. In this way, issues management can focus on the
most important issues affecting the organization.

e Deal with opportunities and vulnerabilities. Most issues, antici-
pated well in advance, offer both opportunities and vulnerabilities
for organizations. For example, in assessing promised federal
budget cuts, an insurance company might anticipate that less
money will mean fewer people driving and therefore fewer
accident claims. This would mark an opportunity. On the other
hand, those cuts might mean that more people are unable to pay
their premiums. This, clearly, is a vulnerability that a sharp
company should anticipate well in advance.

e Plan from the outside in. The external environment — not
internal strategies — dictates the selection of priority issues. This
differs from the normal strategic planning approach, which, to a
large degree, is driven by internal strengths and objectives. Issues
management is very much driven by external factors.

e Profit-line orientation. Although many people tend to look at
issues management as anticipating crises, its real purpose should
be to defend the organization in light of external factors as well as
to enhance the firm’s business by seizing imminent opportunities.

e Action timetable. The issues management process must propose
policy, programs, and an implementation timetable to deal with
issues. Action is the key to an effective issues management
process.

e Dealing from the top. Just as a public relations department is
powerless without the confidence and respect of top management,
the issues management process must operate with the support of
the chief executive. The chief executive’s personal sanction is
critical to the acceptance and conduct of issues management within
a firm.




Implementing Issues Management

“In a typical organization, the tactical implementation of issues
management tends to consist of four specific job tasks:

1. Identifying issues and trends. Issue identification can be
accomplished through traditional research techniques as well as
through more informal methods. Organizations are most concerned
about issues that affect their own residential area.

One way to keep informed about what is being said about a
company, industry, or issue is to subscribe to issues-oriented
publications.

2. Evaluating issue impact and setting priorities. Evaluation and
analysis may be handled by issues committees within an
organization. Committees can set priorities for issues management
action. At the Upjohn Company, for example, a senior policy
committee — composed of managers in each of the firm’s major
divisions, as well as public affairs and legal staff members — meets
quarterly to set issues priorities.

3. Establishing a company position. Establishing a position can
be a formal process. After the Upjohn senior policy committee has
met and decided on issues, Upjohn’s public affairs staff prepares
policy statements on each topic.

4. Designing company action and response to achieve results.
The best-organized companies for issues management orchestrate
integrated responses to achieve results. Typically, organizations
may coordinate their Washington offices, state lobbying
operations, management speeches, advertising messages, and
employee communications to their point of view.

Questions:

1. What is meant by the term issues management?

2. What are the five steps of the issues management process?
3. What is issues management often called?

4. What are the elements of issues management process?

5. How many issues can issues mangers deal with at a time?
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6. What are opportunities and vulnerabilities that most issues
offer?

7. What is the real purpose of issues management?

8. What are 4 specific job tasks of the implementation of issues
management?

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

1. to fix the limits or boundaries of something;

2. property owned by a person, company etc. that has value and
can be used or sold to pay debts;

3. an owner of shares in a business company;

4. to expect something;

5.to direct attention, efforts etc. to a particular problem or
situation, to concentrate on something;

6. to be a sign of something;

7. likely to happen very soon.

IV. Vocabulary.

a) Give English equivalents for:
YHpaBJIeHI/Ie BO3MOXHOCTAMHAU (aHTI/IKpI/ISI/ICHOG CTPATCTUYCCKOC
MJIAHUPOBAHUE); YIPaBJIATh KPU3UCAMHU; MTHOBCHHBIM, HEME/I-
JICHHBIN; TIyOWHA KPHU3UCA; BO3TJIABISTH CIHCOK; BBIMOIHSITH,
OCYIIECTBIATh;, BO3MOKHOCTH W YIPO3BI; BHEIIHSAA Cpena;
moAXOd K CTPATCTUYCCKOMY INIAaHUPOBAHHUIO.

b) Give Russian equivalents for:
Tabloid news journalism; mid-career seminars; issues
managers; to be coined; to preserve markets; to encompass;
crisis planning; post-crisis planning; pre-crisis planning; federal
budget cuts; sharp company; to a large degree; internal
strengths and objectives; in light of; action timetable; to
subscribe to issues-oriented publications.



V. Grammar. Revision of tenses.
Put each verb in brackets into an appropriate tense.

Farmers, as we all (know), (have) a hard time of it
in Britain lately, and (turn) to new ways of earning income
from their land. This (involve) not only planting new kinds

of crops, but some strange ways of making money, the most
unusual of which has got to be sheep racing. Yes, you
(hear) me correctly! A farmer in the West of England now
(hold) sheep races on a regular basis, and during the past year over

100 000 people (turn up) to watch the proceedings. ‘I
(pass) the farm on my way to the sea for a holiday,” one punter
told me, ‘and | (think) 1’d have a look. I (not believe)

it was serious, to tell you the truth.” According to a regular visitor,

betting on sheep is more interesting than betting on horses. ‘At

proper horse races everyone (already study) the form of the

horses in advance, and there are clear favourites. But nobody
(hear) anything about these sheep! Most people

(find) it difficult to tell one from another in any case.” |

(stay) to watch the races, and I must admit that | (find) it
quite exciting. In a typical race, half a dozen sheep (race)
downhill over a course of about half a mile. Food (wait) for
them at the other end of the track, | ought to add! The sheep

(run) surprisingly fast, although presumably they (not eat)
for a while just to give them some motivation. At any rate, the
crowd around me (obviously enjoy) their day out at the

races, judging by their happy faces and the sense of excitement.

V1. Speaking. Team work.

Imagine that you are a team of issues managers at the Institute
of Social Communications. You should anticipate emerging issues,
make a list of them and rank them. Then you should discuss
possible opportunities and vulnerabilities that the issues may offer
the Institute.
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VII. Translate into English using the vocabulary from the text:

1. Kaxnas opranuzanus JOJDKHA YMETh IIPEIBUJIETh KPU3HUCHYIO
CUTYALHIO.

2. Kpusnc Hepenko MMeeT M OOpaTHYI0 CTOPOHY — 3TO HOBBIE

BO3MOKHOCTH ISl OPIaHU3aLUH.

. Ham Hy>kHO pa3paboTarh 1u1aH AEHCTBHIA.

. AKIIMOHEPBI XOTAT 3HATh, YTO IPOUCXOJUT.

5. Mbl [OMKHBI HPHUHATH BO BHMMAaHHME BCE BO3MOXHOCTHU
U yTpO3BbI.

6. Ham HE0OX0MMO y4UMTHIBaTh BIMSHUE U BHEIIHEH, U BHYTPEH-
HEU cpelbl OpraHu3alum.

7. 2TOT HOBBI TPO(ECCHOHATBLHBIN XApTOH TIOSBUIICS COBCEM
HEZABHO.

8. YnpasiieHue BO3MOXHOCTSIMH — 3TO MPEAKPU3UCHOE IIIIAHUPO-
BaHUE.

W

9. B mrare Hameil opraHuM3aldU HET CIELMUATUCTOB IO YIPaB-
JICHUIO BO3MOXKHOCTSIMHU.

10. B cBete mocneaHUX COOBITHI HaM HEOOXOIUMO MPEANPUHSATH
Al IEUCTBUM.

11. IIpobnema ¢ HCTOYHMKAMH (UHAHCUPOBAHMUS BO3IJIABIISET
CIIUCOK HaIIuX MPOOJIeM.

12. Ceituac HaM HEOOXOIUMO CKOHIICHTPHUPOBATHCS HA ATOU
yrpo3se, KOTopasi MOXKeT IPUBECTH K KPUBUCY.

13. Ham moaxoa kK cTpaTernyeckoMy IUIAHUPOBAHHMIO HECKOJBKO
OTJIMYAETCS OT IPUBBIYHOTO.

14. Ham HEoOX0AMMO NIPEANPUHSITH HEMEIJICHHBIE II1ary.

15. MBI HHYETO HE 3HaeM 0 MacmTabax Kpu3uca.

VIIIl. Speaking. Team work.

Choose one issue and make up a plan of actions that may be
launched to prevent a possible crisis.
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e Venice is said to sink one day. Local residents try to get rid of
their flats and houses and leave the city for a safer place. Real
Estate agencies are in panic. They don’t know how to sell flats and
houses in the city. Their profits are falling down rapidly.

e The personnel of the firm is not satisfied with work conditions.
They think that top management is not responsive to their needs.
Some employees have already left and others feel that they are not
respected and paid enough.

IX. Writing. Translate the text from Russian into English
using the vocabulary from Part 1:

MeHeKMEHT —aKTyaJbHBIX IMpOOJIEeM OmpedessieTcs Kak
«CHOCOOHOCTh  MOHUMAaTh, MOOWIIM30BaTh, KOOPAMHUPOBAThH
Y HalpaBIIATh BCE CTPATETMYECKOE M TOJUTHUYECKOE IUIaHHPO-
BaHUE (QYHKIMOHMPOBAHUSA KOMIaHUM». IIpM BO3HUKHOBEHHMHU
«aKTyaJlbHOH TpOOJEeMbl» PpPEKOMEHIYyeTCsl JeHCTBOBaTh IO
crienyromen oomen cxeme:

v’ MIEHTUPUIIMPOBATH BO3HUKIIHE TIPOOIICMBI;

v/ POAaHATU3UPOBATH W KIACCHPHUIMPOBATH HX TII0 CpPaBHU-
TEIbHON 3HAYUMOCTH;

v/ ONpeEUTh BO3MOXKHBIC CTPATErHUCCKUE HATIPABIICHHS
NesTeNbHOCTH;

v/ peanu3oBaTh 3apaHee IOJTOTOBICHHYIO MPOrpamMMmy IO
TPAHCIMPOBAHUIO TOUYKH 3PEHUS] KOMIIAHUH Ha IPOUCXOASIIEE;

v/ OIICHUTH TIOIYYCHHBIE PE3YIbTATHI.

Koneuno, sta cxema sBisieTCsl aOCOIFOTHO OECIOJIE3HOW MpHU
OTCYTCTBHH OJIHOTO €IMHCTBEHHOTO 3JIEMEHTa — 3apaHee IMOJAro-
TOBJIEHHOM MPOrpaMMbl. BOJIBIIMHCTBO CHENMAIMCTOB 110 CBS3SIM C
OOIIIECTBEHHOCTBIO CUUTAIOT A(PPEKTUBHOE MPEIKPH3HCHOE ILUIa-
HUpPOBaHME HE IPOCTO BAXKHBIM, & OCHOBHBIM (DaKTOPOM yCIelll-
HOTO TIPEOJIOJICHUS Kpu3nuca. A 4ToObl MPEAKPU3UCHOE TIAHHPO-
BaHUE JEHCTBUTEIBHO UMENIO CMBICH, TOI MEHEKEPhl KaK MUHH-
MyM pa3 B KBapTal JOJDKHBI BCTpeuyaTbes IS OOCYKACHUS
CIICAYIOIIUX TEM:
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- TPUOPUTETHBIX HANPABICHUN PAa3BUTUS KOMIIAHUY;
- HOBBIX BO3MOXHOCTEW U PUCKOB;
- JIWHAMHKYU BHEIIHUX (PAKTOPOB.

B xpu3ucHoi cuTyanuu Bce pecypchl KOMIAaHUM JOKHBI OBITh
MOOUITM30BaHbl. AHTHKPHU3UCHAs KOMaHJa JOJDKHA BKJIIOYATh
PYKOBOJMTENIEH OCHOBHBIX JENAapTaMEHTOB KOMITAHWHM, IpEACTa-
BUTENEel npecc-cinyx0bl, [IP-cnenuanucroB u ropucros. Yto xa-
PakTepHO, COBETHI FOPUCTOB U CHELHAIUCTOB 10 CBS3SIM C 00IIECT-
BEHHOCTbIO B TME€PUOJ KpHU3UCA 3a4acTyl0 MPOTHUBOIOJIOXKHBIL.
KOpucThl 00BIYHO COBETYIOT:

v HHYEro He TOBOPHTS;

v/ €CJIM ¥ TOBOPUTB, TO OYEHH MAJIO M CIIOKOMHO;

v/ CCBUIATBCS HA KOMMEPYECKYIO U JIMYHYIO TalHYy;

v/ OTpULIATH CBOIO BUHY;

v/ IlepeKsIajbIBaTh OTBETCTBEHHOCTh Ha JPYIMX WM PasjeliiTh €€
C KEM-TO.

A cnenuamuctel no I[IP HacTamBalOT Ha MNpPeaOCTaBICHUHU
MaKCUMaJbHO JOCTOBEPHOH, YECTHOW W MOJHOW WHMOpMaIuu
Y Ha MPU3HAHUU COOCTBEHHOW OTBETCTBEHHOCTU. K UbeMy coBeTy
MPUCITYIIATHCS — JIET0 KaXK/10M KOHKPETHOW KOMITaHHH.

X. Writing. Summary.

Look back at the text and list the key points. Then write the
summary of the text according to these key points in no more than
250 words.

Part 2
I. Lead-in. What do you think crisis management is? What crises
can an organization face? What watchwords can be appropriate for
any crisis plan?
I1. Read the text and answer the questions.
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Crisis Management

Growth of risk communication

The 1990s saw the emergence of “risk communication” as an
outgrowth of issues management. Risk communication is basically
the process of taking scientific data related to health and
environmental hazards and presenting them to a lay audience
in a manner that is both understandable and meaningful.

Models of risk communication have been developed based on
the position that “perception is reality” — a concept that has been
part of public relations for years. Indeed, the disciplines of risk
communication and public relations have much in common. Risk
communication deals with a high level of emotion. Fear,
confusion, frustration and anger are common feelings in dealing
with environmental issues. For example, when the tobacco
industry was charged with withholding scientific data linking
cigarette smoking to cancer, the public was outraged, and by 1997,
the industry was paying severely for its deception.

Occasionally — even often — intense emotion flows from a lack
of knowledge and understanding about the science that underlies
societal risk. Therefore, frequent and forceful communication is
necessary to inform, educate, and even dampen emotion. The first
rule in responding to a perceived public risk is to take the matter
seriously. After this, according to risk management expert William
Adams, seven steps are helpful in planning a risk communication
program:

1. Recognize risk communication as a part of a larger risk
management program and understand that the whole program is
based on politics, power and controversial issues.

2. Encourage management to join the “communications loop”
and help train them to deal effectively with the news media.

3. Develop credible outside experts to act as news sources for
journalists.

4. Become an in-house expert in your own area of risk to
enhance your credibility with journalists.
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5. Approach the news media with solid facts and figures before
they approach you. Verify the veracity of your data.

6. Research perceptions of your organization by the media and
other publics to gauge credibility and help determine if your
messages will be believable.

7. Understand your target audiences and how the news media
can help you communicate effectively.

Like any other area of public relations, risk communication
depends basically on an organization’s actions. In the long run,
deeds, not words, are what count in communicating risk.

Managing in a crisis

The most significant test for any organization comes when it is
hit by a major accident or disaster. How it handles itself in the
midst of a crisis may influence how it is perceived for years to
come. Poor handling of events with the magnitude of Pepsi-Cola’s
syringe scare, Dow Corning’s silicone breast implant controversy,
NASA’s shuttle disaster, Tylenol’s capsule poisoning or ValuJet’s
Everglades airline crash not only can cripple an organization’s
reputation but also can cause it enormous monetary loss. It is
essential, therefore, that such emergencies be managed intelli-
gently and forthrightly with the news media, employees and the
community at large.

As any organization unfortunate enough to experience a crisis
recognizes, when the crisis strikes, seven instant warning signs
invariably appear:

1. Surprise. When a crisis breaks out, it’s usually unexpected.
Often, it’s a natural disaster — a tornado or hurricane. Sometimes,
it’s a human-made disaster — robbery, embezzlement or large loss.
Frequently, the first a public relations professional learns of such
an event is when the media call and demand to know what
immediate action will be taken.

2. Insufficient information. Many things happen at once.
Rumors fly. Wire services want to know why the company’s stock
is falling. It's difficult to get a grip on everything that’s happening.
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3. Escalating events. The crisis expands. The Stock Exchange
wants to know what’s going on. Will the organization issue
a statement? Are the rumors true? While rumors run rampant,
truthful information is difficult to obtain. You want to respond
in an orderly manner, but events are unfolding too quickly. This is
what Johnson & Johnson experienced as the reports of deaths from
Tylenol kept rising.

4. Loss of control. The unfortunate natural outgrowth of
escalating events is that too many things are happening
simultaneously. Erroneous stories hit the wires, then the
newsstands and then the airwaves. As in the case of the Coors
mouse in the can, rampant rumors can’t easily be controlled.

5. Increased outside scrutiny. The media, stockbrokers, talk-
show hosts and the public in general feed on rumors. “Helpful”
politicians and observers of all stripes comment on what’s going
on. The media want responses. Investors demand answers.
Customers must know what’s going on.

6. Siege mentality. The organization, understandably, feels
surrounded. Lawyers counsel, “Anything we say will be held
against us.” The easiest thing to do is to say nothing. But does that
make sense?

7. Panic. With the walls caving in and with leaks too numerous
to plug, a sense of panic pervades. In such an environment, it is
difficult to convince management to take immediate action and to
communicate what’s going on.

Planning in a crisis

One irrefutable key in crisis management is being prepared.
If there is one certainty in dealing with crisis, it is that all manner
of accidents or disruptions make for spectacular headlines and
sensational reporting. Reporters, as noted, march to a different
drummer. They consider themselves the “guardians of the public
trust” and therefore may be quick to point fingers and ascribe
blame in a crisis.

Thus, heightened preparedness is always in order.
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In terms of dealing with the media, four planning issues are
paramount.

First, for each potentially impacted audience, define the risk.

“The poison in the pill will make you sick.” “The plant
shutdown will out of work.” “The recall will cost the stockholders
$100 million.” The risk must be understood — or at least
contemplated — before framing crisis communications.

Second, for each risk defined describe the actions that mitigate
the risk.

“Don’t take the pill.” “We are recalling the product.” “We are
studying the possibility of closing the plant.” If you do a credible
job in defining the risk, the public will more closely believe in
your solutions.

Third, identify the cause of the risk.

If the public believes you know what went wrong, they are
more likely to accept that you will quickly remedy the problem.
That’s why people get back on airplanes after crashes. Moreover,
if the organization helps identify the cause of the problem, the
coverage of the crisis is likely to be more balanced.

Fourth, demonstrate responsible management action.

Essential to the planning phase is to appear to be in control of
the situation. Certainly early on in a crisis, control is lost. But the
best firms are those who seize command early and don’t acquiesce
it to outside, so-called experts. Letting people know that the
organization has a plan and is implementing it — helps convince
them that you are in control.

Simple but appropriate watchwords for any crisis plan are the
following:

- Be prepared.

- Be available.

- Be credible.

All of this implies that you must be willing to communicate
in a crisis.
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Questions:

1. What is ““risk communication™?

2. What seven steps does William Adams’ risk communication
program consist of?

3. How can poor handling of a crisis influence an organization?

4. What are seven warning signs which appear when a crisis
comes?

5. What two kinds of disasters are mentioned in the text?

6. Why can an organization lose control under crisis?

7. What four steps should an organization take when it faces
a crisis and has to deal with the media?

8. What are three key phrases in dealing with crisis?

I11. Vocabulary. Guessing meaning from the context. Look
back at the text and find words that mean:

. not having expert knowledge of a subject;

. the ability to see, hear or understand things;

. to make a judgement about something;

. to damage or harm somebody/something seriously;

. hot correct, wrong;

. to spread to and be perceived in every part of something;

. something that can not be proved false;

. more important than anything else;

.the process of closing a factory etc. either temporarily or
permanently;

10. to accept something without protest;

11. a word or phrase that expresses the beliefs or aims of a party or

group.
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IV. Vocabulary.

a) Give English equivalents for:
Nmerp MHOTO 00111€TO; OBITH OCKOPOJICHHBIM; OOMaH; MeIo,
MOCTYTIOK; OOJIbIIINE JIEHEXKHBIE TOTEPH; B LEJIOM, IEIUKOM;
aKIMY KOMITAHWUM; CIIYXH OBICTPO PacpOCTPAHSIIOTCS; COOBITHS
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OBICTPO Pa3BOPAYMBAIOTCS, BEIYIIHE TOK-IIOY; KOPMHUTBCS
cllyxamu; 4To OBl MBI HE CKaszaimu, oOepHeTCs MPOTHB HAC;
MOBBIIIEHHAsI TOTOBHOCTH; KOHTPOJIUPOBATh CUTYAIIHIO.

b) Give Russian equivalents for:

o ~No o~ wNEL

9.

Environmental hazards; frustration; tobacco industry; to be
charged (with); to underlie; communication loop; solid facts
and figures; poor handling; Pepsi-Cola’s syringe scare; Dow
Corning’s silicone breast implant controversy; NASA’s shuttle
disaster; Tylenol’s capsule poisoning; ValuJet’s Everglades air-
line crash; human-made disaster; to get a grip on something;
politicians of all stripes; to recall the product; to remedy.

. Fill in the gaps with the correct preposition if necessary.
. We depend entirely
. The heart attack could be related his car crash last year.

. Don’t let the public influence your decision.

. Prejudice feeds mistrust and ignorance.

. People were always commenting his private life.

. Their methods have much common.

. Several scuffles broke in the crowd.

. The company should act quickly to remedy these

donations from the public.

grievances.
They believe that this illness is linked the use of
chemical pesticides.

10. The chancellor doesn’t seem to get a very firm grip the

economy.

V1. Grammar. Nouns: countable and uncountable.

We can count countable nouns. A countable noun has both
singular and plural forms. Eg. apple/apples, child/children

We can not count uncountable nouns. An uncountable noun has
no plural form and we do not use it with a/an. E.g. We need new
furniture. Poverty can lead to unhappiness and despair.
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Study these examples:

Meney-are-very-mportant: Money is very important.
She-gave-me-a-good-advice: She gave me good advice.
Fhe-news-are-very-hopeful: The news is very hopeful.

Below is a list of some common nouns which are always
uncountable:

access help research
advice information rubbish
baggage knowledge transport
energy luggage travel
evidence money weather
furniture nature

happiness news

> It is possible, however, to count some uncountable nouns if the
substance is placed in a countable container. Here are examples:
a glass of milk/wine, a piece of advice/furniture/news, a drop of
water, a bit of cheese, a slice of bread etc.

e Some nouns can be both countable and uncountable. Here are
examples:

I’d love a coffee now. (a cup Is there any coffee left?
of coffee)
It’s a new experience for me. Have you had any
experience?
There’s a hair in my soup! She has very long hair.
I heard a noise outside the Stop making so much noise!
window.
Get me a paper. (a paper =a | need some paper to write on.
newspaper)
Three teas, please! (three | prefer tea to coffee.
cups)
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There were dozens of cheeses. There’s some cheese left.
(sorts of cheese)
This is one of the foods | We don’t have any food.
mustn’t eat. (a particular type
of food)

e Some nouns that are usually used uncountably can be used
countably, but only in the singular. E.g. She has an extensive
knowledge of property prices in this area. Some more
examples: education, importance, resistance, traffic etc.

e Some nouns have different meanings when they are used
countably or uncountably. E.g. Where is your glass, Barbara?
(a glass - cmaxan) Where are your glasses, Barbara? (glasses —
ouxu) Other examples: accommodation, competition, iron, lace,
room, time, work etc.

Practice.

1. Choose the correct form.

a) She’s making about $50,000 a year, which is/are pretty good
money/moneys.

b) How many/much money/moneys do you have?

¢) There isn’t/aren’t many/much work/works at this time of the
year.

d) Try not to make a/the/- noise/noises when you go upstairs.

e) | have got a/the/- good new/news for you.

f) This/these new/news is/are really frightening.

g) The waiting room was full of people and their
luggage/luggages.

h) We have spent many/much time/times here.

1) She’s been there six time/times.

J) Your hair/hairs look/looks great — how do you get it/them to
look like that?

k) Waiter! There’s a/the/- hair in my soup!

I) She gave me a/the/- good advice but | didn’t listen.
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m) | like your furniture/furnitures — where did you get it/them?

n) My mother doesn’t like fruit/fruits.

0) There is/are fruit/fruits on the plate — help yourselves.

p) Gourmets are people who eat good food/foods and drink good
wine/wines.

q) My doctor talked me out of eating this/these food/foods.

r) I’d like to drink a/the/- wine now — I’ve had a tiring day.

s) Go to the newsagent’s and buy me a/the/- paper — I’ve got
nothing to read!

t) Do you have a/the/- paper to write your number on?

2. Translate the sentences.

a) Uto ThI Tak mymumb?! S meiratoch cocpeaoTounThCs !

b) JlokTop mocoBeTOBaI MHE €CTh OOJIBIIIE OBOIIEH U (PPYKTOB.

C) ToI crbliiasa HOBOCTH?

d) IToroma npocTo yyaecHast — Mbl MOKEM ITONTH MOTYJISTh.

e) JleHbr'v HE MMEIOT 3HAYCHUS TOJIBKO TOT/Ia, KOTJIa KX MHOTO.

f) MsI Bo3bMeM fiBa Ko(e 1 OyTepOpOIbI ¢ BETUHHOM.

g) Tel HUKOTrA HE CIEAYClllb MOUM COBETaM, M KaXIblid pa3
MOMaIaelllh B HEMPHUITHBIC HCTOPUH!

h) ¥ menst Het nocryna B UIHTEpHET.

i) Ero paboTsI ceituac 04eHb MOMYIIAPHBI.

J) Ceituac y MmeHst MHOTO pa0OThI. S MO3BOHIO TeOe MO3IHEE.

VII1. Translate into English using the vocabulary from the text:

1. CoObITHs pa3BUBAIOTCS CIWIIKOM OBICTPO, YTOOBI MBI MOTJIH
BJIAJIETh CUTYyal[UEH.

2. MBI TOJDKHBI TIPEOCTaBUTh MPEcce HaACKHbIE (aKkThl U IUQ-
PBI — HENB3s JoIycKaTh, 4To0sl CMU nurtanuce ciyxamu.

3. Hama xkommaHusi moHeceT OoJibIIME€ YOBITKH, HO MBI
BBIHYKACHBI OTO3BATH MMPOAYKT.

4, Cnyxu  OBICTPO  PacHpOCTPaAHSIOTCS, MBI HE  MOXXEM
KOHTPOJIUPOBATH CUTYAIHIO.

5. [lomuTuky Bcex mMacTell KOMMEHTHPYIOT MOCIEICTBUS KpU3Hca
C TEeTIEdKpaHa.
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VY BeaymMx 3THX ABYX TOK-IIOY MHOTO OOMIETO.

Onu OyAyT CyAHUTH O Bac 110 BAILIUM JI€JIaM, a He 110 CJIOBaM.

UTto GBI MBI HE CKa3aJIH, 0OCPHETCS MPOTUB HAC.

DTOT MPUHIMII JEKUAT B OCHOBE HAIIEr0 IMOAXOAa K CTpa-

TErMYeCKOMY IJIaHUPOBAHUIO.

10. 3ToT BOIPOC HA TaHHBIF MOMEHT SIBJISIETCSI CAMBIM BaYKHBIM.

11.5ToT OOMaH MOXET pa3pylIUTh PEIMYyTAIUI0 OpraHU3AINH
U 00epHYTHCS KPYITHBIMH YOBITKAMHU.

12.Hamm cnenmanucthl pa3paboTand IUTaH, Kak CIPaBUTHCS
C 9TO# MpoOIEMON.

13.B ycnoBusix mpHOIMKAIOMIETOCS KPU3MCA OpraHU3aIvs
JOJKHA HAXOJUTHCSI B COCTOSTHUH TTOBBIIIIEHHOW TOTOBHOCTH.
14.CMU pacnpoCTpaHSIOT JIOKHBIE CBEIEHHUS, U MBI HE MOXXEM

YCTYIHTh UM B 3TOW MHPOPMAITMOHHON BOMHE.
15. AKIMOHEpHI XOTAT 3HATh, TOYEMY aKIIMH KOMITAaHUU YIIAJIH.

© oo N

VIII. Paraphrase the underlined words and phrases using the
vocabulary from the text.
1. To the inexperienced people, these technical terms are
incomprehensible.
. Otherwise we’ll lose a lot of money.
. This issue is of the greatest importance.
. We can’t agree with it so easily.
. Our issues managers don’t know how to solve the problem.
. A sense of panic is penetrating because we’ve lost control under
situation.
. It was a wicked act and he was punished for it.
8. It’s indisputable that poor handling of a crisis can result in
terrible consequences.

OO, WN
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IX. Speaking.

Develop the following ideas.
e The number of human-made crises has increased.
e Crisis — evil or good for an organization.
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X. Act as an interpreter.
An interview with a Head of Humanitarian Technological
Corporation “GOST”.

— So, what is a crisis?

— OnacHOCTh IUIIOC HOBBIE BO3MOKHOCTH. KpusucHoe ymnpasie-
HUE — 3TO YIpaBJIeHHE BO3HUKHOBEHHEM KpHU3HCaA, HCKYCCTBO
CO3/IaHHUS KpU3HCA.

— Can any company develop without facing a crisis?

— Ilpomnecc pa3BuTHS TH000N OpraHU3aluy — 3TO CMEHA ITUKIIOB, U
KpHU3HC BCETO JIMIIb OJIMH U3 HUX. MOXHO cKa3aTh, YTO KPU3HC ITO
HEMPEMEHHOE YCIIOBUE Pa3BUTHA J000H opranuzanuu. U, kpome
TOTO, A3TO TMpoBepka Ha MpoyHOCThb. CHibHAS OpraHu3aIusl
IIPEOJIOJIEBACT KPU3HC U CTAaHOBUTCS elle CHIIbHee, ciadas
norubaer.

—Can we use the terms “internal” and “external” reasons of a
crisis?

— 51 He coryaceH ¢ TakuM paszaeneHueM. [IpuBeaure MHE npuMep
YUCTO BHEIIHEW WIA BHYTPEHHEH IIPUYMHBI.

— Well, the earthquake, for example...

— A 3aueM BHI nocrponyin a0M B MCCTC, TAC CIIYHAOTCA
3emieTpsicenusi? W, 3aueM Bbl MOCTPOUIIA TaKOW 1OM, KOTOPBIN
HE MOXET BBIIEPXKaTh 3eMIIETpsICEHUsI? BHEIIHNE M BHYTpPEHHHE
MPUYMHBI BCET/Ia CBA3aHbl, UX HEIb3s Pa3AesiTh.

— OK. And do you agree that the crises themselves can be divided
into some groups? For example we can say about technological
crisis, reputation crisis, management crisis.....

— S5 BooOme He CTOpOHHUK THUMojorui. Jlrobas Tumomorus
NBITACTCA BBIACTUTH OJHY CTOpPOHY mesoro. 3auem? JlroOoi
KpHU3HC — 3TO HEUTO 1eJI0e, COCTOsAIIee U3 MHOXKECTBA OTIENIbHBIX
ctopoH. IlpuBeny mmpoko wu3BecTHbIM mnpumep. KpymnHas
CTpOMTENbHAs KOMIIAHUS TIOCTpoWsa 3JaHHe Ui OJHOMU
KOpIIOpallii C OIpPEAETICHHBIM KoiuyecTBoM nu¢ToB. U Bapyr
BBISICHWIIOCH, YTO JIN(PTHI HE CHPABISIOTCA C MOTOKAMH JIIOJCH.
UYro pnenats? CTpoUTh HAPYXKHBIM JTUQPT, KOTOPHIM HCHOPTHUT
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BHEIIHUN BUJ 31aHus1? [Ipurnacuiny KOHCYJIbTaHTa, KOTOPBIM Jaj
TCHUANBHBIA cOBET: yoepuTe u3 MM(TOB 3epkana. J{eno B ToM, 4To
KEHIIMHBI, 3aXOAWBIINE B JUMT, HEMEMJIEHHO HauYWHAIU
MOJIKpaIIuBaTh T'yObl, a KOTrJa JU(PT OCTAaHABIUBAICA HAa HYKHOM
3Ta)ke, OHM CHavyasla youpaiu nomaay B CyMOYKY, M TOJIBKO MIOTOM
BbIxouUIU. Kaxaplii pa3 3TO 3aHMMAaNO HECKOJIBKO CEKYH], HO
B UTOT€ BPEMEHH TEPSAJIOCH MHOro. BoT kakod 3T0 Kpusuc?
OH paccMaTpuBaliCsi KaK TEXHOJIOTUYECKUH, HO peUIeHHE OBLIO
HalJIeHo B ApyToH cdepe.

—But it’s an example from the American practice. Is there any
difference between crises that Russian and American companies
face? Can we talk about some peculiar features of a Russian crisis?
—Poccus cerogHs BO MHOromM cTpaHa ciabas, HEMpHCIO-
cobnennas. O4eHb PEeIKO POCCUNCKHE KOMIIAHUU BOCTIPUHUMAIOT
KpU3MC KaK HOBbIE BO3MOXXHOCTH. B Hac o4eHb CuHiIbHA
opueHTaMsi Ha KOM(MOPT ¥ KPU3UC BOCIHPHUHUMACTCS Kak
HapylleHue MpuBbIUHOTO KoMmdopra. BoT korma Ham ypacres
M3MEHUTDH CaMO OTHOIIEHHUE K KPU3UCY, MbI OyzieM OoJiee yCIentHo
CIPABJIATBCA C HUM KaKk B paMKax OJHOW OTHEIBHO B3SATOMU
KOMIIaHUH, TaK U B paMKaXx LIEJION CTPaHBI.

XI. Writing. Summary.

Look back at the text and list the key points. Then write the
summary of the text according to these key points in no more than
200 words.

Part 3
I. Lead-in. What main principles should a program of
communicating in a crisis include? What should an organization
do in the situation of a crisis and what shouldn’t it do?

I1. Read the text and answer the questions.
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Communicating in a Crisis

The key communications principle in dealing with a crisis is not
to clam up when disaster strikes. Lawyers invariably advise clients
to (1) say nothing, (2) say as little as possible and release it as
quietly as possible, (3) say as little as possible, citing privacy laws,
company policy or sensitivity, (4) deny guilt and/or act indignant
that such charges could possibly have been made, or (5) shift, or, if
necessary, share the blame with others. Public relations advice, by
contrast, takes a different tack. The most effective crisis
communicators are those who provide prompt, frank and full
information to the media in the eye of the storm. Invariably, the
first inclination of executives is to say, “Let’s wait until all the
facts are in.” But as President Carter's press secretary, Jody
Powell, used to say, “Bad news is a lot like fish. It doesn’t get
better with age.” In saying nothing, an organization is perceived as
already having made a decision. That angers the media and
compounds the problem. On the other hand, inexperienced
spokespersons, speculating nervously or using emotionally
charged language, are even worse. Most public relations
professionals consider the cardinal rule for communications during
acrisisto be TELL IT ALL AND TELL IT FAST!

As a general rule, when information gets out quickly, rumors
are stopped and nerves are calmed. There is nothing complicated
about the goals of crisis management. They are (1) terminate the
crisis quickly; (2) limit the damage; and (3) restore credibility.

When crisis hits, the organization must assess its
communications — particularly in evaluating media requests — by
answering the following questions:

1. What do we gain by participating? If you have absolutely
nothing to gain from an interview, then don’t give one. Period.

2. What are the risks? The answer is based on your level of
comfort with the medium, who the interviewer is, the amount of
preparation time available to you, legal liability and how much the
organization loses if the story is told without the interview.
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3. Can we get our message across? Will this particular medium
allow us to deliver our message clearly to the public?

4. Is this audience worth it? Often, a particular television
program or newspaper may not be germane to the specific
audience the organization needs to reach.

5.How will management react? An important variable
in assessing whether to appear is the potential reaction of top
management. In the final analysis, you have to explain your
recommendation or action to them.

6. Does your legal liability outweigh the public interest? This is
seldom the case, although company lawyers often disagree.

7.1s there a better way? This is a key question. If an
uncontrolled media interview can be avoided, do so. However,
reaching pertinent publics through the media is often the best way
to communicate in a crisis.

A shorthand approach to communicating in crisis would include
the following 10 general principles:

Speak first and often.

Don’t speculate.

Go off the record at your own peril.

Stay with the facts.

Be open, concerned, not defensive.

Make your point and repeat it.

Don’t war with the media.

Establish yourself as the most authoritative source.

9. Stay calm, be truthful and cooperative.

10. Never lie.

In the final analysis, communicating in a crisis depends on
a rigorous analysis of the risks versus the benefits of going public.
Communicating effectively also depends on the judgment and
experience of the public relations professional. Every call is a
close one, and there is no guarantee that the organization will
benefit, no matter what course is chosen. One thing is clear:
Helping to navigate the organization through the shoals of a crisis
is the ultimate test of a public relations professional.
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Questions:

1. What is the main principle in dealing with a crisis?

2. What do lawyers usually advice their clients to do in the
situation of a crisis?

3. Why is it wrong to clam up? What can silence result in?

4. What is a watchword of many PR-professionals in dealing with
a crisis?

5. What are goals of crisis management?

6. What questions should an organization answer when it faces
a crisis and has to deal with the media?

7. What are general principles in communicating in a crisis?

I11. Vocabulary. Guessing meaning from the context. Look
back at the text and find words that mean:

1. to attack quickly and suddenly;

2.to make a difficult situation even worse by adding more
problems;

3. that shows the end of a sentence;

4. behaving in a way that shows you think someone is criticizing
you even if they are not;

5. careful, thorough, and exact;

6. to bring advantages to someone or improve their lives in some
way.

IV. Vocabulary.

a) Give English equivalents for:
3amMomI4aTh; pasfeauTh BHHY C JAPYTMMH; IIPHIECPKUBATHCSA
JIPYroro Kypca (JTMHUW TIOBEACHUS); 3aBEpIIaTh; BOCCTAHOBUTH
JOBEPUE; YMECTHBIN, MOAXOMSIUMN; IepEeBELINBATh; MPUIEP-
JKHUBATHCA (baKTOB; BOEBATh.

b) Give Russian equivalents for:
Privacy laws; to shift; prompt information; emotionally charged
language; tell it and tell it fast; to limit the damage; medium;
potential reaction; shorthand approach; go off the record at your
own peril; the most authoritative source; going public.
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V. Grammar. Nouns: collective nouns, uncountable nouns
ending in -s.

e Some nouns are always plural and take a plural verb. We
normally use the with them. E.g. The media feed on rumors.
Some more examples: police, people, staff and cattle.

e Sometimes the noun has only a plural form. Usually these nouns
are clothes, tools and equipment which are designed with two
parts joined together. We use them as plurals with -s and a
plural verb. E.g. His clothes are dirty. The scissors are in the
drawer.

Some more examples: belongings, congratulations, goods,
stairs, outskirts, trousers, binoculars, glasses etc.

e Collective nouns refer to a group of people or things, e.g. army,
committee, team. We can think of them as either a single unit or
as members of a group.

Collective noun + singular verb |

E.g. The team is the best in the country. (The team is meant to be a
single undivided body).

Collective noun + plural verb |

E.g. The team are confident of victory. (The team is meant to be a
collection of individuals).

Some more examples: army, community, crew, family, gang, herd,
government, class, committee, public, group etc.

» Majority can be singular or plural. If it is alone it is usually
singular; if it is followed by a plural noun, it is usually plural.
Study the examples:
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The majority believes that we are in no danger.
The majority of the students believe him to be innocent.

» Collective nouns indicating time, money and measurements
used as a whole are singular. Study the examples:
Twenty-fife dollars is too much to pay for that shirt.
Fifty minutes isn’t enough time to finish this test.

e Some nouns end in -s but are uncountable and take a singular
verb.
E.g. News is coming in of a major explosion at the World Trade
Centre.
Some more examples: means (‘method’ or ‘money’), some
disciplines: economics, phonetics, physics; some sports:
gymnastics, athletics; some diseases: measles, mumps.

» Some uncountable nouns ending in -s also can have a plural
meaning. Here are examples:

Politics is a dirty thing. His politics are right wing.
Statistics _is my favourite Statistics are able to prove
subject. anything we want.

Practice.

1. Complete the sentences with the right form — is or are.

a) The police interrogating the suspect now.

b) Economics a very popular university course.

¢) His politics bordering on the fascist.

d) Six kilometers a long distance for me.

e) People running in all directions.

f) News from Spain hopeful.

g) The media on our side.

h) My family very hospitable.

1) The public against this law.

J) Your clothes being washed now.
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2. Complete the following sentences with the appropriate verb,
article or pronoun.

a) Physics an interesting subject but I’m not good at

b) The goods being packed now and will be
delivered first thing tomorrow morning.

C) police working together this committee.

d) The Government planning new taxes.

e) mass media enormous power.

f) Our army ready to attack.

g) | need to cut it. Don’t you know where the scissors ?

h) The crowd wild with excitement and crying
with joy.

i) Diabetes a very unpleasant disease.

J) The majority of us staying here and

planning to meet them.

VI. Paraphrase the underlined words and phrases using the
vocabulary from the text.
1. In the situation of crisis they’ve decided to keep silence.

2. Five years they have fought against the people from the
neighbouring islands.

3. President Nixon seems to have been rehabilitated in the US.

4. They’re likely to become our clients.

5. We put a full stop in the end of the sentence.

6. | can see the advantages of this for you, but what is my interest?

7. The Middle Ages may be said to finish with the invention of

printing.
8. Having published this interview you made the situation much
worse.

VII. Writing. Translate the text from Russian into English
using the vocabulary from Part 3:

Hepezu(o MNPUXOOUTCA CTAJIKMBATHCA C MHCHHUEM, YTO MHOTHC
KpHU3UCBI NPOUCXOIAT HE3aBUCUMO OT HaIeu BOJIKM, Mbl HC MOXCM
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npenyrajgatb UX U yoepeubcs OT HUX. TeM He MeHee, MOXKHO

3apaHee MPOaAyMaTh IEHCTBUS CIEIIUAIUCTOB 110 CBS3SIM C O0IIECT-

BEHHOCTBIO B KPU3UCHOM CUTYaLIUH.

Cy1iecTByeT HECKOJIBKO 30JIOTHIX MpaBUJI MOBEACHHUS B KpH-
3UCHOM CHUTYallUH.

1. BripaboraiiTe sicHyl0 W 4yeTkyio nosunuio. OHa, Ge3ycIOBHO,
JOJDKHA OBITH THOKOW, TIO3BOJISIONICH pearupoBaTh Ha
U3MEHSIIOIIYIOCS CUTYaLHIO.

2. [IpuBnekaiiTe pPyKOBOJICTBO KOMIIAHUU K aHTHUKPU3UCHBIM
MeponpusTUsIM. PyKoBOAMTENM BBICHIETO 3BEHA TOJDKHBI HE
MPOCTO TPUHUMATh YydacTHE B pa3pabOTKe AaHTUKPU3UCHBIX
II1aroB, HO U MOSIBIISITHCS HA MECTaX KPU3UCHBIX COOBITHH.

3. [lomHHTE, 4YTO COTPYAHMKH KOMIIAHUHU SBISIOTCS OJHOM
U3 BOKHEHIINX ayauTopuii. JItoO0oro coTpymHuKa, y3HABIIETO
O KpU3Hce, BOJIHYyeT, 4YTO Temepp OyAeT ¢ HUM JIMYHO.
PykoBOACTBO JOKHO MPOJAEMOHCTPUPOBATH COTPYAHUKAM
MOHMMaHWE MX 03a004YEHHOCTH M MOOWIJIM30BaTh MEPCOHAT Ha
COBMECTHOE MPEO0JI0JICHNUE TPYAHOCTEH.

4. IlpuBnekaiite pecypcbl TpeTbel cTOpoHbl. BecbMa sddek-
TUBHBIM B KPHU3UCHOM CHUTYyallUd SBISETCS MPUBIICYCHHE
9KCIIEPTOB.

5. Hentpanuzyiite kommyHuKanuu. O4eHb BaXHO HA3HAYUTH OJI-
HOTO YEJIOBEKa, BBICTYNAIOLIETO C 3asBJICHHUSMU OT JHIA
kommanuu. Hawmbonee »>(dekTuBHBIM SBISETCS CO3MaHHUE
AHTUKPU3UCHOTO ITada, Kyzna Obl cTekanach BCsl MH(opMarus
U T71e OBl TOTOBUIIMCH HH(POPMAIIMOHHbBIE MaTEpHAIIbI.

6. Corpyaauuaiite co CMU. OueHb Ba)kHO B NEPHOA Kpu3Hca
HaWTH OOIIMH S3BIK C KYpPHAJIUCTaMH, MPaBWIBHO BBIOPATH
CMU, xotopbie Haubonee HPPEKTUBHO CMOTYT JIOHECTH
nH(pOpMaIUIO A0 BaUX ayauTOpuil. I moMHUTE O TOM, YTO
KYPHAIUCTHI HE SIBJISIOTCS BAIlIIMH Bparamm.

7. AleKBaTHO OIICHMBAaWTE KPHU3UC HA BCEM €ro MPOTSHKCHUHU.
MeHemkepaM 9acTo CBOMCTBEHHO HEIOOIICHHBATh MAcCIITaObI
KpU3Hca B €ro Hayajle U IepeolleHHBATh Ha MOCIEAYIOIINX
sTamax. 3a/aya CHenraaIrucTa Mo CBA3SIM C OOMIECTBEHHOCTHIO —
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MOMOYh  PYKOBOACTBY KOMIIAHMHM  aJCKBaTHO  OIICHUTH
0OCTaHOBKY.

8. Haunute paboTy HaJ MOCIEKPU3UCHBIM IMO3UIIMOHHPOBAHUEM
koMranuu. OYeHb BaXKHA CBSI3b MEXIY aAHTUKPU3UCHBIMU
MepaMH W TeM, Kak OyneT pa3BUBaThCS KOMITAHHUS TIOCIIEC
kpusuca. Ha 3170 He0o0X0a1MMO 00paTUTh BHUMAHHUE U ITyOINYHO
OOBSIBUTH, CKaXKEM, O Mepax IO MPEIOTBPAIICHUIO KPH3UCHBIX
cUTyaruii B OyayieM, 0 Kakux-JIu0o IIarax 1mno peopraHu3aiin
U T.J.

9. [locTosSTHHO BeIWTE MOHUTOPUHT CUTYAIlMH U OTCIIC)KHBAKNTE Te
MPOIIECCH, KOTOPHhIE TMPOHMCXOIAT BHYTPH KOMITAHUU W 3a €€
npenenamMu. JTO OJHO M3 KIIIOYEBBIX HpaBui. Beernma HyxHO
IepKaTh PyKy Ha IyJbCe, YTOOBI 3HATh, YTO AYMAIOT O KOM-
MaHUU €€ COTPYIHUKH, TMapTHEPHI, MOCTABIIUKH, WHBECTOPHI,
OOIIIECTBEHHOCTh. A B KPHU3UCHBIA MEpPUOA 3TO OCOOCHHO
BaXKHO.

VIII. Reading for information. Study the case and answer the
questions.

Pepsi Punctures the Great Syringe Soda Scare

Pepsi-Cola’s worst nightmare began inauspiciously enough on
June 10, 1993, when an elderly Fircrest, Washington, couple
claimed that they had discovered a syringe floating inside a can of
Diet Pepsi.

For the next two weeks, the 50,000 people of Pepsi-Cola —from
CEO and corporate communications staff to independent bottlers —
worked round the clock to mount a massive public relations
offensive that effectively thwarted a potential business disaster for
its 95-year-old trademark and a potential devastating blow to one
of the world’s foremost consumer reputations.

The Pepsi case is a tribute to sound communications thinking
and rapid, decisive public relations action in the face of imminent
corporate catastrophe.

33



The day after the Fircrest complaint, a nearby Tacoma woman
reported finding another hypodermic needle in a can of Diet Pepsi.
The story of the two tampered cans — initially labeled “some sort
of sabotage” by the local Pepsi bottler — ran on the Associated
Press wire nationwide and sent shock waves throughout the
country.

Pepsi, while immediately forming a crisis management team,
headed by its president and CEO, Craig Weatherup, nonetheless
chose to “hold its powder” publicly while first assessing all
pertinent facts about the two incidents and devoting attention to
the Seattle plant. Pepsi’s perceived reluctance to confront the
problem in a dramatic way — while it worked “behind the scenes”
— drew initial fire from so-called crisis experts. One management
communications professor warned, “They are underestimating the
potential for rumors to feed off one another.” Another crisis
management counselor said, “This will be a terrible mistake if it
turns out they should have acted in light of later events.”

On June 13, the commissioner of the Food and Drug
Administration (FDA), David A. Kessler, warned consumers in
Washington, Oregon, Alaska, Hawaii, and Guam “to inspect
closely cans of Diet Pepsi for signs of tampering and to pour the
contents into a glass or cup before drinking.”

In the face of criticism and with copycat tamperings
accelerating, Pepsi held its ground. Although critics urged the
company to recall its products, the company continued to insist
that its cans were virtually tamperproof. “We are 99% sure that
you cannot open one and reseal it without its being obvious,” the
company assured its customers.

Because there was “no health risk to either of the two
consumers who filed the complaints or to the general public,”
Pepsi urged its bottlers and general managers not to remove the
product from shelves.

On June 14, Pepsi issued an internal “consumer advisory” to its
bottlers and general managers, reporting the results of its initial
research on the reported claims:
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e The syringes that were found are those commonly used by
diabetics for insulin. We do not have syringes of this type in
any of our production facilities.

e All cans used for Pepsi-Cola products are new packages. They
are not reused or refilled at any time. There are two visual
inspections during production: the first before cans are filled,
the second while cans are on the filling line. The cans are then
sealed.

Pepsi’s strong inference was that first, the speed and security of
its bottling production process made it extremely unlikely that any
foreign object could appear in an unopened Pepsi container and
second, what was being inserted wasn’t being put into cans at the
factory.

By June 14, the nation was awash in copycat Pepsi-Cola
tamperings. Pepsi was barraged with reports of syringes in its cans
from Louisiana to New York, from Missouri to Wyoming, from
Pennsylvania to Southern California. Adding to Pepsi’s nightmare
was a media feeding frenzy the likes of which the company had
never before encountered.

> “A *Scared’ Firm Fights to Save Its Good Name” — New York
Post
> “FDA Warns Diet Pepsi Drinkers” — Associated Press
> “Diet Pepsi Drinkers Warned of Debris” — USA Today
> “No Program for a Recall of Diet Pepsi” — The New York Times
Pepsi tampering stories dominated the national media, leading
the evening news and network morning programs for three days.
Local crews throughout the nation positioned themselves at local
Pepsi bottling plants. Pepsi-Cola’s president and six-person public
relations staff put in 20-hour days in the company’s Somers, New
York, headquarters, each fielding 80 to 100 inquiries daily. The
company was besieged by syringe-tampering mania.
Late on the evening of June 15, Pepsi received its first break.
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A man in central Pennsylvania was arrested on the charge that
he had fraudulently reported finding a syringe in a can of Pepsi.
With the first arrest made, Pepsi seized the offensive.

Media Relations

Pepsi’s media strategy centered on one medium — television.
Downplaying traditional print media — “the press conference is a
dinosaur” — Pepsi-Cola’s communications executes launched daily
satellite feeds to the nation’s electronic media to get out Pepsi’s
side of the tampering allegations.

e An initial video news release (VNR) picturing the high-speed
can-filling lines, with voice-over narration by a plant manager,
conveyed the message of a manufacturing process built on
speed, safety and integrity, in which tampering with products
would be highly unlikely. The goal was to show that the
canning process was safe. The initial VNR was seen by 187
million viewers (more than watched the 1993 Super Bowl) on
399 stations in 178 markets across the United States.

e A second VNR, picturing Pepsi President Weatherup and
additional production footage, reported the first arrest for a false
claim of tampering. It made four critical points: (1) complaints
of syringes reported to be found in Diet Pepsi cans in other
cities are unrelated; (2) tampering appears to be happening after
cans are opened; (3) the soft drink can is one of the safest
packages for consumer food products; and (4) a recall is not
warranted. This Pepsi-produced VNR was seen by 70 million
viewers on 238 stations in 136 markets.

e A third VNR, narrated by President Weatherup, presented a
segment from a convenience store surveillance video in which a
woman was caught inserting a syringe into an open Diet Pepsi
can. Weatherup thanked consumers for their support, reported
additional arrests and reaffirmed Pepsi’s decision not to recall
its product. This surveillance video was broadcast to 95 million
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viewers on 325 stations in 159 markets and, in effect, “broke
the back” of the Pepsi syringe scare.

e In addition to the VNRs, Pepsi’s media offensive included ap-
pearances by the company’s president and a product safety
expert on as many talk shows as could be fit into their schedu-
les — each of the major network evening newscasts, ABC’s
Nightline, CNN’s Larry King Live, and so on.

Pepsi’s video media blitz was unparalleled in corporate public
relations history.

Government Relations

Meanwhile, Pepsi cooperated fully with Commissioner Kessler
and the FDA. While other consumer firms have adopted an
adversarial position toward the watchdog agency, Pepsi embraced
the FDA'’s investigation.

It was the FDA’s Office of Criminal Investigation (OCI), in
fact, that reported the breakthrough in the arrest of the man in
central Pennsylvania. In addition to the FDA’s “consumer alert” in
the Pacific Northwest, Commissioner Kessler issued a statement
on the tampering and the possibility of copycats. Later, Kessler
appeared with Weatherup on Nightline and took the unprecedented
step of declaring that “calm is in order ... a recall is not necessary.”

On June 17, Commissioner Kessler held a press conference in
Washington, DC, unequivocally characterizing the controversy as
a hoax — the product of “misguided individual acts, magnified and
multiplied by the attendant glare of the media, and a predictable
outbreak of copycat behavior.”

On June 21, Pepsi President Weatherup wrote to President
Clinton, thanking him for the “excellent work™ of Kessler and the
FDA “in pursuing the recent product tampering hoax.”

Employee Relations

In the area of employee relations — with its staff and bottlers —
Pepsi adopted a policy of full and immediate disclosure as soon as
it had discerned the pertinent facts.
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Consumer advisories were dispatched at least once a day,
usually twice or three times on each day of the crisis, letting
bottlers and general managers in Pepsi’s 400 field locations know
what was going on, what had been reported, what the government
was doing, and how the company was responding.

Managers were advised on how to “communicate with
employees and customers” in the form of “Product Tampering
Guidelines,” as well as in procedures for reporting alleged
tamperings.

President Weatherup also personally wrote to bottlers and
general managers periodically during the crisis to keep them
advised of breaking developments. When the surveillance video
was found, Weatherup sent all Pepsi bottlers, by overnight mail, a
videotape of Commissioner Kessler’s news conference, along with
the surveillance footage.

“Please share it with your customers,” the Pepsi president
suggested. By June 18, just one week — and what seemed like one
millennium — after its product and reputation had been challenged,
Pepsi declared victory in national ads:

Pepsi is pleased to announce... nothing.

What had begun as the worst kind of national nightmare, with
critics and copycats threatening the company at every juncture,
ended in a flurry of pervasive public praise. “Media-smart Pepsi”
is how Advertising Age characterized the company’s strategy. The
Milwaukee Sentinel, in a rare journalistic admission of candor,
labeled the media’s leap to sensationalism on the Pepsi story “a
mistake, a big mistake.” Business Week credited the company for
making “the right moves, Baby.” The company was universally
heralded for holding the line on a product recall and putting on the
line its reputation and credibility.

Perhaps sweetest of all for Pepsi-Cola, after the FDA/OCI’s
arrest of 55 suspected hoaxers, was the bottom-line aftermath: not
only had Pepsi weathered the media storm and emerged with its

38



credibility intact, but the impact on Pepsi’s sales was negligible.
President Weatherup reported that sales had fallen just 3 percent at
the height of the crisis, approximately $30 million. By July and
August, Pepsi sales were up 7 percent, the best summer in five
years.

All in all, as one industry periodical put it, “Pepsi’s response
constituted nothing less than ‘a textbook case’ of how to come
through a PR crisis.”

Questions:

1. Do you think Pepsi erred by not immediately volunteering to
recall its product?

2. How would you assess Pepsi’s overall public relations strategy?
3. How would you assess Pepsi’s government relations strategy?

4. What were the pros and cons of ignoring print media and
focusing instead on electronic media? Could this strategy backfire
on Pepsi?

5. What were the pros and cons of using Pepsi’s president as chief
spokesperson?

6. What public relations lessons can be drawn from Pepsi’s
experience for handling future product tampering cases?

IX. Speaking. Choose one of the crisis situations and work out
a plan of communication.

» Some people have been reported to die of severe food poisoning
after eating some Milk-for-U products.

» A group of Russian tourists came back from Egypt telling
horrific stories about the level of service. They are suing the
travel agency A Traveller’s Paradise for poor organization of a
trip.

» The performance at the local theatre was overbooked two times.
People with doubled tickets wrote a complaint and sent it to the
government and all local media.
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UNIT II.
PUBLIC RELATIONS IN GOVERNMENT
Part 1

I. Lead-in. Why is it vital for any government to have PR-
practitioners? What are PR-practitioners in  Government
responsible for? Are there any differences between PR-specialists
job tasks in Government and other spheres?

I1. Read the text and answer the questions.
Public Relations in Government in hindsight

The growth of public relations work both with the government
and in the government has exploded in recent years. Although it is
difficult to categorize exactly how many public relations
professionals are employed at the federal level, it’s safe to assume
that thousands of public relations-related jobs exist in the federal
government and countless others in government at state and local
levels. Thus, the field of government relations is a fertile one for
public relations graduates.

Since 1970-s of the last century some 20 new federal regulatory
agencies have sprung up, ranging from the Environmental
Protection Agency to the Consumer Product Safety Commission.
Moreover, according to the Government Accounting Office
(GAO), some 116 government agencies and programs now
regulate business.

Little wonder that today, American business spends more time
calling on, talking with and lobbying government representatives
on such generic issues as trade, interest rates, taxes, budget deficits
and all the other issues that concern individual industries and
companies. Also, little wonder why political interest groups of
every stripe from Wall Street bankers to Asian influence seekers to
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friends of the earth —contribute more to political coffers than ever
before. Thus, today’s organizations continue to emphasize and
expand their own government relations functions.

Beyond this, the nation’s defense establishment offers some
3,000 public relations jobs in military and civilian positions.
Indeed, with military service now purely voluntary, the nation’s
defense machine must rely on its public information, education
and recruiting efforts to maintain a sufficient military force. Thus,
public relations opportunities in this realm of government work
should continue to expand. Ironically, the public relations function
has traditionally been something of a stepchild in the government.
In 1913, Congress enacted the Gillett amendment, which almost
barred the practice of public relations in government. The amend-
ment stemmed from efforts by President Theodore Roosevelt to
win public support for his programs through the use of a network
of publicity experts. Congress, worried about the potential of this
unlimited presidential persuasive power, passed an amendment
stating: “Appropriated funds may not be used to pay a publicity
expert unless specifically appropriated for that purpose.”

Even today, no government worker may be employed in the
practice of public relations. However, the government is flooded
with public affairs experts, information officers, press secretaries
and communications specialists.

Most practitioners in government communicate the activities of
the various agencies, commissions and bureaus to the public. As
consumer activist Ralph Nader has said, “In this nation, where the
ultimate power is said to rest with the people, it is clear that a free
and prompt flow of information from government to the people is
essential.”

It wasn’t always as essential to form informational links
between government officials and the public. In 1888, when there
were 39 states in the Union and 330 members in the House of
Representatives, the entire official Washington press corps
consisted of 127 reporters. Today there are more than 4,000 full-
time journalists covering the capital.
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Questions:

1. Where can public relations graduates find employment? Why?
2. Why is American business so interested in lobbying government
officials?

3. Why has the PR function been a stepchild?

4. What did the Gillett amendment (1913) result in?

5. What should PR practitioners in government do?

I11. Vocabulary. Guessing meaning from the context. Look
back at the text and find words that mean:

1. to increase greatly in numbers or amount;

2. too many to be counted;

3. having the purpose of controlling an activity or process,
especially by rules;

4. not specific;

5. the money that an organization, government, etc, has available
to spend;

6. written change or improvement to a law or document, or the
process of doing this;

7.to officially prevent someone from entering a place or from
doing something;

8. the possibility that something will develop in a certain way or
have a particular effect;

9. to develop as a result of something else.

IV. Vocabulary.

a) Give English equivalents for:
C yBEpEeHHOCTBIO MOXHO IPEINOJIOKHUTh, OIPOMHOE KOJIU-
YeCTBO; OXBATBHIBAIOUIMN (KOJEOMIOMUIiCs); AenaTh ynop Ha
(menmaTh akIeHT Ha 4eM-In00); KpoMe, CBepX; abCOIIOTHO 100-
POBOJIbHBIN; 001acTh, cdepa; MPUHATH TOMPAaBKy K KOHCTH-
TYyLUHU; MOJYyYUTh OOIIECTBEHHYIO MOAJAEPKKY; IOIYYUTh
paboTy; OBITH TEPENOJHEHHBIM YeM-TH00; IMOTPEOUTEINb;
IpeJHa3sHauYeHHbIN 11 4ero-nmuoo.
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b) Give Russian equivalents for:
Public relations-related jobs; little  wonder; lobbying
government representatives; political interest groups of every
stripe; influence seekers; civilian; sufficient military force;
communicate the activities; form informational links; covering
the capital; to be flooded with; unlimited presidential persuasive
power.

V. Vocabulary. Find the synonyms to the following word
combinations in the test.
To come into being quickly; to stress; to grow lager; to trust;
field of activity; to pass a law; to block ; fast; the whole.

V1. Grammar. Revision of the Passive Voice.
Practice.

1. Turn the following active constructions into passive omitting all
mention of the agent of the action.

Example: Somebody introduced me to Dr. Felix last year. — | was
introduced to Dr. Felix last year.

a) People are destroying large areas of forests every day.

b) Somebody has bought the land next to our house.

c) Somebody had already reported the accident before | phoned.

d) I hope they will have completed all the marking by tomorrow.

e) People were using the tennis court, so we couldn’t play.

f) Somebody will tell you when you should go in to see the doctor.

g) No doubt somebody will blame me for the problem.

h) People expect better results soon.

i) They have found an unexploded bomb in Herbert Square, and
they are evacuating the area.

J) What do you call it?

2. Here is the beginning of a report of an experiment. Rewrite it,
putting verbs in the passive where appropriate and making any
other necessary changes.
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I conducted the test in the school library to minimize noise.

I took the children out of their normal lessons and | tested them
in groups of four. | carried out all the tests in January 2024. The
test consisted of two components. First, 1 showed the children a
design (I presented these in Chapter 3) and | asked them to
describe what they saw. | tape recorded all their answers. | then
gave them a set of anagrams (words with jumbled letters) which |
instructed them to solve in as short a time as possible. 1 remained
in the room while the children did this...

3. Translate into Russian, paying attention to passive
constructions.

a) It was suggested by the commission that the project should be
worked out in the context of the new circumstances.

b) Making decisions is always preceded by a thorough analysis of
the market situation.

c) They will be shown the draft plan right upon their arrival.

d) Some new approaches to attracting foreign investments are dealt
with in this paper.

e) The economic growth is influenced by a number of factors.

f) Practically all the enterprises in Russia and the CIS countries
were affected by the financial crisis of 1998.

g) Urgent steps are taken to overcome the consequences of the
disaster.

h) It was found out that the papers for the conference were printed
double space instead of 1.5.

i) No government worker may be employed in the practice of
public relations.

J) The government is flooded with public affairs experts and
communications specialists.

4. Translate into English, paying attention to the usage of passive
constructions.
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a) Coo0Imanoch, 4YTO  MPEHEACHT  MOJAYYUA  HOIAEPKKY
00I1IECTBEHHOCTH.

b) Bce oOpa3oBarenbHbIE POrPaMMBbl JOKHBI KOHTPOJIHPOBATHCS
TOCYJIapCTBOM.

) O6mre BOMpOCHI, Kacaromuecs AehuIuTa B OI0KETE, IHPOKO
00CYKIal0TCs B IOCIIE/IHEE BpeMsI.

d) IIpecc-cexkperapu, CHIEMHATUCTHI IO CBS3sIM C  0OMmIeCT-
BEHHOCTBIO, & TAKXKE DKCIEPTHI B Pa3HBIX 00JACTIX HABOIHUIN
TOCYJIapCTBCHHBIC YUPEIKICHUS.

e) CumTaercsi, 4YTO MOJIMTUYCCKUE TPYIIIBI PA3HOTO TOJKA MPUMYT
ydacTue B 00CYXKICHHH 3TOT0 3aKOHAa.

f) U3BecTHO, uTO CKaHaa] pa3pa3uiics Ha (eaepabHOM YPOBHE.

g) Cuuraercs, 9to moJje aeaTeabHocTH [TP-crieruaaiucToB Ha 3TOM
YPOBHE PaCUIHPACTCA.

h) Beu10 perreHo OTKPHITh HOBOE areHTCTBO B CIICAYIOIIEM TOY.

1) Ero mpodeccronanpHble KadecTBa OBUTM XOPOILIO W3BECTHBI
Cpev ero KOJUIET.

J) Bbu10 0OBSIBIIEHO, YTO MPE3UIAECHT OTMEHHII BCTPEUY Ha BBICIICM
YpPOBHE.

VI1. Translate into English using the vocabulary from the text.

1. C yBepeHHOCTHIO MOYKHO TIPEIIOJIOKUTH, YTO OHHU CHETIAI0T BCE
BO3MOXXHOE, YTOOBI OJIOKHPOBATh HAIIHU JICHCTBUS.

2. Kpome aToro, Ha BamiemM MecTe, s Obl MOCTapajics MOJYYHTh
OOIIECTBEHHYIO MTOIIEPKKY.

3.TlompaBka K KOHCTUTYIMH, TIPUHATasE MHOTO JIeT Hazal,
OTpaHUYUIIA IPE3UTCHTCKYIO BIIACTb.

4. Her HMYero yAMBHUTEIBHOTO B TOM, YTO YK€ MHOTO JIET OHHU
YCTENIHO PaCHIUPSIOT chepy CBOCH NesATEIbHOCTH.

5.Ecaim Obl BBl CBOEBPEMEHHO pacCKazaid OOIIECTBEHHOCTH
O MEATENIbHOCTH HAaIllell OpraHu3alid, Mbl Obl TOJYYHUIIU
(bMHAHCOBYIO MOJICPKKY.

6. 5l momuepkuBai1 ¥ MOJYEPKUBAIO, YTO MH(POPMALMOHHAS CBA3b
MEXIy TpPaBUTEILCTBOM M OOIIECTBOM HWMEET OrPOMHOE
3HAauYCHUE.
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7. Tak Kak Hama OpraHM3alUs  SBIAETCS  ITOJHOCTBIO
NOOpOBOJBHOM, MBI ~ MOXXEM  TOJaraTbcs  TOJNBKO  Ha
CIIOHCOPCKYIO TIOMOIIb U OJIaTOTBOPUTEIHHOCTb.

8. Konrpecc, o00ecrokoeHHbI TpoOiaeMoil  3710ynoTpedaeHus
BJIACTHIO, IPUHSIT OUYEPETHON 3aKOH.

9. OHu cioco6cTBOBANMM pa3pabOTKe ITUX OOIIMX MOJoKeHul. bes
UX y9aCTHsI MBI OBbI CTOJIKHYJIHCH C OONBIIMMH TPYAHOCTSIMH.
10. Ha BuepamHeMm 3acelaHUM TapiaMeHTa ObLIO TMPHUHSTO
HECKOJIBKO TIONPAaBOK K 3aKOHY, KOTOpble ©Oe3 COMHEHHS

MOJTyYaT MIMPOKYIO OOIIECTBEHHYIO MOAJIEPKKY.

VI11. Writing. Translate the text from Russian into English
using the vocabulary from Part 1:

Opranpl TOCYyIapCTBEHHOW BJIACTH BCE B OOJBINEH CTENCHH
UCTIBITHIBAIOT HEOOXOIUMOCTh IleJIeHANpaBIeHHOH paboThl ¢ 00-
IeCTBEHHOCTHI0. C Apyroil CTOPOHBI, OM3HEC U HEKOMMEPUECKHUE
CTPYKTYpPBI aKTHBU3UPYIOT CBOK Pa0OTy C TOCYIapCTBECHHBIMH
OpraHU3aIHSIMH.

B Poccun ceromHst mpakTHYEeCKH KKl (eepaibHbIii OpraH
YIIpaBJICHUS] HIMEET CBOIO CIIY)KOY CBsi3el C 0OIECTBEHHOCThIO WIIN
Mpecc-CIIyx0y.

OnHako MHOTHE JIOKaJbHBIE TOCYYPESKICHHS HE TOPOIATCS
co3llaBaTh TOJpAa3[EICHUs] MO CB3sAIM C OOIIECTBEHHOCTHIO,
Y TIPUYMHBI TOMY CJIETYIOIIHUE:

e HemoBepHe K CIy)k0aM MO CBsI3IM C OOIIECTBEHHOCTHIO Kak
K HEKOHKpETHOH cdepe, TpeOyromiei AONOJHUTEIbHBIX (UHAH-
COBBIX 3aTparT;

® MHOTHE pYKOBOJWUTEIM OPTraHOB BJACTH CUUTAIOT, YTO
OCYIIIECTBIICHUE CBS3CH C OOIIECTBEHHOCTHIO — 3TO HMX COOCT-
BEHHasl TpeporaThuBa, YCIEIIHO UMHU pemiaeMas U He TpeOyromas
UCIOJIb30BaHUs TMPO(ECCHOHANBLHBIX W KOMIIETCHTHBIX CIeIHa-
JMCTOB;

e (0OsI3Hb NPUBJICUCHHS] BHUMAHHUS OOIIECTBEHHOCTH K CIIOPHBIM
BOIPOCAaM M HENOOLEHKAa HEOOXOIMMOCTH YYHTHCA JKUTh M pa-
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00TaTh B HOBOM COIIMOKYJIBTYPHOM DPEXKHME PBIHOYHBIX
OTHOILICHHUH, NMPH KOTOPOM 3HAUUTEIBHO PACHIMPSIOTCS chepbl
BIIUSIHUS OOILIECTBEHHOTO MHEHHMSI U JESITEIbHOCTH KOMMEPYECKHIX
1 OOILECTBEHHBIX CTPYKTYP.

OtHomeHus Ou3Heca, TpPaXTAHCKUX U JPYTHX HENpaBU-
TEIbCTBEHHBIX OpraHM3allMii C TOCCTPYKTypaMd B LIUBHIIU-
30BaHHOM OOIIECTBE MOTYT paccMaTpUBAaTbCS KaK Ba)KHBINA 3Jie-
MEHT JEMOKpPAaTHH, IIOCKOJBKY CIIY)KaT MEXaHU3MOM pealln3aluu
MHTEPECOB OTAEIBHBIX TpyHH OOILIeCTBA Ha TOCYAapCTBEHHOM
ypoBHe. IIpuMepoM TakuxX OTHOIIEHUH MOXKET  CIYKHUTh
opranmzars  Industry and Parliament Trust (IPT) B Benu-
koOputanuu. Hasnauenue IPT — ycuneHue B3auMONOHUMAaHUS
MEXIy HPOMBINUICHHBIMH KOPIOPALMSAMU M IMOJIUTHYECKUMU
CTpyKTypamu. [IpOMBIIIJICHHUKH JTOJKHBI OBITH 3HAKOMBI € (PyHK-
LAOHUPOBAaHUEM JEMOKPATHYECKUX HMHCTUTYTOB, C TOCYAapCT-
BEHHBIMHU MIPOOJIEMaMU U TIOHUMATh, 10 KaKOW CTENEHH MOJIUTUKU
MOTYT WJIM HE MOTYT BIIMSITh HA U3MEHEHHS.

IX. Speaking. Express your thoughts on the following topics,
supporting your ideas with real examples:

1. Growing influence of Public Relations in Government.
2. Functions of the Government practitioner.
Part 2

I. Lead-in. What is “lobbying”? Do lobbyists do a useful job?
Justify your point of view. Can you remember any example of
lobbying?

I1. Read the text and answer the questions.
Lobbying the Government

The business community, foundations and philanthropic and
quasi-public organizations have a common problem: dealing with
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government, particularly the mammoth federal bureaucracy.
Because government has become so pervasive in organizational
and individual life, the number of corporations and trade
associations with government relations units has grown steadily
in recent years.

Government relations people are primarily concerned with
weighing the impact of impending legislation on the company,
industry group or client organization. Generally, a head office
government relations staff complements staff members who
represent the organization in Washington, DC, and state capitals.
These representatives have several objectives:

1. To improve communications with government personnel and
agencies.

2. To monitor legislators and regulatory agencies in areas
affecting constituent operations.

3. To encourage constituent participation at all levels of
government.

4.To influence legislation affecting the economy of the
constituent’s area, as well as its operations.

5. To advance awareness and understanding among lawmakers
of the activities and operations of constituent organizations.

Carrying out these objectives requires knowing your way
around the federal government and acquiring connections. A full-
time Washington representative is often employed for these tasks.

To the uninitiated, Washington (or almost any state capital) can
seem an incomprehensible maze. Consequently, organizations with
an interest in government relations usually employ a professional
representative, who may or may not be a registered lobbyist,
whose responsibility, among other things, is to influence
legislation. Lobbyists are required to comply with the federal
Lobbying Act of 1946, which imposed certain reporting
requirements on individuals or organizations that spend
a significant amount of time or money attempting to influence
members of Congress on legislation.
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In 1996, the Lobbying Disclosure Act took effect, reforming the
earlier law. The new act broadened the activities that constitute
“lobbying” and mandate government registration of lobbyists.
Under the new law, a “lobbyist” is an individual who is paid by a
third party to make more than one “lobbying contact,” defined as
an Oral or written communication to a vast range of specific in-
dividuals in the executive and legislative branches of the federal
government. In addition, lobbyists are prohibited from paying for
meals for members of Congress or their aides. The law also
broadened the definition of “lobbying activities,” to include re-
search and other background work prepared for a lobbying
purpose.

In fact, one need not register as a lobbyist in order to speak to a
senator, congressional representative or staff member about
legislation. But a good lobbyist can earn the respect and trust of a
legislator. Because of the need to analyze legislative proposals and
to deal with members of Congress, many lobbyists are lawyers
with a strong Washington background. Lobbying ranks are loaded
with former administration officials and congressional members,
who often turn immediately to lobbying when they move out of
office.

Although lobbyists, at times, have been labeled everything from
influence peddlers to fixers, such epithets are generally inaccurate
and unfair. Today’s lobbyist is more likely to be well informed in
his or her field, furnishing Congress with facts and information.
Indeed, the lobbyist’s function is rooted in the First Amendment
right of all citizens to petition government.

What Do Lobbyists Do?

The specific activities performed by individual lobbyists vary
with the nature of the industry or group represented. Most take part
in these activities:

1. Fact finding. The government is an incredible storehouse of
facts, statistics, economic data, opinions and decisions that
generally are available for the asking.
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2. Interpretation of government actions. A key function of the
lobbyist is to interpret for management the significance of
government events and the potential implications pending
legislation. Often a lobbyist predicts what can be expected to
happen legislatively and recommends actions to deal with the
expected outcome.

3. Interpretation of company actions. Through almost daily
contact with congressional members and staff assistants, a lobbyist
conveys, how a specific group feels about legislation. The lobbyist
must be completely versed in the business of the client and the
attitude of the organization toward governmental actions.

4. Advocacy of a position. Beyond the presentation of facts,
a lobbyist advocates positions on behalf of clients, both pro and
con. Often, hitting a congressional representative early with a
stand on pending legislation can mean getting a fair hearing for the
client’s position. Indeed, few congressional representatives have
the time to study — or even read — every piece of legislation on
which they are asked to vote. Therefore, they depend on lobbyists
for information, especially on how the proposed legislation may
affect their constituents.

5. Publicity springboard. More news comes out of Washington
than any other city in the world. It is the base for thousands of
press, TV, radio and magazine correspondents. This multiplicity of
media makes it the ideal springboard for launching organizational
publicity. The same holds true, to a lesser degree, in state capitals.

6. Support of company sales. The government is one of the
nation’s largest purchasers of products. Lobbyists often serve as
conduits through which sales are made. A lobbyist who is friendly
with government personnel can serve as a valuable link for leads to
company business.

Questions:

1. What is the main concern of Government relations people?

2. What is vital for the representative to carry out his objectives?
3. Who can be called a “lobbyist”? What is his responsibility?
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4. Who can become a lobbyist? How?
5. What are the main functions of the lobbyists?
6. Why do congressmen depend on lobbyists?

I11. Vocabulary. Guessing meaning from the context. Look
back at the text and find words that mean:

1. extremely large;

2. existing or spreading everywhere;

3. event or situation, especially an unpleasant one, that is going to
happen very soon;

4. knowledge or understanding of a particular subject or situation;

5. people who do not have special knowledge or experience of
something;

6. to do what you have to do or are asked to do;

7.someone who is good at arranging events, situations, etc for
other people so that they have the results they want, especially by
using dishonest or illegal methods;

8. to supply or provide something;

9. the final result of a meeting, discussion, war, etc, especially
when no one knows what it will be until it actually happens;

10.to know a lot about a subject or to be skilled in doing
something;

11. something that helps you to start doing something, especially
by giving you ideas about how to do it.

IV. Vocabulary.

a) Give English equivalents for:
VYKOMIJIEKTOBATh IITAT COTPYAHUKOB, NOBBIIMIATE OCBCAOM-
JICHHOCTbB; JUISI HETOCBSIICHHBIX; HEMOCTI)KUMAs IyTaHWIIA;
MOBJIUSATh HAa KOTO-THOO MO KaKOMY-THOO BOMPOCY; COTIACHO
3aKOHY; IMOMOIIHHUK; IOJIYYUTh YBaXCHHE W JIOBEPHE; «TOP-
TOBObI BIIUAHHUCM) (HO.HI/ITI/IKI/I, O6CCHC‘II/IBaIOH_II/Ie 3a ACHbI'N
MIPUHSATHUE BBITOIHBIX JJISI CBOETO KJIIMEHTA PEIICHHI); CHa0XKaTh
dakTamMu; OXHIAEMbIi pe3yibTaT; ObITh CBEAYIIMM B 4YeM-
n160; 3a ¥ IPOTUB; MHOTO0OOpaszue CMU.
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b) Give Russian equivalents for:
Quasi-public organization; to weigh the impact of legislation; to
monitor smb/smth; to acquire connections; to comply with the
law; a third party; executive and legislative branches;
background work; to move out of the office; the function is
rooted in; storehouse of facts; to advocate position on behalf of
clients; springboard for launching smth.

V. Vocabulary. The verb take.

e We can use take with many nouns to form fixed expressions.
In these cases, this verb has little meaning of its own and the
meaning is that of the noun that follows. Here are some
examples: take care of smb; take control of smth; take a
decision; take part in; take effect; take time etc; take smb's
word for it; | take your point; take a hike (tell someone to go
away); take sides.

Practice.

1. Translate the following sentences.

a) She took control of the situation.

b) When did you take the decision to resign?

c) Who takes care of their small children when they are at work?

d) I haven’t taken part in a press conference yet.

e) The law took effect last month.

f) Don’t rush — take your time.

g) Don’t take my word for it if you don’t want — go back and see
for yourself!

h) Mr. Chairman, | take your point, but I also support Mr. Baxter’s
view.

i) Look, Buddy, I’'m tired of your mouth. Why don’t you take a
hike?!

J) You always take sides with Maggie without even listening to
me!l
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e Take can also be found in phrasal verbs:

take after smb resemble smb

take smth back return smth

take back smth say you regret saying smth

take smb in deceive smb

take off leave the ground

take smb on employ smb

take smb out invite smb to a place

take over smth take control of smth

take to smb/smth begin to like smb/smth

take smth up start an activity; discuss smth

take up smth start a job; accept a job; take a period
of time

Practice.

1. Translate the following sentences.

a) Jenny really takes after her mother.

b) If the shirt doesn’t fit, take it back.

¢) I’m sorry | was wrong. | take back what | said.

d) Don’t be taken in by products claiming to help you lose weight
in a week.

e) As the plane was taking off, | remembered | hadn’t turned the
iron off.

f) We’re taking on 50 new employees this year.

g) He was looking forward to taking his daughter out to a nice
restaurant.

h) Who’s going to take over the shop when Mr. Jones retires?

i) I took to Paul as soon as I met him.

J) Glen has taken up painting.

k) She took up her first teaching post in 2001.

I) Are you going to take up the offer of a job with them?

m) Writing her homework took up most of the weekend.
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2. Paraphrase the following sentences. Pay attention to the
meanings of the verb take.

a) The teacher took great pride in his pupil’s progress.

b) Will you take me home?

c) My brother took his degree at Moscow University.

d) My sister takes a lot after our mother.

e) We all took to the new boy at once.

f) The plane will take off in two or three minutes.

g) He was taken in by her fair face and sweet voice.

h) Chinese food to take away.

i) What do you take me for?

V1. Grammar. Revision of Participles.
Practice.

1. Translate sentences into Russian, paying attention to participles.

a) Topics being argued between administration officials can
broaden the possibilities of “lobbying activities”.

b) Understanding restored, we worked further together.

c) As | was busy finishing the article, I got the new employee sent
instead of me.

d) The project was found left behind the computer.

e) There was an implication of the background work being done.

f) Having labelled them as peddlers, you acquired potential
enemies.

g) A customer served complained of prices growing steadily.

h) Seeing his name registered, a former administration official
made a phone call.

i) Asked if the unification of the currencies is going to take place
this year, the Central bank governor did not give a
straightforward reply.

J) There being too many applicants, the interviews were split into

two days.
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2. Translate sentences into English, paying attention to participles.

a) Opranu3anuu TpaTsAT OrPOMHOE KOJIMYECTBO BPEMEHH U JICHET,
MBITASCh TOBJIUATh HA KOHTPECCMEHOB.

b) IIpoananu3upoBaB 3aKOHOJATEIbHBIC MPEJIOKEHHUS, MBI MO-
’KeM MPEIBUICTh 3HAYUTEIBHBIC TPOOTIEMBI.

C) OHpe,Z[e.HeHHBIe BUABI OCATCIIbHOCTH, BBIIIOJIHACMBIC HAIIMMH
OpPEJCTABUTENIIMH, HUMCIOT  CBOGH  IIEJIbI0  JIOCTHXKCHHE
OXKHMIAEMOTO Pe3yJIbTarTa.

d) He wumes BpeMeHH HH U3y4UTh, HH JaKE MPOCMOTPETH
MOJIYYCHHBIC JAHHBIC, OH BbI3BAJI TIOMOIIIHUKA.

e) JlelicTBys COTJIaCHO CYIIECTBYIOMIEMY 3aKOHY, MBI HE MOXEM
MIPUHATH Bac Ha paboTy.

f) JIo66ucTHI — 310 Tpymna i, 0OpabaThIBarOIIas WICHOB IapJia-
MEHTa WJIM KOHIPECCa B MMOJIb3Y KaKOr0-JIN00 3aKOHOMPOEKTA.

g) [TapaMeHT COCTOMT U3 MPEACTABUTENIEH TPYII, OTCTAUBAIOIINX
pa3IUYHBIC HHTEPECHI.

h) Paborass Ham STUM TPOEKTOM, MBI OOHAPYKHUJIH MHOTO
HHTEPECHOTO.

1) 3aKOHYMB TIOJITOTOBKY, OH CJIeJIa)l KOPOTKHIA MTEPEPHIB.

J) 3aTpoHyThIe B IOKJIa/1€ BOIPOCHI HMEIOT OOJIBIIOE 3HAYCHHUE.

VII. Translate into English using the vocabulary from the text:

1. JIns HEMOCBSIICHHBIX HOBas CHCTEMa KaXXeTCs HeBpasy-
MUTEIBHON MyTaHUIICH.

2. HeoOxomuMo B3BEeCUTh BCE€ 3a U TMPOTUB, MPEKIE UYEM
YKOMIUIEKTOBATh IITAT COTPYIHUKOB.

3. CormacHO HOBOMY 3aKOHY, HaM 3ampeliaercs OKa3bIBaTh
MOAO0OHBIE YCITYTH.

4. MBI mocTapaeMcsi MOBIHUATh Ha JAESATEIbHOCTh TOW MPOMBIII-
JICHHOW TpyHmbl MPH YCJIOBUHU, YTO BBl IMPEAOCTaBUTE HAM
Heo0X0IuMYI0 HH(OPMAIIHIO.

5. borock, 4To mocie TOro, Kak Ha Bac HAaBECHUJIM 3TOT SIPIbIK,
OyIeT CI0XKHO 3aCIyKUTh JJOBEpUE CHOBA.

6. be3 mpuoOpereHus cBs3ell, HEBO3MOXKHO BIHUSATH Ha PEIICHMUS,
MPUHUMAEMbIE CEHATOPaMHU.
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7. Bammra ocHoBHast GyHKIUS — OOBSICHATH PYKOBOJCTBY CKPBITOE
(BO3MOHO€) 3HAUEHHE MPUHUMAEMbIX 3aKOHOB.

8. YauBHUTENbHO, HACKOJBKO OH OIBITEH B BEACHUH JIET
C TUTAHTCKOM (erepabHON OIOpPOKPATHUECKOM MAIIMHOM.

9. EnuncTBEHHOE, YTO OT Bac TPeOOBAIOCH, 3TO JICHUCTBOBATh
COTJIaCHO (peiepaIbHOMY 3aKOHY.

10. OTo wuaeanpHBIM TIUTAIIAPM I OpPTaHU3alMKM  PEKIAMHOMN
KaMITaHUU.

VIII. Writing. Translate the text from Russian into English
using the vocabulary from Part 2:

Cytb paboTsl 10001CcTOB — HHPOPMHUPOBATh U yoexaaTh. KoH-
TaKThl BaXKHbI Ul JOOOUCTOB, HO M Ul KOHKPETHBIX 3aKOHO-
narenel BaxkHa HHPOpMaLKs, KOTOPOH T€ pacIoararor.

KoHkpeTHas n1esTenbHOCTh, BBINOJHSEMAas OTICIBHBIMU JIOO-
OucramMu, 3aBUCUT OT MPEACTABIAEMONW OTpaciud MU TPYIIIHL.
BonpmmHCTBO TOOGOMCTOB YYaCTBYIOT B CIEAYIONICH paboTe:

1. ITouck QaxToB. AMEpPHKAHCKHI Tocammapar pacrojiaraer or-
POMHBIM KOJINYECTBOM (DAKTOB, CTATHUCTUKH, 3KOHOMMYECKON
uH(pOpMAIINH, SKCIIEPTHBIX OI[CHOK M PELICHH, KOTOPhIe OOBIYHO
MOJKHO 3aIlpalINBaTh.

2. Unrtepnperanus neiictBuii rocammapara. VHTepnperauus ans
MEHEJKMEHTa IMPOMCXOJAIIEro B rocanmnapare U MOTeHIHAIbHON
3HAYUMOCTH TPSIAYILEr0 3aKOHOTBOPUYECTBA — OJJHA U3 KIIFOUEBBIX
3amau  noo6ucta. JIOOOMCT mpencka3piBacT 3aKOHOAATEIIbHBIC
COOBITHSI U PEKOMEH/IYET COOTBETCTBYIOIIME JIECHCTBHS MEHEIK-
MEHTY.

3. UnaTepnperanus AeUCTBUI KoMmaHuu. Uepe3 MOUYTH €KeIHEB-
HbI€ KOHTAKThl C WICHAMU KOHIPecca M LITaTOM UX ITOMOIIHUKOB
71000uCT cOoO0IIaeT UM, KaK OTHOCATCS K 3aKOHOTIPOEKTY KOHKPET-
HbIe TpymIbl. JIOOOUCTHI JOMKHBI OBITH TTOJTHOCTHIO OCBEIOMIICHBI
0 Ou3Hece KJIMEHTa U 00 OTHOIIEHUHM OPraHU3alllH K JCHCTBUSAM
rocyJapcTBa.
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4. 3ammura nmo3uruu. Hapsiny ¢ npencraBnenueM (HakToB, 1000uCT
3amMIaeT Mo3uuuio KiueHta. Camo oOpaiieHue K MpeacTa-
BUTEJIIO0 KOHTpecca C IMO3UIUEH MO0 3aKOHOJATENbCTBY MOXKET
IPEJOCTaBUTh BO3MOXKHOCTH OBITH BBICHYIIAHHBIM. B neifct-
BUTEIHHOCTU OYEHb Maylasg 4YacTh MpeACTaBUTENEH KOHrpecca
UMEeT BpeMsS H3YYUTh MM JaXe MPOYECTh KaKAYIO CTaThIO
3aKOHOIIPOEKTA, 32 KOTOPBIM €My MPEICTOUT royiocoBaTh. Takum
o0pa3oM, OHM 3aBHUCAT OT HHQOpPMAIHH JTOOOHCTOB, OCOOCHHO
B OTHOUIEHMM BIUSHUS 3aKOHONPOEKTAa Ha CBOM IIEJIEBbIC
ayTUTOPUH.

5. ®opmupoBanue nadaucuTu. M3 BammHrTOHa BEIXOIUT OOJIBITIE
HOBOCTEW, yeM M3 Jr000ro apyroro ropoja mupa. OH — mTad-
KBapTUpa s ThICAY KOPPECTIOHIEHTOB MEYaTHBIX U 3JIEKTPOHHBIX
CMMU, reneBunenus u paguo. [loatomy cronuna CIIIA u B, MeHb-
e Mepe, CTOJUIBI IITATOB — TPAMIUIUH U1 MAOIUCUTH.

6. [lognepkka KOPHMOpPATHBHBIX Npojaax. AMEPUKAHCKOE NpaBHU-
TEJIbCTBO — KPYMHEWIIWA HAIMOHAJIbHBIA 3aKYIIIUK TOBAPOB.
JIoG6HuCTBI HepeaKo ciayXaT MPOBOJHUKAMU B OCYIIECTBICHUH
npoxax. JloOpoxenaTeabHble OTHOIIECHHS HEKOTOPBIX JOOOUCTOB
C TOCYJapCTBEHHBIMU CIIY>KalIUMH MOTYT MpPEICTaBIsATh OrPOM-
HYI0O IICHHOCTb JJISi OpHUEHTalluM M paclIMpeHus OwusHeca
KOMITaHUH.

IX. Speaking. Express your thoughts on the following topics:

1. Government relations as a separate activity.
2. Functions of lobbyists in the Government.

Part 3

I. Lead-in. Are you aware of the ways lobbying can be used? Can
you tell about them?

I1. Read the text and answer the questions.
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Grass-roots Lobbying

Particularly effective in recent years has been the use of
indirect, or grass-roots lobbying (as opposed to conventional
lobbying by paid agents). The main thrust of such lobbying is to
mobilize local constituents of congressional members, together
with the general public, to write, telephone, fax or buttonhole
members of Congress on legislation.

In the early 1980s of the last century, a resurgence of citizens’
activism, not seen since the 1960s, began to appear. Coalitions
formed on both national and local levels on issues from arms to
economics. Locally, tenants’ organizations, neighborhood
associations and various other groups won significant concessions
from government and corporate bodies.

The success of such grass-roots campaigns was not lost on big
business. Business learned that grass-roots lobbying in the 1990s —
applying pressure in the 50 states and the 435 congressional
districts, from corporate headquarters to plant communities — lies
at the heart of moving the powers in Washington. In one of the
most successful campaigns in history, a massive grass-roots
coalition beat back President Clinton’s energy tax in 1993.
Constituents from all over the country — representing farmers, coal
miners, aluminum manufacturers, the natural gas industry, home
owners concerned about heating oil costs, and so on — wrote their
congressional representatives and state legislators to pressure the
White House. When the dust settled, the White House gave up on
enacting a tax on the heat content of fuels. A similar grass-roots
offensive torpedoed the Clinton health care initiative, to forward
the cause of managed care.

Whatever the objectives, grass-roots lobbying and lobbying in
general are very much in vogue. Rare is the group not represented
in Washington. The popcorn industry has its Popcorn Institute. The
International Llama Association has its own lobbyists. Hunters
have Safari Club International. Those against hunting have the
Fund for Animals. Those opposed to increased packaging
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requirements have United We Resist Additional Packaging
(UNWRAP). And all believe their lobbying efforts are most
worthwhile.

Questions:

1. What is meant by “grass-roots lobbying”?

2. What methods does it use?

3. What is the difference between grass-roots lobbying and
conventional lobbying?

I11. Vocabulary.

a) Give English equivalents for:
Hemnpsimoe (mmpokxomaciitabHoe) 1000upoBanue; CyTh (11€1b)
4ero-mubo; HE  OCTaThCS  HE3aMEUEHHBIM;  TPOBAIHTH,
MOJIOPBaTh; OBITH B MOJIE; OBITH CTOSIIIIUM, JAFOIIUM PE3yIIbTaT.

b) Give Russian equivalents for:
Conventional lobbying; to mobilize local constituents of
congressional members; to buttonhole smb; resurgence of
citizens’ activism; to win significant concessions from
government; beat back a tax.

IV. Grammar. Revision of the Infinitive.

Practice.

1. Translate the following sentences into Russian.

a) The economic laws are known to be universal.

b) The employees expected the management of the company to
reconsider the terms of the contract.

¢) For the economic growth to continue a whole set of macro-
economic measures needs to be taken.

d) The financial crisis appeared to have affected different regions
of the world.
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e) The new method is believed to have given good results.

f) This approach may easily be shown to be far more effective.

g) Their attitude to the process of reforms has never been thought
to change so radically.

h) The only way for companies to avoid double taxation was to
lower their profits.

i) They established what is believed to be a solid system of
relationships with some government agencies.

J) There seems to be a misunderstanding as to the approaches used.

2. Translate the following sentences into English.

a) Okazanock, YTO HOBast EBPOICHCKAs BaJIOTa yJOBJICTBOPSET BCE
cTpanbl, Bxoasume B EBponeiickuii Coros.

b) [To-BunuMOMY, CYIIECTBYIOT MO KpalHEed Mepe JBa CLEeHApHs
NEWCTBUM NMPABUTEILCTBA.

C) OHu pazpabotanu cxemy, KOTOpas, KakK THpeICTaBIsIeTCs,
SIBIISICTCS BITOJTHE HAJIC)KHOM.

d) UsBecTHO, YTO OHU pabOTAIOT HAI ATOM MPOOIEMOM yKE TOI.

e) Mbl  OXumaeM, 4YTO MPABUTEIBCTBO  OKWKET  MOMOIIIb
MQJIOMMYIIIUM CIIOSIM HACEJICHHS.

f) M3BecTHO, 4TO OHU OJIEpXKAIU TTIOOCTY.

g) Lensrii psim  akTOpoB 3acTaBMJI HAC COTJIACHTBCS C  HX
YCIIOBUSIMH.

h) Boripoc, KOTOpeIii OymeT pacCcMaTpUBaThCS — CIIEAYIOLIHM,
KacaeTcs JJ0OOMPOBaHMSI HAIIUX UHTEPECOB.

i) I[TonuTrka, KOTOPOH HEOOXOAWMO TPHAEPKUBATHCS, TOJKHA
OBITh COIIMATBHO OPUCHTHPOBAHHOM.

V. Writing. Translate the text from Russian into English using
the vocabulary from Part 3:

JIo60MpoBaHNEe MOXKET OCYIIECTBIATHCS HECKOIBKUMU MyTSIMH:
3aKpBITO TEpe]] KOMUTETaMH 3aKOHOAATENeH WM IyOJMYHO Ha
OTKpBITOM oOcyxnennu. [IpeacraBurenn oOIMECTBEHHOCTH TaKkKe
MOTYT OTKpPBITO BCTpedaTrbcs ¢ JoObuctamu. B mpaktuke
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0060UpPOBaHUS IIMPOKO HCIIOIB3YETCS MYTh MHUPOKOMACIITAOHON
3alUThl MHTEPECOB, TaK Ha3bIBaMOE HEMpsSMOE JI0OOUpOBaHHE
(grass-roots lobbying).

SpkUM TPUMEPOM MOXET CIYKHUThb CIEAYIoNas KaMITaHWsI.
banku u acconmanuu aKKyMyJUPOBaHUS JICHEKHBIX CPE/ICTB
W 3aiiMOB  yOemwim OOIIECTBEHHOCTh HANpPaBHTh B  aapec
CEHATOPOB U KOHTPECCMEHOB MOIIHBIA MOTOK IHCEM, KOTOPBII
UMeIl CBOEU LEeNbI0 3aCTaBUTh TMOCIEIHUX OTMEHHTH 3aKOH 00
yAepKaHUM 3THMHU YUPEKJEHUSMU Hajlora Ha yIaTry IpOLEHTOB
M0 BKJAJaM B MOJB3Y (eAepalbHOrO MpaBUTENbCTBA. B wurore
HaJor ObUT OTMEHEH.

JIpyruM TOpHUMEpPOM HENpsSMOro JOOOMpOBaHHS B aMepH-
KaHCKOW MpPaKTHKE MO CBS3SIM C OOILIECTBEHHOCTBHIO SIBIISIOTCA
JeWCTBUSL OTBETCTBEHHOIrO 3a oTHolneHusi ¢ Konrpeccom dene-
paluy aMepuKaHCKUX OOIIECTB AIKCIEPUMEHTAIbHOU OHOJIOTHUI
rocrionvHa ['apa KaranoBuua, KoTopblil opraHu3oBas 13 Teicsu
MacCHpOBaHHBIX cooOmennii mo cern Matepuer B CeHar,
NO0OUBAsCh OTMEHBI MPEANOIaraeMoro COKpalleHus: OIKETHOTO
(MHAHCUPOBAHUS MEAUIIMHCKUX UCCIICIOBAHHIA.

OCHOBY JE€MCTBEHHOCTH MPAKTHUKU HEMPSIMOrO JT000MpOBaHUS
COCTaBJISIET IIMPOKOMACINITAOHAsE MacCUPOBAHHAs W KOHIICHTPH-
poBaHHasi cepusi OBICTPHIX M TOYHBIX aTaK — JAECATKH ThICAY
monaen, Gpupm, KoMrnanui, TpopeccCHOHaANBHBIX COI030B B TCUCHHE
HECKOJIbKUX JHEW, 4acOB OJHOBPEMEHHO 3aChIMaioT MapiaMeH-
TapueB mNuchbMamu, (pakcamu, cooOmeHussiMu udepe3 HHTepHer,
TeneOHHBIMHU 3BOHKAMU Ha OJIHY U Ty e TeMy, J1001BasCh perie-
HUS OZHOH MPOOIJIEMBI.

[IpodeccuonanpHoe 1000MpPOBaHME — BBICOKOJIOXOHAS Jes-
TEIBHOCTh B cdepe OuszHeca, OCYIIECTBIsIEMas CHEIHATACTaMU
CIIy)0 MO CBSI3sIM ¢ OOIIEeCTBEHHOCThIO. B BammHrrone nerict-
BYIOT CBBIIIE 7 ThHICSY 3apeructpupoBaHHbix B KoHrpecce 1100-
ouctoB u moutu 800 OPUANMYECKUX, KOHCAITUHTOBBIX (upmM, [1P-
bupM ¥ KOMMaHU#, OQUIMATBEHO  3apErHCTPUPOBAHHBIX
B MunwncrepctBe roctuiinu. [lpaktuka n000uMpoBaHMs B BBICHICH
CTETIEHH TMOATBEpAMIA I1eecO00pa3sHOCTh  3aKOHOJATEIbHOM
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Jieranu3anuu ee ydyacTHUKOB. K cokaneHuro, Halie pocCUiicKoe
T000MpPOBAaHUE COMPOBOXKIACTCS OECKOHEYHBIMH  CTOBOPaMH,
TPaJULIMOHHON <«IIOJKOBEPHON UIpOW», HAWJICHHBIMH «4YE€MOJIa-
HaMu» (AKTOB KOPPYMIUPOBAHHOCTH IIEJIOTO psija BIIACTh
umymux. Cam (dakt odunmarbHOro TpU3HAHHUS JOOOHPOBAHUS
CTaBUT BJACTHBIE CTPYKTYphl TOJ KOHTPOJbL OOIIECTBa, YeM
Y OTPAaHUYUBAET YNHOBHUYMNA ITPOU3BOIL.

Tak kak mpomecc nmoboupoBanuss B CoemuHeHHBIX I[llTaTax
AMepHKH JIeTajeH U MOAJEKUT KOHTPOJIIO, 3aKOH 3alIUINAET €ro
uHTepeckl. [loaTomy moMuMo o(UIIMATBHO 3apPETUCTPUPOBAHHBIX
J0OOUCTCKUX OpTaHM3aIui, ACITEIHHOCTD JIOOBIX IPYTrUX CTPYK-
TYyp, JIUII, 3aIIUIIAIONINX YaCTHBIE WHTEPECHI, 3ampelnieHa. Hampu-
Mep, YMHOBHUKM B COOTBETCTBUU C 3aKOHOJATEIHCTBOM MOTYT
NPUHUMATh MMOJIAPKU OOILEH CTOMMOCTBIO, He mpeBbimiatonieid $50,
nenyratel — $100 coorBercTBeHHO. HapyiieHnune mTaHHOTO 3aKOHA
MPUBOMT K JIMIIEHUIO CBOOOIBI CpokoM 10 20 Jer.

B nmacrosimiee Bpemst B Poccuiickom mapiaMmeHnTe oOcykaercs
BO3MOXXHOCTh  MOATOTOBKM MpOEKTa (elepalibHOro 3aKOoHa
0 J1T0O0MPOBAHHH.

V1. Reading for information. Study the case and answer the
guestions.

Whitewater

On April 22, 1994, more than two years after the name
“Whitewater” first appeared in the public press, Hilary Clinton
conducted a press conference to clear the air. Sitting in a simple
chair in front of a White House portrait of Abraham Lincoln, the
First Lady gave a masterful performance, answering an hour’s
worth of reporters’ questions about the ill-fated land deal known as
Whitewater.

As effective as the First Lady’s performance was, it also
underscored the serious public relations crisis that the president
and his associates had let Whitewater become. For a while
Clintonian defenders, ranging from former U.S. Senator George
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McGovern to former Watergate lawyer Samuel Dash to humorist
Garrison Keillor, bristled at what they claimed were “trumped-up
charges that Whitewater was Bill Clinton’s Watergate,” the crisis
was as serious as any impacting the Clinton presidency.

As proof, shortly before the First Lady’s press conference, an
emergency panel of public relations heavyweights —including
Anne Wexler of the Wexler Group, Jody Powell of Powell/Tate
and Paul Costello of Edelman, Inc. — hurriedly formed the Back to
Business Committee to defend the Clintons from Whitewater
attacks. “This was a political, not an ethical, situation,” Costello
said. “We wanted to provide perspective.”

The background of the president’s Whitewater investment and
subsequent connection to a failed savings and loan institution was
an intricate and complicated story. The story broke originally on
the front page of The New York Times in March 1992 and was
promptly ignored by the world.

The story may well have remained ignored had not one
unfortunate incident befallen the Clinton administration.

Vince Foster, trusted Clinton confidante and personal attorney
on such matters as Whitewater, shot himself in the head and was
found dead in a Washington park near the Potomac River.

Thus were the floodgates of Whitewater unleashed for a critical
press and a curious public. Although all the facts surrounding
Whitewater may never be known, what is known is that at several
key junctures, the Clinton public relations machinery fell asleep at
the switch. Consider the following:

As early as 1990, when then Governor Clinton faced stiff
opposition in Arkansas, he released his tax returns for the previous
10 years. Curiously, he drew the line at 1980 even though he’d
been governor in 1978-1979. Tax returns for 1978-1979 were
conveniently not shared.

In 1992, during the presidential campaign, The New York Times
asked how the Clintons could afford a $60,000 down payment on a
house in 1980 when they’d both been earning much smaller
salaries.
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The answer, according to Mrs. Clinton, was that the money
came from “savings and a gift from our parents.” The Clinton
campaign, meanwhile refused to release the 1978-1979 returns,
causing media mavens to wonder what they were hiding.

Later on, in 1994, when Whitewater reemerged as a national
issue after the Foster suicide, Clinton officials still refused to
disclose pertinent data.

e White House Counsel Bernard Nusshaum removed Whitewater
files from Foster’s office after his death; people wondered what
was being withheld.

e The White House initially refused to reveal how much of her
own money Mrs. Clinton had used to make a miraculous
$100,000 profit in the cattle futures market. People wondered
what was being covered up.

e When Republicans called for a special investigator, the
president first refused and then agreed to appoint a special
counsel to investigate Whitewater. People wondered what he
was shielding.

Meanwhile, Mrs. Clinton fared even worse.

Up to the time of Whitewater, the transformation of Hillary
Clinton from obedient campaign spouse to White House policy
dynamo was unprecedented in American political history.

In the first year of the Clinton presidency, no administration
figure was more powerful and revered than the First Lady. Even
Capitol Hill Republicans agreed that Hillary’s health care
testimony was pointed, poignant and persuasive.

But when Whitewater struck, Hillary clammed up.

She ducked. She was unavailable. When she appeared in public
at hospitals and schools, reporters were kept out of conversational
range. When her good friends, Nussbaum and Justice Department
attorney Webster Hubbell, were forced to depart Washington, she
uttered no public word.
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Opined New York Times columnist Frank Rich, “Since she has
the political capital, the firsthand knowledge, the poise and brains
to answer many of the growing list of Whitewater questions, why
not do so?”

Why not, indeed?

And then there were the president’s spokespeople. Almost from
the beginning, Whitewater was a study in spokesperson futility.

e George Stephanopoulos, the president’s senior advisor, returned
to Washington fresh from a New Year’s 1994 ski holiday and
declared on national television, “All of the pertinent papers in
the Whitewater matter have been turned over to the Justice
Department.”

Wrong. In fact, no papers had been delivered.

It was left to Dee Dee Myers, the valiant White House press
secretary, to correct Stephanopoulos’ ill-timed remarks. The
president’s adviser, Myers suggested, had in a phrase reminiscent
of Nixonian Washington, “misspoken himself.”

e Later on, the president’s attorney, David Kendall, finally
released the long-sought 1978-1979 tax returns in what he
called “a spirit of full cooperation and openness.”

Well, sort of.

The returns reported Mrs. Clinton’s windfall cattle futures
profits, all right but failed to include supporting records. The
media screamed.

e Finally, in what may have been the most unfortunate example
of “misspeaking oneself,” Paul Begala, a longtime Clinton
spokesman, purred to a Larry King national television audience,
“Both Clintons, they just missed the 1980s. These people are
just not motivated by money.”
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Shortly thereafter, Mrs. Clinton’s $100,000 cattle futures return
on a $1,000 “investment” was revealed.

Perhaps the most unfortunate victim of Whitewater was public
relations veteran David Gergen. Until Whitewater occurred, David
Gergen was the unquestioned savior of the presidential image. The
former Nixon-Ford-Reagan loyalist was recruited by President
Clinton to turn around a reeling reputation. Over the ensuing
months, as the president’s popularity ascended, Gergen became the
most prominent administration strategist and most visible
presidential booster.

Then came Whitewater.

And counselor Gergen disappeared from the radar screen. He
remained inexplicably invisible for weeks until the day The New
York Times rousted him out for a front-page roasting.

“With Boss Besieged, Gergen Finds Himself,” clucked the
Times headline.

Several weeks later, it was reported that adviser Gergen was on
his way out of the administration and back to college (to teach at
Duke). Yet another impeccable reputation had been drenched by
Whitewater.

Whitewater refused to go away in the second Clinton
administration. With independent prosecutor Kenneth Starr firmly
on the case, the president and his wife just couldn’t seem to shake
the lingering charges and counter charges. When the president’s
former Whitewater business partners, James and Susan McDougall
were thrown in jail, suspicions lingered that the imprisoned pair
would eventually “rat out” their former partners. Meanwhile, the
press — particularly The New York Times — which broke the
Whitewater story years earlier would not relent in its hounding of
the first couple on Whitewater, continuing to report on the
controversy well into 1997.

In the aftermath of the Whitewater saga, it was left to Leonard
Garment, a close advisor to President Nixon during his Watergate
trauma, to put the whole thing in perspective: “In Watergate, there
were two guys trying to get the Pulitzer, and in Whitewater there
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are roughly 50,000. Therefore, there has been intensification by a
very large factor of the pressure for disclosure ... the creation of a
mood of suspicion ... and a generalized sense of outrage in
Congress and the press at any attempts to withhold information.”

In Whitewater, as in Watergate — and as in countless other
crises afflicting countless other organizations — the best public
relations remedy remained the oldest public relations bromide:
“Whenever possible, tell the truth.”

Questions:

1. How would you characterize the Clintons’ approach to
disclosure with respect to Whitewater?

2. What was wrong with Mrs. Clinton’s initial silence on
Whitewater?

3. What lessons can be drawn from the missteps of the president’s
spokespeople?

4. What would you have advised the president to do?

VII. Speaking. Prepare for the discussion on the following
topics:

1. Grass-roots lobbying versus conventional lobbying.

2. Lobbying practice in Russia: legislative basis and present-day
situation.
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