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Unit I. PUBLIC RELATIONS

UNITI

TEXT 1
PUBLIC RELATIONS

1. Read and translate the text.

Public relations (PR) is the practice of managing the spread of information
between an individual or an organization (such as a business, government agency, or
a nonprofit organization) and the public. Public relations may include an organization
or individual gaining exposure to their audiences using topics of public interest and
news items that do not require direct payment. This differentiates it from
advertising as a form of marketing communications. The aim of public relations is to
inform the public, prospective customers, investors, partners, employees, and other
stakeholders and ultimately persuade them to maintain a certain view about the
organization, its leadership, products, or of political decisions. Public relations
professionals typically work for PR firms, businesses and companies, government,
government agencies, and public officials as PIOs, and nongovernmental
organizations and nonprofit organizations.

Public relations specialists establish and maintain relationships with an
organization's target audience, the media, and other opinion leaders. Common
activities include designing communications campaigns, writing news releases and
other content for news and feature articles, working with the press, arranging
interviews for company spokespeople, writing speeches for company leaders, acting
as an organization’s spokesperson by speaking in public and public officials,
preparing clients for press conferences, media interviews, and speeches, writing
website and social media content, and facilitating internal/employee
communication. Success in the field of public relations requires a deep understanding
of the interests and concerns of each the client's many publics. The public relations
professional must know how to effectively address those concerns using the most
powerful tool of the public relations trade, which is publicity.

The conscious and intelligent manipulation of the organized habits and opinions
of the masses is an important element in democratic society. Those who manipulate
this unseen mechanism of society constitute an invisible government which is the true
ruling power of the country. We are governed, our minds are moulded, our tastes
formed, our ideas suggested, largely by men we have never heard of. This is a logical
result of the way in which our democratic society is organized. Vast numbers of
human beings must cooperate in this manner if they are to live together as a smoothly
functioning society. In almost every act of our daily lives, whether in the sphere of
politics or business, in our social conduct or our ethical thinking, we are dominated
by the relatively small number of persons who understand the mental processes and
social patterns of the masses. It is they who pull the wires which control the public
mind.
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NOTE
PIO: (Public Information Officer) — YHHOBHUK IO CBSI3SIM C MPECCOM; MpeacTa-
BUTEJb T10 CBSI3SM C TIPECCOA.

II. Read and memorize the following words:

advertising — pekJIaMHpOBaHUE

conduct — moBeicHNE

CONscious — CO3HATEIbHBIN

differentiate v. — pa3nuuats, quddhepeHIpoBaTh
employee — ciyxanuit

exposure — IoIBepraHue; BHICTABIICHUE

include v. — comepxatb B cede; BKIOYATD

mould v. — dopmupoBath, co3naBathb

a nonprofit organization — HeKOMMepUecKasi OpraHu3aIusl
prospective — OyayIIuit; 0KuaaeMbIi

public mind — ob1ecTBEHHOE MHEHHUE

public relations — obmecTBeHHas HHGOPMALIKS; CBSI3U ¢ OOIIIECTBEHHOCTHIO
spokespeople — opaTopbl

spread — pacrpocTpaHeHHe

suggest v. — HABOJIUTh Ha MBICITb, TIPeJIaraTh

EXERCISES TO THE TEXT

L. Spell and transcribe the following words:
relations, spokespeople, persuade, audience, media, employee, powerful, society,
differentiate.

II. Translate and memorize the following words and word combinations.

To maintain a certain view, publicity, managing the spread of information,
opinion leaders, a nonprofit organization, an organization’s spokesperson, the most
powerful tool, an individual gaining exposure to their audiences, the aim of public
relations, to differentiate from advertising, to persuade somebody, leadership,
political decisions, to establish and maintain relationships with, designing
communications campaigns, arranging interviews and writing speeches, employee
communication, to require a deep understanding, to use topics of public interest, a
stakeholder, to control the public mind, habits and opinions, to constitute an invisible
government, to mould one’s minds.

II1. Answer the following questions using the words and word combinations from
Exercise II:

1. Is public relations the practice of managing the spread of information between
an individual or an organization and the public? 2. Do you think public relations is
difficult to define? 3. Which of the existing definitions seems most useful to you?
4. What may public relations include? 5. What is the aim of public relations? 6. Who
do public relations professionals typically work for? 7. Do public relations specialists

6



Unit I. PUBLIC RELATIONS

establish and maintain relationships with an organization's target audience, the media,
and other opinion leaders? 8. What do common activities include? 9. What must the
public relations professional know? 10. What is the most powerful tool of the public
relations trade? 11.Is the conscious and intelligent manipulation of the organized
habits and opinions of the masses an important element in democratic society? Give
your reasons. 12. Who are we largely governed and our minds moulded by? 13. Why
must vast numbers of human beings cooperate? 14. Which persons are we usually
dominated by? 15. Do they control the public mind?

VOCABULARY AND GRAMMAR EXERCISES

L. Fill in prepositions:

Public Information Officers (PIOs) are the communications coordinators or
spokespersons ..... certain governmental organizations (i.e. city, county, school,
district, state, government and police/fire departments). They differ ..... public
relations departments of private organizations in that marketing plays a more limited
role. The primary responsibility of a PIO is to provide information to the media and
public as required ..... law and according to the standards of their profession. Many
PIOs are former journalists, bringing unique and relevant experience to the position.
During crises and emergencies, PIOs are often identified by wearing helmets or vests
with the letters "PIO" ..... them.

..... the oldest and largest public information professional organizations is The
California Association of Public Information Officials or CAPIO.

Keys: by, among, of, on, from.

Il. Complete the following sentences using the words from the box:

velationships ~ principal public between approach in order to)

1. The first definition of ..... relations was established by Ivy Lee and Edward
Louis Bernays in the early 1900s. 2. According to Edward Bernays, the public
relations counsel is the agent working with both modern media of communications
and group formations of society ..... provide ideas to the public’s consciousness. 3.
Public relations is a strategic communication process that builds mutually beneficial
..... between organizations and their publics. 4. Public relations can also be defined as

the practice of managing communication ..... an organization and its publics. 5. An
..... to understanding public relations is to describe what people do. 6. Public
relations uses research and ethical communication techniques as its ..... tools.

1. Write down all possible questions to the following sentence.
Public relations defines and emphasises the responsibility of management to
serve the public interest.

SPEAKING:
I. Comment upon the following statement. Share opinions.
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Public relations is a distinctive management function which helps establish and
maintain mutual lines of communication, understanding, acceptance and co-operation
between an organisation and its publics; and helps management to keep informed on
and responsive to public opinion.

I. Explain when people are in a bad temper.

III. Discuss the following questions:

1. It isn’t always easy for us to keep our tempers when things go wrong. What do
you say to let off steam?

2. What are the essential factors that help to mould a person’s character:
environment, educational possibilities or cultural standards?

TEXT 2
HISTORY OF PUBLIC RELATIONS

1. Read and translate the text.

Most textbooks consider the establishment of the Publicity Bureau in 1900 to be
the founding of the public relations profession. However academics have found early
forms of public influence and communications management in ancient civilizations,
during the settling of the New World and during the movement to abolish slavery in
England. Basil Clark is considered the founder of public relations in the United
Kingdom for his establishment of Editorial Services in 1924, though academic Noel
Turnball believes PR was founded in Britain first by evangelicals and Victorian
reformers.

Propaganda was used by the United States, the United Kingdom, Germany and
others to rally for domestic support and demonize enemies during the World Wars,
which led to more sophisticated commercial publicity efforts as public relations talent
entered the private sector. Most historians believe public relations became established
first in the US by Edward Bernays, then spread internationally. Many American
companies with PR departments spread the practice to Europe when they created
European subsidiaries.

The second half of the 1900s is considered the professional development
building era of public relations. Trade associations, PR news magazines, international
PR agencies, and academic principles for the profession were established. According
to historian Eric Goldman, by the 1940s public relations was being taught at
universities and was a professional occupation relied on in a similar way as a lawyers
and doctors. However, it failed to obtain complete recognition as a profession. During
the 1990s specialities for communicating to certain audiences and within certain
market segments emerged, such as investor relations or technology PR.

In the early 2000s, press release services began offering social media press
releases. The Cluetrain Manifesto, which predicted the impact of social media in
1999, was controversial in its time, but by 2006, the effect of social media and new
internet technologies became broadly accepted. The Manifesto established 95 theses
about the way social media and internet technologies were going to change business.

8
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It concluded that markets had become "smarter and faster than most companies,"
because stakeholders were getting information from each other.

The number of media outlets increased and PR talent from wartime propaganda
entered the private sector. The practice of public relations became ubiquitous to reach
political, activist and corporate objectives. The development of the press into a more
real-time media also led to heightened scrutiny of public relations activities and those
they represent. For example, Richard Nixon was criticized for "doubletalk" and
"stonewalling" in his PR office's responses to the Watergate scandal.

New internet technology and social media websites effected PR strategies and
tactics. Incorporating digital and social features became a norm among wire services,
and companies started routinely making company announcements on their corporate
blog.

(From Wikipedia, the free encyclopedia)

Commentary

The Cluetrain Manifesto (Maunudect [1ytn): In April 1999, four managers from
IBM, Sun Microsystems, National Public Radio and Linux Journal created "The
Cluetrain Manifesto." The Manifesto "created a storm" with strong detractors and
supporters.

The work asserts that the Internet is unlike conventional media used in mass
marketing as it enables "human to human" conversations, which are claimed to
transform traditional business practices. Technologies listed in the printed publication
as conduits of such conversations include email, news groups, mailing lists, chat, and
web pages.

II. Read and memorize the following words:
according to — coriacHo

ancient — 1peBHUMN

consider v. — paccMaTpuBaTh
controversial — cropHbIit
influence — BIusHuE, BO3IEHCTBHE
lead v.(led) — mpuBOIUTH

objective — 3a1a4a, 11eIb
occupation — 3aHsTHE, Ipodeccus
reach v. — nocturatp

recognition — MpuU3HAHKUE

response — OTKJIMK, PEaKITUs
subsidiary — punuan

though — xoTs1; HECMOTpsI Ha
ubiquitous — Be3ecyuui

EXERCISES TO THE TEXT

L. Spell and transcribe the following words:
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establishment, ancient, though, features, historian, ubiquitous, accepted,
announcement.

Il. Find in Text 2 English equivalents for the following words and phrases and
write them out:

HavaJbHBIC (POPMBI BIUSHHS Ha OOIIECTBEHHOCTH; YCIYTH MPECC-PENTN3; OTIEIBI
M0 CBS3SIM C OOINECTBEHHOCTHIO; CIIOPHBIN; JpEeBHUE NUBHWIN3ALMMU; ABW)KCHHE 32
OTMEHY palCTBa; MPUBEJIO K MPEYBEINYCHHO BHUMATEIFHOMY HCCIEA0BAHUIO; CILIO-
TUTBHCS 7Sl TOAAEPKKU BHYTPH CTPaHbI; OCHOBATENb CBSI3E€H C OOIIECTBEHHOCTHIO;
MOJIyYUTh MOJHOE NMPU3HAHUE; KOMMEPUYECKHII MHTEPEC CO CTOPOHBI OOIIECTBEHHO-
CTH; JI€MOHH3UPOBATh BParoB; €BpOINEWCKHE (HUInanbl; CAENand BBIBOJA; IMPECC-
penu3sl CMU; crana moBceMecTHO; BIUSHUE OOIIECTBEHHBIX MEHMa; 3aMHTEPECO-
BaHHbIE CTOPOHBI MOJy4Yald MHPOPMAIMIO; CPEJICTBA MAaCCOBOW MH(OpMAINH; 00b-
SIBIICHUSI KOMIIAaHUH B CBOEM KOPIIOPATUBHOM OJIoTe.

II1. Answer the following questions using the words and phrases from Exercise II:

1. When was the Publicity Bureau established? 2. How is it considered in most
textbooks? 3. Have academics found early forms of public influence and
communications management in ancient civilizations? 4. Who is considered the
founder of public relations in the United Kingdom? 5. What countries was
propaganda used by to rally for domestic support and demonize enemies during the
World Wars? 6. Who was Edward Bernays in common repute? 7. Why is the second
half of the 1900s considered the professional development building era of public
relations? 8. When did press release services begin offering social media press
releases? 9. What did the Cluetrain Manifesto predict? 10. When did the effect of
social media and new internet technologies become broadly accepted? 11. How many
theses did The Manifesto consist of? 12. Why did it conclude that markets had
become "smarter and faster than most companies"? 13. What did the development of
the press into a more real-time media lead to? 14. What was Richard Nixon criticized
for? 15. What effected PR strategies and tactics?

IV. Complete the following sentences.:

1. Academic Noel Turnball believes PR was founded in Britain first by... .
2. Many American companies with PR departments spread the practice to Europe
when they created ...... . 3. According to historian Eric Goldman, by the 1940s
public relations was being taught ...... . 4. The Cluetrain Manifesto was ...... .5.By
2006, the effect of social media and new internet technologies became ...... . 6. The
practice of public relations became ubiquitous to reach ...... . 7. Companies started
routinely making company announcements ...... :

V. Retell the text.

VOCABULARY EXERCISES
I. Complete and translate:

10
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Word-building: to improve v. + ment = improvement 7.

to develop, to announce, to measure, to depart, to manage, to establish, to pay,
to govern, to invest, require, to arrange.

Il. Find in the text and copy out phrases in which prepositions during and
within are used. Translate them.

1. Explain in English the meaning of:

social media, complete recognition, controversial, internet technology.

IV. Choose the right word.:

1. Public relations is (a system/a set) of complex variety of business
communication, belief, art, the necessary contacts in order to increase the
effectiveness of many areas of business. 2. A valuable skill for all professionals is the
ability to organize and (lead/conduct) negotiations, various briefings, press
conferences, presentations, business practices so as to create a positive relationship
with the public. 3. The main factors of the successful impact of public relations
(on/at) the firm level are psychological factors. 4. The (human/people) factor
involves the orientation of a man, his creative abilities, interest in the results their
own labour as close to the key problems of management of the company. 5. Ancient
Greek philosophers such as Plato and Aristotle (made/created) early theories in
rhetoric and persuasion. 6. By the 1940s public relations (was/is) a professional
occupation relied on in a similar way as lawyers and doctors. 7. Franklin pioneered
the rules for "personal relations" in an era before mass (means/media) had made
possible a profession called "public relations."

V. Read the text carefully, then fill the blank spaces:

Public relations ..... a profession in 1903 as Ivy Lee undertook to advise John D.
Rockefeller on .... to conduct his public relations. Rockefeller owned coal ..... and
the Pennsylvania Railroad. Miners were ..... and the railroad hushed up the facts
when its trains were involved ..... accidents.

Lee advised Rockefeller to wvisit the ..... mines and talk to the miners.
Rockefeller spent time listening to the ..... of the miners, improved their conditions,
danced with ..... wives, and became a hero to the miners.

(Missing words: on strike, their, became, coal, mines, complaints, how, with)

SPEAKING:

Arrange a short debate on the following question:

How does public relations’ history help explain the reputation of the industry
today?

TEXT 3
EDWARD LOUIS JAMES BERNAYS

1. Read and translate the text.

11
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Edward Louis James Bernays (November 22, 1891 — March 9, 1995) was an
Austrian-American pioneer in the field of public relations and propaganda, referred to
in his obituary as "the father of public relations". He combined the ideas of Gustave
Le Bon and Wilfred Trotter on crowd psychology with the psychoanalytical ideas of
his uncle, Sigmund Freud.

He felt this manipulation was necessary in society, which he regarded as
irrational and dangerous as a result of the "herd instinct" that Trotter had described.

Adam Curtis's award-winning 2002 documentary for the BBC, The Century of
the Self, pinpoints Bernays as the originator of modern public relations, and Bernays
was named one of the 100 most influential Americans of the 20th century by
Life magazine.

Bernays refined and popularized the use of the press release, following its
invention by PR man Ivy Lee, who had issued a press release after the 1906 Atlantic
City train wreck. One of the most famous campaigns of Bernays was the women's
cigarette smoking campaign in 1920s. Bernays helped the smoking industry
overcome one of the biggest social taboos of the time: women smoking in public.
Women were only allowed to smoke in designated areas, or not at all. Women caught
violating this rule were arrested.

Bernays staged the 1929 Easter parade in New York City, showing models
holding lit Lucky Strike cigarettes, or "Torches of Freedom". After the historic public
event, women started lighting up more than ever before. It was through Bernays that
women's smoking habits started to become socially acceptable. Bernays created this
event as news, which it was not. Bernays convinced industries that the news, not
advertising, was the best medium to carry their message to an unsuspecting public.
One of Bernays's favorite techniques for manipulating public opinion was the indirect
use of "third party authorities" to plead his clients' causes. "If you can influence
the leaders, either with or without their conscious cooperation, you automatically
influence the group which they sway." he said. In order to promote sales of bacon, for
example, he conducted a survey of physicians and reported their recommendation
that people eat heavy breakfasts. He sent the results of the survey to 5,000 physicians,
along with publicity touting bacon and eggs as an ideal heavy breakfast and superior
for health to the traditional breakfast of tea (or coffee) and toast.

Bernays also drew upon his uncle Sigmund's psychoanalytic ideas for the benefit
of commercein order to promote, by indirection, commodities as diverse
cigarettes, soap and books. In addition to the theories of his uncle, Bernays used those
of Ivan Pavlov.

(wikipedia.org/wiki/Edward Bernays)

NOTES

Edward Louis James Bernays [ .edwad lu.1 d3eimz borneiz] (November 22,
1891 — March 9, 1995) was an Austrian-American pioneer in the field of public
relations and propaganda.

Sigmund Freud [‘sigmond frd1d] (6 May 1856 — 23 September 1939) was an
Austrian neurologist, now known as the father of psychoanalysis.

12
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Gustave Le Bon [lo bd] was a French social psychologist, sociologist, anthro-
pologist, inventor, and amateur physicist.

II. Read and memorize the following words:

conduct v. — IpOBOAUTH

convince v. — yoexaaTh

crowd — Tosma

designated — npenHa3HaYEHHBIN

draw upon v. — mpuBIEKaTh

famous — 3HaMEHUTBIN, U3BECTHBIN

herd — cramo

in order to — JIJIs1 TOrO, YTOOBI

physician — Bpad, 10KTOp

pinpoint v. — TOYHO ONPEIENATh

plead v. — 3amumars (B cyze)

press release — cooO1IeHuE AJIs IeYaTH; MPecc-KOMMIOHUKE
refer v. — ccbUIaThCS, MPUTTUCHIBATH

survey — 0003peHue, oocieoBaHue

sway v. — UMETh BIUSHUE HA, CKIIOHITh KO20-/. K YeMy-Ji.
technique — meTo1, crioco6

EXERCISES TO THE TEXT

L. Spell and transcribe the following words:

issue, crowd, Austrian, influential, techniques, taboos, advertising, survey,
psychoanalytic.

II. Translate and memorize the following words and word combinations:

the indirect use, crowd psychology, herd instinct, to pinpoint, in designated
areas, in his obituary, was named, an unsuspecting public, to refine and popularize
the use, to overcome one of the biggest social taboos, holding lit cigarettes, award-
winning 2002 documentary, famous, favorite techniques, violating this rule, for
manipulating public opinion, physicians, through Bernays, cigarette smoking
campaign, to conduct a survey, to be a pioneer in the field of, to regard as irrational
and dangerous, women's smoking habits, in order to promote.

1. Answer the following questions using the words and word combinations from
Exercise II:

1. When was Edward Louis James Bernays born? 2. What field was he a pioneer
in? 3. Whose ideas did Edward Louis James Bernays combine? 4. Whose nephew
was he? 5. Why did he regard this manipulation as irrational and dangerous? 6. How
was Bernays named by Life magazine? 7. Who had issued a press release after
the 1906 Atlantic City train wreck? 8. What compaign was one of the most famous
campaigns of Bernays? 9. Where were women allowed to smoke? 10. What did the
1929 Easter parade in New York City staged by Bernays show? 11. What did it

13
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result in? 12. What did Bernays convince industries in? 13. What technique was one
of Bernays's favorite techniques for manipulating public opinion? 14. What did he do
in order to promote sales of bacon? 15. Whose theory did Bernays use in addition to
the theories of his uncle?

IV. Find in the text synonyms of the following words:
well-known, to unite, to perfect the use, prohibition, an investigator, various.

V. Retell the above text.
VOCABULARY EXERCISES

I. Complete the following sentences using the words from the box:

velations flash of concept discover so-called

1. Le Bon was not the first sociologist to diagnose his society and ..... a new
phenomenon “The Crowd”. 2. Anonymity provides to rational individuals a feeling of
invincibility and the loss ..... personal responsibility. 3. Public ..... involves the
management of problems or issues. 4. Le Bon created his ..... of 'The Crowd.’
5. Edward Bernays, the ..... "Father of Public Relations", believed that public
manipulation was not only moral, but a necessity. 6. The concept of a ..... mob is
relatively new when compared to traditional forms of crowd manipulation.

I1. Translate the following sentences into English:

1. OnBapa bepuetic (1891-1995) — nnemsannuk 3urmynna @peiiga u nepBooT-
KpbIBAaTeIh HAYYHOW TEXHUKH (POPMUPOBAHUS M YIpaBiICHUS OOIIECCTBEHHBIM MHE-
HueM. 2. bepreiic pabotanm B 00JacTH yMpaBJICHWs MacCcaMu B TOJUTUYECKHUX WIIH
KOpPHOpPAaTUBHBIX LEesAX. 3. Co3HATENBHOE U YMEJIOE MAaHUITYIMPOBAHUE PUBBIYKAMHU
U BKyCaMH MacC SIBJISIETCS Ba)KHOW COCTABIISIIOLIEH NEMOKPATHYECKOTO OOIIeCTBa.
4. CylecTBYIOT MHCTPYMEHTBI, C MOMOIIBIO KOTOPBIX CO3JAETCS M HaIpaBIISIETCS
oOmiectBeHHOe MHEeHHE. 5. CeroaHs uaest MoKeT ObITh MTHOBEHHO IepejaHa Ha JIto-
0oe paccTtosHHe Jr000oMy yuciy moAeil. 6. Jliogu B Tonme OOBIYHO HE 3HAKOMBI
IpyT ¢ ApyroM. 7. bepHeic ncnosib3oBai Uaeu CBOEro Asau 3urMmyHaa dpeiina npu
CO3JIaHUU COBPEMEHHOM HayKH MaccoBoro yoexzaeHus. 8. MaccoBoe yOexaeHue oc-
HOBAHO HAa MaHUIYJISIIUU MTOJCO3HATEIIbHBIMU YYBCTBAMH U UMITYJIbCAMHU.

1. Study the following information. What is your opinion on the topic?

Crowd manipulation is the intentional use of techniques based on the principles
of crowd psychology to engage, control, or influence the desires of a crowd in order
to direct its behavior toward a specific action. This practice is common to politics and
business and can facilitate the approval or disapproval or indifference to a person,
policy, or product. The ethicality of crowd manipulation is commonly questioned.

Crowd manipulation differs from propaganda although they may reinforce one
another to produce a desired result. If propaganda is "the consistent, enduring effort
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to create or shape events to influence the relations of the public to an enterprise, idea
or group", crowd manipulation is the relatively brief call to action once the seeds of
propaganda (i.e. more specifically "pre-propaganda") are sown and the public is
organized into a crowd. The propagandist appeals to the masses, even if
compartmentalized, whereas the crowd manipulator appeals to a segment of the
masses assembled into a crowd in real time. In situations such as a national
emergency, however, a crowd manipulator may leverage mass media to address the
masses in real time as if speaking to a crowd.

Crowd manipulation also differs from crowd control, which serves a security
function. Local authorities use crowd-control methods to contain and defuse crowds
and to prevent and respond to unruly and unlawful acts such as rioting and looting.

SPEAKING:

I. Express your opinion on the following point of view:
“An individual in a crowd is a grain of sand amid other grains of sand, which the
wind stirs up at will”. (Gustave Le Bon)

TEXT 4
TYPES OF PUBLIC RELATIONS

1. Read and translate the text.

The aim of public relations by a company often is to persuade the public,
investors, partners, employees, and other stakeholders to maintain a certain point of
view concerning it, its leadership, products, or political decisions. Common activities
include speaking at conferences, winning industry awards, working with the press,
and employee communication.

Media relations involves working with various media for the purpose of
informing the public of an organization's mission, policies, and practices in a positive,
consistent, and credible manner. Typically, this means coordinating directly with the
people responsible for producing the news and features in the mass media.
The goal of media relations is to maximize positive coverage in the mass media
without paying for it directly through advertising .

Many people use the terms public relations and media relations interchangeably;
however, doing so is incorrect. "Media relations" refers to the relationship that a
company or organization develops with journalists, while "public relations" is the
practice of extending that relationship beyond the media to the general public.

Customer relationship management (CRM) is a widely implemented model for
managing a company's interactions with customers, clients, and sales prospects. It
involves using technology to organize, automate, and synchronize business processes
— principally sales activities, but also those for marketing, customer service, and
technical support. The overall goals are to find, attract, and win new clients, nurture
and retain those the company already has, entice former clients to return, and reduce
the
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costs of marketing and client service. Customer relationship management describes a
company-wide business strategy including customer-interface departments as well as
other departments. Measuring and valuing customer relationships is critical to
implementing this strategy.

Employee relationship management systems (ERM) may be defined as the
information systems that support the relationship between a company and its
employees. The components of an employee relationship management system are
multiple, and, as in customer relationship management, achieve the goal of assisting
employees in the whole life cycle of their activities in and for the company.

In the past few years, employee relationship management has focused on the set
up of a do-it-yourself knowledge exploration; the target is to avoid the risk that
employees refuse any IT solution in which combining information from multiple
spread sheets and databases is tedious and manual. The key idea is that a good
nurture of the relationship with employees has a great value for the company and is a
driver of performance improvement both in individuals and in teams.

Employee relationship management systems are one of the SW tools that a
company needs for the development of the Human Capital Management toward an
Employee approach where the main objective is to achieve a working environment
that stimulates involvement among employees and managers.

(https://www.boundless.com/business)

Commentary

SW-Tools is a small collection of needful utilities to make recurring tasks like
typing the same text again and again, organizing events and notes or executing
programs automatically much more easier. The Hotkey manager enables you to
assign often used texts or programs to the keyboard or the mouse and insert them in
any application window or respectively execute a program simply by pressing the
appropriate key or selecting the appropriate menu entry with the mouse. This makes
it very easy for example to insert constantly recurring text segments like an address
into the word processing program or a default covering letter into the email program.

I1. Read and memorize the following words:

attract v. — IpuBJICKATb

avoid v. — u30erarb, yKIOHSITHCS

beyond — BHe, cBepx

credible — 3acimyxuBaromnuii 1oBepus

decision — pemienue

goal — 1ienp, 3a1aua

interaction — B3aUMOJICHCTBUE

interchangeably — B3anmo3aMeHsieMbIM 00pa3oM; YepeayOITUMCS 00pa3oM
leadership — nunepcTBo, pyKoOBOIsIIAs POJIb

maintain v. — oJiJIep>K1UBaTh, 00CITyKHUBATh

multiple — MHOTOUHCIICHHBIH

overall — oOmmit

refer to v. — OTHOCUTBCS K ueMy-Ji., IMETh OTHOIIICHUE
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relationship — oTHOIICHUE, CBS3H
responsible — 0TBETCTBEHHBIH
stakeholder — mocpeauuk

tedious — CKy4YHBIH, YTOMHUTEJIbHBIMI

* ok ok

Customer relationship management - YnpapneHue B3auMOOTHOIICHUSIMU C KJTU-
eHTaMHU

Employee relationship management - YnpaBieHusi B3aMMOOTHOIICHUSMH C CO-
TPYJIHUKAMU

Human Capital Management - Ynpasnenne Uenoeuecknm Kammraaom

EXERCISES TO THE TEXT

L. Spell and transcribe the following words:

tedious, award, refer, interchangeably, feature, nurture, management, without,
journalists, cycle.

II. Find in the above text English equivalents for the following phrases and write
them out:

yOenuTh 00IECTBEHHOCTD; AOCTUTaTh 1IeJIU; B IIPOLIECCE BCEW KU3HU; yIpaBlie-
HUE B3aWMMOOTHOIICHUSIMH MEXIY COTPYIHUKAMU; ABUKYIIANA CTUMYI ISl TTIOBBI-
meHus: AGGHEKTUBHOCTH pPaOOThI, B3paCTUTh W COXPAHUTh; OTAEIbI KJIUEHT-
uHTepdeic; 3TO O3HAYaeT;, MOJACPKUBATh OTHOIICHMS; YTOOBI H30€XKaTh pHUC-
Ka; cBsizu co CMU; nonmydeHne (BBIMIPBILI) OTPACIEBBIX HArpai; XOpOLIee pa3BUTHE
OTHOIIEHUH; HE TUIATA 3a 3TO; MIMPOKO BHEAPEHHAS] MOJEIb, OTKA3aThCs OT JIFOOBIX
NT-pewennii; otHoweHus 3a paMmkamu CMMU; oTBETCTBEHHBIE 32 TOATOTOBKY HOBO-
CTEH; ONpeAeIIEHHAs TOYKa 3pEHUS.

II1. Answer the following questions using the phrases from Exercise I1:

1. What is the aim of public relations by a company? 2. What do common
activities include? 3. How do many people use the terms public relations and media
relations? 4. Why 1is the use of the terms public relations and media relations
incorrect? 5. What model is a widely implemented one? 6. What are its overall goals?
7. How can you define employee relationship management systems? 8. What has
employee relationship management focused on in the past few years? 9. Characterize
its key idea.

IV. Retell the text using as many of the phrases from Exercise Il as you can.

VOCABULARY AND GRAMMAR EXERCISES

I. Complete and translate:

Word-building: to improve v. + ing = improving
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to maximize, to mean, to avoid, to speak, to define, to print, to distribute, to
smoke, to attract.

I1. Find in the above text and copy out phrases containing ing - forms, translate
them.

ITI. Complete the following sentences using the words from the box:

among  various there public designed arouse image to convey

1. Public relations is the art and science of managing communication between an
organization and its key publics to build, manage and sustain its positive ..... .
2. Corporations use marketing public relations ..... information about the products
they manufacture or services they provide to potential customers to support their
direct sales efforts. 3. Politicians use ..... relations to attract votes and raise money.
4. Public relations experts develop and design ..... interesting and creative stories
about their organization and products and pitch it to various media people. 5.
Public relations activities are ..... specially to create a strong brand image. 6.
Organizations also hire celebrities or other people popular ..... the masses to promote
and publicize their organization. 7. Special events are often performed to catch the
media attention and ..... public interest. 8. ..... are various tools available which help
a marketer maintain good public relations.

IV. Write down all possible questions to the following sentence.
There are two roles commonly assumed by public relations practitioners:
technician or problem solver.

SPEAKING:

1. Explain and expand on the following:

Products and services are often launched by marketers with a media tour. The
company spokesperson or someone hired by the company, an expert or even a
celebrity whoever has credibility with the consumers can be employed for the
purpose. This spokesperson travels to target cities and spreads the word about a
product or service. He is usually booked for T.V, radio shows or newspaper, internet
interviews in these cities. Media tours are very successfully employed for book
releases. The author travels around the country to promote his book. He may include
in his tour events like book reading and autograph signing.

I1. Arrange short debates on the following questions:

1. What role do personalities play in the creation and reception of
communication?

2. How do you usually learn about new products and services?

3. Have you ever bought anything just because you saw an advert for it? Were
you pleased with it or not?
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UNIT II

TEXT 1
POSTERS

1. Read and translate the text.

A poster is a printed sign, usually a large one, which is shown in a public place.
Its purpose may be to announce an event or to advertise something. There are travel
posters, posters for art exhibitions and political posters.

Posters developed from printed notices which were stuck on walls. As printing
methods developed, it became possible to produce colour prints. This was the
beginning of the poster as we know it today. Posters became more colourful and
pictures were used to express the idea. The text grew less important.

The first modern colour prints began to be produced around the year 1850. In the
second half of the 19" century poster art became a powerful medium. It was used to
advertise the amusements of the day and the new products that poured from the
factories. Posters reflected the social changes of the industrial age.

Humorous posters have always been very popular. The unusual and astonishing
things catch the attention of the passer-by. Advertising experts say that if people do
not take in a poster in two seconds, it is not a good one.

Posters are often used as means of propaganda. They can be a vivid commentary
on different events in the history of the country. Some of the most effective political
posters have been designed to protest against the atomic bomb. One of them had a
single word: No! and a great mushroom cloud of skulls.

(From the magazine “Say it in English’)

II. Read and memorize the following words:

advertise v. — pekJIaMHUpOBaTh

be stuck v. on — npukienTs Ha YMo-.

means — CpeICTBO

passer-by — Ipoxoxuii

poster — aduia, 0OBSIBICHHE, IIAKAT, IOCTED

pour from v. — mocTynath B OOJIBIIIOM KOJTHYECTBE U3

print v. — medaraTh

purpose — 1eib

sign — CHMBOJI; BBIBECKA

skull — uepen

vivid — sipKui, )KUBOI

EXERCISES TO THE TEXT

L. Spell and transcribe the following words:

grew, bomb, propaganda, sign, advertise, social.

II. Find in the text English equivalents for the following words and phrases and
write them out:
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BBIPA3UTh HJICIO; MOIIHOE CPEJICTBO; PEKIIAMUPOBATh M3BECTHHIC PA3BIICUCHUS,
NpUBJICYb BHUMAHKE; Pa3HbIE COOBITHS; MEHEE BAXKHBIN; SIPKUN KOMMEHTapHii; B 00-
IIIECTBEHHOM MECTE; OTpakaThb U3MEHEHHUs B OOILIECTBE; 00JIaKo; MPOTECTOBATH MPO-
THUB aTOMHOI OOMOBI; MeyaTHbIe OOBSABICHUS; CPEACTBO MPOMAraH/ibl; BRICTABKU UC-
KYyCCTBa; B TO BpeMsl KaK NeyaTHbIe METObl COBEPIICHCTBOBAIKCH; MIOHITH CYITHOCTb
4ero-JmM0o 3a ABE CEKYH/bI.

ITI. Answer the following questions using the words and phrases from Exercise
1I:

1. What is a poster? 2. What is its purpose? 3. What kinds of posters are there?
4. When did it become possible to produce colour prints? 5. Why were pictures used
to express the idea? 6. What role did posters play in different periods of the society’s
development? 7. Did posters reflect the social changes of the industrial age? 8. Which
posters have always been very popular? 9. What poster is considered to be not a good
one? 10. Why are posters often used as means of propaganda?

IV. Retell the above text using as many of the words and phrases from Exercise
Il as you can.

VOCABULARY AND GRAMMAR EXERCISES

I. Complete and translate:

Word-building:  to produce v. + (t)ion = production 7.

to exhibit, to protect, to quest, to express, to communicate, to instruct, to relate,
to differentiate, to invent, to locate, to discuss.

II. Find in the text and copy out sentences in which prepositions from and for
are used. Translate them.

III. Complete the following sentences using the words from the box.:

invented be research recently printing  during

1. Posters are used in academia to promote and explain ..... work. 2. The great
revolution in posters was the development of ..... techniques that allowed for cheap
mass production and printing. 3. The technique lithography was ..... in 1796 by the
German Alois Senefelder. 4. Posters are typically shown ..... conferences, either as a
complement to a talk or scientific paper, or as a publication. 5. They can ..... a
good introduction to a new piece of research before the paper is published. 6. This
poster has been frequently criticized ..... :

IV. Ask all types of questions to the following sentence:
Posters reflected the social changes of the industrial age.
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V. Fill in prepositions and conjunctions then comment the text:

A poster is any piece of printed paper designed to be attached ... a wall or
vertical surface. Typically posters include both textual and graphic elements, .... a
poster may be either wholly graphical or wholly text. Posters are designed to be both
eye-catching and informative. Posters may be used .... many purposes. They are a
frequent tool .... advertisers (particularly of events, musicians and films),
propagandists, protestors and other groups trying to communicate a message.

Posters are also used for reproductions of artwork, particularly famous works,
and are generally low-cost compared to original artwork. Posters, in the form of
placards and posted bills, have been used .... earliest times, primarily for advertising
and announcements.

Purely textual posters have a long history: they advertised the plays of
Shakespeare and made citizens aware of government proclamations for centuries.

The modern poster, as we know 1it, .... , dates back to the 1840s and 1850s when
the printing industry perfected colour lithography and made mass production
possible.

Keys: since, for, to, however, of, although.

V1. Translate the following sentences into English:

1. TlocTep — 3TO XymOKECTBEHHO OGOPMIICHHBIN IJIaKaT, UCHOIB3YEMbINA IS
PEKJIAMHBIX WJIH JEKOPAaTUBHBIX Lejed. 2. POCT MomyJsipHOCTH IUIaKaTa CBSI3aH C
YBEJIIMYEHUEM OOIIECTBEHHO-TIOIMTUYECKON U KyNbTypHOH >ku3HH. 3. Ilmakar mon-
eH OBITh BUJEH Ha PACCTOSHUH, OBITh MOHSATHBIM U XOPOIIO BOCIIPUHUMATHCS 3pH-
teneM. 4. [leppoHaYaIbHO KMHO-IUTAKAThI CO3/1aBAINCh HA OCHOBE OTOOPaKEHMSI OT-
JENbHBIX KapoB GuibMa. 5. [lomuTuyeckuii maakaT MOsSBUJICS B Hadasie XX BEKa.
6. bosblioe BIMSIHME HA HBOJIOLMIO IJIaKaTa OKa3aJo Pa3BUTUE CPEACTB MACCOBOM
uHpopMaru u noaurpadum.

SPEAKING:

I. Explain why a poster’s strength lies in an unexpected and fresh rendering of
the important issues of the day.

I1. Discuss the role of political posters. Say what ideas or events they reflect and
when they become effective.

TEXT 2
MASS MEDIA
1. Read and translate the text.

The mass media are diversified media technologies that are intended to reach a
large audience by mass communication. The technologies through which this
communication takes place vary. Broadcast media such as radio, recorded music, film
and television transmit their information electronically. Print media use a physical
object such as a newspaper, book, pamphlet or comics, to distribute their information.

21



E.V. Zavalevskaya, V.P. Veretennikova

Outdoor media are a form of mass media that comprises billboards, signs, or
placards placed inside and outside of commercial buildings, sports stadiums, shops,
and buses. Other outdoor media include flying billboards (signs in tow of
airplanes), skywriting, and AR Advertising. Public speaking and event organising can
also be considered forms of mass media.

The digital media comprise both Internet and mobile mass communication.
Internet media provide many mass media services, such as email, websites, blogs,
and Internet-based radio and television. Many other mass media outlets have a
presence on the web, by such things as having TV ads that link to a website, or
distributing a QR Code in print or outdoor media to direct a mobile user to a website.
In this way, they can utilize the easy accessibility that the Internet has, and the
outreach that Internet affords, as information can easily be broadcast to many
different regions of the world simultaneously and cost-efficiently.

The organizations that control these technologies, such as television stations or
publishing companies, are also known as the mass media.

(From Wikipedia, the free encyclopedia)

Commentary

OR Code (abbreviated from Quick Response Code) is the trademark for a type
of matrix barcode (or two-dimensional barcode) first designed for the automotive
industry in Japan. A barcode is a machine-readable optical label that contains
information about the item to which it is attached.

AR: Augmented reality is a live direct or indirect view of a physical, real-world
environment whose elements are augmented (or supplemented) by computer-
generated sensory input such as sound, video, graphics or GPS data. It is related to a
more general concept called mediated reality, in which a view of reality is modified
by a computer.

GPS: Global Positioning System.

II. Read and memorize the following words:

accessibility — 1ocTynmHOCTh

ads = advertisements — pekiiama

afford v. — qaBaTh, MO3BOJIUTE ceOe

broadcast media — paguoBemarenbHbIE CPEACTBA HHPOPMAIIH
digital — uudposoii

intend v. — HamMmepeBaTbCs

mass media — cpeicTBa MaccoBOM HH(OpMALIUU

mass media outlets — cpeacTBa maccoBoit uapopmarun, CMIU
outreach — nmpomnaranaa, pasbscHUTENbHAs paboTa

placard — adwua, nmakat

simultaneously — o1HOBpeMeHHO

take place — mpoucxoauTh

transmit — rnepeaaBaThb
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EXERCISES TO THE TEXT

L. Spell and transcribe the following words:
technologies, audience, simultaneously, digital, accessibility, diversified.

II. Find in the text English equivalents for the following words and phrases and
write them out:

BO3MYIIHAS pPEKjIaMa; paJuoBeIIaTeIbHbIC CpeACTBAa WH(OpMAIMU; BHYTPH H
CHapyXH; JOXOOUTh 10 MyONHWKH; pPEKIaMHBIA MIUT, pPa3HOOOpa3HblE Meaua-
TEXHOJIOTUH, OBITh MPEIHA3HAYCHHBIM; PACHpPOCTPaHATh WHOOPMAIUIO;, CpEICTBa
MaccoBoil mHpopmaIuu; Ha OyKCHUpe y camMoJIETOB; CPEACTBA MEYaTH; B pa3HbIC pe-
THOHBI MHUPA; TIepeIaBaTh WH(PpOpPMAINIO; HAPYKHBIE CPEACTBA; MPEJOCTABISITH YCITy-
TH; HAIIPABJIATH MOJIB30BaTEIICH; peKiiaMa C TTIOMOIIBIO PACIITUPEHHON PEaTbHOCTH.

III. Answer the following questions using the words and phrases from Exercise
1I:

1. What are the mass media intended to reach a large audience by? 2. Do the
technologies of mass media vary? 3. In what way do broadcast media such as radio,
recorded music, film and television transmit their information? 4. What do print
media use to distribute their information? 5. What mass media comprise billboards,
signs, or placards placed inside and outside of commercial buildings, sports stadiums,
shops, and buses? 6. Do outdoor media also include flying billboard, skywriting,
and AR Advertising? 7. Why can public speaking and event organising also be
considered forms of mass media? 8. The digital media comprise both Internet
and mobile mass communication, don’t they? 9. What media provide mass media
services such as email, websites, blogs, and Internet-based radio and television? 10.
Why can information easily be broadcast to many different regions of the world? 11.
What organizations are also known as the mass media?

IV. Find in the above text synonyms of the following words:
to happen, various, to include, to manage, connection.

V. Retell the text.
VOCABULARY AND GRAMMAR EXERCISES

I. Complete the following sentences using the words from the box:

controls on large used media including form

1. Mass media is communication — whether written, broadcast, or spoken — that
reaches a ..... audience. 2. Individuals are bombarded constantly with messages from
a multitude of sources ..... TV, billboards, and magazines. 3. Mass ..... are a
permanent part of modern culture. 4. The media can reflect and project the view of a
minority elite, which ..... it. 5. Transmission of mass advertising to millions of people
is a ..... of mass communication. 6. The phrase "the media" began to be ..... in the
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1920s. 7. Mass media play a significant role in shaping public perceptions ..... a
variety of important issues.

I1. Ask all types of questions to the following sentence:
Many movie stars only agree to interviews if the list of questions is agreed in
advance and no awkward issues are raised.

IIl. Find in the text and copy out sentences in which the linker of clarification
such as is used. Translate them.

SPEAKING:

L. Discuss the problems dealt with in the abstract given below.

Each mass media has its own content types, its own creative artists and
technicians, and its own business models. For example, the Internet includes web
sites, blogs, podcasts, and various other technologies built on top of the general
distribution network. The sixth and seventh media, internet and mobile, are often
called collectively as digital media; and the fourth and fifth, radio and TV,
as broadcast media. Some argue that video games have developed into a distinct mass
form of media.

The phrase "the media" began to be used in the 1920s. The notion of "mass
media" was generally restricted to print media up until the post-Second World War,
when radio, television and video were introduced. The audio-visual facilities became
very popular, because they provided both information and entertainment, because the
colour and sound engaged the viewers/listeners and because it was easier for the
general public to passively watch TV or listen to the radio than to actively read.

In recent times, the Internet has become the latest and most popular mass
medium. One can do many activities at the same time, such as playing games,
listening to music, and social networking, irrespective of location. Whilst other forms
of mass media are restricted in the type of information they can offer, the internet
comprises a large percentage of the sum of human knowledge through such things as
Google Books.

I1. Arrange short debates on the following questions.

1. How does the growth of the internet affect the communication models?

2. How helpful are communications models in understanding the media?

TEXT 3
MASS MEDIA EFFECTS

I. Read and translate the text.
One of the longest running disputes in communication and media theory is the

question of how much the media can influence their audiences and how persuasive
communication can be. Some academics study the psychology of individuals to
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campaigns.

Academics study the connections between violence on television and violence in
society. There are those who argue that the media have a powerful role to play in
shaping public opinion, and others who say it is actually very hard to persuade others,
especially via the mass media. Early theories of media effects were heavily
influenced by the Nazi use of new media such as cinema as propaganda.

The Frankfurt School of academics who fled Nazi Germany in the early 1930s
carried overwhelming fears that mass media would generate mass effects and that
whoever controlled the media would control their society. Their view is sometimes
described as the ‘hypodermic model’, suggesting that audiences are passive and react
in a uniform manner to a media message. But US social scientists (especially the Yale
School) after the Second World War — also concerned about the power of propaganda
— conducted extensive research into voter behaviour which suggested that people are
actually more likely to be influenced by their friends and neighbours or other
‘opinion formers’ than the papers they read. This was called the ‘two-step flow’
theory and was developed by Katz and Lazerfield.

This idea dominated discussion of the media and communication effects and
stimulated more research into the psychology of individuals and how people respond
to messages. Questions of attitude formation and change, beliefs, values and opinions
were investigated as part of the research into persuasive communication. However, in
the 1970s, some academics (including the Birmingham School) returned to the ideas
of the Frankfurt School and re-examined them. They looked at the effect of the media
on society and on class and found that the media tended to support the interests of
capitalism (and its owners, of course).

Researchers found negative media images of working people, women, ethnic
minorities and others with less power in society. At this time ideas such as ‘agenda-
setting” were developed, where journalists select what is important to publish according
to their implicit or explicit views of society. Unlike the Frankfurt School or the Yale
School, this group looked at effects on society as a whole, rather than on individuals.
Their more subtle description of effects has gained continuing currency, while questions
of effect on individuals — such as those exposed to violence — are still unclear.

Other theorists rejected the idea that the media promotes a particular point of
view, but suggested that there might be a more neutral ‘agenda-setting’ effect,
whereby media reporting does not influence what people think, but what they think
about.

(by lan Somerville)

II. Read and memorize the following words and phrases:
agenda-setting — yCTaHOBJIGHHE TIOBECTKH JTHS

argue v. — 00CyXJaTh, CIIOPUTH

attitude — oTHOIIEHUE

belief — Bepa

dispute — criop

explicit — sBHBII
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flee (fled) v. — 6exartp, cmacaTbest 6ercTBOM
implicit — HeIBHBII

investigate v. — uccjaenoBaTh, U3y4aTh
minorities — MEHbIIIMHCTBA

overwhelming — Henpeo10TUMBIT

persuade v. — yoexaaTh B 4ém-1., yrOBOPUTH
persuasive — yoeauTeIbHbIN

promote v. — IpoABUTaTh

reject v. — OTBepraTh, OTKJIOHATD

response — OTBET, OTKIIUK

support v. — noaaepKuBaTh, IOATBEPIKIATh
unlike — B oTnmume ot

violence — Hacunue

voter — u3ouparesb

EXERCISES TO THE TEXT

L. Spell and transcribe the following words:
persuasive, persuade, reject, image, explicit, violence, belief, overwhelming,
behaviour, influence.

1. Translate and memorize the following words and word combinations.

The longest running dispute, different responses to messages, violence in
society, to support the interests, ethnic minorities, as a whole, shaping public opinion,
connections, to suggest, via the mass media, to tend, overwhelming fears, in a
uniform manner, to concern about, subtle description, to conduct extensive research,
attitude formation, to return to the ideas, according to their views of society, to gain
continuing currency.

III. Answer the following questions using the words and word combinations from
Exercise II:

1. What question has been debated in communication and media theory? 2. What
do academics study? 3. Why did the Frankfurt School of academics carry
overwhelming fears? 4. What kind of fears were these? 5. What did US social
scientists of the Yale School concern about? 6. Who was the ‘two-step flow’ theory
developed by? 7. What research did this idea stimulate? 8. What ideas did certain
academics return to in the 1970s? 9. Whose interests did the media tend to support to
their mind? 10. How did journalists select ideas at that time? 11. What idea did other
theorists reject?

IV. Find in the text and copy out phrases in which prepositions by and into are
used. Translate them.

V. Retell the above text using as many of the words and word combinations from
Exercise Il as you can.
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VOCABULARY EXERCISES
I. Complete and translate: Unit II. MASS MEDIA

Word-building:  usual adj. + 1y = usually adv.

chief, close, gentle, brief, normal, real, virtual, violent, respective, absolute,
bitter, direct, especial.

I1. Find in the above text and copy out phrases containing adverbs with the suffix
-ly, translate them.

IIl. Translate the following sentences paying attention to the words and word
combinations in italics:

1. Audiences are not the only groups with problems accessing alternative
information. 2. Stuart Hall (1980), a leading member of the Birmingham School,
proposed that the media create ‘preferred readings’ which suggest how reality should
be seen. 3. The management of news by public relations is often called ‘spin’ but is
not confined to the political arena. 4. PR people provide a ready supply of material to
fill the ever-increasing hours of airtime and acres of newsprint. 5. When a person
fears their views are not shared by others they are less likely to express their
opinions. 6. Information has become readily available through websites, and easily
accessible through search engines. 7. The increased deadlines and reduced resources
of media organisations, which often produce material round the clock or in many
more editions, can make journalists highly dependent on public relations departments.

IV. Translate the following sentences into English:

1. CpenctBa MaccoBoil nH(OpPMALIMKU — CUCTEMAa OPTaHOB MyOIMYHON Tepenadu
UH(POPMALIMU C TIOMOIIBIO TEXHUYECKUX CPEeACTB. 2. D (HEKTUBHOCTH AEATEIBHOCTH
CMMU HepasphIBHO CBsi3aHa C YYETOM MOTPEOHOCTEH JIFOEH, UX BO3POCIIUX COITH-
TBHBIX, JYXOBHBIX M TMOJUTHYECKHUX 3anmpocoB. 3. CMU mpexacraBisitoT coboii yupe-
KJICHUS, CO3aHHBIC JIUIsl OTKPBITON, MyOJMYHON Nepeayn ¢ TOMOIIBIO CIEIUAIbHO-
ro TEXHUYECKOr0 MHCTPYMEHTApUsl Pa3iIHYHbIX CBeAeHUI 00bIM snunaM. 4. Pa3Bu-
Baroleecs: 0011ecTBO TpedyeT HHTeHCU (UK BceX NHPOPMAITMOHHBIX TPOIIECCOB
IpU IIMPOKOM MCIIOJIb30BAHUHU CPEJACTB MaccoBoi HH(popmaruu. 5. Memmua Bcé
riIy0ke CTali MPOHUKATh B KU3Hb JIIOJIEH U OKa3bIBaTh JUHAMUYHOE U LIeJICHAIPaB-
JIEHHOE BO3JIECTBHE HAa MaccoBoe co3HaHue. 6. COBEpIICHCTBOBAaHUE TEXHUYECKUX
BO3MOXKHOCTe CMMU 3HaunTeNBHO pacIIMpUIO MACIITa0bl MAHUIYJISLIUA MAaCCOBBIM
co3HaHueM. 7. UMumxk MOXKHO 3(PGEKTUBHO MCMHOJIB30BATh KaK CPEJCTBO MpoIaraH-
JIbl, @ TAK)KE KaK MHCTPYMEHT YIPABJICHUS] CO3HAHUEM.

SPEAKING:

1. Express your opinion on the following points of view.

1) The launch of a children’s movie might involve: billboard posters; images on
packets of crisps, sweets and lunchboxes; the organisation of a premiere in the
famous theater; guest appearances by stars on children’s TV shows; and articles
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about the use of special effects in film or general media. Which of these are public
relations? What are the others?

2) Are the media a powerful influence on society or just another source of
information? Is the influence direct or indirect?

I1. What is your opinion on the following topic?

It 1s certainly true that different issues dominate media debates over the longer
term, so that coverage of topics like education or health will fluctuate considerably
over a decade.
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Unit [II. MEDIA MANAGEMENT

UNIT III

TEXT 1
POLITICAL PUBLIC RELATIONS AND THE MEDIA:
INTERDEPENDENCE OR DEPENDENCY?

1. Read and translate the text.

Franklin notes that representatives of the media like to present the media as
constituting the fourth estate “which subjects all aspects of political life to close
scrutiny and is consequently a key mechanism for securing the accountability of
politicians to the general public”. He points out, however, that these ‘watchdogs’ are
viewed by those critical of British political culture as little more than ‘lapdogs’.

He notes that “Marxists identify the media as central agencies in the construction
of a social and political consensus, encouraging the acquiescence of the public, by
distributing and reinforcing the values and beliefs of the dominant social and political
group within society”. Whilst it could be argued that the media are not necessarily
dominated by politicians in any direct or conspiratorial way, the way in which the
British political sphere is constructed and maintained by both the media and the
politicians somewhat undermines any suggestion that the media constitute the fourth
estate. Nevertheless it is sometimes claimed that there is a mutual interdependence of
politicians and the media.

Bernard Ingham, Margaret Thatcher’s former Press Secretary, suggested that the
relationship is “essentially cannibalistic. They feed off each other but no one knows
who is next on the menu”. Ingham’s metaphor may seem outlandish but it is clear
that the relationship between the media and politicians is in some senses a symbiotic
one. Politicians in general, and government public relations specialists in particular,
obviously rely on the media to communicate with the general public. But it must be
said that broadcasters and journalists understand that without a degree of co-operation
from politicians, political journalism would be difficult, if not impossible. However,
other commentators would argue that with the advent of ‘media managers’ in
Western democracies the politician—media relationship has been pushed beyond the
state of mutual interdependence to one of media dependence on, and deference to,
politicians.

Whether or not one agrees that the relationship is one of media dependency, a
cursory look at media ownership in the UK would indicate that the media are not
independent of powerful economic and political interests in British society (Negrine
1994). It is also obviously the case that ultimately broadcasting and press ‘freedoms’
are at the mercy of the legislative process. In Britain, as noted above, this relationship
is epitomized by the Westminster ‘Lobby’ which, while it involves some degree of
mutual interdependence, tends ultimately to allow government media managers a
great deal of control in structuring news agendas. The situation in Britain obviously
suits the government, but it does have a downside in that it leads to a level of mistrust
and cynicism about the kind of information governments disseminate. There is an
obvious tension between controlling the information flows for one’s own benefit and
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structuring news agendas to such an extent that everything you say is treated as
‘spin’. As we have seen, at the heart of this debate is the role of government public
relations and it has been argued that governments and government public relations
specialists in many Western democracies are practising a type of public relations
which stifles ‘open’ government and leads to distrust amongst the electorate. It
should be no surprise to students of public relations to find James Grunig arguing that
in certain Western democracies, what he describes as ‘asymmetrical’ government
communication activities need to be replaced by a symmetrical model.

(https://www.boundless.com/business/textbooks)

II. Read and memorize the following words and phrases:

claim v. — yTBepx1aTh, 3agBIATh

cursory — Oersiblid, TOBEpXHOCTHBIN

deference — yBaxxeHue, moYTEHUE, TOUYTUTEITHHOCTh

distrust v. — He JOBEPATH; COMHEBATHCS

encourage v. — mooIIpsTh

estate — cocioBHe

the fourth estate — usymn. mpecca

interdependence — B3aMMO03aBUCHUMOCTh, B3aUMHAasl 3aBUCHMOCTb, B3aMMOOOY-

CJIOBJICHHOCTB

lapdog — koMHaTHas cobauka, 60JIOHKa
lobby — kyiyapel; am. IO WIHA TpyIIOa JUILl, “‘00padaThIBaroIInX’’ 4ICHOB KOH-
2 b

rpecca B IIOJIb3Yy TOI'O MJIM MHOT'O 3aKOHOITPOCKTA

obviously — oueBugHO

outlandish — nuKoOBUHHBIIT

point out v. — OTMETHUTH

push beyond v. — pa3aBUHYTHh paMKu
representative — peCTaBUTEINb
scrutiny — BHUMATEIbHBIA OCMOTP; UCCIICIOBAaHUE
stifle v. — mogaBnsATH

tension — HarpsiKEHHE

ultimately — B KOHEYHOM cUéTe
undermine v. — moJIopBaTh, pa3pymiaTh
watchdogs — cTopoxeBbie IChI

EXERCISES TO THE TEXT

L. Spell and transcribe the following words:
politicians, representative, government, mutual, relationship, obviously,

metaphor, journalism, suit, cynicism.

1. Translate and memorize the following word combinations:
to suit the government, to present the media, to constitute the fourth estate,

representatives of the media, securing the accountability, a social and political
consensus, it could be argued, the acquiescence of the public, in any direct or

30



Unit III. MEDIA MANAGEMENT

conspiratorial way, with the advent, to be epitomized, to undermine any suggestion,
mutual interdependence, feed off each other, in general, to rely on the media, in
particular, to be at the mercy, a great deal of control, have a downside, amongst the
electorate, for one’s own benefit, at the heart of.

1. Answer the following questions using the word combinations from Exercise
1I:

1. Who notes that representatives of the media like to present the media as
constituting the fourth estate? 2. Is the fourth estate a key mechanism for securing the
accountability of politicians to the general public? 3. How do Marxists identify the
media? 4. Could it be argued that the media are not necessarily dominated by
politicians? 5. What is sometimes claimed? 6. Why did Bernard Ingham suggest that
the relationship between the media and politicians is “essentially cannibalistic”?
7. Whose Press Secretary was he? 8. Which Ingham’s metaphor may seem
outlandish? 9. What do politicians in general, and government public relations
specialists in particular, rely on to communicate with the general public? 10. Without
what would political journalism be difficult? 11. What is argued with the advent of
‘media managers’ in Western democracies? 12. Are the media independent of
powerful economic and political interests in British society? Give your reasoning. 13.
What is this relationship in Britain epitomized by? 14. What kind of downside does
this situation have? 15. Why do ‘asymmetrical’ government communication activities
need to be replaced by a symmetrical model?

IV. Find in the text and copy out sentences in which prepositions with, without
and within are used. Translate them.

V. Retell the above text using as many of the word combinations from Exercise
Il as you can.

VOCABULARY AND GRAMMAR EXERCISES

I. Complete and translate:

Word-building:  dis-, mis- in front of the word = opposites: continue —
discontinue

to like, to understand, to agree, to connect, to print, to charge, to name, to quote,
to approve, to guide, to judge, to orientate, to inform.

II. Find in the above text and copy out sentences containing words with prefixes
dis- and mis-, translate them.

ITI. Choose the proper verb form and translate the sentences.

1. The power of the media may accrue where the audience ..... little information
about a subject and are highly dependent on the media for information. 2.
Corporations may use public relations ..... themselves as enlightened employers, in
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support of human-resources recruiting programs. 3. The current international system
is ..... by growing interdependence, the mutual responsibility and dependency on
others. 4. The role of international institutions ..... ideas that relations are
characterized by interdependence. 5. Dependency theory ..... a theory most
commonly associated with Marxism, stating that a set of core states exploit a set of
weaker periphery states for their prosperity. 6. In a democratic society, the media
can ..... the electorate about issues regarding government and corporate entities.
(Missing verbs: is, characterized, serve, have, reinforces, to portray)

IV. 4sk all types of questions to the following sentence:
James Grunig identified four models of public relations describing the major
types of PR practice carried out.

SPEAKING:

1. Discuss the problems.

1) Examine a media campaign surrounding a current policy initiative by the
Ukrainian government. In what ways have politicians and their media advisers
attempted to ‘manage’ the Ukrainian media to achieve the maximum favourable
coverage of their policy?

2) What do you think would improve the standing of public relations in society?

TEXT 2
FOUR MODELS OF PUBLIC RELATIONS
1. Read and translate the text.

Models of public relations were proposed by a noted public relations theorist
James E. Grunig. According to James E.Grunig, there are four models of Public
Relations:

Press Agentry/Publicity

Press Agentry Publicity model is also called P.T Barnum model. Press Agentry
Publicity model follows one-way communication where the flow of information is
only from the sender to the receiver. The sender is not much concerned about the
second party’s feedback, reviews and so on.

In Press Agentry publicity model, public relations experts enhance the reputation
of the organization among the target audiences, stakeholders, employees, partners,
investors and all others associated with it through manipulation. According to this
model, organizations hire public relations experts who create a positive image of their
brand in the minds of target audiences through arguments and reasoning. They
influence their potential customers by simply imposing their ideas, thoughts, creative
stories of their brand, USPs of the products and so on. Flow of information takes place
only from the public relations experts to the target audiences. (One way communica-
tion) Public Information Model

As the name suggests public information model, emphasizes on maintaining and
enhancing the image of an organization simply by circulating relevant and meaningful
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information among the target audience/public. Public relations experts depend on press
release, news release, video release or any other recorded communication often
directed at the media to circulate information about their brand among the public.
Newsletters, brochures, magazines with information about the organization, its key
people, products, benefits of the products, testimonials, success stories are distributed
at regular intervals among target audiences for brand positioning. In such a model,
public relations experts need to be creative and ought to have a flair for writing. They
should be really good at putting their thoughts into meaningful words which influence
the customers and end-users. Public information model also revolves around one-way
communication where information primarily flows from the sender (organization and
public relations experts) to the receiver (target audience, employees, stakeholders,
employees, investors and so on).

The first two models utilise one-way communication and their objective is
orientation of target audiences to the organization. In these models, the underlying
concept is that the organization need not change its attitudes, values or actions; the
public relations task is to gain compliance from the public. Conversely, the two more
recent models involve two-way communication between an organization and its
publics and mutual adaptation. Communication scientists coined the term co-
orientation for this two-way, mutual adaptation.

Two-Way Asymmetrical Model

Two-way asymmetrical model of public relations revolves around two-way
communication between both the parties but the communication is somewhat not
balanced. In this type of model, public relations experts position their organization
and brand on the whole in the minds of their target audiences through manipulation
and force the public to behave the same way they would want them to do. In two-way
asymmetrical model of public relations, organizations do not utilize much of their
manpower and resources to find out the reaction of the stakeholders or investors.

Two-way Symmetrical Model

Two-way symmetrical model of public relations is an ideal way of enhancing an
organization’s reputation among the target audience. According to two-way symmetrical
model, public relations experts depend on two-way communication to position their
brand among end-users. Free flow of information takes place between the organization
and its stakeholders, employees, investors and vice-a-versa. Conflicts and
misunderstandings are resolved through mutual discussions and communication. A two-
way communication takes place between both the parties and information flows in its
desired form. The feedback from stakeholders and target audiences is also taken into
consideration.

(by Grunig, J. E., & Grunig, L. A.)

Commentary
USP (Unique Selling Proposition) - MapkeTUHroBasi KOHIEIIIH, KOTOpas Obljia
npu3BaHa OOBSACHUTH, MOYEMY OJHH PEKJIIaMHBbIE COOO0IIeHUs YPPEKTUBHBI, a JpyTHe
HET.

II. Read and memorize the following words and phrases:
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according to — coryiacHO uemy-i.

attitude — oTHOLIEHUE

concern v. about — 0ECTIOKOUTHCS O YEM-I1.

customer — 3aKa34MK, KIUCHT

direct v. — HanpaBIATH

enhance v. — IOBBIIATh, yIydIIaTh

feedback — o13bIBBI, OOpaTHas CBS3b

meaningful — 3HaunMBII

mutual — B3aumMHBI

Press Agentry — mpeacTaBUTENBCTBO 1O TIEYATH U PEKIIaMe
publicity — myOMMYHOCTH, TJIACHOCTh

receiver — rmoJyiydarenib

relevant — COOTBETCTBYIOIIUI

review — 0030p; 0003peHue

sender — OTIIpaBUTEIIb

take place v. — cirygaTbcsi, UMETh MECTO

testimonial — pekoMeHaIwsI, XapaKTEePUCTHKA, PEKOMEHAATETLHOE MTUCHMO
underlying — 6a30BBIif; JIeKAIIHM B OCHOBE

vice-a-versa — Ha000pOT

EXERCISES TO THE TEXT

L. Spell and transcribe the following words:
theorist, brochures, flow, audience, vice-a-versa, suggest, mutual, desired,
compliance, thought.

I1. Find in the text English equivalents for the following word combinations and
phrases and write them out:

BBITAIOIINIACS TEOPETHK; OIHOCTOPOHHSS CBS3b;, TMOTEHIMANBbHAS ayTUTOPHS;
NOTOK WHQOpMaIuu, oOpaTHasi CBA3b CO BTOPHIM YYaCTHHKOM; IMPOCTO HABS3bIBATH
CBOM HJICH; HAHATH CICIHUATUCTOB IO CBS3AM C OOIIECTBEHHOCTHIO; B IIEJIOM; BECTH
ceOst TakuM >ke 00pa3oM; MOBBICUTH PEMYTAllMI0 OpTraHU3aIluy; KaK W Tpernoiaraet
Ha3BaHWE; Yepe3 onpeAeiEHHbIe TPOMEXKYTKA BPEMEHH; CO31aBaTh MOJIOKUTEIbHBIN
UMUJDK; JeNaTh aKIeHT Ha TOMJCpKaHWEe U YIydYlIeHHEe WUMHUKA; UMETh YyThE
(CKJIOHHOCTB) /TS HAMMCAHWS, B3aUMHOE TPUCTIOCOOICHNE; YTOOBI MOTYYUTh COTJIa-
CH€ OT OOIIECTBEHHOCTH; OT3BhIBHI TAKKE MPUHUMAIOTCS BO BHUMaHHUE; PacmpocTpa-
HATH UH(POPMAIIHIO O CBOMX OpeHAaX; B CO3HAHUU MTOTEHITUATBHOU ayAUTOPHUH.

II. Answer the following questions using the word combinations and phrases
from Exercise 11:

1. Who were models of public relations proposed by? 2. How many models of
Public Relations are there according to James E. Grunig? 3. What model does Press
Agentry Publicity follow? 4. Is the flow of information from the sender to the
receiver or vice-a-versa? 5. What do public relations experts enhance in Press
Agentry publicity model? 6. Who creates a positive image of the organizations’ brand
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in the minds of target audiences? 7. Why can we say that it is one way
communication? 8. What does public information model emphasize on? 9. What do
public relations experts depend on? 10. What is distributed at regular intervals among
target audiences for brand positioning in Public Information Model? 11. Does Public
information model also revolve around one-way communication? 12. What is the
underlying concept in the first two models? 13. What models involve two-way
communication between an organization and its publics and mutual adaptation? 14.
Who coined the term co-orientation for this two-way, mutual adaptation? 15. What
does Two-way asymmetrical model of public relations revolve around? 16. How do
public relations experts position their organization and brand on the whole in the
minds of their target audiences in this type of model? 17. Do organizations utilize
much of their manpower and resources in two-way asymmetrical model of public
relations to find out the reaction of the stakeholders or investors? 18. Is the
communication balanced in Two- way Asymmetrical Model? 19. Why is two-way
symmetrical model of public relations an ideal way of enhancing an organization’s
reputation among the target audience? 20. In what way are conflicts and
misunderstandings resolved in Two-way symmetrical model? 21. 1s the feedback from
stakeholders and target audiences taken into consideration?

IV. Find in the text and copy out sentences in which prepositions among and
between are used. Translate them.

V. Retell the above text using as many of the word combinations and phrases
from Exercise Il as you can.

VOCABULARY AND GRAMMAR EXERCISES

I. Translate the following words with the suffix -ry:

Word-building: Suffix -»y helps to form words which denote totality of
objects:
arocket - pakera rocketry - pakeTHasi TEXHHKa;
this suffix can also impart a collective meaning to nouns:
chivalry — priiapcTBo;
besides, the words with this suffix often denote premises for a great number of
something:
nursery — JIeTCKue sICIiu

gentry, ironmongery, aviary, granary, monastery, surgery, chemistry, entry,
robbery, slavery, ancestry, imagery.

Il. Complete and translate:

a machine, a circuit, an agent, a rocket, a peasant, a jewel, a herald, an artist, a
palmist, a poet, a rival, a savage, gossip.
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II1. Complete the following sentences using the words from the box.:

goals be by attacked contrast ~ began  necessary
1. PR has evolved in various forms to be used ..... most public companies.
2. Bernays argued that the manipulation of public opinion was a ..... part of

democracy. 3. The Two-Way Symmetric Model of public relations stands in stark .....
to earlier propaganda-based models. 4. In the Two-Way Asymmetric Model, co-
orientation occurs, but the organisation's ..... and needs retain primacy. 5. Press
releases, which were mostly unchanged for more than a century, .... to integrate
digital features. 6. They should ..... really good at putting their thoughts into
meaningful words which influence the customers and end-users. 7. He was often .....
as a propagandist and deceptive manipulator, who represented lobby groups against
the public interest.

IV. Render the following text in English.

[lepas Mozenp nosydmsia B HAYYHOM JIMTEpAType Ha3BaHWE «MAHMITYJIALIUN»
WIH «rponarasibl». JlJis Hee XapakTepHO HCIOJIb30BaHUE JIIOOBIX CPENICTB, YTOOBI
IpUBJICYb BHUMaHHE EJIEBBIX TPYIII, a TAaKXKe OKa3aTh JaBieHue Ha Hux. [loTpebu-
TeIb paccMaTpUBAETCA KaK MAaCCUBHBIM MOTydarens MH(GOpMAalUMU, MPaBIUBOCTh U
OOBEKTUBHOCTh KOTOPOU HE SIBISIETCS 00A3aTENbHBIM yCIOBUEM. | JTaBHBIM «IIPOBOJI-
HUKOM» KOMMYHMKAIUI SIBISIFOTCSI CPEACTBA MACCOBOM MH(OpMALIHH.

Bropasg Mozaenp OOBIYHO XapaKTEepU3yeTCs KaK MOJEIb «HMH(DOPMHPOBAHUS,
«OOILECTBEHHON OCBEAOMIEHHOCTI WM «OKYPHAIUCTCKAS.

PacnpocTtpansemas uHpopMalus B LIEJIOM JOHKHA ObITh OOBEKTHMBHOW M TOY-
HOMW, HO «JJO3UPYyEMOI», a HEraTUBHbIE (PAKThl U COOBITHS IPEYMEHBIIAIOTCS, 3aMaJl-
yyBatoTcs. Kak u mepBas Mojienb, MoJienb «UH(DOPMHUPOBAHUS SIBISIETCS OJJHOCTO-
ponneil. Heo6xonuMocTh nccienoBaHusi 00OIECTBEHHOCTH U OCYIIECTBICHUSI 00paTt-
HOU CBSI3U C HEW HE MPEIOIaraeTcsl.

Tperpro momens Jl. ['proHAr Ha3bIBAaET «JIBYXCTOPOHHEM ACCUMETPUYHOM KOM-
MYHUKalEeW» U OTHOCHUT €€ 3apOXKAEHHE K Hadally XX BeKa, CBA3bIBAsl C UMEHAMU
A. JIu (Ivy Lee) u 3. bepneiica (Edward L. Bernays).

B aToit Mmozxenn muMpoKo MCIOIB3YHOTCA UCCIEN0BATEIBCKUE METOIBI, B IIEPBYIO
ouepesb g TOTr0, YTOObI OIpPENEIUTh, Kakas MH(POpPMAlLUs BbI30BET MO3UTHBHYIO
peaKIuIo LENeBbIX IPYII, TAKUM 00pa30oM, KOMMYHHUKAaTUBHAsl JESATEIBHOCTh Opra-
HU3ALMM CTAHOBUTCS IBYXCTOPOHHEH, TUAJIOTOBOM, pe3yIbTaT TAKOM KOMMYHUKAIIUH
aCCUMETPHUYCH, ITIOCKOJIbKY OT HEE BHIMIPHIBACT B IIEPBYIO OUEPEb OpPraHU3aLIMsL.

YeTBépTas MOAEIb NOJyYHIIa HA3BAHHUE «JIBYXCTOPOHHEN CUMMETpUYHOW». OHa
XapaKTepU3yeTCs peajbHbIM OCO3HAHUEM CYOBEKTOM KOMMYHHUKALUMN HEOOXOIUMO-
CTH B3aMMOIIOHMMAaHUS U yuéTa B3aMMOBIIHUSHUS CPEllbl U OpraHu3aluu, TakuM o0pa-
30M, OCHOBHOMU LIEJIBI0 KOMMYHHMKALUM CTAHOBUTCS «B3aUMHAsI M0JIb3a OpraHU3aLUN
u obmiectBeHHOCTH». [lIMpoko ucmonb3yercss MpakTHKa MEePEroBOPOB, 3aKIIOYCHHUS
COTJIAILIEHUH, CTPATETUU pa3peuIeHHs] KOHPIUKTOB U T.1., aKIEHTHI B JESITEIbHOCTU
npo(hecCHOHANBHBIX KOMMYHHUKATOPOB CMEIAIOTCS OT KYPHATUCTCKUX U PEKIAMHBIX
K MCCJIEIOBATENBCKUM U KOHCYJIbTaTUBHBIM.
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Unit I[II. MEDIA MANAGEMENT

SPEAKING:

I. Comment upon the following statement. Share opinions.

Feedback is also an important concept. It is what makes the difference between
one way communication, where the sender has no knowledge — or possibly interest —
in the receiver’s response, and two-way communication, where the receiver can
comment or even alter events by responding to a message.

II. Develop the idea.
Most employ public relations to manipulate public attitudes in their favour.

TEXT 3
RESOURCE DEPENDENCY THEORY
1. Read and translate the text.

According to Pfeffer and Salancik (1978), interdependence exists whenever one
actor does not entirely control all the conditions necessary for the achievement of an
action or for obtaining the outcome desired from an action. Because resource
dependency theory suggests that organizations vary in their dependency on external
publics and their environment for achieving their goals, many public relations
researchers assume a resource dependency model when they theorize about the
organization—public relationship. For example, Badaracco (1998) showed how
communication technologies enabled organizations to increase their public influence.
Characterizing issues management as power resource management, Heath (1998)
showed how mediated information shared between members of Greenpeace helped
influence the decisions of Shell in the United Kingdom and suggested that the group
best able to access and mobilize resources will have the upper hand in resource
management.

Coombs (1998) showed how the Internet has allowed activist groups to harness
the power of the Web to become more powerful and to command the attention of
large, well-financed organizations.

More recently, Kent et al. (2003) extended the resource dependency model to
Internet-mediated relationships, arguing that organizations that appear more dialogic
probably understand the communication process better. The resources available to
institutions directly affect their ability to achieve goals and may even affect their
survival. Because of increased accountability to various constituencies, colleges and
universities have experienced an increasing external interdependence.

Outside agencies have increased their power over colleges and universities by
requiring justification of operations to maintain funding. Resource dependency theory
has also been applied to research looking at funding allocations of community
colleges. As Pfeffer suggested, “Organizations will (and should) respond more to the
demands of those organizations or groups in the environment that control critical
resources’.
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Kenton (2003) examined state funding constraints in relation to funding models
developed to support community colleges, noting that community college revenue
management is best understood by the history, cultures, and norms of the individual
states in which they are located.

Although community college funding allocation formulas vary from state to
state, funding appropriations typically come from fixed revenues. Thus, community
colleges are an ideal type of resource dependant organization to examine because so
much of their resources depend on levels of enrollment and perceived success in the
eyes of community leaders and lawmakers. Resource dependency theory aligns with
dialogic theory because both theories assume that organizations and public are
interrelated. One of the keys to organizations meeting the information needs of
publics is to communicate with them.

(From Atlantic Journal of Communication, 2009)

II. Read and memorize the following words:
achievement — 1oCTHX)eHUE, yCIIEX

align v. with — npucoeMHUTHCS K
allocation — pa3melenue, pacrpeseacHue
although — xoTs1; HECMOTpSs Ha

appear v. — IBISIThCS; TIOKa3bIBaThCSI
appropriation — IprUCBOCHUE, HA3HAUCHHE
available — gocTymnHbIi

constituency — n30upaTeabHbIi OKPYT
constraint — orpaHu4YeHue,

dependency on — 3aBUCHMOCTH OT

desired — xenaeMsilit

enrollment — peructpanus, 3a4nCiIeHUEe, BHECCHHE B CITUCKU
harness v. — ucnosab30BaTh (Hanp. BIacTh)
justification — o60cHOBaHUE

outside — BHELTHUH

powerful — MOIIIHBIN, CUIIBLHBIN, MOTYUYHN
respond to v. — OTBeYaTh Ha

revenue — 10X0/

EXERCISES TO THE TEXT

L. Spell and transcribe the following words:
constituency, justification, environment, resource, external, although, access,
well-financed.

II. Translate and memorize the following word combinations and phrases:

to control all the conditions, for obtaining the outcome, to increase their public
influence, power resource management, mediated information, to have the upper
hand, to influence the decisions, well-financed organizations, to achieve goals, affect
one’s survival, by requiring justification, to maintain funding, to respond to the
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demands, state funding constraints, in relation to, in tt Unit II. MEDIA MANAGEMENT.
lawmaker, perceived success, outside agencies.

III. Answer the following questions using the word combinations and phrases
from Exercise II:

1. When does interdependence exist according to Pfeffer and Salancik? 2. Why do
many public relations researchers assume a resource dependency model when they
theorize about the organization—public relationship? 3. What did Heath show? 4. Who
showed how the Internet has allowed activist groups to harness the power of the Web
to become more powerful? 5. What organizations understand the communication
process better according to Kent? 6. What affects the ability of institutions to achieve
goals? 7.How have outside agencies increased their power over colleges and
universities? 8. What did Pfeffer suggest? 9. What is community college revenue
management best understood by? 10. Do community college funding allocation
formulas vary from state to state? 11. Why are community colleges an ideal type of
resource dependant organization to examine? 12. What theory aligns with dialogic
theory?

IV. Find in the text and copy out sentences in which conjunctions although and
because (of) are used. Translate them.

V. Retell the above text using as many of the word combinations and phrases
from Exercise Il as you can.

VOCABULARY AND GRAMMAR EXERCISES

I. Choose the proper verb form and translate the sentences.

1. All four models ..... in the marketplace today to a greater or lesser extent in
various countries. 2. A well-written press release should ..... understanding of current
media practices and issues. 3. Community colleges were ..... to make higher
education accessible to everyone. 4. Primary funding typically ..... from sources
other than tuition and fees. 5. Resource dependency theory ..... the study of how the
external resources of organizations affect the behavior of the organization. 6.
Managers throughout the organization ..... that their success is tied to customer
demand. 7. The idea of dialogue in public relations is that organizations should work
..... open relationships with individuals and groups. 8. Ideally, dialogic contact with
stakeholders is conducted by ..... professionals. 9. The ability of management to act
is ..... by resources.

(Missing verbs: trained, understand, created, is, to create, limited, exist,
comes, reflect)

I1. Write down all possible questions to the following sentence.

Nonprofit organizations, including schools and universities, hospitals, and
human and social service agencies, use public relations in support of awareness
programs, fund-raising programs, staff recruiting.
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III. Fill in prepositions:

1. Environments that contained high levels of resources can be less unfriendly
..... the stability of organizations whereas those with low levels of resources can
increase the competition between the firms. 2. Acquiring the external resources
needed by an organization comes by decreasing the organization’s dependence .....
others and/or by increasing other’s dependency on it. 3. Resource dependency theory
and institutional theory are both concerned ..... the relationship between an
organization and a set of factors in the environment. 4. Intermediaries link buyers and
sellers ..... geographically distinct markets. 5. Resource dependency theory assumes
that the organization makes active choices to achieve availability ..... capital,
knowledge, technology, resources. 6. As financial markets, competitors, and
customers become more global ..... scope, the firm may be considered a member of a
global organization field.

Keys: in, of, on, in, to, with.

IV. Translate the following sentences into English:

1. Jxeddpu Ilbeddep u Ixepansa Canancuk pazpaboTaiv MOAXO K U3yde-
HUIO OpraHu3allii C TOYKU 3peHus e€ pecypcHO# 3aBucuMocTU. 2. B3rsin Ha opra-
HU3ALMIO C TOYKU 3pEHHs] €€ PEecypCHOM 3aBUCUMOCTH Mpenrosiaraer, 4yTo 3Hayu-
TEJIbHOE BIIMSHHUE Ha €€ ACATENbHOCTb OKAa3bIBAIOT (DAKTOPHI BAXKHEWIIIMX BHEIIHHX
pecypcos. 3. IIpencraBiennue o pecypcHOM 3aBUCUMOCTH MOKHO OIPEAETUTh KaK CO-
€IMHEHHUE MOJENN CTPATETHYECKOrO0 COOTBETCTBHSI OOCTOSITEILCTBAM U TOJHUTHYE-
CKOM Mojenu opraHu3auuu. 4. BHemHss cpena BiausSeT Ha JeUCTBUSI OpraHU3aluu U
o0namaeT CrmocOOHOCTHIO OTpaHUYMBATH €€ BO3MOXKHOCTH. 5. [[nst monrocpoyHoro
BBDKMBAHMS OpraHU3alliy YIPaBJICHUE BHEIIHEH Cpefon SBISETCS HE MEHEe, a UHO-
raa u 06osiee BaKHBIM, YEM YIPABICHWE BHYTPEHHUMH OPTraHU3AlMOHHBIMU IMpOLEC-
camu. 6. PykoBoauTeNn NOMKHBI YMETh Paclo3HaBaTh, TUArHOCTUPOBATH U YUUTHI-
BaTh B CBOEH paboTe CylIeCTBYIOIIEE MHOr0OOpa3ue UHTEPECOB. 7. YHUKaJIbHA MO-
JIeNb YIpaBIeHUs] OpraHu3aluei co3JaéTcsi Ha OCHOBE HAKOILJIEHUSI OMbITa U MOCTO-
STHHOTO 00YyYeHUSI.

SPEAKING:

1. Explain and expand on the following:

1. Resource dependency theory is relevant because it posits that organizational
stability depends upon the ability to understand and use resources effectively.
(Kenton et al., 2004)

2. Resource dependency theory significantly contributes to explaining behavior,
structure, stability, and change of organizations.

I1. If you choose a scientific career, what would you like to become and why?

TEXT 4
MEDIA MANAGEMENT

1. Read and translate the text.
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The relationship between politicians and the media, and more importantly
between the government and the media, will obvious Unit . MEDIA MANAGEMENT
what are apparently two different sets of interests. The journalist is supposed to be
attempting to seek out and present the facts, while the politician will want to ensure
that a news story reflects the ‘message’ that he or she wishes to convey. There is
nothing particularly new in the attempt of the political elites to try to control media
representations, as it is revealed in various accounts of the development and growth
of political public relations from the early years of the twentieth century onwards.

However, this discussion will focus on the role of public relations over the past
two decades in Britain, a period which witnessed a rapid transformation in the role
and status of public relations within political culture. This expansion of public
relations activity has, unsurprisingly, been accompanied by an increasing reliance
upon media management strategies. Some commentators have pointed to the
increasing use of the ‘soundbite’ and the ‘pseudo-event’ as key strategies used by
politicians to control media representations of them and their policies.

The ‘news machine’, and particularly the television news, spends an enormous
portion of its time focusing on the political sphere, and journalists, like most people
with tight deadlines, find it hard to resist if their news gathering task is made easier
for them. Cockerell et al. (1984) note that, in reference to the workings of the British
parliament, ‘Very few journalists have had the incentive to dig deeper, to mine the
bedrock of power rather than merely scour its topsoil’. It is the broadcast journalists’
‘job’ to pick out the key details or important points of any political event or speech. If
that task is made easier, if the speech contains memorable phrases (soundbites) which
summarize the main points, then there is a good chance that these portions of the
speech will be selected and broadcast on the few minutes allotted to ‘story’ on the
broadcast news bulletins. Tony Blair’s phrase ‘tough on crime, tough on the causes of
crime’ from a speech made when he was shadow home secretary has entered the
national consciousness. It is indeed a memorable phrase, but it is important to
remember that being ‘tough’ and talking about being ‘tough’ was a carefully
constructed aspect of the Blair style.

McNair (1994) points out that many political speeches, which increasingly tend
to be loaded with soundbites, occur within the context of the ‘pseudo-event’, by
which he means the staged rally or the strictly controlled party conference. Obviously
this kind of political pseudo-event has a long history from Caesar entering Rome,
after another famous military victory, to the Nuremburg rallies in 1930s Germany.

Nevertheless, the impression of a united and adoring audience exulting in the
great and powerful leader is memorable and again creates an easy ‘story’ for the few
allotted minutes on the television news agenda. In Britain in the 1980s, the
Conservative Party, which was in government throughout the decade, increasingly
offered this image of a united party behind a strong leader, Margaret Thatcher.
Speeches by Thatcher and the Tory hierarchy at their party conferences were largely
successful in supplying the television news organisations with ‘easily reportable
“bits” of political information’ (McNair 1994) which tended to set the news agenda in
the party’s favour. By contrast, during much of the 1980s the Labour party was
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presented in the media as being in a state of, at best, disarray, at worst, total
disintegration.

After its election defeat in 1979, Labour went through a period of internal
‘ideological’ conflict and, at times, damaging splits occurred (several leading
members of the party left and formed the Social Democratic Party). Bitter internal
conflicts tended to be fought out at party conferences and the Labour Party leadership
found it difficult to impose control over events. Media organisations looking for
representative few minutes for the news bulletins tended to reflect this bitter
infighting and there was little concerted attempt by the Labour Party leadership to
influence the news agenda. The contrast with the Tory Party, during the 1980s, was
stark. The perception was that the Tories were united, Labour was divided; the Tories
had a strong leader, Labour had a series of weak and ineffectual leaders; the Tories
were in control of events, Labour was at the mercy of them, and so on. The tightly
controlled and carefully staged party conferences allowed the leadership of the
Conservative Party to successfully manage media representations of them for a
significant period of time. Behind the scenes the party elite was far from united
behind the powerful leader, but it was behind the scenes where the personal and
ideological disagreement, and the subsequent bloodletting, occurred. Ministers were
frequently sacked for being disloyal, that is, disagreeing with Margaret Thatcher. Yet
the fact that the media seemed to be caught by surprise by the eventual internal coup
d’état which ousted Thatcher as party leader, and British prime minister, only reveals
how successfully the media had been ‘managed’ for much of her rule.

By the early 1990s the Labour Party led by Neil Kinnock, and under the
guidance of political public relations specialists like Peter Mandelson, was attempting
to emulate the success of the Tory Party in managing the media and setting news
agendas. There were significant failures in their attempts to stage-manage media
opportunities but, on the whole, the Labour Party’s media managers learned from
their mistakes and, for most of the decade, including the general election success of
1997, Labour was very successful at managing the media.

(by Jim R. Macnamara)

I1. Read and memorize the following words:
accompany v. — COIPOBOXKIATh, COITyTCTBOBATH
adore v. — 0003KaTh; NOKJIOHSATHCS

allot v. — pacnpenenutp

apparently — 04€BHIHO; TTO-BUAUMOMY
consciousness — CO3HATENbHOCTD

convey v. — coo01IaTh, NepeaaBaTh

coup d’état — ghpany. TOCYyAAPCTBEHHBIN MTEPEBOPOT
deadline — cpok, mociaegHUN CPoK

election — BEIOOpHI, U30paHue

ensure v. — TapaHTHUPOBATh, 00ECIIEUNBATh
exult v. — TOp>)KeCTBOBaTh; INKOBAThH

mercy — MUJIOCEpIue, MUJIOCTh

to be at the mercy — ObITh B MUJIOCTH
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mine v. — MOJIKAbIBaThCS O] KO20-1U00; TIOAPHIBATH (PEITYTAIIHIO)
obviously — oueBuHO, TO-BUAUMOMY
onwards — ganee
pick out v. — oTOUpaTh, moxOUpaTh Unit I1. MEDIA MANAGEMENT
pseudo-event — riceB10-COOBITHE

rally — oObenuHeHue

resist v. — COMPOTUBIIATHLCS; MPEMATCTBOBATH

reveal v. — moka3bpIBaTh, 0OOHAPYKMUBAThH

seek out v. — pa3bICKUBAThH

soundbite — kpenkas OCTpoTa

stark — moJIHBIN; a0COJIFOTHBIN

topsoil — BepxHuii cioii (TOYBHI)

EXERCISES TO THE TEXT

1. Spell and transcribe the following words:
politician, failure, elite, nevertheless, oust, eventual, unsurprisingly, pseudo-
event, consciousness, audience.

II. Translate and memorize the following word combinations and phrases:

to emulate the success, to impose control, to be sacked for, under the guidance,
on the whole, the subsequent bloodletting, to oust someone as a party leader,
significant failures, present the facts, little concerted attempt, in various accounts,
over the past two decades, to witness a rapid transformation, the eventual internal
coup d’état, with tight deadlines, to mine the bedrock of power, to dig deeper, a
united and adoring audience, damaging splits, a memorable phrase, weak and
ineffectual leaders, different sets of interests, in the party’s favour.

III. Answer the following questions using the word combinations and phrases
from Exercise II:

1. What will the relationship between politicians and the media, and more
importantly between the government and the media involve? 2. Who is supposed to
be attempting to seek out and present the facts? 3. What will the politician want to
ensure? 4. Which period in Britain witnessed a rapid transformation in the role and
status of public relations within political culture? 5. What has this expansion of
public relations activity been accompanied by? 6. What are key strategies used by
politicians to control media representations of them and their policies? 7. Whose job
is to pick out the key details or important points of any political event or speech? 8.
What is Tony Blair’s memorable phrase? 9. Where do many political speeches occur
according to McNair? 10. What image did Margaret Thatcher offer in Britain in the
1980s? 11. Whose speeches were largely successful in supplying the television news
organisations with easily reportable “bits” of political information? 12. Why did the
Labour Party leadership find it difficult to impose control over events in 1979? 13.
Which party was in control of events, and which one was at the mercy of them during
the 1980s? Explain why. 14. What reason were ministers frequently sacked for? 15.
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Did the eventual internal coup d’état oust Thatcher as party leader, and British prime
minister? 16. In what way was the Labour Party led by Neil Kinnock attempting to
emulate the success of the Tory Party by the early 1990s? 17. Was the Labour Party
successful at managing the media?

IV. Find in the text and copy out sentences in which linkers of contrast
nevertheless, however and by contrast are used. Translate them.

V. Make your own sentences with nevertheless, however and by contrast using
word combinations and phrases from Ex. I1.

V1. Retell the above text using as many of the word combinations and phrases
from Exercise Il as you can.

VOCABULARY AND GRAMMAR EXERCISES

I. Complete and translate:

Word-building: noun + ist: biology - biologist
noun + ian; mathematics - mathematician

science, motor, physic, sociology, art, music, physics, linguistics, history,
psychology, politics, journal.

II. Translate the sentences and define the italicized verb forms.

1. The leader’s “toughness” was self-consciously built into his communicative
style as a matter of policy and strategy. 2. It was clear that bitterness existed within
the Tory Party as it had within the Labour Party. 3. There was no doubt about how
the audience was meant to respond. 4. Where one reading or frame comes to
dominate the way the media handles a story, readers/viewers with dissenting opinions
may find no reflection of their views in the mass media. 5. Professional
communicators need to be aware of the potential for good and harm contained in
their messages. 6. By contrast, his speech contains memorable phrases.

III. Write down all possible questions to the following sentence:
The generation of media is the bundling of internally and externally generated
content and its transformation into a medium.

IV. Translate the following sentences into English:

1. Hanbonee pacnpocTpaHEHHbIM HNPUEMOM YIIPABIEHUS SIBISIETCS YIPABJICHHE
camumu CMU. 2. B Teopusx MaccoBOM KOMMYHHKAIIM HOBOCTH BBICTYIIAIOT B Kaye-
CTBE OCHOBHOTO 00beKTa nccienoBanus. 3. [Iporecc MaHUITyTMPOBAHUSI MOXKET OBIThH
onpeaenéH Kak HeJOMyCTUMBINA UM HEITUYHBIM, €CIIM OH HalpaBjIeH Ha MpsIMOi 00-
MaH notpebuteneil nadopmaruu. 4. KypHanucToB 4acTo OOBHHSIOT M B TOM, UYTO
HEIIPAaBUJIBHO ONMCHIBAsI IIPOUCXOIAILEE, OHU MOAPBIBAIOT JOBEPUE K IIPABUTEIBLCTBY
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U CIIOCOOCTBYIOT POCTY MOJHMTUYECKOTO HHMHMU3MA. 5. CerMeHTHpoBaHuE MH(OpMa-
[IMOHHOTO TOTOKA, MAaHMUIYJIUPOBaHHE HHGPOpPMALMEN MNpeaycMaTpUBAET CO3JAaHHE
y3KOLIENIEBbIX UHPOPMALIMOHHBIX MOTOKOB, PabOTAIOIIMX HA COBEPIICHHO KOHKPET-
HYIO 1enib. 6. MaHumyaupoBaHue — 3TO MPOLIECC BO Unit [Il. MEDIA MANAGEMENT:
MHEHHUE U MOBEJACHUE JIs ero (POKYCUPOBAHUS B HY’KHOM ONpPEICIEHHBIM OJIUTHYE-
CKMM WJIM OOIIECTBEHHBIM CTPYKTypaM HampaBieHUH. 7. KOMIUIEKCHbIM MpUMEpOM
JIETaJIbHOT0 MaHUITYJIUPOBAHUSI CITY>KUT TEXHOJIOTUSI PACCTAHOBKU MH(OPMAIMOHHBIX
aKIEHTOB BO BpeMs BBIOOPHOM KaMIIaHUU.

SPEAKING:
1. Read the text and comment.

Information Management

All democratically elected governments must communicate with their
electorates. After all, in most theories of democratic government there is an
assumption that the government is the servant of the people, elected to carry out its
will. Just because governments have this duty to provide information to the general
public does not mean, of course, that they will not attempt to control and manipulate
the amount of, and kinds of, information they disseminate. Information management
in regard to government simply means the processes and procedures by which
governmental agencies disseminate the kind of information they want us to receive.

I1. Explain the role of public relations in mass communication.
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UNIT IV

TEXT 1
ADVERTISING
1. Read and translate the text.

Advertising (or advertizing) is a form of marketing communication used to
persuade an audience to take or continue some action, usually with respect to a
commercial offering, or political or ideological support. In Latin, ad vertere means
"to turn toward".

The distinction between advertising and PR is more easily made: advertising
involves paying a medium (TV, radio, newspaper or magazine, for example) for
airtime or column inches in which to put across a promotional message. The content
of an ad is always controlled by the advertiser, unlike the content of editorial pages or
programmes, which are controlled by journalists. Public relations practitioners try to
persuade journalists to cover their products and services on the grounds of
newsworthiness. An ad doesn’t have to satisfy any news value — it just has to be legal
and paid for. The Institute of Practitioners in Advertising defines advertising as
follows: Advertising presents the most persuasive possible selling message to the
right prospects for the product or service at the lowest possible cost. Here, the phrase
‘selling message’ distinguishes the two disciplines — PR aims not to increase sales,
but to increase understanding. Sometimes, of course, understanding a product or
service improves sales, but PR does not claim a direct causal link. However, there are
grey areas: corporate advertising is where an organisation purchases space in a paper,
magazine or broadcast programme to put across a general message about itself, not its
products. This message might extol its efforts to be green or socially responsible, or it
might put the management view in an industrial dispute or takeover. The content of
the message is likely to be PR-driven, related to the corporate strategic aims of the
organisation rather than product support.

Another grey area is the advertorial, where the space is bought, just like an ad,
but is filled with a text and images very similar to the surrounding editorial. This is
increasingly common in magazines and, although the word ‘advertorial’ is usually
clear at the top of the page, it’s in small print and the casual reader may well believe
they are reading another article about, say, skincare products. As a result they may
believe the text reflects the impartial view of the magazine rather than the more
interested view of an advertiser. The strength of advertorials over advertisements is
that their style and format give greater credibility to the products they are advertising,
by explaining them in apparently objective terms through a third party, the journalist.

NOTE
an ad = an advertisement (a public promotion of some product or service)

II. Read and memorize the following words:
advertising — pekJiIaMupoBaHue, peKiiama
advertorial — oObsiBICHHE
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airtime — apupHOE Bpems

causal — ciydaifHbIi, HEIpeTHAMEPEHHBIN
column — croJberr

credibility — mocToBepHOCTH, TIpaBaONIOA00HE
dispute — nucnyTt, criop

distinction — paznuuue

distinguish v. — BeIICTIUTE; pa3nyaTh
editorial — pe1akIIMOHHBIN, PEIAKTOPCKUIA
extol v. — IpeBO3HOCHUTH

impartial — GecipucTpacTHBIHI

legal — mpaBoBoif

newsworthiness — HOBOCTHasi IEHHOCTh
persuade v. — yOeX1aTh, CKIIOHUTh
persuasive — yoequTeIbHbII

practitioner — mpakTUK

promotional — pexJIaMHbIHI

prospect — mepcreKTHBa, IIaHbl Ha Oy TyTiee
satisfy v. — y1oBIe€TBOPATH

support — moAaepIKKa

takeover — 3axBar, IEpPEeBOPOT; BCTYIJICHUE BO BJIa/ICHNE

* %k

The Institute of Practitioners in Advertising — HHCTUTYT MPAKTUKOB B 00JIaCTH
peKJIaMbl

EXERCISES TO THE TEXT

L. Spell and transcribe the following words:
advertising, editorial, similar, distinguish, column, bought, persuade, casual,
newsworthiness, practitioner.

II. Find in the text English equivalents for the following word combinations and
phrases, and write them out:

yOemuTh ayJUTOPHIO; CHJIa PEKIIaMOJaaTeNiel 4epe3 peKiIamy; HIIeOJTOTHIecKast
MOJIJIEPIKKa; OTuTaTa CPeACTB MAacCOBOM MHGOpMaIyy; 3a 3HUpPHOE BPEMS WIH JTFOH-
MBI CTOJIOIIOB; Ye€pe3 TPEThIO CTOPOHY; JOHECTH Yepe3 PEKIaMHOE COOOITCHHUE; B OT-
JUYHE OT COJAEPKAHUS PEHAKIIMOHHBIX CTaTeH; MPAKTUKYIOIINE CHEIUATHCTHI 10
CBSI3SM C OOIIECTBEHHOCTHIO; HA OCHOBAHMHM HOBOCTHOM 3HAYMMOCTH; MPABUILHBIC
MEPCTIIEKTUBBI; OCCIPUCTPACTHBIN BHUJ JKypHaJIa, 4TOOBI YIOBICTBOPUTH 3HAUYCHHE
10001 HOBOCTH; JAOBEPHUE JKYPHAJIHUCTA; 3TO COOOIICHHE MOXKET MPEBO3HOCUTH CBOM
YCHIIUS; B pe3yJbTare; HE MPETEHAYET Ha HETMOCPEACTBEHHYIO MPUYMHHYIO CBSI3b;
OBITh I[BETYIIUM U OTBETCTBEHHBIM Iepe] OOIIECTBOM; 10 OTHOIICHHIO K KOMMepYe-
CKOMY pa3MelIeHUI0 (MPeaSIOKEHHUIO).
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II. Answer the following questions using the word combinations and phrases
from Exercise 11:

1. What is advertising? 2. What is it used for? 3. Is it derived from a Latin or
Greek word? 4. What is the distinction between advertising and PR? 5. Who are the
content of an ad and the content of editorial pages or programmes controlled by?
6. What do public relations practitioners try to persuade journalists in? 7. What
presents the most persuasive possible selling message to the right prospects for the
product or service at the lowest possible cost? 8. Does PR aim to increase sales? 9.
What do grey areas mean? 10. Why is the advertorial another grey area? 11. Why is
the strength of advertorials over advertisements greater?

IV. Find in the text and copy out sentences in which linking expressions
however, although and as a result are used. What idea do they introduce? Translate
the sentences with them.

V. Retell the above text using as many of the word combinations and phrases
from Exercise Il as you can.

VOCABULARY AND GRAMMAR EXERCISES

I. Choose the proper verb form and translate the sentences.

1. Media enterprises .... their services in form of content like information and
entertainment, as well as in form of advertising space. 2. Internationally, the largest
("big four") advertising conglomerates .... Interpublic, Omnicom, Publicis, and WPP.
3. There is no intention ..... the reader into confusing the advertising message with a
news or feature report. 4. Advertising .... at the front of delivering the proper
message to customers and prospective customers. 5. The ultimate goal of sales
promotions is ..... potential customers to action. 6. Online advertising is a form
of promotion that .... the Internet and World Wide Web for the ..... purpose of
delivering marketing messages to attract customers. 7. Although many Internet users
search for ideas and products ..... search engines and mobile phones, a large number
of users around the world still use the address bar.

(Missing verbs: uses, to mislead, sell, to stimulate, using, are, expressed, is)

I1. Write down all possible questions to the following sentence:

Virtual advertisements may be inserted into regular programming through
computer graphics.

Il. @) Find in the above text adjectives in the comparative and superlative
degrees, write out phrases with them. b) Form the degrees of comparison of the
following adjectives:

grey, general, bad, stark, simple, promotional, many, impartial, small, good,
ideological, possible, persuasive, credible, responsible, conscious, vast, prospective,
controversial.
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SPEAKING:

I. Study the following passage. Be ready to speak about the purpose of
advertising.

The purpose of advertising is to convince customers that a company's services or
products are the best, enhance the image of the company, point out and create a need
for products or services, demonstrate new uses for established products, announce
new products and programs, reinforce the salespeople's individual messages, draw
customers to the business, and to hold existing customers.

The purpose of advertising may also be to reassure employees or shareholders
that a company is viable or successful. Advertising messages are usually paid for
by sponsors and viewed via various old media, including mass media such as a
newspaper, magazines, television advertisement, radio advertisement, outdoor
advertising or direct mail; or new media such as blogs, websites or text messages.

Commercial advertisers often seek to generate increased consumption of their
products or services through "branding", which involves associating a product name
or image with certain qualities in the minds of consumers. Non-commercial
advertisers who spend money to advertise items other than a consumer product or
service include political parties, interest groups, religious organizations and
governmental agencies. Nonprofit organizations may rely on free modes of
persuasion, such as a public service announcement (PSA).

Modern advertising was created with the innovative techniques introduced with
tobacco advertising in the 1920s, most significantly with the campaigns of Edward
Bernays, which 1is often considered the founder of modern, Madison
Avenue advertising. In 2010, spending on advertising was estimated at $143 billion
in the United States and $467 billion worldwide.

(From Wikipedia, the free encyclopedia)

II. Comment upon the following problem. Share opinions.

Have you ever thought about the role of advertising in our lives? At present it's
almost everywhere: we see or hear a lot of advertisements on the TV sets, in the
underground, on billboards, in newspapers and in the public transport. Today it's
almost impossible to imagine our lives without advertisements. Don't you think so?

II. What is your favourite advert at the moment? Why do you like it?

TEXT 2
PUBLIC SERVICE ADVERTISING

I. Read and translate the text.
The advertising techniques used to promote commercial goods and services can

be used to inform, educate and motivate the public about non-commercial issues,
such as HIV/AIDS, political ideology, energy conservation and deforestation.
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Advertising, in its non-commercial guise, is a powerful educational tool capable
of reaching and motivating large audiences. The phrase "Advertising justifies its
existence when used in the public interest — it is much too powerful a tool to use
solely for commercial purposes" is attributed to Howard Gossage by David Ogilvy.

Public service advertising, non-commercial advertising, public interest
advertising, cause marketing, and social marketing are different terms for (or aspects
of) the use of sophisticated advertising and marketing communications techniques
(generally associated with commercial enterprise) on behalf of non-commercial,
public interest issues and initiatives.

Virtually any medium can be used for advertising. Commercial advertising
media can include wall paintings, billboards, street furniture components, printed
flyers and rack cards; radio, cinema and television adverts, web banners, mobile
telephone screens, shopping carts, web popups, skywriting, bus stop benches, human
billboards and forehead advertising, magazines, newspapers, town criers, sides of
buses, banners attached to the sides of airplanes ("logojets"), in-flight
advertisements on seatback tray tables or overhead storage bins, taxicab doors,
musical stage shows, subway platforms and trains, elastic bands on disposable
diapers, doors of bathroom stalls, stickers on apples in supermarkets, shopping cart
handles (grabertising), the opening section of streaming audio and video, posters,
and the backs of event tickets and supermarket receipts. Any place an "identified"
sponsor pays to deliver their message through a medium is advertising.

Radio advertisements are broadcast as radio waves to the air from a transmitter
to an antenna and thus to a receiving device. Airtime is purchased from a station or
network in exchange for airing the commercials. While radio has the limitation of
being restricted to sound, proponents of radio advertising often cite this as an
advantage. Radio is an expanding medium that can be found on air, and also online.

Press advertising describes advertising in a printed medium such as a newspaper,
magazine, or trade journal. This encompasses everything from media with a very
broad readership base, such as a major national newspaper or magazine, to more
narrowly targeted media such as local newspapers and trade journals on very
specialized topics. A form of press advertising is classified advertising, which allows
private individuals or companies to purchase a small, narrowly targeted ad for a low
fee advertising a product or service. Another form of press advertising is the display
ad, which is a larger ad (which can include art) that typically runs in an article section
of a newspaper.

Billboards are large structures located in public places which display
advertisements to passing pedestrians and motorists. Most often, they are located on
main roads with a large amount of passing motor and pedestrian traffic; however,
they can be placed in any location with large amounts of viewers, such as on mass
transit vehicles and in stations, in shopping malls or office buildings, and in stadiums.

(From Wikipedia, the free encyclopedia)
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Commentary

HIV/AIDS (BUY/CIIM): Human immunodeficiency virus infection (HIV) and
acquired immune deficiency syndrome (AIDS) is a spectrum of conditions caused by
infection with the human immunodeficiency virus.

David Ogilvy was one of the true giants of advertising. His name is often
mentioned alongside other advertising legends like Leo Burnett, Bill Bernbach, and
Howard Luck Gossage. “The Father of Advertising” or “the original Mad Man” as he
is known today, founded the agency Ogilvy & Mather in 1948 when he was just 37
years old. Today, it has more than 450 offices in 169 cities.

Howard Luck Gossage (1917-1969): A copywriter who influenced ad makers
worldwide, Gossage drifted into advertising at age 36 in San Francisco and opened
his agency in 1957 to create riveting "conversations" with consumers. Gossage's copy
served Land Rover, Scientific American's International Paper Airplane Competition,
Eagle shirts, Paul Masson wines, the Sierra Club, Qantas Airways, and Petrofina Oil
Co. Even David Ogilvy loved the Gossage headline: "At 60 miles an hour the loudest
noise in this new Land Rover comes from the roar of the engine.”

II. Read and memorize the following words:

attribute to v. — mpuUNUCHIBaTh (YeMy-1ub0, KoMy-1ubo)

banner — am. 3aroJIOBOK KpyImHBIMH OyKBaMu

broadcast (broadcast) v. — mepegaBaTh 1o pagauo (TEJIEBUICHUIO)
cart — TeJIC)KKaA

deforestation — BeIpyOKa neca

diaper — y3op4aToe MmojgoTHO

disposable — Takoii, KOTOPBIM MOHO pacrojiaraTh; CBOOOHBIN
educate v. — BOCIIUTBIBaTh, JaBaTh 00Opa30BaHUE

encompass v. — 3aKJiro4aTh (B ceoe)

fee — ronopap, Bo3HarpaxaeHue

for airing — 111 0OHAPOIOBAHUS

guise — TMYMHA, MacKa, MPeIoT

include v. — BxirouaTh

on behalf of — or umenn

pedestrian — memexo;y

popup — HEOKUTAHHOE TIOSIBJIICHHUE (HA SKPaHE)

promote v. — COIeCTBOBATh PACTIPOCTPAHCHUIO

purchase v. — mokynarb, IpruoOOpeTaTh

rack — Bemanka

receipt — KBUTaHIIUS

solely — uCKITFOUUTEIIBHO

sophisticated — MCKYIIEHHBIN B KU3HEHHBIX JIeaX; JTUIIEHHBIN HAUBHOCTH
shopping mall — TOproBsIii LIEeHTpP, YHUBEpPMAr
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EXERCISES TO THE TEXT

L. Spell and transcribe the following words:
initiative, virtually, encompass, technique, pedestrian, behalf, forehead, viewer,
targeted, non-commercial.

II. Translate and memorize the following word combinations and phrases:

to promote commercial goods and services, in its non-commercial guise, a
powerful educational tool, pedestrian traffic, for commercial purposes, different
terms for the use, virtually can be used, on behalf of non-commercial initiatives, web
banners, in exchange for airing the commercials, an expanding medium, stickers on
apples, large amounts of viewers, for a low fee.

1. Write some problem questions to the above text for class discussion.
IV. Find in the above text antonyms of the following words:
ineffectual, to exclude, small, incapable, seldom, to sell, narrow, minor, nothing,

commercial.

V. Find in the text and copy out sentences in which prepositions through and
from are used. Translate them.

V1. Retell the above text using as many of the word combinations and phrases
from Exercise Il as you can.

VOCABULARY AND GRAMMAR EXERCISES

I. Complete and translate:

Word-building: friend n. + ship = friendship (abstract noun)

relation, citizen, apprentice, censor, owner, leader, member, scholar, fellow, kin,
companion, dictator, sponsor, protector, seaman, master, partner, lord.

I1. Find in the above text and copy out the sentence containing an abstract noun
with the suffix -ship and translate it.

1. Ask all types of questions to the following sentence:
Howard Gossage opened his agency in San Francisco in 1957.

IV. Complete the following sentences using the words from the box:

Jface mass on  around  viewpoint generally ingrainea1
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1. Public service advertising is designed to inform the public .... issues that are
frequently considered to be in the general best interests of the community at large.
2. Public service advertising typically reflects a political ..... , philosophical theory,
religious concept or humanitarian notion. 3. When a person recognizes a familiar .....
on the television screen or on a billboard he will naturally look and at least read the
message. 4. These ads were effective because once you get the image ..... in your
mind it is difficult to forget about it. 5. Non-profit groups and government agencies
commonly team up with private ..... media, promotion and advertising firms to
produce spots for radio, television and print media. 6. Public service advertising
campaigns are widespread .... the world. 7. This advertising is ..... produced and
distributed on a cooperative basis by governmental agencies or non-profit
organizations.

V. Translate the following sentences into English:

1. JInst Toro, 94To0BI peKiIaMHOe COOOIIEHUE JOCTUIIIO CBOEH IENU, HY>KHO YUH-
THIBaTh 0COOEHHOCTH 1IeNieBoi aynuTopun. 2. IIpecca sBisieTcst caMbIM TpaJWIIUOH-
HBIM CIIOCOOOM pacmpocTpaHeHus peksiaMHoro cooOmienus. 3. [lomynspHocTs cou-
aNbHBIX ceTel, popyMOB U GJIOTOB clieana X OCHOBHBIMH IUIOLIAIKAMU Il oOMe-
Ha MHEHHUSIMH 110 BCEM BOIIPOCaM, BKIJIIOYAs TOKYIKH T€X HJIM MHBIX TOBapOB M YC-
ayr. 4. Pexinama — 3TO 4acTh MApKETHHIOBBIX KOMMYHUKAIUH, B paMKax KOTOPOii
IPOM3BOJIUTCS OIIAYEHHOE CIIOHCOPOM PACIPOCTPAaHEHHE HEMePCOHATN3UPOBaH-
HOU MH(POPMAIINK, C LENbI0 MPHUBICYCHUS BHUMAHHUA K OOBEKTY PEKIAMUPOBAHUSL.
5. IlonuTHyeckas pekiaMa 4acTo BBICTYMAET KaK CPecTBO OOphOBI 3a M30Mparenei,
3a ux roynoca. 6. MaTepecs o0mecTBa B 1eJIOM TPEOYIOT OTpajiuTh MOTPEOUTENEH OT
JIOKHOM U HEAOOPOCOBECTHOM PEKIIAMBI.

SPEAKING:
L. Study the following information. What is your opinion on the topic?

Infomercials

An infomercial is a long-format television commercial, typically five minutes or
longer. The word "infomercial" is a portmanteau of the words "information" and
"commercial". The main objective in an infomercial is to create an impulse purchase,
so that the target sees the presentation and then immediately buys the product through
the advertised toll-free telephone number or website. Infomercials describe, display,
and often demonstrate products and their features, and commonly have testimonials
from customers and industry professionals.

II. If you had enough some of money to spend on advertising, what headline
would you choose to create riveting "conversations"” with your consumers. Give your
reasons.

III. Advertise the educational institution you are studying at. What do you like
there?

53



E.V. Zavalevskaya, V.P. Veretennikova

TEXT 3
ADVERTISEMENTS AND PUBLIC RELATIONS

1. Read and translate the text.

Organizations need to pay for every single advertisement aired on television or
radio. Organizations also need to buy space/slots in various newspapers, TV
channels, radio channels to advertise about their organization, product and service.
Public relations experts strive hard to gain publicity for their organization without
spending much. They organize various events, functions, shows, give interviews to
media people in order to create awareness about their organization and its products
and services among stakeholders, investors, partners, and target audience.
Organizations even hire celebrities or famous personalities who are popular among
the crowd to enhance their reputation.

Organizations have to pay for every advertisement and thus have a control over
its content. The creative team of every organization has a full control of what goes
into the advertisement. This however does not happen in case of public relations.

As a public relations expert, you might give an impressive interview highlighting
the USPs of your organization’s products and services, but it entirely depends on
media people whether they telecast the complete interview or not. They have no
obligation towards you and your organization.

Advertisements generally have a longer shelf life as compared to press releases.
A magazine can’t publish your interview or article daily or three or four times in a
row whereas consumers can view advertisements several times a day. They can recall
a product immediately when they see the advertisement. People can relate more with
the advertisements as compared to newsletters, press releases, video releases and so
on. Advertisements make a product as well as an organization popular among the
end-users.

Public relations experts need to be extremely creative and always on their toes.
They must master the art of putting thoughts into meaningful words which create
desired impact in the minds of potential customers. Public relations experts are the
face of an organization and it is really essential for them to be prepared to face
several questions from the media, stakeholders and end-users with a smile. A public
relations expert needs to meet several people in a single day and he just can’t
complain. The exposure is more in case of public relations than in advertising.

Organizations need to shell out handsome money for a simple advertisement on
billboard or for an advertisement aired during prime slots. They have to pay
irrespective of whether their advertisement gets noticed or not. Public relations
methods are more cost effective as compared to advertising. Public relations
activities, if planned carefully go a long way in creating a buzz among potential
customers. A public relations expert has to plan out an event where he has the chance
of addressing a large gathering. This way he gets a better opportunity to directly
interact with the potential customers and promote his products or services. He reaches
to a wider audience in much lesser costs in public relations as compared to a
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television or radio advertisement. Smaller organizations thus largely depend on
public relations activities for maintaining and enhancing the reputation.
(by Jim Macnamara)
Commentary

USP: The unique selling proposition or a unique selling point is a marketing
first proposed as a theory to explain a pattern in successful advertising campaigns of
the early 1940s.

II. Read and memorize the following words:
air v. — mepenaBath Mo paauo (TEIEBUACHHIO), TPAHCIUPOBATH
awareness — 0OCBEIOMIIEHHOCTb, UHHOPMUPOBAHHOCTH, UH(POPMHUpPOBaHHE
buzz — mymnxa, aKuoTax, cyera
complain v. — BeIpakaTh HEIOBOJIBCTBO, KATOBATHCS
entirely — HCKITFOUUTENIBHO, COBEPIIIEHHO
exposure — rmoJiBepranue (PUcKy, ormacHOCTH)
gain v. — MOJIy4YuTh, MPUOOPECTH, JOOUTHCS
immediately — cpa3y, HemocpeACTBEHHO, HEMEIJICHHO
irrespective of — He3aBUCUMO OT
largely — B OCHOBHOM, BO MHOTOM
meaningful — conepkaTenbHbIi, KOHCTPYKTUBHBIM, OCMBICTICHHBIN
newsletter — uHbOpMaIIMOHHBIHN OI0JIJIETeHb, HH(OPMALIMOHHAS PACChLIKa
obligation — 00s13aTeIBCTBO, 00S3aHHOCTD, JOJIT
opportunity — BO3MO>KHOCTb, IIIAHC, IEPCIIEKTUBA
recall v. — BcnoMuHaTh, TOMHUTh, MPUIIOMHUTH, HATTIOMHUTH
relate with v. — ycTaHaBnuBaTh OTHOILIEHUE MEXITY YeM-1UbOo
TOW — CTpOKa, Psif
shell out v. — packomenuThbCs, BHIIIOKHUTH
slot — meb, BcTaBka, “OKHO”
strive v. — mpuJiarath BCe yCUIIHUS, CTPEMHUTHCS

EXERCISES TO THE TEXT

L. Spell and transcribe the following words:
advertise, advertisement, immediately, toe, without, interview, -carefully,
compared, awareness, entirely.

II. Find in the text English equivalents for the following word combinations and
phrases, and write them out:

1eJIeBasi ayIMTOPHS; YIAYUIIUTh PEIyTAIMIO; MOJHBINA KOHTPOJIb; HECKOJIBKO pa3
B JICHb; OBITh JIMIIOM OPTaHHU3AIMH; MPOXOJANTH JJIUHHBIN MyTh; BEUIOKUTH IIEAPHIC
JIEHBI'W; BBICTyMAs MPHU OOJBIIOM CKOIUJICHWH; KOHEUHBIC MOJIb30BATENIH, HE TpaTs
MHOTO; COJEpKaTeIbHBIE CIIOBA; YTOOBI MOJIYYHTh OTJIACKY; JKEJIaeMOE€ BO3JICUCTBUE
Ha YMbI; HAHUMAaTh 3HAMEHUTOCTEH WJIM U3BECTHBIX JIMYHOCTEH; C YIBIOKOW; TPOIBH-
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raTb NPOAYKIHUIO WJIN YCIYI'HM; OUYCHb JOJII0 JICKATh Ha ITOJIKC, OBITh OYCHB TBOpPYC-
CKHM H BCCTJJa aKTHUBHBIM, oe3 CTpaxa OTBCYAaTh HAa HCCKOJBbKO BOIIPOCOB.

II. Answer the following questions using the word combinations and phrases
from Exercise 11:

1. Why do organizations need to pay for every single advertisement aired on
television or radio? 2. Who strives hard to gain publicity for their organization
without spending much? 3. What do they organize in order to create awareness about
their organization? 4. Why do organizations even hire celebrities or famous
personalities? 5. Who has a control over the content of every advertisement? 6. What
depends on media people? 7. Why do advertisements generally have a longer shelf
life as compared to press releases? 8. Do public relations experts need to be
extremely creative and always on their toes? 9. Why must they master the art of
putting thoughts into meaningful words? 10. Why is the exposure more in case of
public relations than in advertising? 11. Is public relations more cost effective as
compared to advertisements? Explain why. 12. Who gets a better opportunity to
directly interact with the potential customers and promote his products or services?

IV. Find in the text and copy out sentences in which prepositions into and for
are used. Translate them.

V. Retell the above text using as many of the word combinations and phrases
from Exercise Il as you can.

VOCABULARY AND GRAMMAR EXERCISES

I. Choose the proper verb form and translate the sentences.

1. The term USP has ..... used to describe one's "personal brand" in the
marketplace. 2. This term was ..... by a television advertising pioneer Rosser
Reeves of Ted Bates & Company. 3. The most basic form of media content analysis
..... positive, negative, and neutral ratings. 4. This categorisation is done ..... on the
belief that positive coverage supports achievement of objectives. 5. His article may
..... iIn media that do not reach target audiences. 6. The magazine ..... your interview
in a row yesterday. 7. Public relations pioneer Edward Bernays ..... the creation and
use of press releases.

(Missing verbs: is, published, been, refined, appear, developed, based)

1. Explain in English the meaning of:
an advertisement, public relations, an interview, publicity, creative.

1. Ask all types of questions to the following sentence:
Organizations have to pay for every advertisement.

IV. Fill in prepositions:
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1. A newsletter is a regularly distributed publication that is generally ..... one
main topic of interest to its subscribers. 2. Newsletters are often distributed .....
schools to inform parents about things that happen in that school. 3. Some newsletters
are created as money-making ventures and sold directly ..... subscribers. 4. Public
organizations emit newsletters ..... order to improve or maintain their reputation in
the society. 5. A press release is a written or recorded communication directed at
members ..... the news media. 6. A press release provides reporters ..... an
information subsidy containing the basics needed to develop a news story.

Keys: of, in, about, with, at, to.

SPEAKING:
L. Study the following information. What is your opinion on the topic?

Celebrity Branding

This type of advertising focuses upon using celebrity power, fame, money,
popularity to gain recognition for their products and promote specific stores or
products. Advertisers often advertise their products, for example, when celebrities
share their favorite products or wear clothes by specific brands or designers.

Celebrities are often involved in advertising campaigns such as television or
print adverts to advertise specific or general products. The use of celebrities to
endorse a brand can have its downsides, however; one mistake by a celebrity can be
detrimental to the public relations of a brand. For example, following his
performance of eight gold medals at the 2008 Olympic Games in Beijing, China,
swimmer Michael Phelps' contract with Kelloggs was terminated, as Kellogg's did
not want to associate with him after he was photographed smoking
marijuana. Celebrities such as Britney Spears have advertised for multiple products
including Pepsi, Candies from Kohl's, Twister, and Toyota.

I1. Imagine you are a clerk of a company. Advertise your product.
III. What different methods of advertising do you know? Which do you think is
the most effective?

TEXT 4
LOBBY
1. Read and translate the text.

Lobbying (also lobby) is the act of attempting to influence decisions made by
officials in the government, most often legislators or members of regulatory agencies.
Lobbying is done by many types of people, associations and organized groups,
including individuals in the private sector, corporations, fellow legislators or
government officials, or interest groups.

Lobbyists may be among a legislator's constituencies, meaning a voter or block
of voters within his or her electoral district, or not; they may engage in lobbying as a
business, or not. Professional lobbyists are people whose business is trying to
influence legislation on behalf of a group or individual who hires them. Individuals
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and nonprofit organizations can also lobby as an act of volunteering or as a small part
of their normal job. Governments often define and regulate organized group lobbying
that has become influential.

This system is a very important resource that governments use — and it could be
argued abuse — for keeping control of information flows to the media and hence to the
general public. It is also clear, despite claims to the contrary by those who have
utilised it, that it is a unique system within Western democracies. This does not mean
that other governments do not attempt to manage information — of course they do —
but it is normal practice to appoint a party political spokesperson who openly
represents the government position and is attributable.

The ethics and morality of lobbying are dual-edged. Lobbying is often spoken of
with contempt when the implication is that people with inordinate socioeconomic
power are corrupting the law (twisting it away from fairness) in order to serve their
own interests. When people who have a duty to act on behalf of others, such as
elected officials with a duty to serve their constituents' interests or more broadly the
public good, stand to benefit by shaping the law to serve the interests of some private
parties a conflict of interest exists. Many critiques of lobbying point to the potential
for conflicts of interest to lead to agent misdirection or the intentional failure of an
agent with a duty to serve an employer, client, or constituent to perform those duties.
The failure of government officials to serve the public interest as a consequence of
lobbying by special interests who provide benefits to the official is an example of
agent misdirection.

In contrast, another side of lobbying is making sure that others' interests are
critique defended against others' corruption, or even simply making sure that minority
interests are fairly defended against mere tyranny of the majority. For example, a
medical association may lobby a legislature about increasing the restrictions
in smoking prevention laws, and tobacco companies lobby to reduce them: the first
regarding smoking as injurious to health and the second arguing it is part of the
freedom of choice.

All the national newspapers and television and radio broadcasters are
represented in the Lobby. Clearly the Lobby works well for the media, in the sense
that it is relatively easy to obtain a news ‘story’ in time for the evening news or the
morning editions. It also works well for the government of the day by providing a
system of information management which allows it to control and structure the
media’s political news agendas.

I1. Read and memorize the following words:
abuse — 3moymnorpebiieHue

attempt v. — IbITaThCS, IPEAIIPUHUMATD

be dual-edged — nepen. ObITH 00010 JO0O0CTPHIM
claim — uck, npetreH3us

contempt — npe3peHue

constituency — U30MpaTeIbHBIN OKPYT, IIEKTOPAT
defend v. — orcrauBath, nojAepKkUBaTh (MHEHHE)
define v. — onpenensath
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engage v. — 3aHUMAaThCs

fairly — cipaBe1yiBO

injurious — BpeIHBIN

legislator — 3akoHOaTEH

legislature — 3akoHOAaTEIBLHAS BIACTH

lobby v. — am. BITaThCS BO3/ICHCTBOBATH HAa WICHOB MapiiaMEHTa B MOJIb3Yy TOTO
WJIA WHOTO 3aKOHOIIPOEKTA

mere — NpoCTon

on behalf of — or umenn

prevention — IpeIOTBpAIICHIUE

volunteering — 10OpOBOJIEYECTBO, BOJIOHTEPCTBO

voter — u3dupareib

EXERCISES TO THE TEXT

L. Spell and transcribe the following words:
critique, tyranny, legislature, consequence, failure, corruption, injurious,
lobbyist, fairly, attributable.

II. Find in the text English equivalents for the following word combinations and
phrases, and write them out:

MHTEPEChl MEHBIIUHCTBA; BIMATh HA PEIICHUS; BPEAHO IS 3I0POBbS; Ha3HA-
YUTh MAPTUHHO-TIOIUTUYECKOTO MPEACTABUTENSI; TPYIIBI IO UHTEpecaM; OT UMECHHU
YelioBeKa, KOTOPhI HAHMMAET WX; KOJUIETH — 3aKOHOAATENH; MOKHO YTBEPKIaTh O
37I0YMOTPEOJICHNH; HE TBITAIOTCS YIPABIATh HHPOPMAIUEH; KTO OTKPHITO MPEICTaB-
JISIET TO3UIMIO TIPABUTEIHCTBA; MOBECTKA JHS JUIS MOJIMTUIECKUX HOBOCTEH CpPEICTB
MacCcoBOM MH(pOpPMAIINK;, YMBIIIUICHHOE O€37CiCTBHE; OTBOpaduBas €ro (3aKO0H) OT
CIIPaBEUTMBOCTH;, YTOOBI CIIY>)KHTh HHTEPECAM CBOMX M30UpaTENeil; CTaparOTCs BBIUT-
paTh OT CO3JaHUsS 3aKOHA; YKa3bIBAIOT HA BO3MOXKHOCTh KOH(JIUKTOB; 3aKOHBI IO
npo(UIaKTHKE KypEHUS.

Il. Answer the following questions using the word combinations and phrases
from Exercise II:

1. What is lobby? 2. Who is lobbying usually done by? 3. What are professional
lobbyists? 4. Do governments define and regulate organized group lobbying? 5. Why
is this system a very important resource? 6. Do all governments attempt to manage
information? 7. Why are the ethics and morality of lobbying dual-edged? 8. What do
many critiques of lobbying point to? 9. Is the failure of government officials to serve
the public interest as a consequence of lobbying by special interests an example of
agent misdirection? 10. What another side of lobbying do you know? Give an
example. 11. Are all the national newspapers and television and radio broadcasters
represented in the Lobby? 12. Does the Lobby work well for the media and the
government? Why?

IV. Retell the above text using as many of the word combinations and phrases
from Exercise Il as you can.
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VOCABULARY AND GRAMMAR EXERCISES

I. Choose the correct alternative in each of the following sentences.

1. Virtually any medium can be used for advertising / crowd manipulation.

2. More and more people live in a customer / consumer society.

3.Television programmes are regularly interrupted by commercials /
announcements.

4. The spokesperson / legislator travels to target cities and spreads the word
about a product or service.

5. The streets of our cities are full of advertisements / propaganda.

6. In some fashion magazines there is more publicity / advertising than there are
articles.

7. The launch / take off of an advertising campaign / attack for a new premiere
in the famous theater was accompanied by massive fame/publicity.

8. Products with well-known logos / brands are always very popular.

II. Some of the following sentences have mistakes in the use of the verb forms.
Correct those you think are wrong, using present simple, past simple or present
perfect forms. Use the italicized time expressions to help you.

Example: A/l my life, | loved going to the cinema. — Wrong.
All my life, | have loved going to the cinema.

1. This public relations specialist already established and maintained
relationships with an organization's target audience.

2. During the 1990s specialities for communicating to certain audiences
emerged, such as investor relations or technology PR.

3. One of the most famous campaigns of Bernays has been the women's cigarette
smoking campaign in 1920s.

4. All my life, I work with various media for the purpose of informing the public
of an organization's policies.

5. The first modern colour prints began to be produced around the year 1850.

6. This is the most effective political poster he ever designed to protest against
the atomic bomb.

7. In recent times, the Internet becomes the latest and most popular mass
medium.

8. Commercial advertisers have wsually sought to generate increased
consumption of their products or services through "branding".

1. Ask all types of questions to the following sentence:

This group of persons will be engaged in trying to influence legislators or other
public officials in favor of a specific cause.

IV. Find in the text and copy out sentences in which linking expressions despite,
in contrast, such as and for example are used. What idea do they introduce?
Translate the sentences with them.
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V. Read the sentences below. Choose the correct form.

1. Print media use a physical object such as / for example a newspaper, book,
pamphlet or comics, to distribute their information.

2. In contrast/ despite, the organization hired public relations experts who
created its positive image in the minds of target audiences through arguments and
reasoning.

3. He was not satisfied, in contrast / despite creating a positive image of this
brand in the minds of target audiences.

4. For example / Such as, a public relations expert showed how communication
technologies enabled organizations to increase their public influence.

5. Such as/ For example, the expansion of public relations activity has been
accompanied by an increasing reliance upon media management strategies.

6. Despite / In contrast bitter internal conflicts, she became the leader of the
party.

7. In contrast / Despite, this type of advertising focuses upon using celebrity
fame and popularity.

8. Ministers were frequently sacked for being disloyal, despite/ in contrast
disagreeing with the Prime Minister.

9. Nonprofit organizations rely on free modes of persuasion, such as / for
example a public service announcement.

V1. Which of the linking expressions in Exercise V:
a) introduces a contrasting idea?
b) introduces clarification?

SPEAKING:

I. Do you agree with such definition? Share your opinions on the topic.

Lobbying refers to the activities of individuals, acting either for themselves or on
behalf of others, that attempt to influence political decision makers. Lobbying as an
activity is usually informal, that is, communication between lobbyists and political
decision makers is seldom public. Lobbying has come to be synonymous with so-
called special interests, the implication being that lobbying and lobbyists somehow
work against "the will of the people."

(From Encyclopedia of Business)

I1. Comment on the following.

The main aim of advertisers is to attract your attention and then to make you buy
this or that product whether you like it or not. There are intrusive advertisements for
example those on the TV; in such a case you understand the aims of advertisers and
it's more difficult for them to make you buy their product. The only way to make you
buy it is to persuade you with the help of logical arguments that you really need it.

1. Think what you would do, wear if you were a famous personality.
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UNITV

TEXT 1
REPUTATION
1. Read and translate the text.

Reputation of a social entity (a person, a social group, an organization) is an
opinion about that entity, typically a result of social evaluation on a set of criteria. It
is important in business, education, online communities, and many other fields.
Reputation may be considered as a component of identity as defined by others.

Reputation is known to be a ubiquitous, spontaneous, and highly efficient
mechanism of social control in natural societies. It is a subject of study in social,
management and technological sciences. Its influence ranges from competitive
settings, like markets, to cooperative ones, like firms, organizations, institutions and
communities. Furthermore, reputation acts on different levels of agency, individual
and supra-individual. At the supra-individual level, it concerns groups, communities,
collectives and abstract social entities (such as firms, corporations, organizations,
countries, cultures and even civilizations). It affects phenomena of different scales,
from everyday life to relationships between nations. Reputation is a fundamental
instrument of social order, based upon distributed, spontaneous social control.

Until very recently the cognitive nature of reputation was substantially ignored.
This has caused a misunderstanding of the effective role of reputation in a number of
real-life domains and related scientific fields. In the study of cooperation and social
dilemmas, the role of reputation as a partner selection mechanism started to be
appreciated in the early 1980s.

Working toward such a definition, reputation as a socially transmitted (meta-)
belief (i.e., belief about belief) concerns properties of agents, namely their attitudes
toward some socially desirable behaviour, be it cooperation, reciprocity, or norm-
compliance.

Reputation plays a crucial role in the evolution of these behaviours: reputation
transmission allows socially desirable behaviour to spread. Rather than concentrating
on the property only, the cognitive model of reputation accounts also for the
transmissibility and therefore for the propagation of reputation.

A recommendation can be extremely precise; in the stock market, for example,
an adviser, when discussing the reputation of a bond, can supplement his informed
opinion with both historical series and current events. On the other hand, in informal
settings, gossip, although vague, may contain precious hints both to facts ("I've been
told this physician has shown questionable behaviour") and to conflicts taking place
at the information level (if a candidate for a role spreads defamatory about another
candidate, who should you trust?).

Moreover, the expression "it 1s said that John Smith is a cheater" is intrinsically
a reputation spreading act, because on the one hand it refers to a (possibly false)
common opinion, and on the other hand the very act of saying "it is said" is self-
assessing, since it provides at least one factual occasion when that something is said,
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exactly for the fact the person who says so (the gossiper), while appearing to spread
the saying a bit further, may actually be in the phase of initiating it.
(From Wikipedia, the free encyclopedia)

II. Read and memorize the following words:

account v. for — CIIyXUTh MPUIHUHON Ye20-71., OOBSICHSITH
affect v. — BIHUSATH, BO31€HCTBOBAThH

appreciate v. — OIleHUBATh

cheater — MOIIIEHHUK, OOMAHIITUK, KYJIUK, ITyJIEpP

cognitive — MO3HABATEIbHBIN

concern v. — KacatbCsi, OTHOCUTHCS

consider v. — paccMaTpuBaTh, U3y4UTh, OOIYMaTh
defamatory — kieBeTHUYECKUMN, TUCKPEUTHPY IO
desirable — sxenaTenbHBIN, 11EI1€CO00pPa3HBIN

entity — opraHuzanus, IpeanpusiTue, CyobeKT

evaluation — olieHKa, OIlcHUBAaHUE

furthermore — kpome Toro, 6osee Toro

g0SSip — CIUIETHS, OOJITOBHSI, 3JI0CJIOBHE

hint — HamEk

intrinsically — Hepa3pbIBHO, H3HAYAJILHO

norm-compliance — COOTBETCTBHUE HOpMaM

precious — MaHEPHO-U3BICKAHHBIN

precise — TOYHBINA, YETKUN

range v. from — Koe6aThCsi B M3BECTHBIX MpeIeax
reciprocity — B3auMHOCTh, 000I0THOCTh, B3aUMOTIOMOIITh, B3aNMO/ICHCTBHE
related — cBSI3aHHBIN, OTHOCSIIHIACS

self-assessing — camoolIeHKa

substantially — cymiecTBeHHO, 3HaYUTEIBHO, OCHOBATEILHO
transmissibility — mepenaBaeMocTh

ubiquitous — Be31eCyIIUi, TOBCEMECTHBIMN

vague — HEOIPEICIIEHHbBIN, TYMAHHbIN, HESICHBIN, HETIOHATHBIN

EXERCISES TO THE TEXT

L. Spell and transcribe the following words:
evaluation, behaviour, ubiquitous, precise, supra-individual, although, criteria,
furthermore, spontaneous, compliance.

II. Find in the text English equivalents for the following word combinations and
phrases, and write them out:

0osiee TOro; pemyTaius COIMAIBbHOTO CyOBhEeKTa; CIUICTHUK,; KOHKYPEHTHBIC ITa-
paMeTphl; Ha Pa3TUYHBIX YPOBHSIX YUPEKICHUS; Hadala OICHUBATHCS; BECbMa BbI-
cok03(hPEeKTUBHBIN MEXaHNU3M COIMATBLHOTO KOHTPOJIS; CMEKHbBIE HAydHBbIE 00IaCTH;
SIBIICHUS Pa3HBIX MAacCIITa0O0B; OOIIECTBEHHAs OIICHKA; TT03HABATEIIbHAS MOJCIIb PEIy-
TaIM¥; TIPU BO3HUKHOBCHHWH PACIpPOCTPAHEHHUs CKa3aHHOTO; Ha (POHIOBOM DPBIHKE,
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oJuH (haKTHUUECKUH CITydail; 10 HEAABHETO BPEMEHH; ObljIa IO CYIIECTBY IPOUTHOPH-
pOBaHa; HEPA3PBIBHO SIBJIETCS aKTOM PAcHpOCTpPaHEHUsl peryTalii; OCHOBHOM WH-
CTPYMEHT OOIIECTBEHHOTO MOpsAIKa; HEMOHUMaHue d(PPEKTUBHON PO penyTaluu;
pacnpocTpaHEHHOE MHEHHUE; MOTYT COJEP’KaTh MaHEPHO-U3bICKAHHBbIE HaMEKH; pac-
IPOCTpaHsET KJIEBETY O APYroM KaHAUAATe; B HehOpMallbHON 0OOCTaHOBKE.

III. Ask your own questions to the text for class discussion.
IV. Find in the text synonyms of the following words:

associated, various, choice, decisive, lately, conduct, incorrect, fame, to hold.

V. Retell the above text using as many of the word combinations and phrases
from Exercise Il as you can.

VOCABULARY AND GRAMMAR EXERCISES

I. Complete and translate:

Word-building: differ v. + ent = different adj.

depend, exist, insist, persist, cohere, reminisce, coincide, consist, provide, string,
respond, impend, emerge.

II. Find in the above text and copy out sentences containing adjectives with the
suffix -ent, translate them.

NOTE:
A limited number of nouns have irregular plural forms, for example, some words
of Greek or Latin origin. They have kept their own plural endings:
calculus - calculi

1. Give the correct form of the plural of the given borrowed nouns:
analysis, crisis, thesis, formula, datum, referendum, memorandum, medium,
corrigendum.

IV. Give the singular of each of the following:

bases, hypotheses, media, stimuli, indices, spectra, fora, millennia.

V. Find in the above text and copy out sentences in which irregular plural forms
are used, translate them.

V1. Complete the following sentences using the words from the box:

towards its of as such most itself
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1. There are many different and often conflicting models ..... reputation. 2.
Behaviors ..... as advocacy, commitment and cooperation are key positive outcomes
of a positive reputation. 3. The consequences of reputation reside in the behaviors
that stakeholders demonstrate ..... a company. 4. Reputation is one of the .....
valuable forms of "capital" of a company. 5. He acquired a reputation ..... a public
relations expert before he started creating the positive image of the organization. 6. A
person’s reputation is as fragile and vulnerable as human life ..... . (Robert Traver)
7. Many companies rely on reputation transfer as a means of transferring the good
reputation of a company and ..... existing products to new markets and new
products.

VIL. Find in the above text and copy out sentences in which linking expressions
therefore, on the other hand, moreover, furthermore and namely are used. What
idea do they introduce? Translate the sentences with them.

SPEAKING:

I. Discuss the following questions. Use the topical vocabulary.

1) What constitutes a ‘good’ reputation?

2) If your friend spreads defamatory information about you, would you trust
him?

3) What do you think would improve the standing of public relations in society?

I1. Study the following information. What is your opinion on the topic?

Reputation

Better regarded companies build their reputations by developing practices that
integrate economic and social considerations into their competitive strategies. They
not only do things right — they do the right things. In doing so, they act like good
citizens. They initiate policies that reflect their core values; that consider the joint
welfare of investors, customers, and employees; that invoke concern for the
development of local communities; and that ensure the quality and environmental
soundness of their technologies, products and services.

TEXT 2
REPUTATION MANAGEMENT

1. Read and translate the text.

Many businesses have public relations departments dedicated to managing their
reputation. In addition, many public relations firms describe their expertise in terms
of reputation management. The public relations industry is growing due to the
demand for companies to build corporate credibility and hence reputation. Incidents
which damage a company's reputation for honesty or safety may cause serious
damage to finances. For example, in 1999 Coca-Cola lost $60 million (by its own
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estimate) after schoolchildren reported suffering from symptoms like headaches,
nausea and shivering after drinking its products.

Despite the rising interest in reputation, few companies have reputation officers.
Although many companies will say company reputation is the job of the CEO,
managing reputation is a daily function and can best be given to an individual in the
organization.

For example, Hoover's has a list of officers with the term "reputation" in their
titles. Foro de Reputacion Corporativa is a group of 11 companies in Spain that has
reputation officers. Despite the great interest in reputation, there only remain 25 or
fewer people as reputation officers. Some would argue reputation-building and
protection is the job of the CEO and not any direct report. Others would say that the
CEO has too many responsibilities to focus on reputation.

Reputation can be managed, accumulated and traded in for trust, legitimization
of a position of power and social recognition, a premium price for goods and services
offered, higher customer loyalty, a stronger willingness among shareholders to hold
on to shares in times of crisis, or a stronger readiness to invest in the company's
stock. Therefore, reputation is one of the most valuable forms of "capital" of a
company.

According to Joachim Klewes and Robert Wreschniok, delivering functional and
social expectations of the public on the one hand and manage to build a unique
identity on the other hand creates trust and this trust builds the informal framework of
a company. This framework provides "return in cooperation" and produces reputation
capital. A positive reputation will secure a company or organization long-term
competitive advantages. The higher the Reputation Capital, the less the costs for
supervising and exercising control.

The stakeholder theory says corporations should be run for the benefit of all
"stakeholders," not just the shareholders. Stakeholders of a company include any
individual or group that can influence or is influenced by a company's practices. The
stakeholders of a company can be suppliers, consumers, employees, shareholders,
financial community, government, and media. Companies must properly manage the
relationships between stakeholder groups and they must consider the interest(s) of
each stakeholder group carefully. Therefore, it becomes essential to integrate public
relations into corporate governance to manage the relationships between these
stakeholders which will enhance the organization's reputation. Corporations or
institutions which behave ethically and govern in a good manner build reputational
capital which is a competitive advantage. According to Fombrun, a good reputation
enhances profitability because it attracts customers to products, investors to
securities and employees to its jobs.

A company's reputation is an asset and wealth that gives that company a
competitive advantage because this kind of a company will be regarded as a reliable,
credible, trustworthy and responsible for employees, customers, shareholders and
financial markets.

Reputation is a reflection of companies’ culture and identity. Also, it is the
outcome of managers' efforts to prove their success and excellence. It is sustained
through acting reliably, credibly, trustworthily and responsibly in the market. It can
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externally with key stakeholder groups. This directly influences a public company's
stock prices in the financial market. Therefore, this reputation makes a reputational
capital that to become socially acceptable. As a consequence, public relations must be
used in order to establish long lasting relationships with the stakeholders, which will
enhance the reputation of the company.

(From Wikipedia, the free encyclopedia)

Commentary

Hooveris a surname, an Anglicized form of the German Huber, originally
designating a landowner or a prosperous small farmer.

The Foro de Reputacion Corporativa (fRC, Corporate Reputation Forum) is a
not-for-profit organisation founded in September 2002 by Agbar, BBVA, Telefonica
and Repsol-YPF, as a place for encounters, analysis and dissemination of corporate
reputation trends, tools and management models.

The fRC’s interest in reputation arises from its conviction of its impact in
creating value for the companies making it up and their interest groups. The fRC has
a revolving chair and secretariat, such functions are carried on by a different member
company each year.

CEOQO: A chief executive officer describes the position of the most senior
corporate officer (executive) or administrator in charge of managing a for-profit
organization. The CEO of a corporation or company typically reports to the board of
directors and is charged with maximizing the value of the entity.

II. Read and memorize the following words:
argue v. — ClIOpUTbh, apTyMEHTHPOBATh

asset — aKTHB; IIEHHOE Ka4yeCTBO

behave v. — BecTu cebs, MocTymnarth

benefit — BeiroAa, MoikL3a

cause v. — ObITh IPUYNHOM; 3aCTABJIATH
credibility — noBepue

demand — cnipoc, noTpeOHOCTh, TpeOOBaHNE
due to — u3-3a, BCIEACTBHE, [0 IPUIUHE
enhance v. — TOBBINIATH, yIy4IIaTh
framework — cTpykTypa, ocHOBa

headache — rosnoBuas 60:1b

hence — cienoBaTenbHO

honesty — 4ecTHOCTh, MPaBAUBOCTH

incident — MHITUACHT, IPOUCIIIECTBUE
legitimization — y3akOHUBaHUE, JIETUTUMAITUS
long-term — TOATOCPOYHBIN, TUTETHHBIN
nausea — TOIIHOTa, MOpcKasi 00JIe3Hb

on the one hand — ¢ oHO# CTOPOHBI

on the other hand — ¢ apyroii croponsl
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properly — 10KHBIM 00pa3oM, MPaBUIBLHO

remain v. — OCTaBaThCA

responsibility — 0TBEeTCTBEHHOCTD

shareholder — akimonep

stakeholder — 3auHTEepecoBaHHast CTOPOHA, MOCPETHUK
suffer from v. — cTpagaTk, UCTIBITHIBATD, TEPIICTh

sustain v. — HOJIIEPKUBATh

trade v. — oOMeHHMBATH(CS), UCIIOIB30BaTh B IMYHBIX IIEIISAX
unique — YHUKaJbHbIN, 3aMeYaTeNbHbINA B CBOEM pOJIe
willingness — TOTOBHOCTh

EXERCISES TO THE TEXT

1. Spell and transcribe the following words:
nausea, headache, legitimization, unique, government, ethically, success,
employee, shareholder, shivering, readiness.

II. Find in Text 2 English equivalents for the following word combinations and
phrases and write them out:

OTpaXCHHE KYJIbTYphl U CAaMOOBITHOCTH KOMITAHUI; BEOMCTBA TI0 CBSI3sIM C 00-
IIIECTBEHHOCTHIO; MIOBPEIUTH PEMyTAllMA KOMIIAHUH; TIOCTPOUTHh KOPIIOPATUBHOE JI0-
BepHe; KOHKYPEHTHOE MPEUMYIIECTBO; COCPEIOTOUNTHCS HA PEIyTaIlud; Py TaIlus
MOKET HaKaIUTMBAaThCS U OOMEHHBATHCS Ha JIOBEPHE; CTPAJAIOIINE OT CUMIITOMOB;
JETUTHMAITUS TO3HIIMN CUJIBI, JOKA3aTh CBOM YCIEX W TPEBOCXOJCTBO; B TEPHUOI
KpH3HCa; caMble IICHHBIC; Ha 01aro BCEX 3aMHTEPECOBAHHBIX CTOPOH; JOCTOBEPHO H
OTBETCTBEHHO; HECMOTPS Ha OOJBIIYI0 3aMHTEPECOBAHHOCTh B PEMYTAIMH, CO3MAET
JIOBEpHE; YIPABISATH OTHOIICHUSMHU JOJDKHBIM 00pa3oM; depe3 MOoCIeI0BaTEIbHYIO
KOMMYHHUKATHBHYIO JESTEIHHOCTD.

ITI. Answer the following questions using the words and phrases from Exercise
1I:

1. What departments do many businesses have? 2. The public relations industry
is growing due to the demand for companies to build corporate credibility and
reputation, isn’t it? 3. What may incidents which damage a company's reputation for
honesty or safety cause? Give an example. 4. How many reputation officers do
companies have? 5. Who is a daily function of managing reputation usually given to
in the organization? 6. What organization is a group of 11 companies that has
reputation officers? 7. Why is reputation one of the most valuable forms of "capital”
of a company? 8. What builds the informal framework of a company according to
Joachim Klewes and Robert Wreschniok? 9. Why will a positive reputation secure a
company or organization long-term competitive advantages? 10. Which theory says
that corporations should be run for the benefit of all "stakeholders," not just the
shareholders? 11. Why does it become essential to integrate public relations into
corporate governance to manage the relationships between the stakeholders? 12.
What  corporations or institutions can build reputational capital? 13. Is it a
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trustworthy and responsible for employees, customers, shareholders and financial
markets? 15. What is a reflection of companies’ culture and identity? 16. What must
be used in order to establish long lasting relationships with the stakeholders, which
will enhance the reputation of the company?

IV. Find in the text and copy out sentences in which prepositions between and
among are used. Translate them.

V. Find in the above text synonyms of the following words:
owing to, secure, to withstand, successive, duly, to consider, pupils.

V1. Retell the above text using as many of the word combinations and phrases
from Exercise Il as you can.

VOCABULARY AND GRAMMAR EXERCISES

I. Complete and translate:

Word-building: bright adj. + ness = brightness n.

abrupt, aware, dark, large, mean, open, light, friendly, persuasive, quick, quiet,
rich, sick, unique, innovative, abstractive, sensitive, loud.

II. Find in the above text nouns with the suffix —ness, copy them out and
translate.

ITI. Choose the correct alternative in each of the following sentences.

1. A (poor/good) corporate reputation can cause considerable commercial
damage. 2. Reputation can be sustained (across/through) consistent communication
activities both internally and externally with key stakeholder groups. 3. Lloyds Bank
starts every board (collection/meeting) not with sales or the balance sheet, but with
reputation. 4. Employees of a company are not only stakeholders themselves but also
a channel of (communication/responsibility) with other stakeholder groups. 5. The
alternative approach is to be reactive: to respond with (reputation/communication)
enhancing measures to whatever situation a business finds itself in. 6. These results
are used to create reputation through marketing and communications strategies across
all platforms, including social (environment/media). 7. There are some reputation
(experts /officers) in this company due to the rising interest in reputation.

IV. Find in the above text and copy out sentences in which linking expressions
therefore, on the other hand, on the one hand, although, hence, in addition, and

because are used. What idea do they introduce? Translate the sentences with them.

V. Ask all types of questions to the following sentence:
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Public relations must be used in order to establish long lasting relationships with
the stakeholders.

V1. Translate the following sentences into English:

1. I'maBHBIN UCTIOTHUTEIBHBIN TUPEKTOP ONpeaessieT OOyl CTpaTeTuio Mpea-
NpUATHS, TPUHUMAET PEIIeHUs] Ha BBICIIEM YpPOBHE. 2. YIpaBlieHHE penmyTanuei —
ATO METO/MKA BBISBICHUS (PAKTOPOB, BIMSAIOUIMNX HA PEIyTalyio KOMIAHUW WU Ya-
cTHOro nuua. 3. OCHOBHAs 3a/laya yIpaBJi€HUs peryTalueil COCTOUT B YMEHbIICHUH
HETaTUBHOW MH(OpMAINK B pe3yJbTaTax Mmoucka. 4. B HEKOTOPBIX CIy4asx UCIOIb-
30BaHME T'PSI3HBIX METOJOB YIPABJICHUS PEIyTallMed MOXKET HETAaTHBHO OTPA3UTHCS
Ha KOMITAaHUSX, €CIIM MX MOIMBITKH CKPBITh HETATHBHYIO WH(POPMAIIHIO TIPOBATUBAIOT-
cs. 5. MHorue areHTCcTBa OY€Hb CEPhE3HO OTHOCSTCS K BOMPOCY PEMyTaIlH KIIMEH-
TOB, C KOTOPBIMH OHU pabOTaIoT.

SPEAKING:
I. Explain why reputation management is so important.

I1. Discuss the following question:
What can you do to enhance your own sense of self, so you don't feel the urge to
bring others down, and therefore, have a positive impact on others?

1. Speak on your friend as a person of a certain position.

TEXT 3
CAUSES AND CONSEQUENCES OF REPUTATION

1. Read and translate the text.

Terminology such as reputation, branding, image and identity is often used
interchangeably, or to distinguish differences between related constructs. Much of
this confusion has been alleviated by recent work integrating reputation models in
terms of underlying psychological theory. According to Money and Hillenbrand
reputation models can be placed in a framework that relates to reputation, its causes
and its consequences. In this approach it is important not only to understand
reputation, but also to identify the causes of reputation and its consequences.

Reputation however is not something that can be owned, but develops as a result
of how a business is perceived by its key stakeholders, such as customers, employees,
suppliers and the press, with each group holding a different perspective according to
their particular expectations. Yet while it cannot be controlled, it is possible to
influence how your business is perceived through developing an understanding of
each stakeholder group and using the resulting insight for action.

Causes of reputation are seen to reside in stakeholder experiences. Stakeholder
experiences relate to a company's day-to-day business operations, its branding and
marketing and "noise" in the system, such as the media and word of mouth. Further
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customers' expectations, the (perceived) quality of the company's goods and services
and the subsequent customer satisfaction, all of which differ according to the
respective customers' cultural background.

Influencing reputation is inevitably a slow-burn of a job that requires
commitment from the whole organisation and the ability to monitor, analyse, and act
on stakeholder perceptions of the brand or business.

Reputation is seen to reside in the beliefs that stakeholders hold about a
company (the cognitive element) and the feelings that stakeholders have about a
company (the affective element). While the cognitive element of reputation can
reflect the uniqueness of a company or of products in term characteristics such as
brand attributes (whether an organisation is delivering high quality products, is
international, friendly etc.), the affective element is always evaluative. In other
words, it gives an indication of whether stakeholders like, admire or trust a company
and its attributes. A unique and distinctive cognitive evaluation of a company only
has value if this results in a positive affective evaluation and positive consequences of
reputation.

(From http://www.catalyst.com/news/archive/)

II. Read and memorize the following words:
admire v. — BOCXHIIATHCS

alleviate v. — oGneruath

cognitive — O3HABATEILHBIN

commitment — 0053aTeTLCTBO

confusion — nmyTanuiia, Hepa3depuxa
consequence — CJIEICTBHE, TOCICICTBHUE
distinctive — OTIIMYUTEIbHBIN

distinguish v. — BeIIETTUTH, pa3IuyaTh

inevitably — Hen30eKHO

interchangeably — B3aumo3ameHsieMbIM 00pa3zoM
perceive v. — BOCIPUHUMATh, OCO3HABATH

relate to v. - oTHOCATCS K

reside v. — nmpeObIBaTh, HAXOIUTHCS

slow-burn — 30. MmesIeHHOE YBIIEUEHUE YeM-1UOO
subsequent — mocaeayIONIHiA

EXERCISES TO THE TEXT

L. Spell and transcribe the following words:
consequence, interchangeably, uniqueness, image, evaluative, admire.

II. Translate and memorize the following word combinations and phrases:

to be used interchangeably, the perceived innovativeness, to distinguish
differences, cognitive evaluation, underlying psychological theory, consequences of
reputation, to reside in the beliefs, to be placed in a framework, perceptions of the
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brand, cultural background, to identify the causes, the resulting insight, a slow-burn,
the ability to monitor, much of this confusion, according to their particular
expectations.

II1. Ask your own questions to the text for class discussion.

IV. Explain in English the meaning of:
terminology, important, unique, value, psychological.

V. Retell the above text using as many of the word combinations and phrases
from Exercise Il as you can.

VOCABULARY EXERCISES

I. Complete the following sentences using the words from the box:

applicants  about early interested  reputation  small it

1. In the study of cooperation and social dilemmas, the role of reputation as a
partner selection mechanism started to be appreciated in the ..... 1980s. 2. Online .....
is a factor in any online community where trust is important. 3. Employers have
begun using the online reputations of job ..... to help their hiring choices. 4.
Reputation management companies work for ..... and large companies. 5. Reputation
management is essential for ensuring that your business presents itself in the way that
you want ..... to be presented. 6. Without reputation management, these people might
see only negative information ..... your company and decide to take their business
elsewhere. 7. A lot of people are ..... in reputation management.

II. Find in the above text and copy out sentences in which linking expressions as
a result of, in other words, such as and but are used. What idea do they introduce?
Translate the sentences with them.

1. Translate the following sentences. Say which of the linking expressions:
a) introduces an alternative idea?

b) introduces a clarification?

¢) introduces a reason?

d) introduces rephrasing and correcting?

1. A chief executive officer did not reach the required standard. In other words,
he failed.

2. I didn’t meet the adviser, but I discussed the reputation of a bond with the
manager and supplemented his informed opinion with current events.

3. Her son met his wife as a result of an advertisement, he inserted in a
newspaper.
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4. Media relations involves working with various media such as
a newspaper, book, pamphlet or comics, to distribute th Unit V. REPUTATION

5. As a result we believe the text reflects the impartial view of the magazine.

6. Experts of the Reputation Institute will track the emotional connection
between a company and its stakeholders alongside perceptions of rational
connections, such as perceptions on products, services, innovation, workplace, and
citizenship.

SPEAKING:

1. Discuss the arguments for the following problem. Make use of the vocabulary
of the topic.

The convergence of globalization, instantanecous news and online citizen
journalism magnifies any corporate wrongdoing or misstep. Barely a day goes by
without some company facing new assaults on its reputation. Reputation recovery is
the long and arduous path to rebuilding equity in a company's good name. Research
has found it takes approximately 3.5 years to fully recover reputation.

II. Explain and expand on the following:
How would you like your relationships to be?

TEXT 4
IMAGE vs. REPUTATION

1. Read and translate the text.

Image and reputation are distinct objects. Both are social in two senses: they
concern properties of another agent (the target's presumed attitude toward socially
desirable behavior), and they may be shared by a multitude of agents. However, the
two notions operate at different levels.

Image is a global or averaged evaluation of a given target on the part of an agent.
It consists of (a set of) social evaluations about the characteristics of the target. Image
may concern a subset of the target's characteristics, i.e., its willingness to comply
with socially accepted norms and customs, or its skills (ways), or its definition as
pertaining to a precise agent. Indeed, we can define special cases of image including
third-party image, the evaluation that an agent believes a third party has of the
target, or even shared image, that is, an evaluation shared by a group. Not even this
last is reputation, since it tries to define too precisely the mental status of the group.

Reputation, as distinct from image, is the process and the effect of transmission
of a target image. To be more precise, we call reputation transmission a
communication of an evaluation without the specification of the evaluator, if not for a
group attribution, and only in the default sense. More precisely, reputation is a
believed, social, meta-evaluation; it is built upon three distinct but interrelated
objects:
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1. a cognitive representation, or more precisely a believed evaluation — this could
be somebody's image, but is enough that this consists of a communicated evaluation;

2. a population object, 1.e., a propagating believed evaluation; and

3. an objective emergent property at the agent level, i.e., what the agent is
believed to be.

In fact, reputation is a highly dynamic phenomenon in two distinct senses: it is
subject to change, especially as an effect of corruption, errors, deception, etc.; and it
emerges as an effect of a multi-level bidirectional process. Reputation is also how
others know and perceive you as an individual.

While image only moves (when transmitted and accepted) from one individual
cognition to another, the anonymous character of reputation makes it a more complex
phenomenon. Reputation proceeds from the level of individual cognition (when is
born, possibly as an image, but not always) to the level of social propagation (at this
level, it is not necessarily believed as from any specific agent) and from this level
back to individual cognition again (when it is accepted).

Moreover, once it gets to the population level, reputation gives rise to a further
property at the agent level. It is both what people think about targets and what targets
are in the eyes of others. From the very moment an agent is targeted by the
community, his or her life will change whether he or she wants it or not or believes it
or not. Reputation has become the immaterial, more powerful equivalent of a scarlet
letter sewed to one's clothes. It is more powerful because it may not even be
perceived by the individual to whom it sticks, and consequently it is out of the
individual's power to control and manipulate.

More simply speaking for those who want a working definition of reputation,
reputation is the sum of impressions held by company's stakeholders. In other words,
reputation is in the "eyes of the beholder". It needs not be just a company's reputation
but could be the reputation of an individual, country, brand, political party, industry.
But the key point in reputation is not what the leadership insists but what others
perceive it to be. For a company, its reputation is how esteemed it is in the eyes of its
employees, customers, investors, talent, prospective candidates, competitors,
analysts, regulators and the list goes on.

Image is a belief, namely, an evaluation. Reputation is a meta-belief, i.e., a belief
about others' evaluations of the target with regard to a socially desirable behavior.

(From Wikipedia, the free encyclopedia)

II. Read and memorize the following words:

agent — NpeacTaBUTEIIDb, TIOCPEIHUK

attribution — nmpunuceIBaHue

build upon v. — oCHOBBIBaTH Ha, PaCCYUTHIBATH HA
cognitive — Mo3HaBaTEIbHBIN

comply with v. — cobnrogaTh, COOTBETCTBOBAThH

concern v. — IMETh OTHOIIICHHE, KacaThCsl, THTEPECOBATHCS
deception — oOMaH, J10XKb

default — HeBbIOMTHEHUE 003aTENBCTB

distinct — OTIENBHBIN, OTYETINBBIN
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emerge v. — MOSBIATHCS
error — ommoOKa

esteem v. — YBaXaTb, [IOYNUTATDH Unit V. REPUTATION

etc. (et cetera [Et ‘s€toro]) — u Tak gajee
evaluation — oreHka

even — Jaxe

1.e. (1d est) — To ecTh

interrelated — B3auMOCBsI3aHHBIN
multitude — MHOKeCTBO, OOIBIIIOE YHCIIO
notion — MOHSATHE

pertain v. — OTHOCUTBCS, OBITh CBOMCTBEHHBIM
perceive v. — BOCIIPUHUMATD, TOHUMATh
precise — TOYHBIN, OnpeaeaEHHbIN
presume v. — mpearnoiaraTh, 10IMyCKaTh
proceed v. — IpoOI0IIKATH

scarlet — aJblIii, ApKO-KpaCHBIi

subset — TOAMHOKECTBO

target — menb

willingness — roTOBHOCTB

EXERCISES TO THE TEXT

L. Spell and transcribe the following words:
default, willingness, dynamic, desirable, equivalent, averaged, emerge.

I1. Find in the text synonyms of the following words:
ascription, readiness, keep on, failure to fulfill an obligation, a mistake, to
suppose, goal, estimate, that is, concept, appear.

. Find in Text 4 English equivalents for the following word combinations and
phrases and write them out:

pabouee ompeseNieHne; pa3InyHbIe MPEAMETHI; MPEANoIaraéMoe OTHOIIEHUE K
IIEJIA; B IBYX CMBICTIaX; MO3HABATEILHOE MPECTABICHNE; a UMEHHO; B TJla3ax ApY-
I'MX; MHOXKECTBOM IIPEICTAaBUTENCH; COOMI0IaTh OOIIECTBEHHO MPHUHITHIE HOPMBI;
CpeImHsisi OIICHKa; CyMMa BIIEYATJICHUH; Ha Pa3HBIX YPOBHSIX; KJIIFOUEBOH MOMEHT B
penyTaluu; OnpeleInTh OCOOCHHBIE CITy4an UMUKaA; CTOPOHHUI 00pa3; yMCTBEH-
HBI CTAaTyC; OTHOCHUTEIBHO COIMAIIBHO KEJIAaTeIhHOTO TOBEICHUS; Mmepeaada mese-
BOro oOpasza (MMHUKa); ¢ TOTO CaMOTO MOMEHTA; 4TOObI ObITh 00Jiee TOYHBIM; KaK
OTHOCSIIIAECS K OMPEeIEHHOMY MPECTABUTEIIO; 3aMHTEPECOBAHHBIE CTOPOHBI KOM-
TIaHUH.

IV. Answer the following questions using the word combinations and phrases
from Exercise II:
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1. Are image and reputation similar objects? 2. What senses are they social in?
3. Is image or reputation an averaged evaluation of a given target on the part of an
agent? 4. What does an image consist of? 5. In what way can we define special cases
of image? 6. What is reputation? 7. How do we usually call reputation transmission?
8. What objects is reputation built upon? 9. Why is reputation a highly dynamic
phenomenon? 10. What level does reputation proceed to from the level of individual
cognition? 11. What does reputation give rise to once it gets to the population level?
12. Why is reputation the sum of impressions held by company's stakeholders?
13. What is the key point in reputation? 14. Is reputation an image or a belief about
others' evaluations of the target with regard to a socially desirable behavior?

V. Complete the following sentences:

1. Image and reputation may be shared by a ..... of agents. 2. We call reputation
transmission a communication of an evaluation without the specification of .... .
3. ..... 1s also how others know and perceive you as an individual. 4. Reputation is
built upon three distinct but ..... objects. 5. From the very moment an agent is
targeted ..... , his or her life will change whether he or she wants it or not or believes
it or not. 6. For a company, its reputation is how esteemed it is in the eyes of'its ..... .

V1. Retell the above text using as many of the word combinations and phrases
from Exercise Il as you can.

VOCABULARY AND GRAMMAR EXERCISES

I. Complete the following sentences using the words from the box:

human on  more already  haven’t observe  image

1. Reputation has become the immaterial, ..... powerful equivalent of a scarlet
letter sewed to one's clothes. 2. A person who has received a good standard of
education of norms in his or her family can easily ..... norms in the greater society,
and world as well. 3. These issues have ..... been discussed by individuals, the
media and politicians. 4. The public's ..... of business leaders has been improved
lately. 5. Since ..... beings have been given individuality, each person’s creativity
has unique characteristics. 6. We ..... yet evaluated the security of reputation systems.
7. Our company has relied ..... reputation transfer as a means of transferring the good
reputation of the company and its existing products to new markets and new products
this month.

Il. Match each group of words to the correct adjective suffix. The suffix must fit
all three words in the group. What spelling changes do you have to make when you

add the suffix?
1 profession tradition norm a) -ous
2 evaluate prospect create b) -al
3 differ persist  coincide c) -ic
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4 power meaning care d) -able

5 fame ubiquity danger e) -ent
6 consider avail dispose f) -ful
7 jurist Islam class g) -ive

Unit V. REPUTATION

II1. Write down all possible questions to the following sentence.
He wanted to enhance corporate reputation in the manufacturing industry.

IV. Find in the above text and copy out sentences in which linking expressions
indeed, in fact, because, moreover, namely, and consequently are used. What idea
do they introduce? Translate the sentences with them.

SPEAKING:

L. Study the following information. What is your opinion on the topic?

The image of the person ideally educated concerning dominion is a “genius,”
which here means a person with rich and profound creativity. Originally everyone has
the talent of genius, since human beings were originally created to become beings
with creativity. As a matter of fact, the Chinese characters for “genius” indicate a
person with talent which is given by Heaven. Creativity is given to a person at birth
as an endowed potential. Therefore, all people have the potential to become a genius
once they manifest their creativity one hundred percent. In order to actualize such
creativity, however, a proper education is necessary. The kind of education necessary
for this purpose is an education of dominion.

I1. Discuss the following questions. Use the topical vocabulary.
1) Are reputation and brand the same thing?
2) How to keep a good business reputation?

III. Comment upon the following statement. Share opinions.

A bad teen reputation can be many of things. Like the way people look at and
talk about you depending on the way you dress, act, talk and how you do things.
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UNIT VI

TEXT 1
GOSSIP
1. Read and translate the text.

Gossip is an idle talk or rumor, especially about the personal or private affairs of
others. It can also be used as an identifier only — as when gossiping about
unreachable icons, like royalty or showbiz celebrities — useful only to show the
gossiper belongs to the group of the informed ones. While most cases seem to share
the characteristic of being primarily used to predict future behavior, they can have,
for example, manipulative sub-goals, even more important than the forecast.

Gossip has been researched in terms of its evolutionary psychology origins. This
has found gossip to be an important means by which people can monitor
cooperative reputations and so maintain widespread indirect reciprocity. Indirect
reciprocity is defined here as "I help you and somebody else helps me." Gossip has
also been identified by Robin Dunbar, an evolutionary biologist, as aiding social
bonding in large groups.

Considering, for example, the case of a communication between two parties, one
(the advisee) that is requesting advice about the potential for danger in a financial
transaction with another party (the potential partner, target), and the other (the
adviser, evaluator) that is giving advice.

Roughly speaking, the advice could fall under one of the following three
categories:

- the adviser declares it believes the potential partner is (is not) good for the
transaction in object;

- the adviser declares it believes another (named or otherwise defined) agent or
set of agents believes the potential partner is (is not) good for the transaction in
object;

- the adviser declares it believes in an undefined set of agents, hence there is a
belief the potential partner is (is not) good for the transaction in object.

Note the care to maintain the possible levels of truth (the adviser declares — but
could be lying - it believes - but could be wrong - etc.). The cases are listed, as it is
evident, in decreasing order of responsibility. While one could feel most actual
examples fall under the first case, the other two are not unnecessarily complicated nor
actually infrequent. Indeed, most of the common gossip falls under the third category,
and, except for electronic interaction, this is the most frequent form of referral. All
examples concern the evaluation of a given object (target), a social agent (which may
be either individual or supra-individual, and in the latter case, either a group or a
collective), held by another social agent, the evaluator.

I1. Read and memorize the following words:

advisee (a person who meets with an adviser) — KOHCYIbTUPYEMBIii; MOTyYaro-
IIIUN COBET

adviser — COBETHHUK, KOHCYJIbTAHT
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affairs — nemna

belief — Bepa, yoexnenue

belong v. — mpuHaiexaTh

bonding — cBsI3H, y3bI

care — 3a00Ta, BHUMaHHE

complicated — ciioxHBIH, 3aITyTaHHBIN
evaluator — oLeHIINK

forecast — mporuos, npeackazaHue

g0Ssip — CIJIETHU

idle — mpa3mHBIN, MyCTOM, HEOCHOBATEIHHBIH
latter — mociemaMiA

maintain v. — MOAJAEP>KUBATh, COXPAHATH
otherwise — B mpoTUBHOM ciTy4ae

party — y4acTHHK, CTOpOHa

responsibility — OTBETCTBEHHOCTb, 005I3aHHOCTH
roughly — rpy0o

rumor — ciyx, MOJIBa

showbiz celebrities — 3HaMEHUTOCTH 1I0y-OM3HECA
talk — cimyx

truth — IpaBJa, UICTUHA

widespread — mmpoxo pacpocTpaHEHHBIN

EXERCISES TO THE TEXT

L. Spell and transcribe the following words:
showbiz celebrities, private, royalty, identifier, evolutionary, psychology,
roughly, reciprocity.

II. Find in the text English equivalents for the following word combinations and
phrases, and write them out:

oOpaTuTe BHUMaHHE Ha OCTOPOKHOCTH; MIOCOOHUYECTBO COIMAIBLHBIM CBSI35IM B
OONBIINX TPYIIAX; JMYHBIC JIe]a APYTUX; TPyOO TOBOPS; MyCTOM TPEM WU CIIyX; KO-
r7la CIUISTHUYAIOT O HEIOCTYMHBIX Kymupax ((aBoputax); rpymnmna uHGoOpMHpOBaH-
HBIX JIUI]; KaCAIOTCS OIEHKH JTAaHHOTO 00BeKTa (I1€J1H); IPOrHO3UPOBATh OyayIIee To-
BeJIeHNE; YTOOBI COXPAaHUTh BO3MOYKHBIC YPOBHHU WCTUHBI; MAHUITYJISITUBHBIC TTOIIIE-
JIM; HBOJTFOITMOHHOE TICUXOJIOTMYECKOE MPOUCXOXKIACHHUE; TTOMAIAET MO TPEThIO Ka-
TEropHri0; KOCBEHHAs! B3aMMHOCTh; COBETUHK 3asBIISICT; MOXKET JITaTh; CICIUTH 3a CO-
BMECTHOM pemlyTaluen; MpeaIpuHuMacmas CIemKa.

III. Answer the following questions using the word combinations and phrases
from Exercise II:

1. What is gossip? 2. When can it be used as an identifier? 3. How has gossip
been researched? 4. Is gossip an important means by which people can monitor
cooperative reputations and so maintain widespread indirect reciprocity? 5. Who has
gossip been identified by as aiding social bonding in large groups? 6. How many
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categories could the advice fall under? 7. What category does most of the common
gossip fall under? 8. What evaluation do all examples concern?

IV. Find in the text and copy out phrases in which prepositions of and for are
used. Translate them.

V. Retell the above text using as many of the word combinations and phrases
from Exercise Il as you can.

VOCABULARY AND GRAMMAR EXERCISES

Word-building: in + complete adj. = incomplete adj.

L. Add the negative prefix in- to the following stems and translate the words:

conclusive, active, regular, appropriate, considerate, definite, dependent,
effective, humane, wvalid, relevant, comprehensible, correct, sincere, ordinate,
accurate, sociable, sufficient, complete.

I1. Find in the above text and copy out adjectives with the negative prefix in- and
use them in sentences of your own.

ITI. Choose the proper verb form and translate the sentences.

1. Social media has also ..... a much faster way to share gossip. 2. The term
gossip ..... sometimes used to specifically refer to the spreading of dirt and
misinformation, as through excited discussion of scandals. 3. This newspaper carries
"gossip columns" which ..... the social and personal lives of celebrities or
of élite members of certain communities. 4. In only a matter of minutes harmful
gossip and rumors ..... spread online. 5. With the advent of the internet, gossip is now
..... on an instant basis. 6. Some people view gossip as a lighthearted way of .....
information. 7. Gossip became a social interaction that helped the group gain

information about other individuals without personally ..... to them. 8. Individuals
who are perceived ..... in gossiping regularly are seen as having less social power and
..... less liked.

(Missing verbs: being, to engage, spreading, provided, detail, is, speaking, can,
widespread)

IV. Ask all types of questions to the following sentence:

Gossip has been researched in terms of its evolutionary psychology origins.

V. Translate the following sentences into English:

1. CruetHst mpeactaBisieT co00il 0coObIii MexaHu3M (POPMHUPOBAHUS TICUXOIO-
run mMacc. 2. MHoraa (akT momyaspHOCTH apTUCTOB SIBISIETCS YCIIOBUEM BO3HUKHO-
BEHUS U pacnpocTpaHeHus creTHu. 3. CreTHs — ao0as HenmpoBepeHHast HHpopMma-
Ul O KaKOM-JINOO YeJIOBEKE WIM COOBITMH HEJOMOHSTOrO WM COMHHUTENBHOTO Xa-
pakTepa, 3a4acTyro neperaBaeMasl U3 yCcT B ycTa U OCHOBaHHas Ha ciyxax. 3. Cruier-
HU YOBJIETBOPSAIOT OMpPEAEIEHHYI0 HH(POPMAIMOHHYIO TOTPEOHOCTH O JKU3HH IOITY-
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JIPHBIX IICPCOH. 5. Kak IMpaBujIo0, CIVICTHU BCCMHU OCYIKIAIOTCA KaK IPOABJICHUC I10-
BCPXHOCTHBIX MHTCPCCOB, a4 TAKIKC IIOIOHU 3a CCHCAllUSMM. 6. CriretHn MOTYT OcJIc-
HaIlpaBJICHHO PACITYCKATLCA B pacr{éTe Ha UX PC3KO HCTATUBHOC BOSHCﬁCTBH@ Ha pc-
MyTaouro U UMHK OIIIIOHCHTOB. 7. PazBurtue CpCacCTB MaCCOBOU I/IH(bOpMaIII/II/I HC
TOJIbKO HC BBITCCHUJIO CIYXH M CIUICTHH, 4 HAIIPOTHUB, IIPUIATIO0 HOBBIU HMITYJIBC UX
Pa3BUTHILO.

SPEAKING:

I. Arrange short debates on the following questions:
1) What do you think of people who gossip to you? Do you trust them?
2) As you gossip about another person ask yourself, what poison am I
spreading? What will this person now think of the person I am gossiping about?
3) How do you feel after you have gossiped about someone?

TEXT 2
WORKPLACE GOSSIP

1. Read and translate the text.

The negative effects of gossip are strained relationships, mistrust,
discontentment, even anger, and decreased productivity. For example, how much
time have you wasted, in long conversations, complaining to others about a colleague
who isn’t as helpful as he could be, or your partner who isn't as loving as you'd like,
or how you know that other department has a hidden agenda, that conflicts with your
team's goals! Gossip really spoils the work environment.

Every great relationship is built upon a foundation of trust, reliability, honor, and
integrity. As a leader you are responsible for developing healthy relationships, both
with your direct reports, your colleagues and your senior leaders. Involving yourself
in workplace gossip is a surefire way to undermine your credibility as a person and as
a leader. As a leader, it 1s not your role to be a sounding board for complaining and
gossip in the workplace nor to solve people's issues for them. Rather, it is your role to
coach and guide people to resolve their issues with others, quickly and successfully.
When you do this consistently, your people will know that they can trust you.

That you won't talk about them unless they are present. It will be one of the
greatest acts of leadership that you can do.

There are two things you want to be aware of when listening to workplace
gossip:

- You hear the other person's rule book, their interpretations, prejudices, biases
and fears etc. You don't know what other events have passed between Jim and Mary
that may have caused Mary to be complaining to you about Jim.

- Once you have listened to Mary's gossip, you may now have been
contaminated about Jim — even if you didn't want to be. Some part of you may
believe the gossip — and you may very well start to look for those negative traits in
Jim and find them!
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According to human resource experts, workplace gossip can be identified by
factors or "signs":

- animated people become silent (Conversations stop when you enter the
room);

- people begin staring at someone;

- workers indulge in inappropriate topics of conversation.

There are five tips to handle the situation with aplomb:

1) Rise above the gossip;

2) Understand what causes or fuels the gossip;

3) Do not participate in workplace gossip;

4) Allow for the gossip to go away on its own.

Peter Vajda identifies gossip as a form of workplace violence, noting that it is
"essentially a form of attack." Gossip is thought by many to "empower one person
while disempowering another" (Hafen). Accordingly, many companies have formal
policies in their employee handbooks against gossip.

Sometimes there is room for disagreement on exactly what constitutes
unacceptable gossip, since workplace gossip may take the form of offhand remarks
about someone's tendencies such as "He always takes a long lunch," or "Don’t worry,
that’s just how she is."

Corporate email can be a particularly dangerous method of gossip delivery, as
the medium is semi-permanent and messages are easily forwarded to unintended
recipients. Thus, employers should be advised to instruct employees against using
company email networks for gossip. Low self-esteem and a desire to "fit in" are
frequently cited as motivations for workplace gossip. There are five essential
functions that gossip has in the workplace (according to DiFonzo & Bordia):

- Helps individuals learn social information about other individuals in the
organization (often without even having to meet the other individual).

- Builds social networks of individuals by bonding co-workers together and
affiliating people with each other.

- Breaks existing bonds by ostracizing individuals within an organization.

- Enhances one's social status/power/prestige within the organization.

- Informs individuals as to what is considered socially acceptable behavior
within the organization.

According to Kurkland and Pelled, workplace gossip can be very serious
depending upon the amount of power that the gossiper has over the recipient, which
will in turn affect how the gossip is interpreted. There are four types of power that are
influenced by gossip:

- coercive: when a gossiper tells negative information about a person, their
recipients might believe that the gossiper will also spread negative information about
them. This causes the gossipers coercive power to increase.

- reward: when a gossiper tells positive information about a person, their
recipient might believe that the gossiper will also spread positive information about
them. This causes the gossipers reward power to increase.
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- expert: when a gossiper seems to have very detailed knowledge of either the
organization's values or about others in the work environment, their expert power
becomes enhanced.

- referent: this power can either be reduced or enhanced to a point. When people
view gossiping as a petty activity done to waste time, a gossiper’s referent power can
decrease along with their reputation. When a recipient is thought of as being invited
into a social circle by being a recipient, the gossiper’s referent power can increase,
but only to a high point where then the recipient begins to resent the gossiper
(Kurland & Pelled).

(by Harcourt, Richerson & Wattier)

II. Read and memorize the following words:
agenda — moBecTKa JTHS

anger — THEB

be aware of — co3HaBaTh, OTJAaBaTh ceOE MOIHBIN OTUYET B 4éM-1UbO
coercive — MPUHYANTEIbHBIN, 00s3aTeIbHBINA
consistently — mocieaoBaTenbHO

contaminate v. — OKa3bIBaTh MaryoHOEe BIUSHUE, 3arPA3HIThH
credibility — mocToBepHOCTB, TTpaBaONIOA00HE
discontentment — HeJOBOJILCTBO, 10CaAa

empower v. — yIoJTHOMOYHBATh

even — Jjaxe

goal — mienp

indulge v. — moTBOpCcTBOBATH, MOTAKAThH

integrity — 11eIOCTHOCTb, IPSIMOTA

low self-esteem — HH3Kass caMOOICHKA

participate v. in — y4acTBOBaTh B

prejudice — npenpaccyaku

resent v. — HETOJOBaTh, BO3MYIIATHCS; OOMIKATHCS
spoil v. — mopTuTh

strained — HATSAHYTBIN, HEECTECTBEHHBII

surefire — 6e30mMO0YHBIN, BEPHBIN, HAAEKHBIHI
violence — HacuHe

waste v. — TpaTuTh (BICTYIO)

EXERCISES TO THE TEXT

L. Spell and transcribe the following words:
self-esteem, coercive, aplomb, prejudice, thought, ostracizing, recipient.

II. Find in the text English equivalents for the following word combinations and
phrases, and write them out:

npeayOexACHUS U CTPaXH; KAIYSICh IPYTUM; BO3ZMYIIATHCS CTINIETHUKOM; CKPBI-
Tasi IOBECTKA JHS; MOPTUT pabodylo cpely; HEMpeTHAMEPEHHBIN MOJTydaTesb; CaMo-
CTOATENHHO; KaK JUAEP; YTOOBI CIIPABUTHCS C CUTyaIlMel ¢ caMOyBEpEHHOCTHIO (ar-
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J0MOOM); TIpaBO Ha MPHUHYKJEHUE; HECET OTBETCTBEHHOCTh 32 ()OPMUPOBAHUE 3]10-
POBBIX OTHOILIEHUH; BOBJIEYUEHUE CEOsl B CIUIETHH HA paboueM MecTe; MyTEM U3TrHaHUS
JUI BHYTPU OpraHM3alliy; MajoBakKHAs aKTUBHOCTb, HAIlpaBJieHHash HA TO, YTOOBI
TpaTUTh BPEMs; €CTh MATh COBETOB; OMACHBIN CMOCOO Mepefadyu CIIETEH; OTpHUlla-
TEJIbHbIE YEPThl; B 3aBUCUMOCTH OT KOJMYECTBA BJIACTU; YTO BBI3BIBAET U PA3KUIaCT
CIUIETHH; TMpUEMJIEMOE B OOIlECTBE IMOBEJACHUE; MPUIHCHIBAEMOE MOTYIIECTBO
CIUIETHUKOB; OECIIEPEMOHHbIE 3aMEUaHHU; CAMOCTOSITEIILHO.

ITI. Answer the following questions using the word combinations and phrases
from Exercise II:

1. What are the negative effects of gossip? 2. What do people usually complain
about to others? 3. Is every great relationship built upon a foundation of trust,
reliability, honor, and integrity? 4. Who is responsible for developing healthy
relationships in the work environment? 5. What undermines your credibility as a
person and as a leader? 6. What is one of the greatest acts of leadership? 7. Why isn’t
it good to be listening to workplace gossip? 8. What factors can workplace gossip be
identified by according to human resource experts? 9. What five tips to handle the
situation with aplomb are there? 10. Who identifies gossip as a form of workplace?
11. Why do many companies have formal policies in their employee handbooks
against gossip? 12. What is a particularly dangerous method of gossip delivery
nowadays? 13. What should employers be advised about? 14 What is frequently cited
as motivations for workplace gossip? 15. What do you know about five essential
functions that gossip has in the workplace? 16. Can workplace gossip be very serious
depending upon the amount of power that the gossiper has over the recipient? 17.
How many types of power that are influenced by gossip are there? Name them.

IV. Explain in English the meaning of:
relationship, a gossiper, to waste time, acceptable behavior, essential, a social
circle, a leader.

V. Find in the text and copy out sentences in which prepositions upon and on
are used. Translate them.
V1. Discuss the problems mentioned in the text.

VOCABULARY AND GRAMMAR EXERCISES

I. Complete the sentences with the correct preposition.

1. Consistent and authentic communication will work wonders ..... stopping the
gossip. 2. Regular communication minimizes the influence and need ..... gossip,
because everyone is "in-the-know." 3. The recipient believed that the gossiper also
spread negative information ...... him. 4. Our manager instructs employees ..... using
company email networks for gossip every month. 5. Gossip is one of the greatest
causes ..... distrust and consequently under-performance in any business. 6.
Workplace gossip can be looked ..... as either a gift or a weapon.

Keys: about, at, for, in, against, of.
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II. Find in the above text sentences containing the passive forms of a predicate,
write them out and translate.

1. Ask all types of questions to the following sentence:
Employers should be advised to instruct employees against using company email
networks for gossip.

IV. Complete the following sentences using the words from the box:

over  gossiper  resigned handbook  restricting  working  aware

1. The gossip hurt him and he ..... from his job despite it enjoyed him. 2. The
gossiper had significant power ..... the recipient. 3. Our company had formal policies
..... gossip in its employee handbook. 4. The policy did not limit employees’ right to
talk about wages, hours or ..... conditions. 5. A ..... told negative information about
our supervisor and she was sacked from her position. 6. I told the offender that I was

. of his behavior. 7. The company’s employee ..... was aimed at gossip about non-
work-related issues.

SPEAKING:

I. Discuss the arguments for the following problem. Make use of the vocabulary
of the topic.

Some negative consequences of workplace gossip may include: lost productivity
and wasted time, erosion of trust and morale, increased anxiety among employees as
rumors circulate without any clear information as to what is fact and what isn’t,
growing divisiveness among employees as people “take sides", hurt feelings and
reputations, jeopardized chances for the gossipers' advancement as they are perceived
as unprofessional, and attrition as good employees leave the company due to the
unhealthy work atmosphere.

(by Harcourt, Richerson & Wattier)

II. Express your opinion on the following points of view.

1. Some people see gossip as trivial, hurtful and socially and/or intellectually
unproductive.

2. How does workplace gossip affect your relationships with others?

3. How would you like to respond when someone starts talking to you about
another person?

TEXT 3
THE DANGER OF WORKPLACE GOSSIP

1. Read and translate the text.

Gossip is as old as mankind. It is unrealistic to think we could free the workplace
of gossip. It’s also conducted through the free will of employees, and regulating that
is very difficult without creating a big brother climate.
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There is a very big difference between the little chit-chat and gossip, and it is an
important one, because gossip run amok can be dangerous and destructive in the
workplace. So how does one tell the difference between idle chatter and gossiper?
While idle chit-chat and other light conversation can be value neutral, gossip is often
negative, inflammatory and embarrassing to the person being spoken of.

Here is a test: Consider the impact of what is being said. Does it cast negative
aspersions? Does it create rifts? Does it exult in the misfortune of others? Does it
have a negative emotional charge? Does it serve to perpetuate conflict or negativity?
Is it hurtful or damaging? Is it something you would say in front of that person?
Technically, any sharing of trivial or unsubstantiated information can be considered
gossip. But you have to consider the sentiment. For example, if it were rumored that a
coworker is being promoted, and you discuss it with a coworker, is that gossip? If the
discussion is hurtful or damaging or negative, then yes, it is gossip. But if it’s value
neutral then it’s not. If the story is told with negativity and without good will, then it
1S gossip.

Gossip can have many adverse side effects on an organization. It can increase
conflict and decrease morale. It results in strained relationships. Gossip breaks down
the trust level within the group, which results in employees second-guessing each
other and ultimately running to the supervisor to clarify the directions or instructions,
or to settle the differences that will arise. Gossip is the death of teamwork as the
group breaks up into cliques and employees start refusing to work with others. Gossip
results in the supervisor spending an enormous amount of time trying to figure out
who said what to whom. Or, worse yet, the supervisor struggles to explain to the
manager that the on-going conflicts and communication problems within the
workgroup are the reason work doesn't get done only to hear the manager comment,
"Why can't you manage your team better?" Productivity is lost, as there are good
employees who do not want to work in that toxic environment.

The supervisor has to communicate regularly and consistently with employees
about what's going on in the workplace. If employees don't have good information
from the supervisor about what is going on, they will make it up in the form of
speculation and gossip. Consistent and authentic communication will work wonders
in stopping the gossip.

In other words, the act of active listening actually supports and promotes
gossiping. The more you listen, the more you encourage it. If you don’t listen, the
gossip has nowhere to go. Think about the last time you told a story to someone who
was clearly not interested. The story probably withered on the vine.

(by Mary Abbajay)

II. Read and memorize the following words:

adverse — HeOIArONPHUSTHBIN

aspersion — KJjeBeTa

break down v. — pazpymmath

break up into v. — pacmamarorcs Ha

cast v. — OpocuTh

chit-chat — 6onTOBHS; 6ecena 0 TOM 0 CEM; Mepecy /bl
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create v. — co31aTh

destructive — pa3pymuTeIbHbIHI

embarrassing — CMyIIAIOIINI

encourage v. — IooIIpsTh

exult v. — TMKOBaTh, TOPKECTBOBATH

hurtful — BpeaubIit, naryOHbIN

inflammatory — moacTpeKkaTenbCKuii; BO30YKIarOITUH
mankind — 9yero0Be4eCcTBO

perpetuate v. — yBEKOBEUHUBATh, COXPaHATh HaBCcerga
pipeline — nctounuk (MHGpOpPMAIUN)

rift — Tpemuna

Tumor v. — pacrpoCTPaHATh CITyXHU

run amok v. — 00e3ymeTh, ObITh BHE ce0s1

sentiment — 4YyBCTBO, HACTPOCHUE, OTHOIIICHHE
strained — HanPsHKEHHBIN

SUpEervisor — pyKOBOJIUTEIIb

trivial — TpUBUATBHBIN, HE3HAYUTEIbHBIN, METKUMA
trust — moBepue

unsubstantiated — He0O0OCHOBaHHBIN, O€3/10Ka3aTEIbHBIN
wither v. — yBsi1aTh, COXHYTh

EXERCISES TO THE TEXT

L. Spell and transcribe the following words:
aspersion, mankind, adverse, misfortune, clique, encourage, neutral.

II. Find in the text English equivalents for the following word combinations and
phrases, and write them out:

3acoxJia Ha KOPHIO; OPOCUTh OTPHIATEIBHYIO T€HB; OTPOMHOE KOJUYECTBO BpPE-
MeHH; enié XyKe; Tpa3aHas OONTOBHs, 0€3 CO3MaHMs BEIMKOIYITHOW OpaTCKOM aT-
MocQephl; YeI0BEK, 0 KOTOPOM TOBOPAT; PETYISPHO U TOCIEIOBATEIBHO OOIIATHCS;
CO3/aTh TPEUIMHBI; paclajaeTcs Ha TPYNMHUPOBKHU; OYHCTBYIOIIHME CIUIECTHH MOTYT
OBITh OMACHBIMU M Pa3pyLIUTEIbHBIMH, IPYTHMH CJIOBAaMU; BIHSHHE CKa3aHHOTO;
JIMKOBATh OT HECYACThs JAPYTHX; HeOIaronpusaTHpie MoO0YHbIe d(DPEKTH; HAUMHAIOT
OTKa3bIBaThCS Pad0TATh C NPYTUMH; B SIOBUTOMN CpeJE; B BUJIC CHEKYJISAIUN U CILIe-
TEH; YTO MPUBOJUT CIYKAIUX K U3MEHEHWIO MHEHHUS 33JIHUM YHCIIOM; paboTa B KO-
MaH/Ie; TBOPHUTH UyIeca.

Il. Answer the following questions using the word combinations and phrases
from Exercise II:

1. Is gossip as old as mankind? 2. Is it unrealistic to think we could free the
workplace of gossip? 3. Why is there a very big difference between the little chit-chat
and gossip? 4. Why can any sharing of trivial or unsubstantiated information be
considered gossip? 5. When is the discussion of the coworker promotion with another
coworker the gossip? 6. What side effects can the gossip have on an organization? 7.
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Why is gossip the death of teamwork? 8. What does the supervisor struggle to explain
to the manager? 9. Who must communicate regularly and consistently with
employees about what's going on in the workplace? 10. When does the gossip have
nowhere to go?

IV. Find words and expressions in the text for which the following are
SYNONnyms.

wish, unfavourable accessory influence, disaster, is accompanied, tittle-tattle,
director, feeling, to buzz, tense, simple talk.

V. Retell the above text using as many of the word combinations and phrases
from Exercise Il as you can.

VOCABULARY EXERCISES

Word-building: employ v. + er = employer n.
act v. + or = actor n.

L. Add the suffix —er (or) to the following stems and translate the words:
conduct, administrate, advertise, babysit, drive, direct, examine, purchase, run,
observe, juggle, read, redeem, write, swim, make, narrate.

Il. Find in the above text and copy out nouns with the suffix —er (-or) and use
them in sentences of your own.

III. Find in the text and copy out sentences in which prepositions in front of and
between are used. Translate them.

IV. Choose the correct alternative in each of the following sentences.

1. The supervisor (says/communicates) regularly with employees about what's
going on in the workplace. 2. Only (employers/employees) can minimize negative
gossiping and rumormonger. 3. Such talk is (considered/conveyed) injurious to
morale and productivity and will not be tolerated. 4. Because you actively
(listen/hear) to the gossip so you actually support and promote gossiping and are a
co-narrator to the gossip. 5. He always tells them not to participate in
(discussion/gossiping) and not to tolerate it from others. 6. If you are the (aim/target)
of gossip you can confront the source or make a public statement.

V. Translate the following sentences into English:

1. CruteTHH, K COXKAJICHUIO, SIBISIOTCS HEOTHEMJIEMOM YacCThIO YEIOBEUYSCKOM
’KU3HU, TOTOMY YTO CIJIETHHYAIOT Bce U 000 BcéM. 2. JIro0as crieTHs OCHOBaHA Ha
cimyxax. 3. OCHOBHBIE TIPUYMHBI, KOTOPBIE TTOOYKIAIOT 3PABOMBICIISIIETO YEIOBEKA
CILUIETHUYATh — 3TO KEJIAHUE PA3BIICUbCS, MMOJAEPKATH PA3rOBOP U OKA3aThCS XOTh HA
BpeMs B IIeHTpe BceoOmiero BHUMaHUs. 4. CIJIETHS HE JUKBUAUPYET ASHUIUT WH-
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dbopmaru, HO MOKET BO3OYIUTH ONpeIeIEHHBIC HACTPOCHHUSI WITH TTOIICPKUBATD UX.
5. JIoBOJIBHO 4acTO CIUIETHUYAIOT HEYBEPEHHBIE B ceOe€ JII0/M, CYUTAIOIINE, YTO UM
OyZeT CIoXKHO NOoOUThCs ycrexa Ha padore. 6. OHa Bcerja crapaercs pearupoBarh
Ha CIUIETHU CIOKOWHO W PaBHOMYIIHO. 7. MOH Apyr HEe XO4YeT CTaHOBUTHCSA pa3HOC-
YUKOM JIOKHOW MH(POpMALIMK JIaXke 33 CYET YHUUTOKEHHUS UY>KON permyTalluu.

SPEAKING:

I. Study the following rules of how to get out of the gossip pipeline. Discuss
them.

1. Be busy. Gossipmongers want attention. If you're preoccupied with your
work, you can't be available to listen to their latest story.

2. Don’t participate. Walk away from the story. Don’t give visual clues that you
are interested in listening. If someone passes a juicy story on to you, don't pass it any
further. Take personal responsibility to act with integrity.

3. Turn it around by saying something positive. It isn't nearly as much fun to
spread negative news if it's spoiled by a complimentary phrase about the person being
attacked.

4. Avoid the gossiper. If you notice one person who consistently makes trouble,
take the necessary actions to have as little interaction with that person as possible.
Avoid him or her.

5. Keep your private life private. Don't trust personal information with
coworkers. Remember, if they are gossiping about others, they will gossip about you,
too. Don't give them ammunition.

6. Choose your friends wisely at work. You spend a good deal of time at work so
it's natural for friendships to develop. Share information sparingly until you are sure
that you have built up a level of trust.

7. Be direct. If you confront the gossiper and confidently tell him or her that
such behavior is making it uncomfortable for you and other coworkers, it's likely to
stop.

8. Don't be afraid to go to a superior. Gossiping wastes a lot of company time
and hurts morale. A company interested in a healthy work environment will value the
opportunity to correct this type of situation.

(http://'www.shrm.org/hrdisciplines/employeerelations)

I1. Do you agree with the following statement?
Gossiping does not improve the individual’s problems, in fact it makes them
worse.

III. Discuss the following questions.
1. Have you ever tried going seven days without talking about another person?
2. What if the gossip is about you?

IV. Develop the idea:
A person’s ideas, attitudes, or activities are often influenced by the time and
place, customs, or conditions in which he lives, and by books he reads.
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UNIT VII

TEXT 1
PUBLIC SCANDAL

1. Read and translate the text.

A scandal is an event in which someone, especially someone important, behaves
in a bad way that shocks people.

A political scandal is a kind of political corruption that is exposed and becomes
a scandal, in which politicians or government officials are accused of engaging in
various illegal, corrupt, or unethical practices. A political scandal can involve the
breaking of the nation's laws or moral codes and may involve sexual scandal.

Journalists have built their careers on exposure of corruption and political
scandal, often acting on behalf of the opposition party. There are numerous
contextual factors that make a scandal noteworthy, such as the importance of the
people and the depth of conspiracy, as well as the coverup strategies of policymakers,
and the strength of the political ideology.

The political ideology of media owners plays a role — they prefer to target the
opposition but will reluctantly cover their own side. Journalists have to frame the
story in terms of the audience's values and expectations to maximize the impact.

Media scandals occur ‘when private acts that disgrace or offend the idealized,
dominant morality of a social community are made public and narrativized by the
media, producing a range of effects from ideological and cultural retrenchment to
disruption and change’ (Lull & Hinerman, 1997). Their typically transgressive nature
of political, cultural or societal norms gives the opportunity for the press to reinforce
ideological values and moral codes, while their dramatic presentation and often
salacious subject matter tend to spark the public’s interest, driving sales and revenue.
Important to note is that the media, in this case, the press, actively work to construct a
scandal, framing being a dominant instrument used to produce this narrative. What
happens, however, if those within the press industry are the transgressors of moral
codes, more specifically, codes of the journalistic profession, and are obligated to
report on these transgressions?

Typically, political or cultural individuals or institutions are the perpetrators, and
the press is the first to emphasize misconduct or wrong-doing. But the press’ function
as a ‘fourth estate’ with significant power and societal expectations means that their
transgressions can become the subject of intense public scrutiny as well.
Consequently, this is exactly what happened with the News of the World phone-
hacking scandal. This self-professed ‘scandal’ raises interesting questions about the
media’s role in framing an event. It would seem counterintuitive to believe that the
press, who both define and create it, would negatively implicate itself as part of a
scandal, since it was not only the News of the World, but the entire press industry
that was at risk of being questioned and accused of moral and ethical transgressions.
Even more interesting is the consideration of ownership and its influence on press
coverage of the scandal.
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The forthcoming research aims to interrogate the traditional notions of the press’
role in defining and framing a scandal within the context of ownership structure and
the nature of the press’ position at the centre of the scandal. Using a content analysis
of articles from six UK newspapers during the first month of reporting on the scandal,
this research will aim to answer the following question: Given the power of the press
to define an issue, how was the phone-hacking scandal initially framed in the UK
press when the press institution was at the centre of the scandal?

(From Wikipedia, the free encyclopedia)

Commentary
The News of the World was a national red top newspaper published in the
United Kingdom from 1843 to 2011. It was at one time the biggest selling English
language newspaper in the world, and at closure still had one of the highest English
language circulations.

II. Read and memorize the following words:

accuse of v. — 0OBUHSATH B

aim v. — CTpPEeMHTBCS, UMETh B BUTY

counterintuitive — HEJIOTUYHBIN

coverup — IPUKPHITHE

engage in v. — 3aHAMAaThCs

disgrace v. — mo3oputh

disruption — HapylieHHE

event — coObITHE

expose V. — IOJBEPraTh

frame v. — popmynrpoBaTh, BIpaXXaTh B CIOBAX; JIOXKHO OOBUHSATH, IOTACO-
BBIBAaTh (DaKThI

impact — BiHsIHHE, BO3JICHCTBHE

implicate v. — ByThIBaTh

interrogate v. — JonpammBaTth, 3aJaBaTh BOPOCHI

narrativize v. — u3jaratb

noteworthy — 3acirykuBaronuii BHUMaHUS

obligate v. — 00s13b1BaThH

offend v. — ockopOnaTH

on behalf of — ot umenu

perpetrator — IPECTYITHUK

reluctantly — HeoX0THO

retrenchment — cokparieH1e, SKOHOMHUS

salacious — HEPUCTONUHBII

scrutiny — u3y4eHue

strength — cuna, cuiapHas CTOpoHa

transgressive — HapyIaOIIUi (3aKOHBI U T.I1.)

transgressor — MpaBOHAPYIITUTEIb
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EXERCISES TO THE TEXT

L. Spell and transcribe the following words:

ideology, accuse, conspiracy, illegal, salacious, counterintuitive, scrutiny, law,
noteworthy.

I1. Find in the text English equivalents for the following word combinations and
phrases, and write them out:

MPEICTOsAIIEE UCCIeOBaHNE; BEAET ce0sl TII0X0; MPOCTYIOK MM HETPaBUILHOE
JeHCTBYE; OOBUHSIIOTCS B YYACTHH; CKaHJIA O MPOCITYITUBAHUH TeIe(OHOB; YeTBEP-
TOE CcOCJoBHE (Mpecca); HEMPUCTOWHBIA MPEAMET; KYJIbTYPHBIC WJIH COIUATBHBIC
HOPMBI; HAPYIIICHUE 3aKOHOB CTPaHBI HJIM MOPAIBHBIX KOJEKCOB; YTOOBI BHI3BATh UH-
Tepec OOIIECTBEHHOCTH; OB B omacHocTH; posib CMU B moaTacoBke COOBITHS;, OT-
KPBITO CaMO3asBIICHHBIA CKaHIA; TPAIUIIMOHHBIC MPEICTABICHHUS O POJU MPECCHI;
JeNaloT CKaHaI JOCTOMHBIM BHUMAHUSI.

III. Ask your own questions to the text for class discussion.

IV. Explain in English the meaning of:
a scandal, the political ideology, phone-hacking, corruption.

V. Retell the above text using as many of the word combinations and phrases
from Exercise Il as you can.

VOCABULARY AND GRAMMAR EXERCISES

I. Say the words in each set aloud and mark the stress. In which sets of words
does the stressed syllable change?
| transgressor  transgress transgression transgressive

2 advertiser advertise  advertising  advertisement
3 publicity publicize public publication

4 promoter promote promotion

5 scandal scandalize scandalous

6 relation relate relative

7 reputation repute reputable

I1. Write down all possible questions to the following sentence:

This politician has never been accused of moral and ethical transgressions.

III. Find in the above text and copy out sentences in which linking expressions as
well as, as well, and consequently are used. Translate the sentences with them. Say
which of these linking expressions:

a) expresses addition?
b) introduces results and conclusions?

IV. Complete the following sentences using the words from the box:
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owned  hacking resign financial full  politician  another

1. The 168-year-old tabloid is accused of ..... into the mobile phones of crime
victims, celebrities and politicians. 2. The magazine is ..... of gossip and scandal.
3. The survival of the press as an industry depends on the ..... support that comes
from being ..... by the largest and most powerful media organizations. 4. The press
industry is based on profit, and while the decision to feature one news story over .....
may be influenced by various factors. 5. A political scandal may refer to unacceptable
actions by anyone where those actions relate to a ..... . 6. This information became
the bombshell that helped force him to eventually ..... rather than be impeached.

V. Choose the proper verb form and translate the text.

In terms of the presentation of a scandal in the media, there is the sequential
structure in which a mediated scandal ..... place. It begins not with the transgression,
but with the disclosure of the transgression, which ..... as the ‘pre-scandal’ phase. Next
is the ‘scandal-proper’ phase, in which the claims and allegations are made public, .....
by counter-claims and defences made by the transgressor. The third phase, what is
called the ‘culmination’, is when the media pressure ..... to the individual transgressors
leads to consequences that ..... admitting guilt, resigning, being fired or being
criminally charged. Finally, the ‘aftermath’ phase allows for a reflection on the events
once the most dramatic revelations ..... . These phases ..... weeks, months, or even
years.

(by Zuzanna Natalie Blaszkiewicz)

Keys: applied, can last, takes, followed, have subsided, is noted, may include.

SPEAKING:

1. Read the text and comment.

A ‘scandal’ is essentially a story, a narrative with a plot and characters that
almost exclusively plays itself out in the media. The press industry has regularly been
accused of not only fostering, but also creating scandal. As leading scholar John
Thompson has noted, “most ‘mediated scandals’ are not simply scandals which are
reported by the media and exist independently of them: they are, in varying ways and
to some extent, constituted by mediated forms of communication”. James Lull and
Stephen Hinerman share similar sentiments when they say that “scandal is always
shaped and given force by the technological means through which information is
transmitted to the public as news” (1997). Presumably, without the intervention of
mass communication, scandals may not even be constituted as such, and would have
significantly less exposure in the public domain.

(by Zuzanna Natalie Blaszkiewicz)

II. Develop the following questions into situations or short stories.
1. How does ownership structure influence the framing of a scandal in
newspapers?
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2. Are there any ways to avoid a political scandal?

1. Say how all the mass media show their concern with the problems of young
people nowadays,; what important problems they raise.

TEXT 2
WATERGATE SCANDAL

1. Read and translate the text.

The Watergate scandal was a major political scandal that occurred in the United
States in the 1970s as a result of the June 17, 1972, break-in at the Democratic
National Committee (DNC) headquarters at the Watergate office complex in
Washington D.C., and the Nixon administration's attempted cover-up of its
involvement. When the conspiracy was discovered and investigated by the U.S.
Congress, the Nixon administration's resistance to its probes led to a constitutional
crisis.

The term Watergate has come to encompass an array of clandestine and often
illegal activities undertaken by members of the Nixon administration. Those activities
included such "dirty tricks" as bugging the offices of political opponents and people
of whom Nixon or his officials were suspicious.

Nixon and his close aides ordered harassment of activist groups and political
figures, using the Federal Bureau of Investigation (FBI), the Central Intelligence
Agency (CIA), and the Internal Revenue Service (IRS). The scandal led to the
discovery of multiple abuses of power by the Nixon administration, articles of
impeachment, and the resignation of Richard Nixon, the President of the United
States.

The scandal also resulted in the indictment of 69 people, with trials or pleas
resulting in 48 being found guilty and incarcerated, many of whom were Nixon's top
administration officials. The affair began with the arrest of five men for breaking and
entering into the DNC headquarters at the Watergate complex on June 17, 1972.

The FBI connected cash found on the burglars to aslush fund used by the
Committee for the Re-Election of the President (CRP), the official organization of
Nixon's campaign. In July 1973, as evidence mounted against the President's staff,
including testimony provided by former staff members in an investigation conducted
by the Senate Watergate Committee, it was revealed that President Nixon had a tape
— recording system in his offices and that he had recorded many conversations. After
a protracted series of bitter court battles, the U.S. Supreme Court unanimously ruled
that the president had to hand over the tapes to government investigators; he
eventually complied.

Recordings from these tapes implicated the President, revealing he had
attempted to cover up the questionable goings-on that had taken place after the break-
in. Facing near-certain impeachment in the House of Representatives and equally
certain conviction by the Senate, Nixon resigned the presidency on August 9, 1974.
On September 8, 1974, his successor, Gerald Ford, pardoned him.
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The name "Watergate" and the suffix "-gate" have since become synonymous
with political scandals in the United States and in other English- and non-English —

speaking nations. Unit VII. SCANDAL & CRISIS
(From Wikipedia, the free encyclopedia)

II. Read and memorize the following words and expressions:

abuses — HapyIIeHUs

aides — TOMOIIHUKHU

after a protracted series — mocne 3aTsSKHOU cepuu

as evidence mounted — KaK yCTaHOBHJIM JOKa3aTEILCTBA

being found guilty and incarcerated — npu3HaHB BUHOBHBIMHU W 3aKJITIOYCHBI B
TIOPbMY

break-in — He3aKOHHOE BTOPIKEHHE

bugging — TailiHOe HAOIIOJIEHUE C TOMOIIBI0 MaJOrabapUTHBIX JJICKTPOHHBIX
CpEICTB

clandestine — TaliHbIN, HeJIETaIbHBINA

comply v. — coOmo1ath

COVer-up — MPUKPBITHE, MPEIIOT

"dirty tricks" — "rpsi3HbIe TprOKH"

hand over the tapes — cnarb miéHku

harassment — npecienoBanme

headquarters — mTab-kBapTHpa

indictment — OOBMHUTENILHBIA aKT, OOBUHEHHUE

pardoned him — npocTuin ero

pleas — MOIBOBI, TPOCHOBI

probe — paccienoBanue

resign v. — yXOJIUTh B OTCTaBKY

resignation — OTCTaBKa

reveal v. — Toka3eIBaTh, 0OHAPYKUBATH

a slush fund — dhonn Ayt monkymna

suspicious — MOJA03PUTEIbLHbIN

unanimously — eAMHOTIaCHO

the U.S. Supreme Court ruled — Bepxosnsiii cya CILIA moctaHoBuI

EXERCISES TO THE TEXT

L. Spell and transcribe the following words:
pardoned, conspiracy, unanimously, suspicious, headquarters, occurred, resign,
incarcerated, indictment.

II. Find words and expressions in the text for which the following are antonyms.

Public activities, unsuspicious, punished him, threat, seldom, employed, few,
English-speaking nations, excluded, it was concealed.
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II1. Answer the following questions using the word combinations and phrases of
the topical vocabulary:

1. Where did the Watergate scandal happen? 2. Why was it considered a major
political scandal that occurred in the United Statesin the 1970s? 3. Whose
administration's resistance to the probes led to a constitutional crisis? 4. What has the
term Watergate come to encompass? 5. What did their activities include? 6. Who did
Nixon and his close aides order harassment of? 7. What did the scandal with the
President of the United States lead to? 8. How many people were indicted? 9. What
was revealed in July 1973, as evidence mounted against the President's staff? 10. Did
the U.S. Supreme Court unanimously rule that the president had to hand over the
tapes to government investigators? 11. When did Nixon resign the presidency?
12. Did his successor Gerald Ford pardon him? 13. What name has since become
synonymous with political scandals in the United States and in other English- and
non-English — speaking nations?

IV. Retell the above text using as many of the word combinations and phrases
from the topical vocabulary as you can.

VOCABULARY AND GRAMMAR EXERCISES

L. Write down all possible questions to the following sentence:
Having a tape — recording system in his office he had recorded many
conversations.

I1. Ask questions to which the following statements may serve as the answers.

1. This political scandal referred to some action by a politician deemed
unacceptable in law or by custom. 2. He believed and suspected the conversations in
the Oval Office were being taped. 3. The witness claimed he had offered him a large
sum of money, which he declined. 4. They went to the prosecutor and told the truth.
5. Two days later he told us that he had been cooperating with the attorneys. 6. The
action was held to be morally unacceptable to the electorate.

III. Find in the text and copy out sentences in which the preposition after is used.
Translate them.
IV. Complete the following sentences using the words from the box:

voters  scandal  public advertise  newspapers  coverage

1. In modern societies the mass media are citizens’ most important source of
information about ..... affairs. 2. They also find some evidence that the coverage of
this scandal was less biased for ..... with higher circulation. 3. Politicians may wish
to communicate directly with ..... about certain matters, such as popular policy
decisions. 4. Newspapers are more aggressive in the bias of their ..... of scandals
when the president belongs to the least favorite political party. 5. They clearly have
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no incentive to ..... their wrongdoings. 6. The Watergate ..... stimulated considerable
interest in how scandals are covered by the mass media.

SPEAKING: Unit VIL. SCANDAL & CRISIS

I. Explain and expand on the following:

The political ideology of media owners plays a role — they prefer to target the
opposition but will reluctantly cover their own side. Journalists have to frame the
story in terms of the audience's values and expectations to maximize the impact.

I1. Share opinions on the topic.

News coverage of some of the more sensationalized political scandals has tended
to focus on salacious details, resembling gossipy tabloid coverage of celebrity
scandals. On the other hand, some political scandals have been treated more soberly
as crises implicating the legitimacy of government. In either case, it is widely
believed that political scandals are capable of profoundly undermining the credibility
of government, in the public mind.

1. Say what you think about the following.
Must all politicians convicted of crimes leave politics for good?

TEXT 3
FRAMING
1. Read and translate the text.

Framing is, as defined by key scholar Robert Entman, ‘selecting some aspects
of a perceived reality and making them more salient in a communicating text, in such
a way as to promote a particular problem definition, causal interpretation, moral
evaluation, and/or treatment recommendation’.

Implicated in his definition is a conscious selection of events. Narratives,
however, can be conceived unconsciously by journalists, and are subsequently
interpreted unconsciously by audiences, within their cultural context. As Erving
Goffman (1974) notes, frames are inherently related to culture; the way in which
journalists think about and audiences come to understand news stories are related to
the values, norms and patterns of knowledge within a given society. Identifying
frames as a ‘bridging concept’ between culture and understanding, Baldwin Van
Gorp (2007) has distinguished between the uses of frames and framing for journalists
and audiences alike. As a tool for journalists, Van Gorp refers to what he calls ‘frame
packages’, which are essentially constructed according to theme, and include ‘explicit
and implicit statements that deal with justifications, causes and consequences within
a temporal order...’. These ‘frame packages’ provide journalists with the devices to
be able to relay a narrative that audiences will understand and recognize, devices
which include word choice, metaphors, exemplars, catchphrases, visual images,
descriptions, and stereotypes. Audiences, in turn, are able to interpret these narratives
because of their recurring presence in the media, drawing conclusions based on
knowledge of prior events.
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As already noted, cultural values and norms are a key component for
understanding news frames; subsequently, they are a consideration for the choice of
news frames as well (Van Gorp, 2007). Narratives which reflect dominant values or
ideologies of society will undoubtedly take precedent over those which do not.
Similarly, the concept of newsworthiness helps define for media institutions which
narratives to include. When reporting on social problems, for example, Stuart Hall et
al. (1978) note that in order to be appealing to media audiences, narratives must
feature elements which illicit emotional reactions seem to pose a legitimate threat to a
large portion of the public, or feature prominent public figures. It is not just the
values of society, however, that are taken into consideration. The values of
independent journalists, editors and news organizations can also be a defining factor
in the choice of news frame.

The process of selection and salience implicated in the notion of framing
signifies the role that media institutions play in defining reality for its audiences. As
William Gamson et al. (1992) have noted, people are generally uninformed about
events which are not within close proximity to their everyday reality, and so media
become the method through which they garner information about the world ‘out
there’. This role in defining reality is where media power lies. Media can be seen as
reflecting not a world out there, but the practices of those having the power to
determine the experience of others. Even further than defining what is news, and
consistent with the agenda-setting theory of mass media, Bernard Cohen’s often-
quoted phrase regarding the power of the press is undoubtedly relevant here: ‘[the
press] may not be successful much of the time in telling people what to think, but it is
stunningly successful in telling its readers what to think about’. The media must
define for the majority of the population what events are taking place, but also, they
must offer powerful interpretations of how to understand these events. The media’s
role in constructing the audience’s reality of events is of most significance when
considering media power.

(by Zuzanna Natalie Blaszkiewicz)

II. Read and memorize the following words:

alike — oguHAaKoBO

appeal to v. — oOpaiatbcs K

catchphrase — mogHas paza

causal — HenmpegHAMEPEHHBIN

conceive v. — 3alyMbIBaTh, IOHUMATh

deal with v. — umeTs geno c, paccMaTpuBaTh
distinguish v. — BeLAETUTH, pa3nu4aTh

feature v. — n306paxkaTh, OBITh XapaKTEPHOU YEPTOI
frame — BeIpaXeHHE B CIIOBAX; CTPYKTypa

framing — BEIpa)KeHUE B CIIOBAX; CTPYKTYpa; MOATACOBKA
garner v. — HaKaIJIuBaTh

illicit — He3aKOHHBIN, HETO3BOJIEHHBIN

implicate v. — BOyThIBaTh, BOBJIEKATh

lie v. — nrathb
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narrative — U3J10XKeHHe (PaKTOB
promote v. — COJIEeHCTBOBATH

proximity — GJIM30CTh; COCEICTBO

relay v. — nmepenaBath

salient — 3aMeTHBIN, OpocaroNTUiics B TJ1a3a Unit VIL. SCANDAL & CRISIS
signify v. — 03HauarTh, BBIpaXKaTh
stunningly — notpsicaroiiie
subsequently — BmocineacTBuu

tool — HHCTpYMEHT

treatment — 06paboOTKa, TPaKTOBKa
unconsciously — 6ecco3HaTenbHO
undoubtedly — HecomHEeHHO, OeCCIOPHO

EXERCISES TO THE TEXT

L. Spell and transcribe the following words:
treatment, journalist, narrative , undoubtedly, conscious, audiences, metaphor,
inherently.

II. Find in the text English equivalents for the following word combinations and
phrases, and write them out:

BKJIIOYAIOT B ce0s1 BHIOOP CJIOB; MOKET OBITh 3ayMaH OeccO3HATeNIbHO; YacTo
muTHpyemas (ppasa; He3aBUCHUMBIE KYPHAIMCTHI; SBISETCS MOTPSCAIOUIE YCTICITHBIM;
COJICUCTBOBaTh KOHKPETHOMY OINPEIAEICHUIO MPOOJEMBI; MPEACTABIATh 3aKOHHYIO
yrpo3y; MOKa3aTh BUIHBIX OOIIECTBEHHBIX AESTENei; BOCIpUHIMAaeMas pealbHOCTb;
U3 — 3a UX MOBTOPSIOLIETOCS MPUCYTCTBUSI B CPEJICTBAX MACCOBOM MH(pOpMAaLIUU; TIO
€ro ONpeNeCHUI0; MPUYACTHBINA; 3HAHUE MPEILIECCTBYIOUIUX COOBITHI; B JTaHHOM
00111eCTBE; HaKaIIMBalOT UH(GOPMAIIUIO; BKIIOYAIOT B ceOs "sIBHbIC U HEsBHBIE" yT-
BEPKJICHMS; TIEPEIaTh PAcCKa3; CTPYKTYpa HOBOCTEH; HEI03BOJICHHBIE IMOIIMOHAIb-
HbI€ PEaKIIMM; B Ipe/iesiaX UX KyJIbTYPHOIO KOHTEKCTA; KOTOPBIE YUTEHbI; XapaKkTep-
Hasi 0COOEHHOCTh, BKJIIOYEHHASI B ATO MOHSTHUE; MPU MPEICTABICHUN COLMAJIbHBIX
npo0seM; KOHIEMIUsI HOBOCTHOM 1IEHHOCTH.

Il. Answer the following questions using the word combinations and phrases
from Exercise II:

1. How did key scholar Robert Entman define framing? 2. What does the word
implicated mean in his definition? 3. What does Erving Goffman note? 4. Who has
distinguished between the uses of frames and framing for journalists and audiences
alike? 5. What does Van Gorp call ‘frame packages’? 6. What do these ‘frame
packages’ provide journalists with? 7. Why are audiences able to interpret these
narratives? 8. Why are cultural values and norms a consideration for the choice of
news frames? 9. What helps define for media institutions which narratives to include?
10. Can the values of independent journalists, editors and news organizations be a
defining factor in the choice of news frame? 11. Does the process of selection and
salience implicated in the notion of framing signify the role that media institutions
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play in defining reality for its audiences? 12. What becomes the method through
which people garner information about the world ‘out there’ according to William
Gamson et al.? 13. Can media be seen as reflecting a world out there or the practices
of those having the power to determine the experience of others? 14. Is the media’s
role in constructing the audience’s reality of events of most significance?

IV. Complete the following sentences:

1. Narratives are subsequently interpreted unconsciously ...... within their
cultural context. 2. As Erving Goffman notes, frames are inherently..... . 3. The
values of independent journalists, editors and news organizations can also be ..... in
the choice of news frame. 4. ..... are generally uninformed about events which are not
within close proximity to their everyday reality. 5. This role ..... is where media
power lies. 6. The media must offer ..... of how to understand events.

V. Retell the above text using as many of the word combinations and phrases
from Exercise Il as you can.

VOCABULARY AND GRAMMAR EXERCISES

I. Find in the text and copy out sentences in which prepositions within and
through are used. Translate them.

I1. Write down all possible questions to the following sentence:

The concept of salience and selection known as framing points to the incredible
power of the press to construct the audience’s understanding of events.

Il. Add the suffix —al to the following stems, make any necessary spelling
changes, and translate the words:

Word-building: music n. + al = musical adj.

accident, tradition, norm, function, education, environment, examination, feud,
sensation, origin, memory, centre, section, region, trivia, universe.

IV. Give the noun of each of the following:
societal, medicinal, brutal, ceremonial, controversial, critical, dimensional,
digital, ethical, familial, sentimental, territorial, personal, promotional, reputational.

V. Find in the above text and copy out adjectives with the suffix — al and use
them in sentences of your own.

V1. Insert the prepositions.
1. The press industry as a media institution plays a definitive role ..... shaping
public consciousness and attributing salience to specific issues. 2. .... simply
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reporting on something, the press consciously asserts the importance of one issue .....
another, and through their reporting, defines for the audience how to interpret the
issue. 3. Framing functions as a way to enhance those parts ..... a narrative that will
be most financially and politically beneficial to newspaper owners and their interests.
4.In the social sciences, framing comprises a set of concepts and theoretical
perspectives on how individuals, groups, and soci¢  Unit VI.. SCANDAL & CRISIS
communicate ..... reality. 5. One can view framing in communication as positive or
negative — depending ..... the audience and what kind of information is being
presented. 6. Members of political parties attempt to frame issues in a way that makes
a solution favoring their own political leaning appear as the most appropriate course
of action for the situation ..... hand. 7. News media frame all news items by
emphasizing specific values, facts, and other considerations, and endowing them .....
greater apparent applicability for making related judgments. 8. There have been,
however, some examples of individual transgressions framed as scandal ..... the
press industry.
Keys: of, with, in, within, by, on, over, at, about.

SPEAKING:

I. Develop the idea:

The effects of framing can be seen in many journalism applications. With the
same information being used as a base, the "frame" surrounding the issue can change
the reader's perception without having to alter the actual facts. In the context of
politics or mass-media communication, a frame defines the packaging of an element
of rhetoric in such a way as to encourage certain interpretations and to discourage
others. For political purposes, framing often presents facts in such a way that
implicates a problem that is in need of a solution. Associated perceptions of factual
information can vary based upon the presentation of the information.

II. Discuss a new kind of TV program which you think will be interesting for
your generation. Try to interest and to persuade your friends that your idea is very
attractive and should be accepted. Make your reasons as convincing as possible.

TEXT 4
CRISIS
1. Read and translate the text.

A crisis (from the Greek kpioig - krisis) is any event that is, or is expected to
lead to an unstable and dangerous situation affecting an individual, group,
community, or whole society. Crises are deemed to be negative changes in the
security, economic, political, societal, or environmental affairs, especially when they
occur abruptly, with little or no warning. More loosely, it is a term meaning "a testing
time" or an "emergency event".

Crisis is the situation of a complex system (family, economy, society) when the
system functions poorly, an immediate decision is necessary, but the causes of the
dysfunction are not known.
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Crisis has several defining characteristics. Seeger, Sellnow, and Ulmer say that
crises have four defining characteristics that are "specific, unexpected, and non-
routine events or series of events that create high levels of uncertainty and threat or
perceived threat to an organization's high priority goals." Thus, the first three
characteristics are that the event

1) is unexpected (i.e., a surprise);
2) creates uncertainty;
3) is seen as a threat to important goals.

Venette argues that "crisis is a process of transformation where the old system
can no longer be maintained." Therefore, the fourth defining quality is the need for
change. If change is not needed, the event could more accurately be described as a
failure.

Apart from natural crises that are inherently unpredictable (volcanic eruptions,
tsunami etc.) most of the crises that we face are created by man. Hence, the
requirements of their being 'unexpected' depend upon man failing to note the onset of
crisis conditions. Some of our inability to recognise crises before they become
dangerous is due to denial and other psychological responses that provide succour
and protection for our emotions.

A different set of reasons for failing to notice the onset of crises is that we allow
ourselves to be 'tricked' into believing that we are doing something for reasons that
are false. In other words, we are doing the wrong things for the right reasons. For
example, we might believe that we are solving the threats of climate change by
engaging in economic trading activity that has no real impact on the climate.

The effect of our inability to attend to the likely results of our actions can result
in crisis. From this perspective we might usefully learn that failing to understand the
real causes of our difficulties is likely to lead to repeated downstream 'blowback'.

Crisis management is the process by which an organization deals with a major
event that threatens to harm the organization, its stakeholders, or the general public. It
is considered to be the most important process in public relations.

In contrast to risk management, which involves assessing potential threats and
finding the best ways to avoid those threats, crisis management involves dealing with
threats before, during, and after they have occurred. It is a discipline within the
broader context of management consisting of skills and techniques required to
identify, assess, understand, and cope with a serious situation, especially from the
moment it first occurs to the point that recovery procedures start.

(From Wikipedia, the free encyclopedia)

II. Read and memorize the following words:

abruptly — pe3ko, BHE3aITHO

apart from — moMHMO, KpOME TOTO

assess V. — OIICHUTD

attend v. —yaensTh BHUMaHUE, 3aHUMAThCS

avoid v. — u36exarb

“blowback™ — “Bo3Bpaiiienne’ (T.€. HeTpeIHAMEPEHHBIN TOOOYHBIN pe3yIbTaT)
deal with v. — umeTs geino ¢
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deem v. — cunTaTh, IOJIATaTh

denial — oTka3, oTpuIaHue, ONIPOBEPIKEHUE

engage in v. — 3aHUMaThCs

fail v. — TeprieTs Heymaudy, He y1aBaThCS

failure — mpoBai, Heygava, HECIOCOOHOCTh

harm v. — npu4anHATH Bpen Unit VIL. SCANDAL & CRISIS

immediate — HeMeUIEHHBIH, O€30TIaraTeIbHbINA

impact — BIusiHuE

inherently — o cymectBy

non-routine — BHEIJIAHOBBIH

occur V. — MPOUCXOUTh, CIIy9aThCs

onset — Ha4yayuo

requirement — TpeboBaHKe, HEOOXOUMOE yCIIOBHUE

succour — IMOMOIllb, OKa3aHHAas B TSKETYI0O MUHYTY

threat — yrposa

threaten v. — yrpoxatb

uncertainty — HeonpeeaEHHOCTh

warning — npeaynpexiaeHue, npeocTepeKeHme
EXERCISES TO THE TEXT

L. Spell and transcribe the following words:
environmental, occur, threat, crisis, requirement, succour, non-routine, warning,
failure, eruption.

II. Find in the above text English equivalents for the following words and word
combinations, and write them out:

HaBPEJUTh OPraHU3AllMU; TPUBECTH K HECTAOWIIBHON M OMACHOW CHUTYaIlUH; C
3TOW TOYKHU 3PCHUS; KaYeCTBO; IKOJOTHUECKUE BOIMPOCHI, 3aMHTEPECOBAHHAS CTOPO-
Ha; Ooyiee CBOOOHO; OIICHKA MOTCHIUAIBHBIX YIPO3; HEMpeacKa3yeMblii; CUXO0JI0-
T'MYECKUE OTBETHI; aBAPUITHOE MPOUCIICCTBUE; TPUYHHBI TUCPYHKIIUHU; 4TOOBI n30e-
KaTh 3TUX YIpo3; BOCIPUHUMAEMas yrpo3a; 0O0JIbIIe He MOXKET OBbITh COXpaHEHA; U3-
BEP)KEHUsI BYJIKAHOB; Y/CISATh BHUMaHUE BO3MOXHBIM pe3ysibTaTaM; BCE 0OIIeCTBO;
BHU3 110 TCUCHHIO; CIIPABUTHLCS C CEPbE3HOM CUTYAIMEH; C KOTOPBIMU MBI CTAJIKHBA-
eMcsl; Hallla HECTIOCOOHOCTh pacno3HaTh KPU3HUCHI; 00ECTIEUNTh TTOMOIIb B TSHKETYIO
MUHYTY.

1. Ask your own questions to the text for class discussion.

IV. Explain in English the meaning of:
crisis management, unpredictable, public relations, volcanic eruptions, inability.

V. Retell the above text using as many of the words and word combinations from
Exercise Il as you can.

VOCABULARY EXERCISES
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I. Add the prefix non- to the front of each base word to make a new word and
translate them:

Word-building: the negative prefix non- is added to nouns of action,
condition, or quality with the sense of “absence, lack of,” or simply “not™:
| non-Catholic
This Latin negative prefix can form negative adjectives with many present
participles and past participles regardless of the origin of the stem word such as:
existent - nonexistent
smoking - non-smoking
Another interesting fact about non- is that it can often form negative
adjectives by joining verbs, to express the meaning that the thing described does not
perform the action described by the verb:
stopv. - non-stop
Whether to add a hyphen depends upon whether American or British usage
is being observed.

entity, event, fiction, flammable, freezing, sense, smoking, standard, stick,
essential, professional, human, poisonous, availability.

I1. Translate the following words with the negative prefix non-:
non-negotiable, non-judgmental, non-specific, non-aligned, non-profit, non-slip,
non-shrink, nonchalant, non-making, non-man made, nonvoting, nonviolent.

II1. Find in the above text and copy out the sentence containing a word with the
prefix non- and use it in sentence of your own.

IV. Choose the proper verb form and translate the sentences.

1. If a company at the centre of a crisis ..... seen to be unresponsive,
inconsistent, confused, or unable to provide reliable information, the damage inflicted
on its reputation ..... be lasting. 2. The study of crisis management ..... with the
large-scale industrial and environmental disasters in the 1980s.3. We took the
efforts..... employees and the public of a potential hazard which could have a
catastrophic impact. 4. There are 3 essential steps that our organization ..... take to
prepare for and withstand a communications crisis. 5. Crisis management .... become
a defining feature of contemporary governance. 6. In times of crisis, communities and
members of organizations expect their public leaders ..... the impact of the crisis at
hand. 7. In this extreme environment, policymakers must ..... collective learning
from the crisis experience. 8. A crisis often ..... a window of opportunity for reform
for better or for worse.

(Missing verbs: can, to minimize, is, opens, will, foster, originated, has, to inform)
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V. Find in the above text and copy out sentences in which linking expressions
thus, in other words, therefore, hence and due to are used. Which of them introduces
rephrasing and correcting, results and conclusions, and a reason?

SPEAKING:

I. Discuss the arguments for the following problei  Unit VI.. SCANDAL & CRISIS’
of the topic.

Historically, politics and crisis go hand in hand. In describing crisis, President
Abraham Lincoln said, “We live in the midst of alarms, anxiety beclouds the future;
we expect some new disaster with each newspaper we read.”

TEXT 5
PERSONAL CRISIS
1. Read and translate the text.

A personal crisis occurs when an individual can no longer cope with a situation.
This is preceded by events of an extraordinary nature triggering extreme tension and
stress within an individual, i.e., the crisis, which then requires major decisions or
actions to resolve. Crises can be triggered by a wide range of situations including, but
not limited to, extreme weather conditions, sudden change in employment or
financial state, medical emergencies, long-term illness, and social or familial turmoil.

Crises are simply a change in the events that comprise the day-to-day life of a
person and those in their close circle, such as the loss of a job, extreme financial
hardship, substance addiction or abuse and other situations that are life altering and
require action that is outside the "normal" daily routine. A person going through a
crisis experiences a state of mental disequilibrium, in which the ego struggles to
balance both internal and external demands. In this case, a said person resorts
to coping mechanisms to deal with the stress. Various coping mechanisms include:

— high emotions (crying, physical withdrawal);
— defence mechanisms (denial, repression);

— making rash decisions;

— acting out;

— putting things on hold.

In some cases, it is difficult for an individual undergoing a crisis to adapt to the
situation. As it is outside of their normal range of functioning, it is common that one
endures a struggle to control emotions. This lack of control can lead to suicidal
tendencies, substance abuse, trouble with the law and general avoidance of resources
available for help. One such resource used to aid an individual in crisis is their social
support system, which can come in the form of family, friends, coworkers, or health
professionals. It is important that a support system consists of people that the
individual trusts. Although these support systems play a crucial role in aiding an
individual through a crisis, they are also the underlying cause of two thirds of mental
health crises. The aforementioned mental health crises can include marital issues,
abandonment, parental conflict and family struggles.
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In order to aid someone in crisis, it is crucial to be able to identify the signs that
indicate they are undergoing an internal conflict. These signs, as well as the
aforementioned coping mechanisms, include:

— irrational and/or narrow thinking;

— lowered attention span;

— unclear motives;

— disorganized approach to problem solving;

— resistance to communication;

— inability to differ between large and small issues;

— change or alteration to social networks.

As aforementioned, a crisis can be overcome by implementing mechanisms such
as: sleep, rejection, physical exercise, meditation and thinking. To assist individuals
in regaining emotional equilibrium, intervention can be used. The overall goal of a
crisis intervention is to get the individual back to a pre-crisis level of functioning or
higher with the help of a social support group. As said by Judith Swan, there's a
strong correlation between the client's emotional balance and the trust in their support
system in helping them throughout their crisis. The steps of crisis intervention are: to
assess the situation based on behaviour patterns of the individual, to decide what type
of help is needed (make a plan of action) and finally to take action or intervention,
based on the individual's skills to regain equilibrium. The Registered Nurses’
Association of Ontario proposed the ABC model for dealing with client’s
interventions in crises:

A — Basic attending skills (making the person comfortable, remaining calm,
etc.);

B — Identifying the problem and therapeutic interaction (explore their
perceptions, identify sources of emotional distress, identify impairments in
behavioural functioning, use therapeutic interactions);

C — Coping (identify coping attempts, present alternative coping strategies,
follow up post-crisis).

(From Wikipedia, the free encyclopedia)

II. Read and memorize the following words:
abandonment — 0TKa3, 0JMHOYECTBO

abuse — 3moymoTpebaeHue

addiction — mpucTpactue, HapKOMaHUs
aforementioned — BBILICYTIOMSHY THIN

cope with v. — cipaBisITHCS C

crucial — pemarormmii

disequilibrium — HapyIieHUE paBHOBECHS; HEYCTOUYHNBOCTh
€g0 — Ar0, COOCTBEHHOE ‘S’

employment — 3aHATOCTb, paboTa

endure v. — TepIeTh, BHIICPKUBATH

hardship — numenusi, Hey100CTBO
impairment — HapyIIeHUE, YXYAIICHUE

lack — oTcyTcTBUHE, HEAOCTATOK
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long-term — monrocpoYHBIN

overcome v. — IpeoA0JeTh, TPEBO3MOYb

precede v. — mpenIecTBOBaTh

regain v. — BOCCTaHABJIMBATh

resolve v. — pemarh

resort to v. — mpuderath K uemy-1ubo, o0pamaTbCs K Komy-iubo
routine — pyTHHA, YCTAHOBJICHHBIH MOPSIIOK Unit VII. SCANDAL & CRISIS
struggle — n. 6opr0Oa; v. 60pOThCs, TOOUBATHCS

sudden — BHe3amHbIi

tension — HAaNPSHKEHHOCTD, HANPSHKEHHOE COCTOSIHUE

trigger v. — moOyXaTh , 1aBaTh UMITYJIbC; BBI3bIBATh

trust — n. ToBEpHUE; V. JOBEPITH

turmoil — cymaroxa, 6ecrops1oK

withdrawal — yxon, ynanenue

EXERCISES TO THE TEXT
1. Spell and transcribe the following words:

equilibrium, familial, suicidal, withdrawal, throughout, addiction, therapeutic,
require, although.

II. Find in the above text English equivalents for the following words and word
combinations, and write them out:

MOJIEJIH TIOBEICHUS; AJII TOTO, YTOOBI IOMOYb KOMY-MO; 3aIIATHBIE MEXaHU3MBI;
MPOUCXOMIUTh; KU3Hb W30 JHS B JICHb, MPEANPUHATh MEPhI WM BMENIATEILCTBO; B
BOCCTAHOBJICHUH AYIIEBHOTO PAaBHOBECHS; BBI3BAB KpailHEEe HAMPSIKCHHE, OICHUTH
CUTYAINIO; MMPUCTPACTHE K BEIIESCTBY WM 3JI0YMOTPEOJICHUE; PEIINTh; B UX TECHOM
KpyTYy; OCHOBHAs MPUYNHA; TOHMKECHHAS! KOHIICHTPAIs BHUMAHUS; OTCYTCTBHE KOH-
TPOJIst; KOH(MIUKT C 3aKOHOM; aJaliTUPOBATHCS K CUTYyaIlMH; MPUHUMAS TIOCTICIITHBIE
pElIeHNs; y3KO€ MBIIUICHHE, MEXaHW3Mbl BBDKUBAHUS; TEPEKUBAIOT BHYTPCHHHUI
KOH(JIMKT; MOTEePs pabOTHI.

1. Answer the following questions using the words and word combinations from
Exercise II:

1. When does a personal crisis occur? 2. What can crises be triggered by? 3.
What events give rise to crises? 4. What does a person going through a crisis
experience? 5. What do various coping mechanisms include? 6. Why is it difficult for
an individual undergoing a crisis to adapt to the situation? 7. What can the lack of
control lead to? 8. Is the social support system one such resource used to aid an
individual in crisis? 9. Which form can this social support system come in? 10. What
can the mental health crises include? 11. What signs indicate an internal conflict of an
individual? 12. How can a crisis be overcome? 13. Why can intervention be used to
assist individuals in regaining emotional equilibrium? 14. What steps of crisis
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intervention do you know? 15. Who proposed the ABC model for dealing with
client’s interventions in crises? 16. What can you say about this ABC model?

IV. Fill in the gaps with the words and expressions from the text.

1. This is preceded by .... of an extraordinary nature triggering extreme tension
and stress within an individual. 2. The ..... goal of a crisis intervention is to get the
individual back to a pre-crisis level of functioning. 3. A person .... experiences a state
of mental disequilibrium. 4. A support system must ..... people that the individual
trusts. 5. There's ..... between the client's emotional balance and the trust in their
support system in helping them throughout their crisis.

V. Find in the above text and copy out sentences containing the modal verb can
with the infinitive (active and passive).

V1. Outline the main ideas of the above text and write a summary.
VOCABULARY AND GRAMMAR EXERCISES

I. Choose the correct alternative in each of the following sentences.

1. As printing methods developed, it became possible / impossible to produce
colour prints. 2. Posters are also disused / used for reproductions of artwork,
particularly famous works. 3. It must be said that journalists understand that without a
degree of co-operation from politicians, political journalism would be impossible /
possible. 4. Two-way symmetrical model of public relations is an unideal / ideal way
of enhancing an organization’s reputation among the target audience. 5.
Organizations often hire celebrities or infamous/famous personalities who are popular
among the crowd to enhance their reputation. 6. Lobbying is often spoken of
with contempt when the implication is that people with inordinate/ordinate
socioeconomic power are corrupting the law in order to serve their own interests. 7.
Last week the minister was sacked for being loyal / disloyal. 8. Nonprofit/Profit
organizations rely on free modes of persuasion, such as apublic service
announcement. 9. You should trust/distrust who says it’s easy to have a career in
journalism. 10. Gossip is an idle talk or rumor, especially about the impersonal /
personal or private affairs of others.11.The negative effects of gossip are strained
relationships, mistrust/trust, contentment/discontentment, even anger, and decreased
/increased productivity.

I1. Complete the following sentences using the words from the box:

implementation  trust crisis listening  responsibility = prepared  include
seriously

1. In the face of ..... , leaders must deal with the strategic challenges they face,
the political risks and opportunities they encounter, the errors they make. 2. Public
leaders have a special ..... to help safeguard society from the adverse consequences
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of crisis. 3. The mental health crises can ... marital issues, abandonment, parental
conflict and family struggles. 4. Decision making is both the act of coming to a
decision as the ..... of that decision. 5. Experts in crisis management note that leaders
who take this responsibility ..... would have to concern themselves with all crisis
phases. 6. Broken ..... is one of the greatest losses we feel. 7. A personal crisis can
popup at any moment when you are not ..... for it. 8. Active .....1s an important
method for helping individuals who are suffering in a crisis.

Unit VII. SCANDAL & CRISIS

L. Write down all possible questions to the following sentence:
The audience orientation will be required for crisis communication because of
the importance of stakeholder perceptions during the crisis.

IV. Translate the following sentences into English:

1. Kpuszuc npeacranisieT coO0# mepesnoM, Mpu KOTOPOM CYIIECTBYIOIINE CPEJICT-
Ba JIOCTHKEHUS 1IeJIel CTAHOBSITCS HEaJeKBaTHBIMM, B PE3yJIbTaTe Yero MOTYT BO3-
HUKATh HEMpe/ICKa3yeMble CUTyalluu U MpooieMbl. 2. [I[puunHbl Kpr3nuca MOTYT OBIThH
BHEIIHUMU U BHYTPEHHUMH. 3. B HEKOTOpBIX CiIy4asix, YEJIOBEKY, UCIBITHIBAIOLIEMY
KpPHU3HC, TPYIHO MPUCTIOCOOUTHCS K cUTyaluu. 4. JleaTebHOCTh YelloBeKa oCTpoeHa
Ha YJOBJIETBOPEHUU CBOUX MHTEPECOB, KOTOPbIE MU3MEHSIOTCS HEPAaBHOMEPHO U He-
MPOTOPITMOHANIEHO. 5. bopb0a MexX Iy pa3IuuHbIMU TPYNIIaMU HHTEPECOB (KIaHAMH,
3IIUTAaMU, U Jp.) 32 BIACTh U PECypCHI SBJSIETCS Hanbosee pacpoCTpaHEHHBIM OCHO-
BaHHUEM JIJI TIOJTUTUIECKOTO KOH(HKTA. 6. ONacCHOCTh HACTYIUICHUS KPU3HCA CYIIe-
CTBYET BCErjia, MO3TOMY €ro HeOoOXOAMMO MPEABUAECTh U MPOrHO3UpPOBaTh. 7. Bo3-
MOXHOCTH AHTUKPU3UCHOTO YMPABJICHUS 3aBUCIT OT LIEJIU, XapaKTepa MOTUBAIUU,
npodeccruonanmusma, UCKyCcCTBa yIpaBjieHUs, TOHUMAaHUS TPUYUH U TOCIEACTBUH, a
TaK)kK€ OTBETCTBEHHOCTU. 8. Kpuzuc B opraHuzaiuu HEu30eXKHO MOPOXKIAET KOH-
(GAMKTHI, TaK KaK OH HapyllaeT IMHAMHYECKOE PaBHOBECUE OpraHuzanuu. 9. Ynopas-
JeHuE KOH(MDIUKTAMHU SIBISIETCS BAXKHOM COCTABHOM YaCThIO MIPOLIECCA PETYIUPOBAHMS
COIMAJIbHO-ITPOU3BOICTBEHHBIX OTHOLIEHUH B OpraHU3all|H.

SPEAKING:

1. Arrange a short debate on the following problem situation:

In any situation, both in personal and professional life, the process of restoring
trust can be an enormously positive adventure because you can redeem yourself and
create newness. For example, when you have a broken relationship with someone,
you have to learn to acknowledge your role in it, apologize, and have humility. Then
you need to find a way to involve the person in a process of coming up with a new
relationship.

II. Comment upon the following statement. Share opinions.

There are reasonable conditions under which newspapers that are read by larger
and 1deologically more heterogeneous audiences would find it profitable to cover all
scandals, in order to satisfy (to some extent) all customers.
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1. Explain and expand on the following:
In some cases Watergate is used as a benchmark against which other scandals
are to be compared.

IV. Speak about things which have happened to you and which really made you
Jjumpy and angry.

110



UNIT VIII

TEXT 1
ERVING GOFFMAN: IMPRESSION MANAGEMENT

1. Read and translate the text.

Erving Goffman (1922-1982) has provided an additional dimension to our
understanding of the self. He points out that only by influencing other people's ideas
of us can we hope to predict or control what happens to us. We have a stake in
presenting ourselves to others in ways that will lead them to view us in a favorable
light, a process Goffman calls impression management. In doing so, we use both
concealment and strategic revelation. For example, a taxi driver may attempt to
disguise from a passenger the fact that they were mistakenly traveling in the wrong
direction, and a young professor fresh out of graduate school may spend several
hours preparing and rehearsing a lecture in hopes of appearing "knowledgeable" to
her students. You are probably aware of engaging in impression management when
deciding what to wear for particular occasions, such as a party, a physician's
appointment, a job interview, or a date.

Goffman sees the performances staged in a theater as an analytical analogy and
tool for depicting and understanding social life, a perspective he calls the
dramaturgical approach. He depicts social life as a stage on which people interact; all
human beings are both actors and members of the audience, and the parts are the
roles people play in the course of their daily activities. Goffman illustrates his
approach by describing the changes that occur in waiters' behavior as they move from
the kitchen to the dining room. As the nature of the audience changes, so does their
behavior. "Frontstage" in the dining room, the waiters display a servile demeanor to
the guests. "Backstage" in the kitchen, they openly flaunt and otherwise ridicule the
servility they must portray frontstage.

Hence, as people move from situation to situation, they drastically alter their
self-expression. They undertake to define the situation for others by generating cues
that will lead others to act in ways they wish.

Although Goffman is commonly classed by sociologists with interactionists, his
work departs in significant ways from classical symbolic interactionist formulations.
Symbolic interactionists see each situation as somewhat unique, as freshly built up
piece by piece out of the peculiar combinations of activities and meanings that
operate in a particular setting. Goffman depicts social life as "frames" — structures —
that have an invisible but real existence behind the visible social transactions of
everyday life. These basic frameworks of understandings provide stable rules that
people use in fashioning their behavior. Thus Goffman sees action as guided more by
a mechanical adherence to rules than by an active, ongoing process of interpersonal
negotiation.

(From Sociology. The Core. By James W.Vander Zanden.)

II. Read and memorize the following words and phrases:

111



E.V. Zavalevskaya, V.P. Veretennikova

Unit VIII. IMPRESSION MANAGEMENT & MOTIVATION
adherence to — NpUBEPKEHHOCTb, BEPHOCTD YeMy-TUOO

be aware of — 3HaTh, CO3HABATH

concealment — yranuBanue

cue — HaMeK, peruinKa

date — cBumanue

depict v. — uzo0paxarb

dimension — u3mepeHue

disguise [dis’gai1z] v. — MackupoBaTh, CKpHIBATh

drastically — pemurenbHO, KOpeHHBIM 00pazoM

flaunt v. — BeICTaBIATH ce0s1 HAMIOKa3

have a stake in something — ObITH KPOBHO 3aMHTEPECOBAHHBIM B 4EM-UOO
impression management — yrpaBJieHUE BICUATICHUSIMH
mistakenly — omru604HO

point out v. — yka3arh, IOKa3bIBaTh

portray v. — u300pa3uTh, U300paKaTh

predict v. — npeicka3piBaTh

rehearse v.— TOBTOPSITH

revelation — OTKpBITHUE, PACKPBITHE

ridicule v. — BBICMeUBAaTh, IIOJHUMATh HA CMEX

self — coOcTBEeHHAs JIMYHOCTh; COBOKYITHOCTh CBOMCTB (Y€JIOBEKA)
servility — pabonenue, mogodocTpactue

EXERCISES TO THE TEXT

L. Spell and transcribe the following words:
concealment, dramaturgical, rehearsing, ridicule, frontstage, peculiar, flaunt,
dimension.

I. Find in the above text English equivalents for the following words and
phrases and write them out:

npe/cKa3aTh WM KOHTPOJIMPOBATh, WHCIEHUPOBAHHBIC TPEICTaBICHUS, OBITH
KPOBHO 3aMHTEPECOBAHHBIM B uéM-1u00; YIPABICHUE BIICYATICHUSIMH, paOOJICITHOE
NOBe/IeHNE; OOBIYHO KJIACCU(DHIIUPYETCs COLMOJIOTaMH; B OJArOMPHUSTHOM CBETE; B
MIPOIIECCE CBOEH MOBCEIHEBHON ESITEIILHOCTH; BRICMEUBATh pabosenue; 00eCeynTh
YCTOWYMBBIC TIPABWIIA; JCHCTBOBATh TAKUM 00pa30M; MOCTETICHHO; HAIIIe TTIOHNMaHHUE
ce0st; Mpolecc MEKINYHOCTHOTO OOIIEHUS; €ro padoTa pacXxoIUTCs C KIaCCUYECKH-
MU (OPMYITHPOBKAMHU; HHCTPYMEHT; TOJIBKO YTO 3aKOHYHBIIHNI aCTIUPAHTYPY; TPUEM
y Bpada; CKpPBITh OT MACCaXXUpPa; U3MEHSIOT CBOE CaMOBBIPAKECHHE; OMPEICTUTh CH-
Tyaruio; B pOpMHUPOBAHUYN CBOETO MTOBEICHUSI.

III. Answer the following questions. Use the topical vocabulary.

1. Who has provided an additional dimension to our understanding of the self?
2. When can we hope to predict or control what happens to us? 3. Which process
does Goffman call impression management? 4. In which cases do we use both
concealment and strategic revelation? Give examples. 5. When are people aware of
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engaging in impression management? 6. What does Goffman see as an analytical
analogy and tool for depicting and understanding social life? 7. Why does he depict
social life as a stage on which people interact? 8. Whose behaviour does Goffman
illustrate by describing the changes that occur in the individual’s behaviour? 9. When
do people usually alter their self-expression? 10. Who is Goffman commonly classed
with interactionists by? 11. How do symbolic interactionists see each situation? 12.
What does Goffman depict as “frames™? 13. What do the basic frameworks of
understandings provide?

IV. Make up your own sentences or situations with the following phrases:

servile demeanor, to view someone in a favorable light, an adherence to rules, to
provide stable rules, to have a stake in smth., to travel mistakenly, in the course of
one’s daily activities, the changes that occur in one’s behavior, to ridicule a defect in
one’s character, in a particular setting.

V. Explain in English the meaning of:
a young professor fresh out of graduate school, a servile demeanor, to be

traveling in the wrong direction, behavior, in a favorable light.

V1. Retell the above text using as many of the words and phrases from Exercise
Il as you can.

VOCABULARY AND GRAMMAR EXERCISES

I. Find in the above text and copy out phrases in which the preposition of is
used. Translate them.

II. Complete the sentences with the words from the box:

big develops process human management credibility  perceptions
shaped  conveying

1. Impression management is a goal-directed conscious ..... in which people
attempt to influence the ..... of other people about a person, object or event. 2. The
notion of impression ..... also refers to practices in professional communication
and public relations, where the term is used to describe the process of formation of a
company's public image. 3. A .... factor in impression management is the similar
concept of self-presentation. 4. Self-presentation is a behavior of ..... information
about oneself or image of oneself to other people. 5. The concept of self is important
to the theory of impression management as the images people have of themselves
shape and are ..... by social interactions. 6. Our self-concept ..... from social
experience early in life. 7. Self-presentation refers to a class of motivation on ...
behavior. 8. Leaders must learn impression management strategies and tactics that
assist them in demonstrating their ..... , interpersonal attractiveness.
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Unit VIII. IMPRESSION MANAGEMENT & MOTIVATION

1. Write down all possible questions to the following sentence:
In 1958 Goffman became a faculty member in the sociology department at the
University of California.

IV. Ask questions to which the following statements may serve as the answers.

1. Goffman made substantial advances in the study of face-to-face interaction,
elaborated the "dramaturgical approach" to human interaction. 2. Without a doubt
there are many motives governing impression management. 3. The impression
management theory states that according to one’s goals, we try and make our
perception to follow those goals. 4. The objective of the performance is to provide the
audience with an impression consistent with the desired goals of the actor. 5. Social
identity refers to how people are defined and regarded in social interactions. 6.
Certainly, this theory is about how the person wants to show himself or herself off
but do it in a certain way to satisfy their needs and goals. 7. Almost every
organization conducts at least one interview before making employment decisions.

SPEAKING:

1. Explain and expand on the following:

When people want to make a certain impression they have to forget certain
tendencies and try to promote themselves toward a goal they want to achieve and
accomplish. It all comes down to how you want to present yourself (self-
presentation). The way you present yourself may cause either harm or a benefit to
yourself, because the way you present yourself is what people see when they look at
you. If you come up as negative to someone then that is how they will perceive you
or if you come up positive, then they will see you as a positive person. It all depends
on your impression you leave and your self-presentation of yourself.

(From Wikipedia, the free encyclopedia)

II. Be ready to talk on the following topics.

1) What traits of a person’s character are required to make a good public
relations specialist?

2) Share opinions of different kinds of everyday behavour in public places.

3) Speak on the problem of impression management.

TEXT 2
THE INTERACTIONIST THEORY OF MOTIVATION

1. Read and translate the text.

Various theories of motivation have been propounded by many people, as a part
of the ever widening search of a man for a better life. One such principle is the
interactionist theory of motivation.

Interactionist theory is based on the assumption that people follow a particular
way of living based on the inferences and conclusions drawn through social
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interaction. In short, it is these interactionist attitudes that inspire or influence people
to act in a particular way. A person interprets society based on the type of people he
meets, experiences he shares with others, and develops an outlook based on these
encounters.

This theory focuses mostly on the study of a person's feelings and thought
processes, and attempts to explain social behavior at large. It was ideologically
proposed in the works of German scientist, Max Weber, as a thought, and not as a
theory. However, significant events in society led to the classification of this thought
process as an interactionist motivational theory. According to which, there can be no
generalization of a society or labeling it forward, backward, progressive, or
pessimistic. It strongly supports the idea that every individual can break free and have
his or her own assumptions about a way of living, not necessarily influenced by the
majority.

For example, in a largely capitalistic society, there can be a person who comes
across several experiences, which make him believe that communism is much better
system of governance. Thus, he can pursue or strongly advocate communist
principles. In other words, his interactions with the societal conditions have
motivated a strong dislike for the capitalist form of governance and a liking for
communism. Thus, sociologically, interactionist theory can be interpreted as study of
motivations of an individual and their motivation for a particular behavior, in a
society.

This theory plays a vital role in understanding the behavior of an individual and
provides an insight into the unknown. In case of a terrorist under inspection,
interactionist theory can throw light on the factors and people that he came in contact
with, which shaped his mindset. This study can further influence creation of positive
thinking and a healthy environment for living, which would foster prohibition of anti-
social activities.

The ideas outlined by this theory have become one of the most dominant
perspectives of viewing the world. The idea that an individual is not bound by social
limitations and free to live with his own mindset is a part of the interactionist
approach of thinking. Though the theory does not believe in making assumptions
based on statistical data, it can certainly highlight the reason for inspiration of a
particular behavior, on an individual level which serves as the single biggest
advantage of this theory.

(http://'www.buzzle.com/articles/interactionist-theory-of-motivation)

II. Read and memorize the following words and phrases:
advocate v. — oTcTanBaTh, IpoONaraHANPOBAThH

attitude — oTHOIICHHE

assumption — MPeANOI0KEHUE

conclusion — BBIBO/I

dislike — HenpusI3Hb, HEPACTIONOXKEHUE

draw (drew, drawn) v. — BBIBOIUTH (3axirouenue); nenath (661600)
encounter — CTOJIKHOBEHHE

experiences pl. — OIBIT
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governance — ynpaBJieHHe, PyKOBOJICTBO
highlight v. — npunaBate 00 Unit VIIl. IMPRESSION MANAGEMENT & MOTIVATION
inference — BBIBOJI, MPEATIOTIOKEHHUE

insight — moHMMaHue, MPOHUIIATEILHOCTh

inspire v. — BIIOXHOBJISITh

labeling forward — Ha3pIBas iepe0BBIM

mindset — MBIIIUIEHUE, X0 MBICJICH

outline v. — HaMeTUTH B OOIINX YepTax

outlook — mporuo3, Touka 3peHust

particular — 0cOOEHHBIN, 3aCITy)KHUBAIOIINI OCOOCHHOTO BHUMAHUS

propound v. — BBIIBUTaTh, IpEAJIaraTh Ha 0OCYKICHHE

pursue v. — pecien0BaTh, 3aHUMAThCS

share v. — yqacTBOBaTh, UCIIOJIb30BaTh COBMECTHO

significant — 3HaYUTENBbHBIN

EXERCISES TO THE TEXT

1. Spell and transcribe the following words:
inspire, pursue, drawn, German, mindset, generalization, motivational.

Il. Find in the above text English equivalents for the following word
combinations and phrases and write them out:

U3JI0’)KEHHBIE 3TOM TEOpHel; BCerJa pacUIMPEHHBIN MOUCK; COOCTBEHHBIEC MPE/-
MTOJIOKEHUS; KU3HEHHO Ba)KHASI POJIb; ObUIM BBIIBUHYTHI MHOTHMH JTFOJBMU; YTOOBI
HUTh CO CBOMM COOCTBEHHBIM MBIIUICHUEM; HHTEPAKIIMOHUCTCKAsI TEOPHUsl MOTHBA-
IIMY; TJIaBHBIM 00pa3oM; CJIEeI0BaTh OMpPeaeIEHHBIM 00pa3oM; 0000ImeHne o01ecT-
Ba; HE CBSI3aH COIMAIBHBIMU OTPaHUYCHHUSIMI;, MOKHO HHTEPIIPETHPOBATS.

II. Answer the following questions using the word combinations and phrases
from Exercise 11:

1. How have various theories of motivation been propounded by many people?
2. What is the interactionist theory based on? 3. How does a person interpret society?
4. What does this theory focus on? 5. Whose works was it proposed in? 6. What led
to the classification of this thought process as an interactionist motivational theory?
7. What idea does this theory strongly support? 8. Why can interactionist theory
sociologically be interpreted as study of motivations of an individual and their
motivation for a particular behavior in a society? 9. Does this theory play a vital role
in understanding the behavior of an individual and provide an insight into the
unknown? 10. Can this study further influence creation of positive thinking and a
healthy environment for living? Give your reasoning.11. What have the ideas
outlined by this theory become? 12. What is the single biggest advantage of this
theory?

IV. Fill in the gaps with the words and expressions from the text.
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1. This theory plays ..... in understanding the behavior of an individual. 2. It is
these interactionist attitudes that ..... or influence people to act in a particular way.
3. According to this theory, there can be no ..... of a society or labeling it forward,
backward, progressive, or pessimistic. 4. ..... interprets society based on the type of
people he meets, experiences he shares with others. 5. The ideas .... have become one
of the most dominant perspectives of viewing the world.

V. Retell the above text using as many of the word combinations and phrases
from Exercise Il as you can.

VOCABULARY AND GRAMMAR EXERCISES

I. Find in the above text and copy out sentences in which linking expressions
though, in other words, in short and in case of are used. Which of them introduces
exemplification and summation, rephrasing and correcting, a contrasting idea, and
condition?

II. Make your own sentences with though, in other words, in short and in case
of, using word combinations and phrases of the topical vocabulary.

Il. Find in the above text and copy out the sentence in which the phrase
preposition according to is used. Translate it.

IV. Complete the sentences with the words from the box:

theories motivated  based  society  survival way

1. Motivation theories are ..... on various morals, beliefs, inspirations, and
desires of individuals to act in a particular way. 2. Modern ..... is characterized by
various complex needs. 3. Human beings have certain needs, which make them act in
a certain ..... . 4. Motivational ..... are based on analyzing the psychology behind a
course of action based on the benefits or wants. 5. The early human needed food for
.... , for which he hunted, resulting in the development of a profession. 6. In order to
keep oneself ..... to pursue a certain act, there are rewards, or personal satisfaction.

V. Write out from the above text sentences with present perfect, active and
passive.

V1. Write down all possible questions to the following sentence:
We are looking for an intelligent well-motivated professional.

SPEAKING:

I. Retell and discuss the following information.

Motivation is a theoretical construct used to explain behavior. It represents the
reasons for people's actions, desires, and needs. Motivation can also be defined as
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one's direction to behavior or what causes a person to want to repeat a behavior and
vice versa. A motive is what prompts the person to act in a certain way or at least
develop an inclination for specif Unit vIII. IMPRESSION MANAGEMENT & MOTIVATION
satisfy the need of hunger, or when a student does his/her work in school because
he/she wants a good grade. Both show a similar connection between what we do and
why we do it. According to Maehr and Meyer, "Motivation is a word that is part of
the popular culture as few other psychological concepts are".

Readers will have a motive (or motives) for reading an article, even if such
motives are complex and difficult to pinpoint. At the other end of the range of
complexity, hunger is frequently the motive for seeking out and consuming food.

(From Wikipedia, the free encyclopedia)

I. Comment upon the following statements. Share opinions.

1) Interactionist theory deals with a person's understanding of society based on
individuals that they meet; according to the theory, a person's perspective changes
every time they interact with an individual, shaping and changing the opinions and
views of both parties.

2) Though interactionist theory focuses mostly on individual feelings and
thoughts, it attempts to explain societal behavior. According to this theory, every
person is an individual, and should be treated as such for research purposes.

I11. Express your opinion on the following points of view.

1) The self-control aspect of motivation is increasingly considered to be a subset
of emotional intelligence; it is suggested that although a person may be classed as
highly intelligent (as measured by many traditional intelligence tests), they may
remain unmotivated to pursue intellectual endeavours.

2) Motivation is defined as the process that initiates, guides, and maintains goal-
oriented behaviors. Motivation is what causes us to act, whether it is getting a glass of
water to reduce thirst or reading a book to gain knowledge.

3) What are the things that actually motivate us to act?

TEXT 3
INTERACTIONIST THEORIES

1. Read and translate the text.

Interactionist theories are different in scope to the type of a structuralist while
interactionists write about much the same type of things as their Consensus and
Conflict counterparts, the theoretical emphasis is different. This is something that we
now have to elaborate when we look at the various ways that interactionist
sociologists have interpreted the concepts of culture and identity.

In general, interactionist perspectives tend to concentrate upon relatively small-
scale levels of social interaction (between individuals, small social groups and so
forth) and, for this reason, they are sometimes referred to as a micro level of
sociological analysis.
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Culture is a product of social interaction. That is, cultures develop out of the way
people act towards one another in a way that involves both purpose and meaning. For
example, using the classroom as an example, a teacher and students interact
educationally in a way that has some purpose. Teacher’s intended purpose might be
"to teach sociology" and students’ purpose might be "to learn sociology", although
we can't take this for granted since some of you may be here for the purpose of
keeping warm. This interaction also has some meaning for each of us and at a guess
most of us would probably agree that the meaning of this interaction is educational.

The word "guess" illustrates the idea that we can never be certain of the purpose
and meaning of any form of social interaction. This is because we are unable to know
what someone else is thinking. The most we can do, therefore, is observe the
behaviour of others and make assumptions (or educated guesses) about what they are
thinking (their purpose and meaning) when they do something. For example, the
teacher assumes that you turn-up to each of your classes for the purpose of studying
Sociology (but he could be wrong).

What would happen if the teacher assumes he is here to teach you Sociology, but
you each assume you are here for a different purpose (one of you assumes it is a
party, another assumes it is a wedding, yet another assumes this is a public lavatory).
If this were the case, then the meaning of this situation would be different for each of
us and our behaviour, based on this meaning, would probably result in total
confusion.

This example illustrates the potential for confusion that always exists in human
interaction. If every time we tried to interact we had to check that everyone shared
the same purpose and the meaning of the situation was more or less the same for
everyone, then very little in the way of purposeful human interaction would be
possible.

Many animals, for example, avoid these problems because their behaviour is
instinctive. Their behaviour in any situation is governed by genetically predetermined
responses to certain forms of stimulation. Many cats, for example, signal to another
animal that they do not intend to attack it by raising their tail vertically. This is an
instinctive action that does not have to be learnt — the cat instinctively knows that this
is the correct signal to give in a non-threatening situation. This is efficient, but
limiting.

A system of behaviour based on simple signals limits the ability of animals to
develop beyond very simple groups, mainly because they lack the ability to
communicate and share anything beyond a relatively simple set of meanings.

Humans, on the other hand, can solve these problems by taking advantage of two
major biological advantages we have over most animals:

— Firstly, the ability to communicate through language (perhaps the ultimate
system of shared meaning). This allows us to develop meaning in our behaviour.

— Secondly, the ability to remember meanings and act purposefully on the basis
of this stored cultural knowledge.

These abilities mean we can develop cultural systems that can be learnt through
a socialisation process. Thus, our ability to communicate symbolically (through
words, gestures, looks and so forth) gives us the ability to develop very rich cultures
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that may be unlimited in scope. This gives us the ability to control and shape our
environment (both social and physical) in ways that are unimaginable for animals.

The ability to develop shared meanings is the key to understanding human
interaction. Our ability to think (our consciousness) is both the problem and the
solution, since what we effectively do, according to interactionists, is to create a
sense of society and culture in ¢ Unit VII. IMPRESSION MANAGEMENT & MOTIVATION
exist.

Thus, the world humans inhabit is a social construction. This involves the idea
that society is a product of our ability to think and express our thoughts symbolically.
The things that we recognise as being "part of our society" or "part of our culture" are
simply products of our mind.

This is one reason why interactionists reject the idea that society has an objective
existence that is separate from the people who, through their everyday relationships,
create a sense of living in a society. Society is an elaborate fiction we create to help
us make sense of our relationships and impose some sort of order on them.

We create this fictional universe to make social life possible, since without a
sense of shared meanings about what we see and do, interaction would, at best , be
very difficult and, at worst, impossible. Cultures, therefore, represent the general
store of shared meanings that people create to give them a feeling of having things in
common and as the basis for constructive social interaction.

For example, think of any dealings you have had with people who do not behave
in ways that conform to your cultural expectations. People who are drunk, for
example, frequently fail to observe expected cultural norms and this makes it very
difficult for us to interact with them on anything but a very basic level of
understanding.

(https://www.boundless.com/business/textbooks)

II. Read and memorize the following words:
advantage — mpenMyIIecTBO
agree v. — COTJIAIIAThCS; CXOTUTHCS BO B3TIIsAaX
and so forth — u Tak manee, u ToMmy ojgo0OHOE
avoid v. — n306exarb, YKIOHATHCS
check v. — mpoBepsITh
conform to v. — COOTBETCTBOBAThH ueMy-1UOO
confusion — myTaHuIla, CMYyILIEHNE
consciousness — CO3HaHWE, TOHUMaHUE
counterpart — JIBOMHUK; IBE BEI[1, B3aUMHO JOIOJIHSIOIIIE ApYyr aApyra
educationally — ¢ Touku 3peHust 06pazoBaHus
elaborate v. — pa3pabaTbiBaTh; adj. PO yMaHHBIN, TIIATEIHHO pa3pabOTaHHbII
fictional — BBIMBIIILIEHHBIN, BBITyMaHHbBIN
for granted — kak qoJDKHOE
govern v. — yIpaBJiATh, peTyJIUpOBaTh
guess — IPe/IoI0KEeHNE, T0TaIKa
at a guess — 1o rpyooMy moacuéTy, MpUOIU3UTEITHHO
impose v. — MPOU3BOAUTH CHUIIBHOE BIICYATIICHHUE. TTPEITUCHIBATD
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inhabit v. — )KHUTBL, 0OUTATh, HACEIIATh

intend v. — HamepeBaThbCs

interaction — B3aUMOJIENCTBHE

involve v. — BKJTtouath B ce0s1, moApa3yMeBaTh

lack v. — HemocTaBaTh, HE UMETH

lavatory — Tyainier, yoopHas KOMHaTa

predetermine v. — npeaonpeacIsITh

refer to as v. — OTHOCUTBCS K YeMy-iub0, IMETh OTHOIIICHHUE
reject v. — OTKJIOHUTh, OTBEPraTh

response — OTBET, PEAKIIHS, OTKIIUK

SCOpe — BO3MOKHOCTH;, KPyro3op, cdepa, 0XBaT
separate — OTAEJIbHBIN

small-scale — HeO0IB1110#1, OTpaHUYEHHBIIH

tend v. — IMETh TEHICHIINIO, UMETh CKIIOHHOCTh
towards — 1Mo HampaBJICHHIO K; TI0O OTHOIICHUIO K
turn-up v. — BKJIFOYAThCS, COCPEIOTOYNTH BHUMAHNE
ultimate — OKOHYATEJIbHBIN. KOHECUHBIH

wedding — cBajpOa, BeHUaHHE

EXERCISES TO THE TEXT

L. Spell and transcribe the following words:

reject, gesture, guess, micro level, structuralist, towards, predetermine,
consciousness.

II. Translate and memorize the following words and word combinations.

This fictional universe, the ability to communicate symbolically, behaviour, to
be different in scope, to conform to one’s cultural expectations, the theoretical
emphasis, frequently fail, shared meanings, relatively small-scale levels, to lack the
ability to communicate, to be certain of the purpose, to interact educationally, to
make assumptions, an elaborate fiction, predetermined responses, to happen, by
taking advantage of, total confusion, at worst, on the other hand, purposefully, to
shape our environment, at best, more or less the same.

ITI. Answer the following questions using the words and word combinations from
Exercise II:

1. Are interactionist theories different in scope to the type of a structuralist?
2. What does interactionist perspectives tend to concentrate upon? 3. What is culture
a product of? 4. What do cultures develop out of? 5. Why does the word "guess"
illustrate the idea that we can never be certain of the purpose and meaning of any
form of social interaction? 6. Does the potential for confusion always exist in human
interaction? Give an example. 7. Why do many animals avoid these problems? 8. Do
animals lack the ability to communicate and share anything beyond a relatively
simple set of meanings? 9. By taking advantage of how many biological advantages
can humans solve these problems? 10. What do these abilities mean? 11. What gives
us the ability to develop very rich cultures that may be unlimited in scope? 12. Why
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is the ability to develop shared meanings the key to understanding human interaction?
13. Which things are products of our mind? 14. Why do we create the fictional
universe? 15. What represents the general store of shared meanings?

IV. Find in the above text and copy out phrases in which prepositions beyond
and through are used. Translate them.
Unit VIII. IMPRESSION MANAGEMENT & MOTIVATION
V. Outline the main ideas of the above text and write a summary.
VOCABULARY AND GRAMMAR EXERCISES

I. Use the following base words to make adjectives with the suffix —ful and
translate them:

Word-building: power n. + ful = powerful adj.

art, awe, beauty, care, colour, doubt, harm, help, hope, meaning, peace, use,
charge, health, resource, skill, thought, success.

II. Find in the above text and copy out the phrase containing an adjective with
the suffix -ful, translate it.

1. Write down all possible questions to the following sentence:
Their behaviour in any situation is governed by genetically predetermined
responses to certain forms of stimulation.

IV. Choose the proper verb form and translate the sentences.

1. Symbols can ..... to one another to create very complex ideas and meanings.
2. The social interaction assumes that language acquisition is ..... by the interaction
of a number of factors — physical, linguistic, cognitive, and social. 3. Lev Vygotsky
created a model of human development now ..... the socio-cultural model. 4. Jerome
Bruner believes that students retain knowledge best when it is something they .....
discovered on their own. 5. Meaning-making ..... when the individual associates
objects and actions with meaning for themselves. 6. Vygotsky ..... on the connections
between people and the socio-cultural context in which they act and interact in .....
experiences. 7. Social interaction theory studies the ways that people ..... with one
another.

(Missing verbs: occurs, influenced, engage, be related, called, shared, have,
focused)

V. Translate the following sentences and define the italicized verb forms.

1. Interactionists want to understand each individual, and how they act within
society. 2. Situations are structured by individuals who, in the course of interaction
establish a joint sense of the present, develop a corresponding sense of shared past,
open common horizons to the future. 3. Interactionists prefer several methods fo
contrast with Structuralist methods, namely, unstructured interviews, covert
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participant observation, overt participant observation, and analysing historical, public
and personal documents by content analysis. 4. Interactionist methods generally
reject the absolute need to provide statistics. 5. The social world is comprised by
interactional fields, strong and weak, that invoke in the minds of the participants
certain meanings and suggest, with various degrees of urgency, appropriate lines of
action. 6. At any given moment the self is the expression of the entire situation
(interactional field) in which the individual is acting, while the situation is the
reflection of the totality of selves emgaged in an interactional encounter. 7.
Interactionist theory entails a dialectical circle: man is an author of his social world,
but he is also a product of society. 8. Herbert Blumer expanded on Mead's work and
coined the term "symbolic interactionism".

SPEAKING:

I. Retell and discuss the text.

In sociology, interactionism is a theoretical perspective that derives social
processes (such as conflict, cooperation, identity formation) from human interaction.
It is the study of how individuals act within society. Interactionist theory has grown
in the latter half of the twentieth century and has become one of the dominant
sociological perspectives in the world today. George Herbert Mead, as an advocate of
pragmatism and the subjectivity of social reality is considered a leader in the
development of interactionism.

The social interaction is a face-to-face process consisting of actions, reactions,
and mutual adaptation between two or more individuals. The goal of the social
interaction is to communicate with others. If the interaction is in danger of ending
before one intends it to, it can be conserved by conforming to the others'
expectations, by ignoring certain incidents or by solving apparent problems.

Erving Goffman underlines the importance of control in the interaction. One
must attempt to control the others' behaviour during the interaction, in order to attain
the information one is seeking and in order to control the perception of one's own
image. Important concepts in the field of interactionism include the "social role" and
Goffman's "presentation of self".

(by Dmitri Shalin, Illinois University)

I1. Explain and expand on the following.

1) Symbolic interactionism is the way we learn to interpret and give meaning to
the world through our interactions with others.

2) Personality is the subjective and individual aspect of culture, and culture is the
objective, generic or general aspect of personality. (Park, 1952)

TEXT 4
SOCIAL CONSTRUCTION of MEANING

1. Read and translate the text.

123



E.V. Zavalevskaya, V.P. Veretennikova

Humans have the ability to impose a sense of order and predictability on a
potentially disordered and unpredictable social world by creating shared meanings
about situations. This system of meaning (culture) involves the standard sociological
ideas of role play, values and norms, but the question to finally consider i1s how do we
go about the task of creating a culture in the first place?

In simple terms, therefore, we have to consider the process whereby individuals
"agree to agree" about what they unit VIIL. IMPRESSION MANAGEMENT & MOTIVATION
are doing it (the meaning of interaction).

Interactionists generally start to explain this process by referring to the concept
of a definition of the situation. That is, how we define a situation affects how we
behave when we are in that situation. We can look at this process in more detail in the
following way.

To make sense of the confusing world that we experience on a daily basis,
interactionists argue that we use a process of categorisation and labelling. That is, as
we interact we categorise similar experiences (or phenomena) in some way. For
example, we create categories of people based around our perception of them as:

— male or female;

— young or old;

— employer or employee;

— husband or wife.

Each category of related phenomena is like a little box that we hold inside our
mind and, for our convenience, each little box has:

a. A name or label that identifies it for us (for example, the label "mother").

b. A set of social characteristics inside. That is, a set of related ideas that we
associate with the label on the box.

Thus, when someone we meet reveals one of their social labels to us ("I'm a
mother", for example) we mentally "open the box" that contains our store of
knowledge about "motherhood".

This might include objective (factual) information (a mother is someone who has
given birth to a child) as well as subjective (based upon opinion or values)
information (I love my mother so all children love their mothers; a mother has a duty
to look after her children and so forth).

By categorising the social world we give it the appearance of order and
regularity, since when we meet people we are able to interact with them on the basis
of the "general things that we know about this type of person".

When we meet police officers, for example, we might give them an exaggerated
respect because we realise that they have the power to arrest us if we do not give the
appearance of recognising their authority.

The socialisation process, therefore, is one that focuses on the teaching and
learning of common cultural meanings, since this is the basis for all meaningful
social interaction. One of the most important things we learn, in effect, is how to
recognise different situations and how we are expected to generally behave in that
situation.

(From “Types of Public Relations’)
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II. Read and memorize the following words:

affect v. — Bo3/1elicTBOBATh, BIUITH

agree v. — COTJIalIaThCs; COOTBETCTBOBATh; CXOIAUTHCS BO B3TJISAAX
appearance — BUJUMOCTb; TIOSIBJICHHE; SBIICHUE

associate with v. — acconuupoBathb(cs), CBA3BIBATh C; 00001IATH C YeM-1UbO
behave v. — mocrynath, BECTH ce0s

convenience — yJ100CTBO; BbIr0/ia

employee — cyxarnuii; paboTaromuii Mo HaMy

employer — HaHUMATENh, MPETPUHIMATEND

explain v. — 0OBSICHITh

go about v. — 3aHUMaTbCS Yem-1ub60, MPUHUMATHCS 32 YMOo-1Ub0
inside — BHyTpH

label v. — mpukpennsats sipasik; label n. — sTUKeTKA, APIBIK
look after v. — npucmaTpuBarh, 3a00TUTHCS

meaningful — 3HavamKi, MHOTO3HAYUTEIIHHBIH

mentally — yMCTBEHHO; MBICIICHHO

mind — pa3yM, yMCTBEHHBIE CTOCOOHOCTH

perception — BOCIIpHUsITHE, TOHUMaHUE

predictability — mpeacka3zyemMocThb

purpose — HamepeHue, 1eb

reveal v. — moka3bpIBaTh, 0OHAPYKUBAThH

set — Habop, s, cepus

similar — mogOOHBIN; ITOXO0XKHUI

store — 3amac

whereby — mocpeacTBom yero

EXERCISES TO THE TEXT

L. Spell and transcribe the following words:
associate, whereby, purpose, argue, employee, regularity, exaggerated.

II. Find in the above text English equivalents for the following words and
phrases and write them out:

BUJIMMOCTh TIOPSAJIKA W TPABUIBLHOCTH; MPOCTBIMH TEPMUHAMHU; 3aIyTaHHBIN
MUp; W3JIUIITHE MOAYEPKHYTOEC yBAKCHHUE; HEYNMOPSAIOUYCHHBIA M HEMPEICKA3yeMbIi
COIMAIBHBIA MHP; MPOIIECC KATErOpU3aAINi U MAapPKUPOBKY; JIEPKaTh B HAIIEM yME;
IIEHHOCTH; COEPKUT Halll O6arak 3HaHWH; B3aMMOJICHCTBOBATh; Pa3jeisieMble 3HaUe-
HUS;, IPUHUMAEMCS 3a 3aJlaHue; B pe3yIbTaTe; HaBSI3aTh YyBCTBO; HAOOpP CBSI3aHHBIX
UJICH; «COTJACHBI JIOTOBOPUTHCS»; MBI OCO3HAEM; MPU3HAHUE UX aBTOPHUTETA; OIpe-
TIeJICHNE.

1. Ask problem questions to the above text using the words and phrases from
Exercise I1.

IV. Find words and expressions in the text for which the following are antonyms.
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Disrespect, outside, disorder, similar, unrelated phenomena, complicated, in less
detail.

V. Retell the above text using as many of the words and phrases from Exercise 1]
as you can.

Unit VIII. IMPRESSION MANAGEMENT & MOTIVATION

VOCABULARY EXERCISES

I. Use the following base words to make nouns with the suffix —ability and
translate them:

Word-building: read v. + ability = readability n.
(the quality of being able to be or having to be)

to excite, to interchange, to approach, to account, to adapt, to check, to change,
to detect, to employ, to profit, to rely, to suit, to vary.

I1. Find in the above text and copy out the sentence containing a noun with the
suffix -ability, translate it.

ITI. Match each group of words to the correct adjective suffix. The suffix must fit
all three words in the group. What spelling changes do you have to make when you

add the suffix?

1 topic culture  experiment a) -ful
2 vary malice poison b) -less
3 tree success  mind c) -able
4 health  use trust d) -some
5 news gossip laze e) -ive
6 imagine predict reason f) -ous
7 object relate interact g) -y

8 burden  hand tire h) -al

IV. Find in the text and copy out sentences in which linking expressions
therefore and thus are used. What idea do they introduce? Translate the sentences
with them.

V. Complete the following sentences using the correct preposition.

1. Language also plays an important role ..... the analysis of integration of
everyday reality. 2. Social construction, therefore, refers to the human actions of
consciously generating ideas, conceptual categories or classifications and experiences
as representations ..... some known phenomenon. 3. Social constructs are subject .....
historical events, social forces and ideology. 4. As social constructs reside .....
society or group members’ minds, they have to be legitimised. 5. A socially
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constructed reality is one that is seen as an ongoing, dynamic process that is
reproduced by people acting .... their interpretations and their knowledge of it. 6.
Everyday life presents itself as a reality interpreted ..... men and subjectively
meaningful to them as a coherent world.

Keys: on, in, of, by, to, in.

V1. Use these phrasal verbs in the correct form to fill in the sentences below:
to look at  to look after  to look for to look through

1. He ..... information on the development of interactionism when the phone
rang.

2. Every morning I ..... leaflets because | am interested in business events.

3. Our manager ..... a new form of advertising as social network advertising with
a focus on social networking sites.

4. A babysitter is somebody who ..... other people’s child.

5.1..... an advertisement, but I couldn’t find it anywhere.

6. It can be hard to imagine that he may not be able ..... himself at some point in
the future.

7. They have ..... this process as the basis for all meaningful social interaction.

8. Why didn’t you ..... the constructivist learning theory which is very
important in problem solving situations?

SPEAKING:

L. Discuss the problems dealt with in the extract given below:

A symbol does not need any direct relationship to the thing it symbolises. An
example of the way we both communicate symbolically and use this ability to create
very complex cultural rules and meaning might be:

Imagine you were standing at traffic lights waiting to cross the road. If you see a
car go through a red light you may interpret that behaviour as "wrong" (because it is
dangerous) or "illegal" (because it breaks the law). If, however, the car has a flashing
blue light and a wailing siren you may interpret that behaviour as "understandable",
because you assume the police officers in the car have a very good reason for acting
both dangerously and illegally.

This also illustrates the idea of symbolic meanings, since there is no absolute
relationship between a "red light" and the action "stop"; it is only because we have
been socialised to make an association between the two things that a red light actually
means stop to us.

Someone from a society where cars do not exist would not associate red traffic
lights with "stop" or "it's dangerous to cross the road when the light is green" because
that symbolic association between the two things would not be a part of their
"symbolic system of meaning" (or culture).

(https.//www. boundless.com/business/textbooks/)

II. Discuss the arguments for or against the following statement:
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The world of everyday life is not only taken for granted as reality by the
ordinary members of society in the subjectively meaningful conduct of their lives. It
is a world that originates in their thoughts and actions, and is maintained as real by
these.

(by Peter L. Berger and Thomas Luckmann)

ITI. Express your opinion on the following points of view.

1) Understanding of langua Unit VIII. IMPRESSION MANAGEMENT & MOTIVATION
everyday life.

2) The development of a brand has been conceived of as a managerial process,
whereby the marketer or brand owner is tasked with defining the brand, focussing on
the core identity elements.

TEXT 5
LEADERSHIP
1. Read and translate the text.

A leader is a person who influences a group of people towards a specific result.
Leadership is not dependent on title or formal authority. Ogbonnia (2007) defines an
effective leader "as an individual with the capacity to consistently succeed in a given
condition and be viewed as meeting the expectations of an organization or society."
Leaders are recognized by their capacity for caring for others, clear communication,
and a commitment to persist. An individual who is appointed to a managerial position
has the right to command and enforce obedience by virtue of the authority of their
position. Leadership can be defined as one's ability to get others to willingly follow.
Every organization needs leaders at every level.

Imagine a football team without a quarterback; an army without officers;
corporations without executives; universities without deans; orchestras without
conductors; and youth gangs without chiefs. Without overall direction, people
typically have difficulty coordinating their activities. Consequently, in group settings
some members usually exert more influence than others. We call these individuals
leaders. Small groups may be able to get along without a leader, but in larger groups
a lack of leadership leads to chaos.

Two types of leadership roles tend to evolve in small groups. One, a task
specialist, is devoted to appraising the problem at hand and organizing people's
activity to deal with it. The other, a social-emotional specialist, focuses on
overcoming interpersonal problems in the group, defusing tensions, and promoting
solidarity. The former type of leadership is instrumental, directed toward the
achievement of group goals; the latter is expressive, oriented toward the creation of
harmony and unity. In some cases, one person assumes both roles, but usually each
role is played by a different person.

Leaders differ in their styles for exercising influence. Through the years, the
classic experiments in leadership by Kurt Lewin and his associates have generated
considerable interest. In these pioneering investigations, adult leaders working with
groups of 1l-year-old boys followed one of three leadership styles. In the
authoritarian style, the leader determined the group's policies, gave step-by-step
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directions so that the boys were certain about their future tasks, assigned work
partners, provided subjective praise and criticism, and remained aloof from group
participation. In contrast, in the democratic style, the leader allowed the boys to
participate in decision-making processes, outlined only general goals, suggested
alternative procedures, permitted the members to work with whomever they wished,
evaluated the boys objectively, and participated in group activities. Finally, in the
laissez-faire style, the leader adopted a passive, uninvolved stance; provided
materials, suggestions, and help only when requested; and refrained from
commenting on the boys' work.

The researchers found that authoritarian leadership produces high levels of
frustration and hostile feelings toward the leader. Productivity remains high so long
as the leader is present, but it slackens appreciably in the leader's absence. Under
democratic leadership members are happier, feel more group-minded and friendlier,
display independence (especially in the leader's absence), and exhibit low levels of
interpersonal aggression. Laissez-faire leadership resulted in low group productivity
and high levels of interpersonal aggression. Under other circumstances and in
different cultural settings, an authoritarian leader may be preferred. The frequency of
authoritarian leaders in developing nations has suggested to some sociologists that
people may prefer a directed leadership style under highly stressful conditions.
However, an equally plausible explanation is that it is easier for authoritarian leaders
to seize and maintain leadership under these circumstances.

II. Read and memorize the following words:

adult — B3pocCbIii, COBEpPIIIEHHOIETHUN (YEIIOBEK)
aloof — B oTnanennn, B CTOpOHE

appoint to v. — Ha3HA4YaTh HA

appreciably [o’pri:Jobl1] — ouryTHMO, CyIIECTBEHHO
associate — ToBapuIIl, KoJuiera

capacity — cHocOOHOCTb

commitment — 0053aTeNbCTBO

conductor — nupuxkép

consistently — mociaeaoBaTeabHO

dean — nexaun

devote to v. — TOCBATHUTD

enforce v. — IpUHYXAaTh, OKa3bIBATh JABICHUEC

exert v. — OKa3pIBaTh

frustration — kpy1enue, Kkpax

gang — miaiika, 0aHja

hostile — HenmpuATeIbCKUI; BpaKIeOHBIN

lack — HemocTaTokK

laissez-faire-style [‘leiser ‘feo ‘stail] — @hp. cTunb HEBMemaTenbCTBA
lead (led, led) v. — komaH10BaTh, BO3IIABIATh, OBITH IEPBHIM
obedience — mociyiianue, MOBUHOBEHUE

outline v. — onuchIBaTh B OOIIUX YepTaxX, 0OpPUCOBATH
participate in v. — y4acTBOBaTh B
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persist v. — HACTOWYHMBO MPOJOKATD

plausible [“plo:zabl] — npaBaonog00HbIH

praise — rnmoxsajua

problem at hand — noctynnas (6m3kas) npodiema
quarterback — 3amutHuK (HyTOOIT)

refrain v. — BO31ep>KMBAThCSI, CACPKUBATHCS

seize [si:z] v.— yXBaTUTbCA 3a; 3aBIaJIETh

slacken v.— 3amemIITh Unit VIII. IMPRESSION MANAGEMENT & MOTIVATION
stance — MOJIOKEHUE, ITO3UIIAA

step-by-step — mocTeneHHO

succeed v. — TOCTUTATH TN, UMETH yCIIEX
toward(s) — 0 OTHOIICHHUIO K; TI0 HAPABICHUIO K

EXERCISES TO THE TEXT

L. Spell and transcribe the following words:
authority, succeed, obedience, chaos, authoritarian, toward, exercising, tensions,
appreciably.

I1. Find in the above text English equivalents for the following phrases and write
them out:

OKa3bIBaTh BIIMSHHE, BBHICOKWN YpPOBEHb PA30YapOBAHUS; NJISI OCYIICCTBICHUS
BIIMSIHUS, 3BAaHUE WIW O(DHUIIMAIBHBIA aBTOPUTET; pa3Has KyJIbTypHAas OKPY>KaroIias
00CTaHOBKA; OPUEHTUPYETCS Ha MPEOJIOJICHHE MEXIMYHOCTHBIX MpoOieM; OepéT Ha
ce0s1 00e poJii; HOBATOPCKHUE UCCIICTOBAHMSI; OTBEHAIOIINI OKUAaHUSIM; Ha3HAYCH HA
PYKOBOJISIIIIYIO TOJDKHOCTR; TIPH APYTHX 0OCTOSATEIHCTBAX; 0OXOAUTHCS O€3 nmaepa;
3aXBaTUTh U MOJJEPKUBAThH JTUACPCTBO; pa3psIKa HAMPSHKEHHOCTH; OBLIN YBEPEHBI B
CBOMX OyIyIIMX 3aavax; JUHHS TOBEICHUS TPYIIIbI; CO3aHIE TAPMOHUHU U €TUHCT-
Ba; Y4aCTBOBATh B MPOIIECCE MPUHATHS PEIICHUH; Bpax/aeOHbIe YyBCTBA MO OTHOIIIE-
HUIO K JIUJEPY; BO3HUKATh B HEOONBIINX TPYIIAxX; CIOCOOHOCTh 3aCTaBUTh JIPYTHX
OXOTHO CII€ZIOBATh.

II. Answer the following questions using the words and phrases of the topical
vocabulary:

1. Who is a leader? 2. Is leadership dependent on title or formal authority?
3. How is an effective leader defined according to Ogbonnia? 4. Who has the right to
command and enforce obedience? 5. Does every organization need leaders at every
level? Why? 6. May small groups be able to get along without a leader? 7. What may
a lack of leadership in larger groups lead to? 8. How many types of leadership roles
tend to evolve in small groups? 9. What is the role of a task specialist devoted to?
10. What is the other leadership role? 11. What do leaders usually differ in? 12. What
did the leader determine in the authoritarian style according to the classic
experiments in leadership by Kurt Lewin and his associates? 13. What did the leader
allow the boys to do in the democratic style? 14. What was the laissez-faire style
characterized by? 15. What kind of leadership produces high levels of frustration and
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hostile feelings toward the leader? 16. When do members feel more group-minded
and friendlier, display independence (especially in the leader's absence), and exhibit
low levels of interpersonal aggression? 17. What did laissez-faire leadership result
in? 18. Why may authoritarian leaders in developing nations be preferable?

IV. Use the following word combinations and phrases in the sentences of your
oWn.

An equally plausible explanation; to provide subjective praise and criticism; to
participate in group activities; hostile feelings toward the leader; in group settings; to
get along without a leader; interpersonal aggression.

V. Find in the above text and copy out phrases in which the preposition
toward(s) is used. Translate them.

V1. Agree or disagree.

1. In group settings some members usually exert more influence than others.

2. Leadership can be defined as one's ability to get others to unwillingly follow.

3. A task specialist isn’t devoted to appraising the problem at hand.

4. Leaders differ in their possibilities for social interaction.

5. In larger groups a lack of leadership leads to chaos.

6. Two types of leadership roles tend to evolve in larger groups.

7. In the authoritarian style, the leader didn’t determine the group’s policies.

8. Authoritarian leadership produces high levels of frustration and hostile
feelings toward the leader.

9. People may prefer a directed leadership style under highly stressful
conditions.

VII. Retell the above text using as many of the phrases from Exercise Il as you
can.

VOCABULARY AND GRAMMAR EXERCISES
I. Find in the above text and copy out sentences in which linking expressions in
contrast and consequently are used. Which of them introduces a result and

conclusion, and a clear contrast between different people?

I1. Complete the sentences with the words from the box:

ability strive  leader apart challenge  academic

1. In contrast to the appointed head or chief of an administrative unit, a .....
emerges within the context of the informal organization that underlies the formal
structure. 2. In the absence of sufficient personal competence, a manager may be
confronted by an emergent leader who can ..... her or his role in the organization. 3.
Influence is the ..... of a person to gain co-operation from others by means of
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persuasion or control over rewards. 4. Leadership has become one of the fastest
growing ..... fields in higher education. 5. A good leader must always keep
motivating his team-mates for good work and ..... towards maintaining a healthy
environment. 6. Charisma is a certain quality of an individual personality by virtue of
which he is set ..... from ordinary men and treated as endowed with supernatural,
superhuman, or at least specifica Unit VIIl. IMPRESSION MANAGEMENT & MOTIVATION

II1. Write down all possible questions to the following sentences:

1. Charismatic people are often successful, and people are naturally drawn to
them.

2. Leadership can be defined as the process of influencing the activities of an
organized group toward goal achievement in an organization.

IV. Translate the following sentences into English:

1. OpBuH 'oddpman cuuTaet, 4TO caMu JIFOJIU CO3AAIOT CUTYyallMH, YTOObI BbIpa-
3UTh CHUMBOJMYECKHE 3HAYEHUS, C MOMOUIIBIO KOTOPBIX OHHM IMPOU3BOMAAT XOpOULIEE
BIIEUATJICHHE Ha JApyrux. 2. HecMoTpsa Ha onpenenéHHyro Lelb, KOTOPYIO UYEIIOBEK
CTaBUT Mepe]l co0Oi, OH 3aMHTEPECOBAaH B TOM, YTOOBI PEryJIMpPOBATH MOBEICHHE
IPYrUX, 0COOEHHO MX OTBETHYIO peakiuio. 3. ColualbHOE B3aMMOJICHCTBHE MOMKHO
0XapaKTEPU30BaTh KaK MPOLECC, B KOTOPOM JIFOJU ACHCTBYIOT M UCHBITHIBAIOT B3au-
MojeicTBue Apyr Ha Apyra. 4. Teopuun MOTHUBAIIUK aHATM3UPYIOT (PAKTOPHI, OKA3bI-
BAIOLIME BJIWAHUE HAa MOTHBALMIO. 5. MoOTuBanus CKJIAAbIBAETCA W3 PA3HOPOIHBIX
MPOLIECCOB, OCYIIECTBISIOINX PETYJSLHUI0 NOBEIACHUSA, IPEKIE BCErO 10 BBHINOJIHE-
HUS IEUCTBUS U MMOCie Hero. 6. MoTuBarueit 00bICHIETCS BEIOOP MEXKIY pa3IHIHbI-
MU BO3MOKHBIMHU JCHCTBUSMH, a TaKK€ YIOPCTBO B OCYIIECTBJICHHH BHIOPAHHOTO
JACUCTBUS M JOCTH)KEHUU €ro pe3yiapTaToB. 7. OOBIYHO MOJ XapuU3MOW MOHUMAIOT
HMOIIMOHAJILHO-TICUXMUYECKUE CIIOCOOHOCTH YesloBeKa, Ojarogapsi KOTOPbIM €ro ole-
HUBAIOT KaK OJapE€HHOTO OCOOBIMM KAaueCTBAMHM M CIOCOOHOTO OKa3biBaTh 3 dek-
TUBHOE BJIMSIHUE Ha JroJed. 8. Xapu3Mma yallle BCEro BO3HHMKAET B DKCTPEMAJIbHBIX
UCTOPUYECKUX YCJIOBHUSX, Koraa (OpMHUPYETCS COOTBETCTBYIOIIAs COLMAIBHO-
NICUXOJIOTUYECKasl MOTPeOHOCTh. 9. HekoTopble COLMOJIOTH CUUTAIOT, YTO Xapu3-
Ma HE SIBJIAETCS BPOKIAEHHBIM Kau€CTBOM JIMYHOCTH, a SBJISIETCS pE3yJbTaTOM 0CO00-
ro HeBepOaJIbHOTO MOBEICHUSI, KOTOPOMY MOXKHO HAyUUThCS.

SPEAKING:

L. Discuss this question.

Is an intelligent person someone who:
—is good at passing exams?

— has a good memory?

— knows a lot of facts?

— learns new things very quickly?
— 1s imaginative and creative?
—understands new ideas quickly?
— gets on well with people?

— has a successful career?
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I1. Discuss the effect of a leader on a group.

II1. Do you agree with the following statement?
Most people believe that charisma is something mystical or magical — you are
either born with it, or not.
Make use of the following questions:
1) How do you define charisma?
2) Is charisma a trait that one can develop?
3) Do you have it?
4) Can you get it?

IV. Arrange short debates on the following statement:
Personal charisma is the possession of highly-developed emotional and social

communication  skills. Charismatic individuals are brilliant and effective
communicators who communicate emotions very well — particularly positive

emotions.
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UNIT IX

TEXT 1
PROPAGANDA

1. Read and translate the text.

Propaganda is a form of communication aimed towards influencing the attitude
of a population toward some cause or position. It is information that is
not impartial and used primarily to influence an audience and further an agenda, often
by presenting facts selectively (perhaps lying by omission) to encourage a particular
synthesis, or using loaded messages to produce an emotional rather than a rational
response to the information presented.

While the term propaganda has acquired a strongly negative connotation by
association with its most manipulative and jingoistic examples, propaganda in its
original sense was neutral and could refer to uses that were generally positive, such as
public health recommendations, signs encouraging citizens to participate in a census
or election, or messages encouraging persons to report crimes to law enforcement.

It has always been a problem to define propaganda. The main difficulties have
involved differentiating propaganda from other types of persuasion, and avoiding
a biased approach ("what they do is propaganda, what we do is education"). Garth
Jowett and Victoria O'Donnell have provided a concise, workable definition of the
term: "Propaganda is the deliberate, systematic attempt to shape perceptions,
manipulate cognitions, and direct behavior to achieve a response that furthers the
desired intent of the propagandist." More comprehensive is the description by
Richard Alan Nelson: "Propaganda is neutrally defined as a systematic form of
purposeful persuasion that attempts to influence the emotions, attitudes, opinions, and
actions of specified target audiences for ideological, political or commercial purposes
through the controlled transmission of one-sided messages (which may or may not be
factual) via mass and direct media channels. A propaganda organization employs
propagandists who engage in propagandism — the applied creation and distribution of
such forms of persuasion."

Both definitions focus on the communicative process involved — or more
precisely, on the purpose of the process, and allow "propaganda" to be considered
objectively and then interpreted as positive or negative behavior depending on the
perspective of the viewer or listener.

According to historian Zbyn€k Zeman, propaganda is defined as either white, or
grey or black. White propaganda openly discloses its source. Grey propaganda is
ambiguous or non-disclosed. Black propaganda purports to be published by the
enemy or someone besides its actual origins.

Propaganda shares techniques with advertising and public relations, each of
which can be thought of as propaganda that promotes a commercial product or shapes
the perception of an organization, person, or brand. In post-World War II usage the
word "propaganda" more typically refers to political or nationalist uses of these
techniques or to the promotion of a set of ideas.
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Propaganda was often used to influence opinions and beliefs on religious issues,
particularly during the split between the Roman Catholic Church and the Protestant
churches. Propaganda has become more common in political contexts, in particular to
refer to certain efforts sponsored by governments, political groups, but also often
covert interests. In the early 20th century, propaganda was exemplified in the form of
party slogans. Also in the early 20th century the term propaganda was used by the
founders of the nascent public relations industry to refer to their activities. This usage
died out around the time of World War I, as the industry started to avoid the word,
given the pejorative connotation it had acquired.

Literally it can be translated from Latin as "things that must be disseminated",
in some cultures the term is neutral or even positive, while in others the term has
acquired a strong negative connotation. The connotations of the term "propaganda"
can also vary over time. For example, in Portuguese and some Spanish language
speaking countries the word "propaganda" usually refers to the most common
manipulative media —"advertising".

In English, propaganda was originally a neutral term for the dissemination of
information in favor of any given cause. During the 20th century, however, the term
acquired a thoroughly negative meaning in western countries, representing the
intentional dissemination of often false, but certainly "compelling" claims to support
or justify political actions or ideologies. This redefinition arose because both the
Soviet Union and Germany's government under Hitler admitted explicitly to using
propaganda favoring, respectively, communism and Nazism, in all forms of public
expression. As these ideologies were repugnant to liberal western societies, the
negative feelings toward them came to be projected into the word "propaganda"
itself.

The propagandist seeks to change the way people understand an issue or
situation for the purpose of changing their actions and expectations in ways that are
desirable to the interest group. Propaganda, in this sense, serves as a corollary to
censorship in which the same purpose is achieved, not by filling people's minds with
approved information, but by preventing people from being confronted with opposing
points of view. What sets propaganda apart from other forms of advocacy is the
willingness of the propagandist to change people's understanding through deception
and confusion rather than persuasion and understanding. The leaders of an
organization know the information to be one-sided or untrue, but this may not be true
for the rank and file members who help to disseminate the propaganda.

Propaganda also has much in common with public information campaigns by
governments, which are intended to encourage or discourage certain forms of
behavior (such as wearing seat belts, not smoking, not littering and so forth). Again,
the emphasis is more political in propaganda. Propaganda can take the form
of leaflets, posters, TV and radio broadcasts and can also extend to any
other medium.

(From Wikipedia, the free encyclopedia)

II. Read and memorize the following words:
acquire v. — IpuooOpeTaTh, JOCTUTATh

135



E.V. Zavalevskaya, V.P. Veretennikova

admit v. — p Unit IX. PERSUASION, PROPAGANDA & PUBLIC OPINION
alm v. — CTPEMUTbHCS, UMETh B BUAY

ambiguous — IBYCMBICTICHHBIN, HESICHBIN

arise (arose, arisen) v. — BOSHUKATh, MOSIBISATHCS

Census — Mepenuch

compel v. — IpUHYX1aTh

comprehensive — BCECTOPOHHUH, HCUEPITHIBAIOIITHIA
concise — KpaTKHUi, CIKATHIH

connotation — JIOMOJTHATEILHOE 3HaY€HNE, COMMYTCTBYIOIIEE 3HAUCHUE
corollary — ecTecTBeHHOE CII€ICTBHE, BHIBO/T

covert — CKpbIThIN

deception — oOmMaH, XUTPOCTh

disseminate v. — pacripocTpaHsTh

dissemination — pacrnpocTpaHeHue

engage in v. — 3aHUMaTbCs

exemplify v. — ciry>kuTh IpUMEPOM; MPUBOJIUTH IIPUMED
explicitly — sicHO, HEZIBYCMBICTIEHHO

further v. — cmocoG¢cTBOBaTH, COICMCTBOBATH, IPOJIBUTAThH
impartial — 6ecripucTpacTHbIN; HEPEAB3ATHIN

intent — 1enb

jingoistic — ypa-naTpuoTHYECKUH, IOBUHUCTUYECKUHN
leaflet — Tonkast Opomrropa

littering — 3amycopuBaHue

nascent — BO3HUKAIOIIMM, TTOSBIISIOIIMNACS

Omission — ymyIieHue, OIIONTHOCTh

pejorative — YyHUUM>KUTEIbHBINA, YHU3UTEIbHBIN
persuasion — yoexxjaeHue

purport v. — Ioapa3yMeBaTh

repugnant — OTBpaTUTEIIbHBIH

thoroughly — TiiarenpHO, OCHOBATEIBHO

EXERCISES TO THE TEXT

L. Spell and transcribe the following words:
pejorative, corollary, jingoistic, persuasion, thoroughly, encouraging, neutral,
omission.

I1. Find in the above text English equivalents for the following phrases and word
combinations and write them out:

apyrue GopMbl IPOMaraH ibl; YTOObI OOIIPSITh WU MPENATCTBOBATh; B MOJIb3Y;
YHUYMOKUTEIIbHBIA OTTEHOK; PS/IOBBIC WICHBI; OJIHOCTOPOHHUE COOOIICHHUS; TPABOBOC
NPUHYKACHUE; TPEAB3ATHIA MMOAX0; BO BPEMs PACcKOJia; UMEET MHOTO OOIIEero; mo
OTHOIICHHUIO K KAKOMY-mo NENy WK TOJOXKEHHI0; GopMUpyeT BocmpusaTHe, oOMa-
HBIBasi IO OIUIONIHOCTH; IOOLIPSATh OCOOBI CHHTE3; MOXET NPHUHUMATh (OpMY;
KpaTKoe, peajqbHOE OINpPEEICHUE; U3MEHATHCS C TCUCHHEM BPEMEHH; OTKPBITO pac-
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KpPBIBAE€T CBOM WCTOYHHWK; CIYKHUT KaK CJCACTBHE IS IEH3YPhI; HEJABYCMBICICHHO
MTO3BOJIMIIM UCIIOIb30BaHHUE MPOTIAraH/Ibl.

1. Find in the text synonyms of the following words:

to distribute, to stimulate, arising, conviction, aim, equivocal, accurately.

IV. Answer the following questions using the words and phrases of the topical
vocabulary:

1. What is propaganda as a form of communication aimed towards? 2. What is
propaganda? 3. Why has the term propaganda acquired a strongly negative
connotation? 4. Was propaganda in its original sense neutral? 5. Could it refer to uses
that were generally positive? 6. Why has it always been a problem to define
propaganda? 7. What definition of the term has been provided by Garth Jowett and
Victoria O'Donnell? 8. Is the description made by Richard Alan Nelson more
comprehensive? 9. What do both definitions focus on? 10. How does
historian Zbynék Zeman differentiate propaganda? 11. What is the difference
between white, black and grey propaganda? 12. Which techniques does propaganda
share? 13. What was propaganda often used for? 14. Does the word propaganda
originate from Latin or Greek? 15. What does the word "propaganda" usually refer to
in Portuguese and some Spanish language speaking countries? 16. When did this term
acquire a thoroughly negative meaning in western countries? 17. Why did this
redefinition arise? 18. Were the ideologies of both the Soviet Union and Germany's
government under Hitler repugnant to liberal western societies? 19. In what case does
propaganda serve as a corollary to censorship? 20. Does propaganda have much in
common with public information campaigns? Give your reasoning.

V. Reproduce the text in your own words.
VOCABULARY AND GRAMMAR EXERCISES

I. Find in the above text and copy out phrases with the past participle in the
function of an attribute and translate them.

II. Find in the text the sentences with the infinitive passive and translate them.

ITI. Choose the proper verb form and translate the sentences.

1. Propagandists frequently argue their point by claiming that the other side is
..... to take away your control. 2. Social cognitive theories suggest that people have
inherent biases in the way they ..... the world and these biases can be used to
manipulate them. 3. Authoritarian and totalitarian regimes ..... propaganda to win
and keep the support of the populace. 4. Propagandists emphasize the elements of
information that ..... their position and deemphasize or exclude those that do not. 5.
There ..... now four essential ingredients to a professionally managed political
campaign: political polls, data processing, imagery, and money. 6. Propaganda is the
more or less systematic effort ..... other people's beliefs, attitudes, or actions by
means of symbols (words, gestures, banners, monuments, music, clothing, designs on
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coins, hairstyles and Unit IX. PERSUASION, PROPAGANDA & PUBLIC OPINION
act of propaganda is apt ..... effects in several parts of the world. 8. The modern
world is ..... with all kinds of competing propaganda and counterpropaganda and a

vast variety of other symbolic activities, such as education, news casting, publishing,
and patriotic and religious observances.

(Missing verbs: perceive, to have, attempting, are, overrun, use,
to manipulate, support)

IV. Write down all possible questions to the following sentence:

Covert propaganda might include such things as unsigned political
advertisements, clandestine radio stations using false names, and statements by
editors, politicians.

SPEAKING:

1. Share your opinions of different kinds of covert advertising. Make use of the
following information.

Covert advertising is when a product or brand is embedded in entertainment and
media. For example, in a film, the main character can use an item or other of a
definite brand, as in the movie “Minority Report”, where Tom Cruise's character
John Anderton owns a phone with the Nokia logo clearly written in the top corner, or
his watch engraved with the Bulgari logo.

Another example of advertising in a film is in “/, Robot”, where the main
character played by Will Smith mentions his Converse shoes several times, calling
them "classics", because the film is set far in the future. I, Robot and Space balls also
show futuristic cars with the Audi and Mercedes-Benz logos clearly displayed on the
front of the vehicles.

Similarly, product placement for Omega Watches, Ford, BMW and Aston
Martin cars are featured in recent James Bond films, most notably Casino Royale. In
"Fantastic Four: Rise of the Silver Surfer", the main transport vehicle shows a
large Dodge logo on the front.

II. Read the following text, then comment on it. Say whether you agree with the
opinion which is expressed in the text.

Journalistic theory generally holds that news items should be objective, giving
the reader an accurate background and analysis of the subject at hand. On the other
hand, advertisements evolved from the traditional commercial advertisements to
include also a new type in the form of paid articles or broadcasts disguised as news.
These generally present an issue in a very subjective and often misleading light,
primarily meant to persuade rather than inform. Normally they use only subtle
propaganda techniques and not the more obvious ones used in traditional commercial
advertisements. If the reader believes that a paid advertisement is in fact a news item,
the message the advertiser is trying to communicate will be more easily "believed" or
"internalized".
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Such advertisements are considered obvious examples of "covert" propaganda
because they take on the appearance of objective information rather than the
appearance of propaganda, which is misleading. The law must specifically mandate
that any advertisement appearing in the format of a news item must state that the item
is in fact a paid advertisement.

II1. Retell and discuss the following information.

Propaganda can be classified according to the source and nature of the
message. White propaganda generally comes from an openly identified source, and is
characterized by gentler methods of persuasion, such as standard public relations
techniques and one-sided presentation of an argument.

Black propaganda is identified as being from one source, but is in fact from
another. This 1s most commonly to disguise the true origins of the propaganda, be it
from an enemy country or from an organization with a negative public image.

Grey propaganda is propaganda without any identifiable source or author. A
major application of grey propaganda is making enemies believe falsehoods
using straw arguments: As phase one, to make someone believe "A", one releases as
grey propaganda "B", the opposite of "A". In phase two, "B" is discredited using
some strawman. The enemy will then assume "A" to be true.

IV. Discuss the following questions:
1) What are the goals of the propaganda?
2) How can the effects of the propaganda be measured?

TEXT 2
PERSUASION
1. Read and translate the text.

Persuasion is an umbrella term of influence. Persuasion can attempt to influence
person's beliefs, attitudes, intentions, motivations, or behaviors.

In business, persuasion is a process aimed at changing a person's (or a group's)
attitude or behavior toward some event, idea, object, or other person(s), by using
written or spoken words to convey information, feelings, or reasoning, or a
combination thereof. Persuasion is also an often used tool in the pursuit of personal
gain, such as election campaigning, giving a sales pitch, or in trial advocacy.

Persuasion can also be interpreted as using one's personal or positional resources
to change people's behaviors or attitudes. Systematic persuasion is the process
through which attitudes or beliefs are leveraged by appeals to logic and reason.
Heuristic persuasion on the other hand is the process through which attitudes or
beliefs are leveraged by appeals to habit or emotion.

The field ofsocial psychology includes the study of persuasion. Social
psychologists can be sociologists or psychologists. The field includes many theories
and approaches to understanding persuasion. For example, communication theory
points out that people can be persuaded by the communicator's credibility, expertise,
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trustworthiness, and attractiveness. The elaboration likelihood model as well as the
heuristic models of | " Unit IX. PERSUASION, PROPAGANDA & PUBLIC OPINION
interest of the recipient of the communication), influence the degree to which people
allow superficial factors to persuade them. Nobel Prize—winning psychologist Herbert
A. Simon won the Nobel prize for his theory that people are cognitive misers. That is,
in a society of mass information people are forced to make decisions quickly and
often superficially, as opposed to logically.

Persuasion began with the Greeks, who emphasized rhetoric and elocution as the
highest standard for a successful politician. All trials were held in front of the
Assembly, and both the prosecution and the defense rested, as they often do today, on
the persuasiveness of the speaker. Rhetoric was the ability to find the available means
of persuasion in any instance. The Greek philosopher Aristotle listed four reasons
why one should learn the art of persuasion:

1. truth and justice are perfect; thus if a case loses, it is the fault of the speaker;

2. it is an excellent tool for teaching;

3. a good rhetorician needs to know how to argue both sides to understand the
whole problem and all the options, and

4. there is no better way to defend one’s self.

Humans attempt to explain the actions of others through either dispositional
attribution or situational attribution. Dispositional attribution, also referred to as
internal attribution, attempts to point to a person’s traits, abilities, motives, or
dispositions as a cause or explanation for their actions. A citizen criticizing a
president by saying the nation is lacking economic progress and health because the
president is either lazy or lacking in economic intuition is utilizing a dispositional
attribution.

Situational attribution, also referred to as external attribution, attempts to point
to the context around the person and factors of his surroundings, particularly
things that are completely out of his control. A citizen claiming that a lack of
economic progress is not a fault of the president but rather the fact that he inherited a
poor economy from the previous president is situational attribution.

Fundamental attribution error occurs when people wrongly attribute either a
shortcoming or accomplishment to internal factors, and disregarding any external
factors. In general, people tend to make dispositional attributions more often than
situational attributions when trying to explain or understand a person’s behavior. This
happens when we are much more focused on the individual because we do not know
much about their situation or context. When trying to persuade others to like us or
another person, we tend to explain positive behaviors and accomplishments with
dispositional attribution, but our own negative behaviors and shortcomings with
situational attributions.

It is through a basic cultural personal definition of persuasion that everyday
people understand how others are attempting to influence them and then how they
influence others. The dialogue surrounding persuasion is constantly evolving because
of the necessity to use persuasion in everyday life. Persuasion tactics traded in society
have influences from researchers, which may sometimes be misinterpreted. To keep
evolutionary advantage, in the sense of wealth and survival, you must persuade and
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not be persuaded. In order to understand cultural persuasion, researchers will gather
knowledge from domains such as “buying, selling, advertising, and shopping, as well
as parenting and courting.” Methods of persuasion vary by culture, both in prevalence
and effectiveness. For example, advertisements tend to appeal to different values
according to whether they are used in collectivistic or individualistic cultures.

(From Wikipedia, the free encyclopedia)

II. Read and memorize the following words:
accomplishment — noctuxenue
advocacy — mponarasia, 3amura
appeal v. to— anemMpoBaTh K, 00paniaTbes K
attitude — oTHOIIICHHE
attribute v. — npunuceIBaTh
attribution — npunuceiBaHue
defend v. — 3ammmaTe, OTCTauBaTh
disposition — pacmoJyioKeHne
elaboration — pa3paboTrka
elocution — opaTopckoe UCKYCCTBO
fault — BuHa, mpomax, ommoka
gain — KOPbICTh
gather v. — cobupatp
inherit v.- Hace0BaTh, MEPEHUMATH
leverage v. — 1BUTaTh C TOMOIIBIO phIUara
list v. — mepeuucnsTh
miser — CKpsira
persuade v. — yOexx1ath
persuasion — yoexaeHue
point out v. — yka3arb, oOpaniaTh BHUMaHHE
previous — MpeabI Ty Iui
prosecution — 0OBUHEHHUE
pursuit — cTpemiieHue
reasoning — paccy>kJ1eHus1, apryMeHTaIus
refer v. to as — Ha3bIBaTh, 0003HAYATH
shortcoming — He1OCTAaTOK, HECOBEPIICHCTBO
suggest v. —npeniaaratb, BHyIIaTh
superficial — moBepXHOCTHBII, HETITyOOKUIA
thereof — BcieacTBue 3TOTO
tool — MHCTpYyMEHT, Opyane
trait — yepta, 0COOEHHOCTb
trial — MCIIBITaHUE, TTOMBITKA
trustworthiness — Ha1E>KHOCTD

EXERCISES TO THE TEXT

L. Spell and transcribe the following words:
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advocacy, trustworthiness, psychologist, politician, elocution, dispositional,
successful, external. Unit IX. PERSUASION, PROPAGANDA & PUBLIC OPINION

II. Find in the above text English equivalents for the following phrases and word
combinations and write them out:

TaKTUKa yOeXJICHHS, MCIOIb3yeMasi B OOIIECTBE; U3MEHSIOTCS B 3aBUCUMOCTHU
OT KYJbTYpHI; Ha YOCIUTEIHHOCTH TOBOPAIIETO; BIUATh Ha YOSKICHHUS YEIIOBEKA;
BHE €r0 KOHTPOJIS; PA3TOBOPHBIE CIIOBA; C MTOMOIIBIO MPU3BIBOB K MPUBBIYKAM WIIH
SMOLMSAM; HE oOpalias BHUMaHHUS Ha Kakue-1uOo BHEIIHHE (DAKTOPBI; MOJIydaTesb
COOOIIIEHUS; KaK MO0 PACIPOCTPaHEHHOCTH, TaKk U 3((HEKTUBHOCTH; MepeIaBaTh MH-
dbopmariio; TPUNUCHIBAHUE CKIOHHOCTH (CHMIIATHH);, €r0 OKPYKCHHE; HETaTHBHOE
MOBEJICHUE W HEJOCTATKH; MO3HABATEIbHBIC CKPATH; PUMICHIBAHUE CUTYAINH; TIPHU-
HUMAaTh PEIICHUS;, B TOBCEIHCBHOW KW3HU, B OTIMYHE OT JIOTHYECKOTO CIOC00a;
NPU3BIBAMH K JIOTHKE U pPa3yMy.

III. Find in the text synonyms of the following words:
ascription, frequently, principal, to assure, reliability, existing, a mistake.

IV. Find in the above text and copy out phrases in which prepositions at and by
are used. Translate them.

V. Write some problem questions to the above text for class discussion.
V1. Outline the main ideas of the text and write a summary.

VOCABULARY AND GRAMMAR EXERCISES

1. Find in the above text and copy out phrases in which linkers also, but and as
well as are used. Which of them introduce a contrast or addition?

Il. Find in the text and copy out sentences containing either... or.../
both....and... .

Either.....or.... Both..... and....
These structures are used to talk about two possibilities.
1. We should like to live either in the country or in a small, quiet town.
2. My brother speaks both English and German.

II. Make your own sentences with either..... or..../ both..... and.... using word
combinations and phrases of the topical vocabulary.

IV. Complete the sentences with the words from the box.

doing persuasion behavior symbolic process against listen similarity
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1. Attitudes and persuasion are among the central issues of social ...... 2. He and
other publicists were often attacked as propagandists and deceptive manipulators,
who represented lobby groups ..... the public interest. 3. The symbolic interaction
perspective is also known as ..... interactionism, it is a major framework of
sociological theory. 4. People often base their actions and beliefs on what others
around them are ....., how others act or what others believe. 5. The idea of ..... states
if people like you, they are more likely to say “yes” to what you ask them. 6. People
usually like to ..... to those who are knowledgeable and trustworthy. 7. Persuasion is
the ..... of guiding oneself or another toward the adoption of some attitude by some
rational or symbolic means. 8. It would take a lot of ..... to get him to agree to such
an offer.

V. Fill in the gaps in this text with suitable linking expressions:
in contrast to nevertheless in addition such as

. , emotions can be associated with trust or doubt. Some emotions, .....
happiness, anger, or disgust can be associated with a feeling of understating,
predictability, and safety. Other emotions, such as sadness, surprise, fear, or worry
are associated with insecurity, and incapacity to comprehend properly. It has been
proven that joy, ..... sadness, can influence the trust in one's own thoughts and can
lead to persuasion. ..... , when generated emotions are strong enough, the rational
message added to the persuading process has a lower importance, and a lower impact
on the individual’s mind.

V1. Write down all possible questions to the following sentence:
Some arguments achieve persuasive effect through the use of logic.

SPEAKING:

I. Express your opinion on the following point of view.

At the personal level, we persuade and are persuaded by our parents and our
children, our spouses and our neighbors, our bosses and our employees. Most of us
have learned persuasion by observing others, and by developing persuasive skills
through trial-and-error and practice.

II. Comment upon the following statements. Share opinions.

1) People need a solid reason to justify a decision, yet at the same time many
decisions are made on the basis of intuition.

2) Persuasion is the process through which a person tries to convince another to
change a targeted attitude. Can marketers change one's emotions and then change
their attitudes thus, persuading their clients to buy?

3) Everyone who wants to sell his own ideas or products in the detriment of
others needs to get to the public's mind through persuasion, and for this, he needs the
most reliable persuading means. (Give examples.)
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II1. Discuss the following questions:

1) Have you eve Unit IX. PERSUASION, PROPAGANDA & PUBLIC OPINION
2) What do you think of persuasion?
TEXT 3

SOCIAL JUDGMENT THEORY
1. Read and translate the text.

Social judgment theory is a self-persuasion theory proposed by Carolyn Sherif,
Muzafer Sherif, and Carl Hovland, and is defined as the perception and evaluation of
an idea by comparing it with current attitudes. According to this theory, an individual
weighs every new idea, comparing it with the individual's present point of view to
determine where it should be placed on the attitude scale in an individual's mind. This
theory is the subconscious sorting out of ideas that occurs at the instant of perception.

Social judgment theory suggests that when people are presented with an idea or
any kind of persuasive proposal, their natural reaction is to immediately seek a way to
sort the information subconsciously and react to it. We evaluate the information and
compare it with the attitude we already have, which is called the initial attitude or
anchor point.

Social Judgment Theory 1s a framework that studies human judgment. It is a
meta-theory that directs research on cognitive perspective, which is how you
perceive the situations. Brunswik's work with probabilistic functionalist psychology
found that person's psychological processes are adapted to factors of their
environment. Motivation and cognitive capacity are central variables in major models
of social judgment and persuasion, however, the exact nature of their interplay in
judgment processes has remained ambiguous.

When attempting to sort the incoming persuasive information, an audience will
evaluate whether it lands in their latitude of acceptance, latitude of non-commitment
or indifference, or the latitude of rejection. The size of these latitudes will vary from
topic to topic. Our “ego — involvement” generally plays one of the largest roles in
determining the size of these latitudes. When a topic is closely connected to how we
define and perceive ourselves, or deals with anything we care passionately about, our
latitudes of acceptance and non-commitment are likely to be much smaller and our
attitudes of rejection much larger. A person’s anchor point is considered to be the
center of his latitude of acceptance, the position that is most acceptable to him.

An audience is likely to distort incoming information to fit into their unique
latitudes. If something falls within the latitude of acceptance, the subject tends to
assimilate the information and consider it closer to his anchor point than it really is.
Inversely, if something falls within the latitude of rejection, the subject tends to
contrast the information and convince himself the information is farther away from
his anchor point than it really is.

When trying to persuade an individual target or an entire audience, it is vital to
first learn the average latitudes of acceptance, non-commitment, and rejection of your
audience. It is ideal to use persuasive information that lands near the boundary of the
latitude of acceptance if the goal is to change the audience’s anchor point. Repeatedly
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suggesting ideas on the fringe of the acceptance latitude will cause people to
gradually adjust their anchor points, while suggesting ideas in the rejection latitude or
even the non-commitment latitude will not result in any change to the audience’s
anchor point.

(From Wikipedia, the free encyclopedia)

Commentary

Carolyn Sherif (1922—-1982) was an American social psychologist who helped
to develop social judgment theory and contributed pioneering research in the areas of
the self-system, group conflict, cooperation, and gender identity.

Muzafer Sherif (born Muzaffer Serif Basoglu; July 29, 1906 — October 16,
1988) was a Turkish-American social psychologist. He helped develop social
judgment theory and realistic conflict theory.

Sherif was a founder of modern social psychology, who developed several
unique and powerful techniques for understanding social processes, particularly
social norms and social conflict.

Carl Hovland (June 12, 1912 — April 16, 1961) was a psychologist working
primarily at Yale University and the US Army during World War II who studied
attitude change and persuasion.

Egon Brunswik (Egon Brunswik Edler von Korompa; 18 March 1903,
Budapest— 7 July 1955, Berkeley, California) was apsychologist who made
contributions to functionalism and the history of psychology.

II. Read and memorize the following words:
adjust v. — perynupoBath, MPUCIIOCaA0INBATH
ambiguous — ABYCMBICIICHHBIH, COMHUTEIbHBIN
anchor — sskopb
anchor point — To4uka onopsl
cognitive — Mo3HaBaTeJIbHBIN
convince oneself v. — yoeauThcs
ego-involvement— 3ro-BOBJIEYEHHOCTD, BOBJICYEHHOCTH MBICIISIICH JTUYHOCTH
evaluate v. — orllecHUBATH
fit into v. — BIMCHIBAaTHCS B
indifference — paBHOyIIIVIE
interplay — B3auMoielicTBrE, B3aUMOCBSI3b
inversely — oOpaTHO; B 00paTHOM HampaBiICHUH
judg(e)ment — pemieHue, CyX1eHUE; MHEHUE
land v. — mocTurath, MPUBOAUTH K Uem)y-1ubO
latitude — mmpoTa, OOMIUPHOCTD; TUAITA30H MO3UIIHMI
non-commitment — 6e3 00s3aTeIbCTBa; OTCYTCTBUE 00513aTEIILCTB
on the fringe — ¢ kparo, cOoky
passionately — cTpacTHO, HEUCTOBO
point — r1aBHOE, CYTh; II€JIb; BOIIPOC
rejection — HEMPUHATHE
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repeatedly —H Unit IX. PERSUASION, PROPAGANDA & PUBLIC OPINION
seek (sought; sought) v.— nckartp

self-persuasion — caMmoy0Oex1IeHIE; CAMOMHEHHUE

sort out v. — COpTUPOBaTh, KJIacCH(PUIIMPOBATH

subconscious — ITOACO3HATEIbHBIN

variable — nepemeHHasl (BeIM4rHA)

EXERCISES TO THE TEXT

L. Spell and transcribe the following words:
anchor, ambiguous, judgment, sought, subconsciously, rejection, acceptance,
perceive, ideal.

I. Find in the above text English equivalents for the following words and
phrases and write them out:

NIEpBOHAYAIEHOE OTHOIIIEHUE; COTJIACHO 3TOM TEOPHH; COPTUPOBATH BXOJSIIYIO
yOeauTeNnbHyI0 HHPOPMAIIMIO; HHIWBUyalbHas 1[EJIeBasi UM BCS ayJAUTOPHS; YTOOBI
BIIUCAThCS B MX YHHUKAJIbHBIC TUANA30HBI TO3MIIHMI, B3BEIIMBACT KaXKIYyI0 HOBYIO
UJICI0; BEPOSITHO; TO3HABaTeIbHAs CIOCOOHOCTh; TEOPHS COIHMAIBHOTO PEIICHUS;
CpeIHUE NUAaIa3oHbl MO3UIWN MPHHITHS, MMOACO3HATEIbHAS KiIacCU(DHUKAIMS HACH;
HACTOSIIAs TOYKA 3PSHUS; HAXOAUTCS JAJbIIe OT €r0 TOYKHU OMOPHI; OJTHAKO; JIFOISIM
MIPEICTAaBJICHA UEs; OLICHUBATh MH(POPMAIIHIO; MPUHATHAEC, TEMA UMEET TCHJICHIIUIO
ACCUMUIIUPOBATH HHPOPMAIIHIO; UCKAXKATh MOCTYIAIOIIYI0 HHPOPMAIIHIO.

III. Answer the following questions using the words and phrases of the topical
vocabulary:

1. Who is the social judgment theory proposed by? 2. How is it defined? 3. Why
does an individual weigh every new idea comparing it with the individual's present
point of view according to this theory? 4. What does the social judgment theory
suggest? 5. What is called the initial attitude or anchor point? 6. What is cognitive
perspective? 7. Whose work found that person's psychological processes are adapted
to factors of their environment? 8. What are central variables in major models of
social judgment and persuasion? 9. When will an audience evaluate whether the
incoming persuasive information lands in their latitude of acceptance, latitude of non-
commitment or indifference, or the latitude of rejection? 10. Will the size of these
latitudes vary from topic to topic? 11. What generally plays one of the largest roles in
determining the size of these latitudes? 12. When are our latitudes of acceptance and
non-commitment much smaller and our attitudes of rejection much larger? 13. When
does the subject tend to assimilate the information? 14. What must we first learn
when trying to persuade an individual target or an entire audience? 15. What will
cause people to gradually adjust their anchor points, while suggesting ideas in the
rejection latitude?

IV. Find in the above text and copy out the sentence in which the adverb apart is
used. Make up your own sentence with it.
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V. Agree or disagree.

1. This theory is the conscious sorting out of ideas that occurs at the instant of
perception.

2. When people are presented with an idea or any kind of persuasive proposal,
their natural reaction is to immediately accept the information.

3. Motivation and cognitive capacity are central variables in major models of
social judgment and persuasion.

4. We evaluate the information and do not compare it with the attitude we
already have.

5. Our “ego-involvement” does not generally play one of the largest roles in
determining the size of these latitudes.

6. A person’s anchor point is considered to be on the fringe of his latitude of
acceptance, the position that is most acceptable to him.

V1. Retell the above text using as many of the phrases and words from Exercise
II as you can.

VOCABULARY AND GRAMMAR EXERCISES

I. @) Find in the above text adjectives in the comparative and superlative
degrees, write out phrases with them. b) Form the degrees of comparison of the
following adjectives:

cognitive, ambiguous, concise, different, unique, obvious, long, new, happy,
outlandish, broad, meaningful, idle, defamatory, creative, little, successful.

II. Complete the sentences with the words from the box.

acceptance persuasive judgment stimuli principles individual considered

1. Social ..... theory arose from Egon Brunswik’s probabilistic functionalist
psychology. 2. Social judgment theory represents an attempt to generalize
psychophysical judgmental ..... and the findings to the social judgment. 3. Attitude
change is the fundamental objective of ..... communication. 4. Ego-involvement is a
concept that refers to how important a certain issue or topic is to an ..... . 5. The
individual's native attitude is ..... an anchor point in establishing a continuum of
acceptance versus rejection of a given position. 6. A judgment occurs when a person
compares at least two ..... and makes a choice about them. 7. The latitude of ..... is a
zone where an individual places acceptable messages.

. Translate the following sentences into English:

1. JIronu, CWIIBHO BOBJICYEHHBIE B CBOE 3T0, OTBEPralOT OOJBIIUHCTBO MO3UITUI
KaK JIMYHOCTHO HENPHEMJIEMBIC 10 CPAaBHEHUIO C JIFOJBMH CJIa00 BOBJICYEHHBIMHU.
2. My3adep Illepud mcxoauT u3 MoiaoKeHUN CBOCH TEOPHUH COIMATLHBIX PEIICHHM,
O TIEPKUBAIOICH HEOTISITMMOCTh aP(EKTUBHOTO U KOTHHUTHBHOTO aCIICKTOB IPH-
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HATHS PEIIEHUH 00 0~ “Unit IX. PERSUASION, PROPAGANDA & PUBLIC OPINION
MOCTH HMCIOT HpI/IHHI/IHBI acCuMnusInoumn " KOHTpaCTa. 4 qu BBIIIIC JOI0-

BOBJICYEHHOCTh JIMYHOCTH B BOIIPOC, TEM CHJIbHEE TUAMA30H MO3UIUH (JATTUTIOIbI)
oTBepranus. 5. DTOT 0030p MOAXOJOB K MpoOJieMe MPOrHO3UPOBAHMS TOBEICHHUS
MOXET OBITh JIONOJHEH M JPYTMMHU MOJCISAMU. 6. JlMana3oH MO3UIMKA OTCYTCTBHUS
00513aTeJICTB MPEACTABISACT JIFOOYIO TMO3UIMIO MO BOMPOCY, KOTOPYHO YEIOBEK HE
HNPUHUMACT, HO U HE OTBEPraer.

IV. Write down all possible questions to the following sentence:

An individual adjusts an attitude once he or she has judged a new position to be
in his or her latitude of acceptance.

SPEAKING:

1. Explain and expand on the following:

To change an attitude, first we must understand the audience’s attitudes. Then
we will see how it relates to the listeners’ judgments of the persuasive messages. It is
also essential to judge how close or far away one's position is. If someone judges that
message to be in his or her latitude of rejection, they will also adjust their attitude, but
in the opposite direction from what they think the speaker is advocating.

Il. Discuss the arguments for the following point of view. Make use of the
vocabulary of the topic.

The social judgment theory is a theory that focuses on the internal processes of
an individual's judgment with relation to a communicated message. It was intended to
be an explanatory method designed to detail when persuasive messages are most
likely to succeed.

III. Discuss the problems dealt with in the abstract given below.

Latitudes of rejection, acceptance, and non-commitment

Social judgment theory also illustrates how people contrast their personal
positions on issues to others' positions around them. Aside from having their personal
opinion, individuals hold latitudes of what they think is acceptable or unacceptable in
general for other people's view. Social attitudes are not cumulative, especially
regarding issues where the attitude is extreme. This means that a person may not
agree with less extreme stands relative to his or her position, even though they may
be in the same direction. Furthermore, even though two people may seem to hold
identical attitudes, their "most preferred" and "least preferred" alternatives may differ.
Thus, a person's full attitude can only be understood in terms of what other positions

he or she finds acceptable or unacceptable, in addition to his or her own stand.
(From Wikipedia, the free encyclopedia)

TEXT 4
PUBLIC OPINION
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1. Read and translate the text.

The English term "public opinion" dates back to the seventeenth century work
by John Locke, An Essay Concerning Human Understanding, which contains an
early consideration of the importance of public opinion in the ordering of politics.
The term was derived from the French word /'opinion, which was first used in 1588
by Michel de Montaigne. This conceptcame about through the process of
urbanization and other political and social forces. For the first time, it became
important what people thought, as forms of political contention changed.

It was introduced by James Madison that for a government to be democratic, it
would be essential to have strong and knowledgeable citizens that hold educated
opinions that could be shared and expressed. Active citizens would then use this
knowledge to participate in their government, while also being able to inform other
citizens of current issues. In terms of political science, public opinion is defined as
being the aggregate of public attitudes or beliefs about government or politics.

Public opinion is considered to be the factor that guides an indirect democratic
government. It is thought to develop from these main sources: “political socialization,
education, life experience, political parties, the media, and the government”.
Continually changing, it has the power and influence to shape the government in new
ways.

Public opinion plays an important role in the political sphere. Cutting across all
aspects of relationship between government and public opinion are studies of voting
behavior. These have registered the distribution of opinions on a wide variety of
issues, have explored the impact of special interest groups on election outcomes and
have contributed to our knowledge about the effects of government propaganda and
policy.

Contemporary, quantitative approaches to the study of public opinion may be
divided into 4 categories:

— quantitative measurement of opinion distributions;

— investigation of the internal relationships among the individual opinions that
make up public opinion on an issue;

— description or analysis of the public role of public opinion;

— study both of the communication media that disseminate the ideas on which
opinions are based and of the uses that propagandists and other manipulators make of
these media. The rapid spread of public opinion measurement around the world is
reflection of the number of uses to which it can be put. Public opinion can be
accurately obtained through survey sampling. Both private firms and governments
use surveys to inform public policies and public relations.

Public opinion is measured by opinion polls — statistical surveys of public
opinion using sampling. They are usually designed to represent the opinions of a
population by asking a small number of people a series of questions and then
extrapolating the answers to the larger group.

There have been a variety of academic studies investigating whether or not
public opinion is influenced by "influentials," or persons that have a significant effect
on influencing opinion of the general public regarding any relevant issues. Many
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early studies (Lazar Unit IX. PERSUASION, PROPAGANDA & PUBLIC OPINION!
from mass media sources to the general public as a "two-step" process. In this
process, information from mass media and other far-reaching sources of information
influences influentials, and influentials then influence the general public as opposed
to the mass media directly influencing the public.

While the "two-step" process regarding public opinion influence has motivated
further research on the role of influential persons, a more recent study by Watts and
Dodds (2007) suggests that while influentials play some role in influencing public
opinion, "non-influential" persons that make up the general public are also just as
likely (if not more likely) to influence opinion provided that the general public is
composed of persons that are easily influenced. This is referred to in their work as the
"Influential Hypothesis." The authors discuss such results by using a model to
quantify the number of people influenced by both the general public and influentials.
The model can be easily customized to represent a variety of ways that influencers
interact with each other as well as the general public.

(From Wikipedia, the free encyclopedia)

Commentary

John Locke I’lbk/ (29 August 1632 — 28 October 1704), was an English
philosopher and physician regarded as one of the most influential of
Enlightenment thinkers and known as the "Father of Classical Liberalism”.

Michel Eyquem de Montaigne (/mbn’teIn/; French: [mifel ekem do mdten]; 28
February 1533 — 13 September 1592) was one of the most significant philosophers of
the French Renaissance.

James Madison, Jr. (March 16, 1751 — June 28, 1836) was an American
statesman, political theorist, and the fourth President of the United States (1809—-17).

Paul Felix Lazarsfeld (February 13, 1901 — August 30, 1976) was one of the
major figures in 20th-century American sociology.

II. Read and memorize the following words:

aggregate — COBOKYITHOCTh

approach — moaxon

as opposed to — B IpOTUBOTIOJIOKHOCTD

come about v. — MPOUCXOIUTh

contemporary — COBpEMEHHBIN

contention — yTBEp>KJICHHUE

customize v. — HACTPOUTD; BBITIOIHATH IO WHIUBHIYATFHOMY 3aKa3y
date back to v. — Bocxonuts k

derive from v. — MpOMCXOANTD; yCTAHABINBATH IPOUCXOKICHUE OT
disseminate v. — pacripoCTpaHsTh

distribution — pacrnipeaenenue, pacpocTpaHeHUE

divide into v. — pa3nenuTth Ha

election — BEIOOPHI

essential — cylecTBeHHbIN
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extrapolating — s3kcTpanonupys

guide v. — HaNPaBIATh

influentials — BusATENLHBIE THIIA
measurement — U3MepeHUE

poll — ronocoBanue

quantify v. — onpeaensaTh KOJIUIECTBO
quantitative — KOJIM4E€CTBEHHBIN

rapid — ObICTpBIit

regarding— OTHOCUTEIHHO

relevant — yMecCTHBI

sampling — BEIOOpKA, BEIOOPOYHOE UCCIIEIOBAHNE
survey— 0030p

vote v. —T0J10COBaTh

EXERCISES TO THE TEXT

L. Spell and transcribe the following words:
quantify, seventeenth, influencing, urbanization, spread, accurately, variety.

II. Find in the above text English equivalents for the following word
combinations and phrases and write them out:

HCIIOJIB3YS BBIOOPKY; MEPBOE paCCMOTPEHUE; OBICTPOE PACIIPOCTPAHEHUE; COBO-
KYITHOCTh OOIIECTBEHHBIX OTHONICHWA WIW yOEKIEHWM; MPOHU3BIBAS BCE ACTICKTHI
OTHOIIEHUH; B YHOPSIOYCHUH TOJWUTUKH; TPEICTABIATh MHEHUS; NPyTrHe IIUPOKO
OXBAaTHIBAIOIINE HCTOYHUKH HHPOPMAIIUH;, aKTYaTbHBIE BOTIPOCHI, MOKET OBITH TOUHO
MOJIYYCHO; MUPOKask OOMIECTBEHHOCTh; MO MHUPOKOMY KPYTY BOIIPOCOB; BHYTPCHHHE
OTHOIICHHUS;, CTICIIMAIbHBIC TPYIIIBI IO HHTEPECaM; BIUSATh HA MHEHUE; UCCIICIOBAHUS
AIIEKTOPATLHOTO TTOBEJCHUS; PsiJT BOIIPOCOB.

II1. Answer the following questions using the word combinations and phrases of
the topical vocabulary:

1. What work does the English term "public opinion" date back? 2. Was the term
derived from the French or Italian word? 3. Why would it be essential to have strong
and knowledgeable citizens that hold educated opinions? 4. How is public opinion
defined in terms of political science? 5. Does public opinion have the power and
influence to shape the government in new ways? 6. Why does public opinion play an
important role in the political sphere? 7. How many categories may quantitative
approaches to the study of public opinion be divided into? 8. Can public opinion be
accurately obtained through survey sampling? 9. What do both private firms and
governments use surveys for? 10. What are opinion polls? 11. What are they usually
designed for? 12. What persons are called "influentials"? 13. How have many early
studies modeled the transfer of information from mass media sources to the general
public? 14. What can you say about the "two-step" process? 15. What does a more
recent study by Watts and Dodds suggest? 16. What kind of model do the authors use
to discuss the results?
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Unit IX. PERSUASION, PROPAGANDA & PUBLIC OPINION
IV. Explain in English the meaning of:
sources of information, public opinion, urbanization, an election, to influence
opinion.

V. Find in the above text and copy out phrases in which prepositions through
and around are used. Translate them.

V1. Retell the above text using as many of the word combinations and phrases
from Exercise Il as you can.

VOCABULARY AND GRAMMAR EXERCISES

I. Choose the proper verb form and translate the sentences.

1. The emergence of public opinion as a significant force in the political realm
..... be dated to the late 17th century. 2. Some sociologists ..... that government was
merely allowed to exist due to the favour of public opinion. 3. Public opinion ....
considered a dynamic part of today’s government. 4. Researchers ..... found that
there is a connection between feelings and the changing of attitudes, knowing that
attitudes determine the behavior. 5. One of the classic questions is when attitudes ....
a predictor of behavior. 6. William Shakespeare had ..... public opinion the 'mistress
of success'. 7. The mass media utilizes a wide variety of advertising techniques .....
the minds of people. 8. Public opinion ..... the organisation to expand internally and
externally through public introspection.

(Missing verbs: have, enables, can, is, to change, thought, called, are)

Il. Find in the text and copy out the sentence in which the linker of condition
provided that is used. Translate it.

III. Make your own sentence with provided that using words and phrases of the
topical vocabulary.

IV. Write down all possible questions to the following sentence:

The person-to-person influence reaches the ones who are more susceptible to
change and serves as a bridge over which formal media of communications extend
their influence.

SPEAKING:
L. Study the following information. What is your opinion on the topic?
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Mass media effects on public opinion

Public opinion can be influenced by public relations and the political media.
The formation of public opinion starts with agenda setting by major media outlets
throughout the world. This agenda setting dictates what is newsworthy and how and
when it will be reported. The media agenda is set by a variety of different
environmental and news work factors that determine which stories will be
newsworthy.

Another key component in the formation of public opinion is framing. Framing
is when a story or piece of news is portrayed in a particular way and is meant to sway
the consumers attitude one way or the other. Most political issues are heavily framed
in order to persuade voters to vote for a particular candidate.

Social desirability is another key component to the formation of public opinion.
Social desirability is the idea that people in general will form their opinions based on
what they believe is the prevalent opinion of the social group they identify with.
Based on media agenda setting and media framing, most often a particular opinion
gets repeated throughout various news mediums and social networking sites, until it
creates a false vision where the perceived truth can actually be very far away from the
actual truth.

(From Wikipedia, the free encyclopedia)

Il. Prove the fact that mass media utilizes a wide variety of advertising
techniques to get their message out and change the minds of people.

1. Do you agree with the following statement? Share opinions.
Since the 1950s, television has been the main medium for molding public

opinion.

IV. Explain and expand on the following:
Public opinion is a collection of views held by persons interested in the subject.
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UNIT X

TEXT 1
DEFINITION OF THE SITUATION

1. Read and translate the text.

It is clear that human beings live in both a symbolic and a physical environment.
People do not respond directly to stimuli from their sense organs, but assign
meanings to the stimuli and formulate their actions on the basis of these meanings.
For example, a "pen" is not merely a collection of visual, aural, and tactile stimuli.
We give meaning to it as an object with which we can write. We may also infer from
the quality of the pen something about the social rank of the user. And we may
attribute magical powers to the pen as a "good luck" piece for taking unusually
difficult examinations.

What we have been saying adds up to this: As we go about our everyday lives,
we interpret the world about us. Our symbolic environment mediates the physical
environment so that we do not simply experience stimuli, but rather a definition of
the situation. A definition of the situation is the interpretation or meaning we give to
our immediate circumstances. It is "reality" as perceived by people, the intersection
of time and space within which they carry out their actions. Consequently, facts do
not have an inherent or uniform existence apart from the persons who observe and
assign meaning to them. "Real" facts are the ways in which people define various
situations.

Because of differing definitions, people vary in their perceptions of and reactions
to different situations. Take a gun. To a soldier it means one thing, to an armed
robber another, to a holdup victim still another, to a hunter another, and to a gun
control advocate quite another. A man mowing the lawn may be seen as beautifying
his yard, avoiding his wife, getting exercise, supporting neighborhood property
values, annoying a neighbor who is attempting to sleep, or earning a living by
mowing lawns.

Although our definitions of the situation may differ, it is only as we arrive at
common understandings that we are able to fit our action to the actions of other
people. Whatever we do — play football, chat with a friend on the telephone, rob a
store, give a lecture, cross a busy intersection, or purchase a book — we must attribute
a similar meaning to the situation if we are to achieve joint action with others.
Moreover, a definition of the situation arrived at on one occasion may hold for future
occasions. Viewed in this manner, culture may be thought of as the agreed-upon
meanings — the shared definitions of situations — that individuals acquire as members
of a society. Socialization is the process by which these shared definitions are
transmitted from one generation to the next.

Sociologists point out that our definitions influence our construction of reality.
William I. Thomas and Dorothy S. Thomas captured this insight in what has become
known as the Thomas theorem: "If men [people] define situations as real, they are
real in their consequences." The Thomas theorem draws our attention to the fact that
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people respond not only to the objective features of a situation, but also to the
meaning the situation has for them. Once the meaning has been assigned, it serves to
shape not only what people do or fail to do, but also some of the consequences of
their behavior. For example, for a good many generations whites defined blacks as
racially inferior. Since whites controlled the centers of institutional power, they
allocated to blacks a lesser share of the privileges and opportunities of society. By
acting upon their racial definitions, whites fashioned social structures — institutional
arrangements — in which blacks have enjoyed fewer advantages than whites. Blacks
are less well educated, hold more menial jobs, live in poorer housing, and have
poorer health than whites. So whites have created a social order characterized by
institutional discrimination.

(From Sociology. The Core. By James W.Vander Zanden)

II. Read and memorize the following words:
annoy v. — pa3apaxaTh, HaJJ0eaTh

assign v. — Ha3HAYHTh; ONIPEIEISTh

earn v. — 3apabaThIBaTh

fit v. — cOOTBETCTBOBATH, MPUCIIOCAOTHBATH
go about v. — 3aHUMaThCS

hold v. — ocTaBaThcs B cuse

holdup — Boopyx)eHHBIN IpabEx

infer v. — 3aKJIIOYUTD, JEIATH BEIBO
inferior — CTOSIIMI HIKE

intersection — mEPeKpPECTOK

lawn — ra3on, myxaiika

mediate v. — mocpeIHU4aTh

menial [ ‘mi:njol] — npenebpesicumenvro HU3KUM, TaKEHCKUI
merely — mpocTo, TOIBKO

perceive v. — MOHUMAaTh, OCO3HABATH

rank — paHT, OlleHKa

respond v. — pearupoBartbh, OTBEYaTh

rob v. — rpabuTh

robber — rpaburtens

stimulus [ ‘stimjulas] (pl. stimuli) — ctumymn
tactile — ocsi3aembrit

EXERCISES TO THE TEXT

L. Spell and transcribe the following words:
aural, lawn, neighborhood, earn, annoy, consequences, socialization.

II. Find in the above text English equivalents for the following word
combinations and phrases and write them out:

3apabaThIBasi Ha JKU3Hb NPU TIOMOINU MOICTPUTAHHUS Ta30HOB; OpPTaHbl YyBCTB;
qTOOBI MPUCTIOCOOUTH HAIIM JCWCTBHUS C NEUCTBUAMH JIPYTHX JIOJCH; mepecekarb
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OXKHMBJICHHBIM TIEPEK] - Unit X. FORMATION OF THE SELF
CBOHU HeﬁCTBHﬂ; paca, HaxogAmasaACsa HUXKEC, HpI/IHI/ICBIBaTB COOTBCTCTBy}OH_Iee 3HaA4c-

HUC Llejl/ly—]lu60; B TCUCHHUC JOBOJIbBHO-TAKM MHOI'X HOKOHGHI/Iﬁ; OTJIMYaThCsA 110 CBO-
CMY BOCIIPpHUATHUIO PA3HBIX cmyaunﬁ; nepcaaBaTb U3 OJHOT'O ITOKOJICHUA CICAYIOIIC-
My, pasapaxasa coccaa, OIpCACIIATL 3HAYUCHMUI, l'IOI[‘IépKI/IBaTB; COHH&HBHBIﬁ paHT
IMOJIB30BATCIIA; ITOCTYIIadA COINIACHO PACOBBIM OIIPCACIICHUAM, CUMBOJIMYCCKAA U (1)1/1-
S3UYCCKasd OKpYyKaromass Ccpcaa; BJIMAIOT Ha HAIl€ MCTOJIKOBAHHUEC PCAJIbHOCTHU, Ha OC-
HOBC 3THUX 3H3‘I6HHI>1; OIpCACIICHNUC CUTYallNH, HpHI;’ITH K 06H1€My IIOHUMAaHUIO.

1. Answer the following questions using the word combinations and phrases of
the topical vocabulary:

1. Is it clear that human beings live in both a symbolic and a physical
environment? 2. How do people formulate their actions? 3. What meaning do we
usually give to a “pen”? 4. What magical powers may we attribute to the pen? 5. How
does our symbolic environment mediate the physical environment? 6. What is a
definition of the situation? 7. What are “real” facts? 8. Do people vary in their
perceptions of and reactions to different situations? Give examples. 9. When may our
definitions of the situation differ? 10. How can culture be thought of? 11. What is
socialization? 12. What do sociologists point out? 13. What does the Thomas theorem
deal with? 14. What fact does the Thomas theorem draw our attention to? 15. Why
did whites allocate to blacks a lesser share of the privileges and opportunities of
society? 16. Who has created a social order characterized by institutional
discrimination?

IV. Give the synonyms of the following words. Consult the dictionary if
necessary.
Power, vary, perception, define, attempt, achieve, point out, blacks, respond.

V. Make up your own sentences or situations with the following phrases:

to fit our action, to draw one’s attention to the fact, viewed in this manner, to
attribute a similar meaning to the situation, to vary in perceptions, to assign meaning,
to interpret the world about us, to be transmitted from one generation to the next, to
annoy a neighbor.

V1. Retell the above text using as many of the word combinations and phrases
from Exercise Il as you can.

VOCABULARY AND GRAMMAR EXERCISES

I. This sentence includes examples of both ing - forms, the gerund and the
present participle. Say which words in italics are gerunds and which are present
participles.

A man mowing the lawn may be seen as beautifying his yard, avoiding his wife,
getting exercise, supporting neighborhood property values, annoying a neighbor who
1s attempting to sleep, or earning a living by mowing lawns.
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Il. Find in the above text and copy out sentences in which linking expressions
because of, consequently, moreover, although and so are used. Which of them
introduces results and conclusions, contrast, addition or a reason? Translate the
sentences with them.

1. Complete the following sentences using the correct preposition.

1. The definition of the situationis a fundamental concept in symbolic
interactionism advanced ..... the American sociologist W. I. Thomas. 2. A definition
of the situation is related ..... the idea of "framing" a situation. 3. An organized
society seeks also to regulate the conflict and competition inevitable ..... its members
in the pursuit of their wishes. 4. Morality is the generally accepted definition of the
situation, whether expressed ..... public opinion and the unwritten law, in a formal
legal code, or in religious commandments and prohibitions. 5. ..... the definition of
the situation, people obtain a sense .... the statuses and roles of those involved in the
situation so that they know how to behave.

Keys: to, through, by, of, in, between.

IV. Write down all possible questions to the following sentence:
People formulate their actions on the basis of meanings.

SPEAKING:

I. Comment upon the following statement.

Preliminary to any self-determined act of behavior there is always a stage of
examination and deliberation which we may call the definition of the situation. And
actually not only concrete acts are dependent on the definition of the situation, but
gradually a whole life-policy and the personality of the individual himself follow
from a series of such definitions. (W.I. Thomas)

II. What facts prove that for a good many generations whites defined blacks as
racially inferior.

M. Is it right or not? Share opinions.
The definition of the situation is what people use to know what is expected of
them and what is expected of others in a situation.

TEXT 2
THE SELF
1. Read and translate the text.

We not only arrive at definitions of the situation; we also arrive at self-
definitions as we supply answers to the question "Who am I?" These answers
constitute what sociologists call the self — the set of concepts we use in defining who
we are. The formation of the self is a central part of the socialization process. It is not
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a biological given, but emerges in the course of interaction with other people.
Sociologist J. Milton Yinger observes:

The self i1s for Unit X. FORMATION OF THE SELF
individual as a result of his having identified with these others and responded to
himself in their terms. Retrospectively, one can ask "Who am I?" But in practice, the
answer has come before the question. The answer has come from all the definitions of
one's roles, values, and goals that others begin to furnish at the moment of birth. "You
are a boy; you are my son; you are French"; "You are a good boy and fully a part of
this group" (with rewards confirming the words); or "You are a bad boy" (with
significant others driving the point home by the sanctions they administer).

The self represents the ideas we have regarding our attributes, capacities, and
behavior. In everyday speech, we note the existence of the self in such phrases as
"proud of oneself," "talking to oneself," "losing control of oneself," "ashamed of
oneself," "testing oneself," "hating oneself," and "loving oneself." These conceptions
represent the heart of our humanness, our awareness that each of us is a unique being
apart from other beings and the same person across time. The image that each of us
has that we are a distinct, bounded, coherent being gives us a feeling of psychic
wholeness. Individuals who are the victims of some forms of severe mental illness,
particularly schizophrenia, lack a stable self-conception and clear self-boundaries — a
distinct indication of where they begin and end.

The self contributes to an egocentric bias, in which we typically place ourselves
at the center of events. By virtue of the egocentric bias, we over-perceive ourselves as
the victim or target of an action or event that, in reality, is not directed at us. For
instance, when a professor singles out a particularly good or poor exam for a
few preliminary remarks before returning the papers to the class, we commonly
overestimate the likelihood that one of the papers belongs to us (Feinstein, 1984). In
similar fashion, we tend to overestimate the likelihood that we, rather than another
member of a group, will be chosen to participate in an experimental demonstration.
And if we are lottery players, we sense that our ticket has a far greater probability of
being selected a winner than it in fact has. Thus the egocentric bias results in each of
us experiencing life through a self-centered filter. This skewed view of reality shapes
our perception of events, and later our recall of the events from memory.

We typically think of the self in static terms as an "entity" or "thing." But as the
concept is employed by symbolic interactionists, it also has dynamic properties.
Symbolic interactionists point out that we can be objects of our own action. We
mentally take a place on the outside and, from this vantage point, become an
audience to our own actions. Viewed in this manner, the self is a process by which
we devise our actions in order to fit them to the ongoing actions of other people.
Sociologists such as Charles Horton Cooley, George Herbert Mead, and Erving
Goffman have contributed a good deal to our understanding of these matters.

(From Sociology. The Core. By James W. Vander Zanden)

Commentary
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John Milton Yinger (July 6, 1916 — July 28, 2011) was an American
sociologist who was president of the American Sociological Association 1976-1977.
Yinger received his Ph.D. from the University of Wisconsin, Madison, in 1942.

Charles Horton Cooley (August 17, 1864 — May 7, 1929) was an American
sociologist. He studied and went on to teach economics and sociology at the
University of Michigan, and he was a founding member and the eighth president of
the American Sociological Association.

George Herbert Mead (1863—1931) was an American philosopher, sociologist
and psychologist, primarily affiliated with the University of Chicago.

Erving Goffman (11 June 1922 - 19 November 1982), a Canadian-born
sociologist and writer, was considered "the most influential American sociologist of
the twentieth century".

II. Read and memorize the following words:
ashame v. — cTBIIUTE

awareness — OCO3HaHHE

bias — HEOOBEKTUBHOCTD; MPUCTPACTHE
bounded — orpaHUYEeHHBII; CAECP)KUBACMBIH
devise v. — pa3pabaTbiBaTh

emerge v. — MOSBISATHCS

furnish v. — mpencraBasaTh

humanness — yenoBe4YeCcKue KauecTBa; YEJIOBEUHOCTh
over-perceive v. — Ype3MepHO OCO3HABATh
overestimate v. — IepeoIeHUBATh

perception — BOCTIPUSITHE; TPOHHUIIATEIILHOCTh
point out v. — yKka3arb, oOpaiiaTh BHUMaHUE
preliminary — npeBapUTeIbHBIMN

reward — Harpazia, BO3HarpaxaeHue

self — CylHOCTB; COBOKYITHOCTH CBOMCTB (U€JI0BEKa); TMIHOCTH U €€ KauyecTBa
single out v. — onpeaeNsTh, BBIACIIThH

skew v. — yKJIIOHSITBCS, CBOPAYMBATh B CTOPOHY
target — MHUIIICHD

vantage point — BEITOJTHBIH MOMEHT (TTO3HITHS )
victim — )epTBa, MOTEPIEBIIHIA

wholeness — neIbHOCTD, TOJTHOTA

EXERCISES TO THE TEXT

L. Spell and transcribe the following words:
schizophrenia, wholeness, reward, psychic, skewed, audience, likelihood, bias.

II. Find in the above text English equivalents for the following word
combinations and phrases and write them out:

CIIOCOOCTBYET ATOIEHTPUUYECKON MPEAB3ATOCTH (HEOOBEKTUBHOCTH); MBI OoJiee
BOCTIpUHUMAEM ceOs; IPUUTH K OTPECIICHUIO; TUHAMUYECKHE XapaKTePUCTHKH; 3a-
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HATH MECTO U3BHE; CAMOOIIPEEICHNE; TOATBEPAKAAs CJI0BA; C 3TOM TOUKHU (ITO3UIUN);
4yepe3 AroLeHTPUYHBIA (UIIBTP; aHAJOTUYHBIM 00pa30M; HECKOJIBKO IpeIBapUTEb-
HBIX 3aMEYaHMH; OuC Unit X. FORMATION OF THE SELF
YyecKas LEeIbHOCTh, UCKaXEHHBIM B3TJIS[ HA PEANbHOCTD; TEPAIONIMI KOHTPOJIb Hal
co00l; YHHMKaJIbHOE CYILECTBO; MEPEOLCHUTh BEPOSTHOCTh; pa3padaTbiBaeM HAaIIH
JENCTBUSA; HE XBaTaeT CTAOMIbHON CAMOOIICHKH; POJOJIKAIOIINECS IEHCTBHUS.

III. Answer the following questions using the word combinations and phrases of
the topical vocabulary:

1. What do the answers to the question “Who am [?” constitute? 2. What is a
central part of the socialization process? 3. Is the self formed out of the actions of
others according to sociologist J. Milton Yinger? 4. What represents the ideas we
have regarding our attributes, capacities, and behavior? 5. What phrases in do we
note the existence of the self in everyday speech? 6. Is each of us a unique being
apart from other beings and the same person across time? 7. Who lacks a stable self-
conception and clear self-boundaries? 8. By virtue of what do we over-perceive
ourselves? 9. How do we usually experience life? 10. Who points out that we can be
objects of our own action? 11. What is the self? 12. Who has contributed a good deal
to our understanding of these matters?

IV. Find in the text and copy out phrases in which the preposition in is used.
Translate them.

V. Retell the above text using as many of the word combinations and phrases
from Exercise Il as you can.

VOCABULARY AND GRAMMAR EXERCISES

I. Complete the sentences with the words from the box.

qualities  themselves differences affected  contributed  experience

1. This researcher wanted to study the ...... between cultures and see if
individual’s conceptual selves change due to their culture and environment. 2. You
. a good deal to our understanding of these events. 3. The selfis the subject of
one's own ..... of phenomena: perception, emotions, thoughts. 4. The philosophy of
self seeks to describe essential ..... that constitute a person's uniqueness or essential
being. 5. A person's self image is ..... by many factors, such as parental influences,
friends, the media etc. 6. The term self-concept is a general term used to refer to how
someone thinks about, evaluates or perceives ..... .

1. Translate the following sentences containing the Simple Gerund Passive and
the Perfect Gerund Active.
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A gerund has four forms — two for the active and two for the passive voice:

Active Passive
Present or Continuous Loving Being loved
Perfect Having loved Having been loved

1. They are very proud of having passed all the exams. 2. On being reminded of
my promise | phoned her immediately. 3. After having shaped his perception of an
event he recalled it from his memory later. 4. I completely forgot having asked you to
wait for me after the conference. 5. This researcher hates being asked about it. 6. 1
remembered having asked her about her view of reality. 7. You were accused of
having changed your position. 8. On being elected president of the Sociological
Association, he presented his ideas regarding the formation of public opinion.

II1. Find in the above text and copy out two sentences having the Simple Gerund
Passive and the Perfect Gerund Active. Translate them.

IV. Find in the above text and copy out sentences containing past participles.
Define their functions.

V. Read and translate the following adjective expressions followed by
prepositions. Make your own sentences with them.

To be afraid of, to be ashamed of, to be aware of, to be famous for, to be fond of,
to be good at, to be impolite to somebody, to be proud of, to be sorry about
something, to be sure of.

V1. Put one suitable preposition in each space.

1. They should be really good .... putting their thoughts into meaningful words.
2. He was very successful ..... managing the media. 3. Modern advertising is famous
.... iInnovative techniques. 4. We are proud .... the image that each of us has. 5. She is
ashamed .... her behaviour at the party. 6. The sociologist was sorry .... this skewed
view of reality.

SPEAKING:

I. Arrange a short debate on the following question.
If you were asked to answer the question '"Who am [?' what would you answer?

Il. Discuss the formation of the self. After a proper discussion present your
remarks.

IIl. Express your opinion on the following point of view.
Typically young people describe themselves more in terms of personal traits,
whereas older people feel defined to a greater extent by their social roles.

IV. Read the following quotation, then comment on it. Say whether you agree
with the opinion which is expressed in the quotation.
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In psychology the phrase “the self” is often used for that set of attributes that a
person attaches to himself or herself most firmly, the attributes that the person finds it
difficult or impossibl Unit X. FORMATION OF THE SELF

TEXT 3
CULTURAL DIFFERENCES IN THE SELF
1. Read and translate the text.

The self is constantly evolving due to the complexities of cultures and societies.
Researchers have shown that the self is dependent on the culture that the self has been
situated around. Several comparisons between western cultures versus eastern
cultures show that there are cultural differences among the self and self-concept. The
self can be redefined as a dynamic, responsive process that structures neural
pathways according to past and present environments including material, social, and
spiritual aspects.

Self-concept can be referred to as a product instead of a process like the self is
represented as. Self-concept is a concept or belief that an individual has upon himself
or herself as an emotion, spiritual, and social being (Aronson, 2002). Therefore, the
self-concept is the idea of who I am, kind of like a self-reflection of one’s well being.
For example the self-concept is anything you say about yourself. A society is a group
of people who share a common belief or aspect of self interacting toward the
maintenance or betterment of the collective.

Culture consists of explicit and implicit patterns of historically derived and
selected ideas and their embodiment in institutions, cognitive and social practices,
and artifacts. Cultural systems may, on one hand, be considered as products of action,
and on the other, as conditioning elements of further.

As children, teenagers, and young adults grow up society tells these individuals
“to be yourself”. But this may mean something completely different for individuals
who live in different cultures. A western culture self is usually seen as abstract,
private, individual, and separates themselves from the rest of the group whereas an
eastern culture self might be presented as open and flexible (Kanagawa, 2001). The
self relies on the environment and culture it is put in. The self evolves and is
constantly changing to the environment so that it is not threatened.

Researchers Kanagawa and Heine have studied participants who lived in western
and eastern cultures. Throughout the study the researchers concluded that western
cultures such as North American and West European cultures are more independent
cultures (Heine & Lehman, 1992). The individuals in the western society tend to look
only for positive attributes and strive for goals that will put them ahead of others.
Western cultures are more goal-oriented for individualism, instead of being more
collective for the group to advance ahead.

The independent cultures create selves and self-concepts to worry about their
own individual thoughts and feelings. The culture is very different in eastern cultures
because their culture is based on the collective, instead of focusing on one individual.
For instance, Japanese culture focuses heavily on self-criticism and tries to improve
themselves to become more individual (Kanagawa, 2001). The whole goal is to
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maintain harmony and balance within society. Therefore, Japan’s conceptual self is
very different to western culture due to the environment and standards that each
culture upholds. Eastern cultures are represented as interdependent because they only
think and feel for others instead of thinking about themselves (Heine & Lehman,
1992). Furthermore, the self is shaped by our social interactions and our physical
environments. An individual’s social interaction occurs when they are in a specific
society or culture. If these individuals grow up in a certain culture they are going to
conform to societal norms and pressures to follow a specific standard that their
culture believes in. This is why culture is important to study and explore when
searching how the self evolves and changes. To conclude, western cultures are more
self-absorbed in their own lives whereas eastern cultures are less self-absorbed
because they cherish the collective. The self is dynamic and complex and it will
change or conform to whatever social influence it is exposed to. The main reason
why the self is constantly dynamic is because it always looks for reason to not be
harm. The self in any culture looks out for its well being and will avoid as much
threat as possible. This can be explained through evolutionary psychology concept
called survival of the fittest.

(From Wikipedia, the free encyclopedia)

II. Read and memorize the following words:
adult — B3pocbIii YenmoBek
advance v. ahead — mpoaBurath Briepén
betterment — yiyulienue
cherish v. — nenests, muTaTh HAAEKABI; OEPEUb
cognitive — T03HaBaTEIbHBIN
comparison — cpaBHEHHE
conclude v. — 3akiro4aTh, A€JIaTh BHIBOJI
conform v. — COOTBETCTBOBATH
due to — u3-3a; Gmaroaapsi
embodiment — BOIIOIIEHUE; OJUIIETBOPECHHE
evolve v. — pa3BUBaThCS
implicit — HesBHBIM
pathway — myTh
responsive — OT3bIBYMBBINA, OTBETHBII; JIETKO pearupyromun
share v. — pa3nensarb
self-reflection — camooTpaxenue
strive v. — 00pOThCS; IPUIIAraTh yCHIIHS
survival — BBKUBaHHE
threaten — yrpoxatb
throughout — Ha pOTsKEHUN
toward — K; IO OTHOIIIEHHIO K
uphold v. — mogaepxuBaTh, MPUIAEPKUBATHCS
Wworry v. — 0eCITIOKOUTHCSI, BOJTHOBATHCS
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EXERCISES TO THE TEXT

1. Spell and transcribe the following words:
spiritual, througl ‘ ' o Unit X. FORMATION OF THE SELF

II. Translate and memorize the following word combinations and phrases:

historically derived and selected ideas; to cherish the collective; explicit and
implicit patterns; is dependent on the culture; an eastern culture; their own individual
thoughts and feelings; like a self-reflection of one’s well being; more self-absorbed;
past and present environments; the whole goal; the maintenance or betterment of the
collective; elements of further; tend to look for; the self is shaped by; on one hand,
the independent cultures; instead of thinking about themselves; to maintain harmony
and balance.

II1. Ask your own questions to the text for class discussion.

IV. Use the following word combinations and phrases in the sentences of your
own.

The self is dependent on the culture; a self-reflection of one’s well being; to
share a common belief; explicit and implicit patterns of ideas; throughout the study;
the main reason; to avoid as much threat as possible.

V. Fill in the gaps with the words and expressions from the text.

1. Self-concept is a concept or ..... that an individual has upon himself or
herself as an emotion, spiritual, and social being. 2. An individual’s social interaction
occurs when they are ..... . 3. The self is constantly ..... due to the complexities of
cultures and societies. 4. Japan’s conceptual self is very different to .... due to the
environment and standards that each culture upholds. 5. The self relies on .... it is put
in. 6. Eastern cultures are represented as interdependent because they only think and
feel for others ..... thinking about themselves.

V1. Explain in English the meaning of:
the independent cultures, a society, cognitive, an individual’s social interaction.

VII. Retell the above text using as many of the word combinations and phrases
from Exercise Il as you can.

VOCABULARY AND GRAMMAR EXERCISES

I. Complete the sentences with the words from the box.

participants  advance constructs spokesperson  between  sensitive
persuade
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1. The way an individual ..... themselves may be different due to their culture.
2. The studies show an important relationship ..... the self and how cultures can play
a major role in shaping the self and self-concept. 3. These researchers have conducted
a lot of experiments with ..... who lived in western and eastern cultures. 4. Opinion is
highly .... to events that have an impact on the public at large or a particular segment
of the public. 5. An exciting .... can attract attention to a message that may otherwise
be ignored. 6. This researcher states that if the persuadees are engaged in the
symbolism they may ..... themselves to accept the message. 7. They can .... and help
the entire culture and society.

I1. Find in the above text and copy out sentences containing model verbs with the
Infinitive Passive.

II1. Find in the text and copy out sentences in which the linking expression due
to is used. What idea does it introduce? Translate the sentences with it.

SPEAKING:
L. Study the following problem. Discuss it.

The perception people have about their past or future selves is related to the
perception of their current selves. The self-appraisal theory argues that people have a
tendency to maintain a positive self-evaluation by distancing themselves from their
negative self and paying more attention to their positive one. People usually have a
tendency to perceive the past self less favorably (e.g. "I'm better than I used to be")
and the future self more positively (e.g. "I will be better than [ am now").

I1. Do you agree with the following statement? Share opinions.

Eastern cultures value efforts over abilities and encourage conformity and
compliance and social hierarchy all of which facilitate social learning or copying and
Western cultures encourage independence, self-assertion, and personal pursuit of
interest which enable individual learning or innovation.

III. Discuss the effects of physical and social environment on cognitive
adaptations. Use the topical vocabulary.

TEXT 4
TRUE SELF AND FALSE SELF
1. Read and translate the text.

True self and false self are concepts introduced into psychoanalysisin 1960
by D. W. Winnicott. Winnicott used "True Self" to describe a sense of self based on
spontaneous authentic experience, and a feeling of being alive, having a "real self".

"False Self" by contrast Winnicott saw as a defensive fagade — one which in
extreme cases could leave its holders lacking spontaneity and feeling dead and empty,
behind a mere appearance of being real. Winnicott saw the True Self as rooted from
early infancy in the experience of being alive, including blood pumping and lungs
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breathing — what Winnicott called simply being. Out of this the baby creates the
experience of a sense ofreality, a sense that life is worth living. The baby's
spontaneous, nonverbal gestures derive from that instinctual sense, and if responded
to by the mother, become the basis for the continuing development of the True Self.

However, when " Unit X. FORMATION OF THE SELF
parenting — i.e. not necessarily perfect! — was not in place, the infant's spontaneity
was in danger of being encroached on by the need for compliance with the parents'
wishes or expectations. The result for Winnicott could be the creation of what he
called the False Self, where “Other people's expectations can become of overriding
importance, overlaying or contradicting the original sense of self, the one connected
to the very roots of one's being”. The danger he saw was that “through this False Self,
the infant builds up a false set of relationships, and by means of introjections even
attains a show of being real”, while in fact merely concealing a barren emptiness
behind an independent-seeming facade.

The danger was particularly acute where the baby had to provide attunement for
the mother or parents, rather than vice versa, building up a sort of dissociated
recognition of the object on an impersonal, not personal and spontaneous basis. But
while such a pathological False Self stifled the spontaneous gestures of the True Self
in favour of a lifeless imitation, Winnicott nevertheless considered it of wvital
importance in preventing something worse: the annihilating experience of the
exploitation of the hidden True Self itself.

There was much in psychoanalytic theory on which Winnicott could draw for his
concept of the False Self. Helene Deutsch had described the "as if" personalities, with
their pseudo relationships substituting for real ones. Winnicott's analyst, Joan Riviere,
had explored the concept of the narcissist's masquerade — superficial assent
concealing a subtle hidden struggle for control. Freud's own late theory of the ego as
the product of identifications came close to viewing it only as a false self while
Winnicott's true/false distinction has also been compared tothe notion of the
"compromised ego".

(From Wikipedia, the free encyclopedia)

Commentary

Donald Woods Winnicott (|’winikpt]; 7 April 1896 — 28 January 1971) was an
English paediatrician and psychoanalyst who was especially influential in the field of
object relations theory.

II. Read and memorize the following words:
acute — OCTpbIN, IPOHNULIATEIIbHBIN
annihilating — yHu9TOXaI0MIHiA
assent — corjiacue
attain v. — JOCTHIaTh, TOOMBATLCS
attunement — HacTpanBaHHUE
barren — 6eHBIIA, OeccoaepKaTeIbHbIHI
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compliance — yCTymTYHBOCTb

conceal v. — CKpbIBaTh, yTanuBaTh

defensive — 3amuTHBIN

derive v. — mosy4aTh

encroach v. on — mokymarbcs Ha, IoCATaTh HA

experience — OIbIT

facade — dacan

infancy — MiaJieH4ecTBO, paHHEe JIETCTBO

in favour of — B mosnb3y, B 3a1IUTY

introjection — ¢unocog. UHTPOEKLINSA, TEPEHOC CYOBEKTHUBHBIX OLIYIICHHI
Ha 00BEKT

mere — ABHbIW, CYIIUN

overriding — mepBOCTENEHHBIN, OCHOBHOM

root v. — MycKaTh KOPHH, BHEPSITH

spontaneity — CIIOHTaHHOCTb

spontaneous — CIIOHTaHHBIN, CAMOITPOU3BOIBHBIH

stifle v. — mogaBnATh, CIEPKUBATH

superficial — MOBEpXHOCTHBIN, HETTYOOKHI

EXERCISES TO THE TEXT

L. Spell and transcribe the following words:
annihilating, compliance, pathological, pseudo relationships, encroach, facade,
introjection.

Il. Find in the above text English equivalents for the following word
combinations and phrases and write them out:

OeccopepxaTenbHasl MyCTOTa; TEPBOCTETICHHONW BaKHOCTH; TEPEKPBIBAsl WU
IPOTUBOpEYA MEPBOHAYATBHOMY CMBICITY; UCKYCHAsl CKpbITasi 00ph0a; MPOXO0KICHUE
KPOBH U JIBIXaHUE JIETKUX; JIO)KHBIM HA0Op OTHOIICHWH; O€3)KU3HEHHAs MMHTAIINS;
YKWBOM; MackapaJi CaMOBJIIOOJIEHHOTO uesioBeKa; (anbinuBoe f; nepxaresu, JUIIEH-
HBIC CaMOIIPOM3BOJILHOCTH; YTOOBI 00ECTICUNTh HACTpAaUBaHUE; 3a MPOCTON BHEIIHO-
CTBIO; JOCTATOYHO XOpPOIIee BOCIUTAHUE; O MPEIOTBPAIICHUIO YEro-TO XY/IIIETO;
JTUCCOIIMUPOBAHHOE TPU3HAHUE; KU3Hb CTOUT TOTO, YTOOBI KUTh; TIEPBOHAYAIHEHOE
CaMOOIIYIIICHHE; TTPOJIOJDKAIONICECS pa3BUTHE.

ITI. Answer the following questions using the word combinations and phrases of
the topical vocabulary:

1. When were true self and false self concepts introduced into psychoanalysis
by D. W. Winnicott? 2. What did Winnicott use to describe a sense of self? 3. How
did he see "False Self"? 4. What Self did Winnicott see as rooted from early infancy
in the experience of being alive? 5. When was the infant's spontaneity in danger of
being encroached on by the need for compliance with the parents' wishes or
expectations? 6. What kind of result could be in this case? 7. Where was the danger
particularly acute? 8. What theory could Winnicott draw on for his concept of the
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False Self? 9. Who explored the concept of the narcissist's masquerade? 10. Whose
true/false distinction has also been compared to the notion of the "compromised
ego"?

IV. Ask all types Unit X. FORMATION OF THE SELF

In his article he credited his assistant with having relied on the self — concept.

V. Find in the text and copy out sentences in which the preposition behind is
used. Translate them.

V1. Retell the above text using as many of the word combinations and phrases
from Exercise Il as you can.

VOCABULARY AND GRAMMAR EXERCISES

I. Choose the proper verb form and translate the sentences.

1. True self and false self are terms .... by D. W. Winnicott in 1960. 2. There is
true self that .... a sense of integrity, of connected wholeness that ..... to the early
stage. 3. An unhealthy and pathological false self never ..... independence from the
mother, and so never gets to transition to independence. 4. The false self constantly
seeks ..... demands of others in order to maintain the relationship. 5. Many
philosophers propose that we each ..... a self. 6. When the false self is functional both
for the person and for society then it is ..... healthy. 7. Whereas a True Self feels real,
the existence of a False Self .... in a feeling unreal or a sense of futility. 8. The last
half-century have seen Winnicott's ideas extended and .... in a variety of contexts,
both in psychoanalysis and beyond.

(Missing verbs: have, results, introduced, considered, applied, belongs, to
anticipate, gains, has)

I1. Find in the above text and copy out sentences containing past participles in
the function of attributes and adverbial modifiers.

III. Translate the following sentences having rather than.

Rather than expresses comparative preference for the first of two paired
(parallel) elements.

1. An organization’s spokesperson worked carelessly rather than carefully
on writing the speech for the company leader. 2. He walked rather than drove to his
media office. 3. My friend went to jail rather than pay his parking fines. 4. This
politician made excuses rather than communicate with the general public. 5. It is
better to continue rather than to wait. 6. He wanted to be a public relations specialist
rather than a political journalist. 7. Can we come over on Wednesday rather than
Tuesday? 8. These students rather than Edward passed the test. 9. We decided to
write a press release rather than phone. 10. I would prefer to involve the celebrity in
the advertising campaign now rather than give interviews to media people.
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IV. Find in the above text and copy out the sentence containing rather than and
translate it.

V. a) Translate the following sentence paying attention to other than. b) Make
up your own sentence with it.

Non-commercial advertisers spend money to advertise items other than a
consumer product or service.

SPEAKING:

I. Explain and expand on the following:

When the False Self wins debates against the True Self, the person finds that
they are unable to be guided by their True Self and so has to adapt to the social
situation rather than assert his self.

II. Develop the idea.

When a False Self becomes organized in an individual who has a high
intellectual potential there is a very strong tendency for the mind to become the
location of the False Self, and in this case there develops dissociation between
intellectual activity and psychosomatic existence.

TEXT 5
CHARLES HORTON COOLEY:
THE LOOKING-GLASS SELF
I. Read and translate the text.

At the turn of this century, the notion was prevalent in both scientific and lay
circles that human nature is biologically determined. Charles Horton Cooley (1864-
1929) vigorously challenged this assertion. He maintained that people transform
themselves and their worlds as they engage in social interaction. In particular, Cooley
contended that our consciousness arises in a social context. This notion is best
exemplified by his concept of the looking-glass self — a process by which we
imaginatively assume the stance of other people and view ourselves as we believe
they see us. Our ability to take the perspective of another person is a basic
requirement of all social behavior.

Self-Awareness. Cooley suggests that the looking-glass self is an ongoing mental
process characterized by three phases. First, we imagine how we appear to others. For
example, we may think of ourselves as putting on weight and becoming "fat."
Second, we imagine how others judge our appearance. We are aware, for instance,
that people typically think of obese people as unattractive. Third, we develop some
sort of self-feeling such as pride or mortification on the basis of what we perceive
others' judgments to be. In this case, we are likely to experience anxiety or
embarrassment regarding our "obese" state. The looking-glass self entails a subjective
process and need not accord with objective reality. For example, victims of anorexia
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nervosa willfully starve themselves, denying that they are actually thin or ill, in the
belief that they are too fat.

The notion of the looking-glass self does not imply that our self-conception
changes radically every time we encounter a new person or a new situation.
Accordingly, it is useful to distinguish between self-images and self-conceptions. A
self-image is a men ‘ ' "~ Unit X. FORMATION OF THE SELF
relatively temporary; it changes as we move from one context to another. Our self-
conception is a more overriding view of our self, a sense of self through time — "the
real me," or "I see myself as I really am." Layers of self-images typically build up over
time and contribute to a relatively stable self-conception. For the most part, this
succession of self-images edits rather than supplants our more crystallized self-
conception or identity.

Shyness. Since human beings are capable of self-awareness, they often
experience shyness. Shyness is a general tendency to be tense, inhibited, and
awkward in social situations. Surveys show that as many as 40 percent of adult
Americans consider themselves shy. Even such celebrities as Barbara Walters,
England's Prince Charles, Terry Bradshaw, Fred Lynn, Catherine Deneuve, Carol
Burnett, and Warren Beatty define themselves as shy. The Japanese tend to have a
very high prevalence of shyness — about 60 percent. One reason seems to be that the
Japanese have what is described as a "shame culture," in which individuals
experience considerable pressure not to let their families down.

Shyness takes a heavy human toll because it creates a barrier for people in
achieving happiness and fulfilling their potential. Shy people are commonly big
losers — in school, in business, in love, in any arena of life where people meet their
needs in the course of social interaction with others. They seem too self-aware, too
preoccupied with their own adequacy and the adequacy of their behavior.
Consequently, they are unable to "let themselves go" and they hold back from
immersing themselves in ongoing social interaction.

Choking. Choking is the behavior in which we fail to perform up to our level of
skills and abilities by virtue of experiencing social pressure. Like shyness, it arises
when the selfhood process goes awry. For example, we often become self-conscious
when we are expected to provide an excellent performance. Thus, in athletic
competition we may attempt to ensure the correctness of our execution — the
coordination and precision of our muscle movements — by monitoring our
performance. But such self-monitoring disrupts the automatic or overlearned nature
of execution. Consequently, we become susceptible to mistakes. In the final and
decisive game of a championship series, such as baseball's World Series, the home
team tends to choke and accordingly is at a decided disadvantage. A home crowd
usually claps, shouts, and moans in response to the breaks and exploits of the home
team, whereas the visitor's exploits are met either with silence or expressions of
frustration. During the regular season and in early games of the World Series, such
behavior may be a source of inspiration to the home team. But when a championship
is imminent, fear of failing to win it before a support audience compounds the
pressures and intensifies the players' self-consciousness. As a result, they become
"uptight" and error prone.
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(From Sociology. The Core. By James W. Vander Zanden)

II. Read and memorize the following words:

accord with v. — cOOTBETCTBOBaTh, TAPMOHHUPOBATH UeM)-1Ub0
anxiety [e&n(g)’zaiot1] — TpeBora, 6€CoKONCTBO
awkward — HEJTOBKO, HEYKITIOXKE

awry [9’ral] — HepaBUJIbHBIN, HEYAAYHBIN

choking — mornomieHue; Mo aBICHAE

clap v. — xjomarp

consciousness [ ‘konfosnis] — co3Hanne; ocozHanue
contend v. — conepHUYaTh, YTBEPKIATh

disrupt v. — pa3pymarb

embarrassment [1m’barosmont] — 3aMenIaTeIbCTBO; HEPEITUTEIHHOCTD
engage v. — 3aHUMaThCs

entail v. — Biaeun 3a co0OO0ii; BEI3BIBATH

eITOr prone — CKJIOHHBIA K COBEPIIIEHUIO OIMNOOK
exemplify v. — mosicHATb, MOATBEPKIATH IPUMEPOM
frustration — paccTpoicTBO

imminent — HaIBUTAIOIITNIICSI, HEMUHYEMBIT

imply v. — nonpasymeBath

moan v. — CTOHATh

mortification — yHIKeHHE; YyBCTBO CThIAa

obese — Ty4YHBIil; CTpa AU 0)KUPECHUEM

pride — TOpIOCTh, YYBCTBO TOPIOCTH

self-awareness — camoco3HaHue

self-conscious — 3aCTCHYNBBIN, HEIIOBKUMA

shy — 3acTeHYuBBIN

stance — MoJIOKCHUE

starve v. — CTpaJaTh WJIU YMUPATh OT TOJIO/IA
supplant [so’pla:nt] v. — BEITECHSITH umo-1ub6o
vigorously — sHepruyHO

EXERCISES TO THE TEXT

L. Spell and transcribe the following words:
awareness, awkward, susceptible, consciousness, inspiration, imaginatively,

vigorously, distinguish.

Il. Find in the above text English equivalents for the following word

combinations and phrases and write them out:

B OHpe,Z[GJIéHHOM HCBLI'OAHOM ITOJIOKCHHH, YIAOBJIICTBOPATDH HOTpe6HOCTI/I; Huc-

IIBITBIBas1 06HICCTBCHHOC JAaBJICHUC, KaK B HAYYHbIX, TadK U B HerO(i)CCCI/IOHaJILHBIX
Kpyrax; OCIIOpHJI 3TO YTBCPKIACHHUC, B IIPOLCCCEC 06HICCTBCHHOI‘O B3aHMOHeﬁCTBHH;
pasjimdaTtb MCXKIY, TSKEJIBIC YE€TIOBCUECKUE IMOTCPH; OIOKH U IIOABUI'U, CKJIOHHBIN
K COBCPIICHHIO OI]II/I6OK; COBI[aéT 6apbep; CUHTAIOT ceOst 3aCTCHYNBBIMMU, Oonee Inep-
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BOCTEIEHHAsI TOYKA 3PEHUS; 3epKaibHOE S1; CTAHOBUTCS HEyIAaYyHBIM; BHECTH CBOMU
BKJIaZ, B OTHOCUTEIHHO CTaOWJIBHOE CaMOTIOHMMaHHWE; 93TO TIOHATHE; IO,
CTpaJarolfe OXUPEHHEM; 3Ta TMOCJIEeI0BATEIIEHOCTh COOCTBEHHBIX BOOOpakaeMbIX
00pa3oB; 0CO3HABATh CaMOI0 ceOs; BICUET 32 CO00M CyObEKTUBHBIN MPOILIECC.

III. Answer the j Unit X. FORMATION OF THE SELF
the topical vocabulary:

1. What notion was prevalent in both scientific and lay circles at the turn of the
century? 2. Who vigorously challenged this assertion? 3. What did Cooley contend?
4. What is the looking-glass self? 5. How many phases is this ongoing mental process
characterized by? 6. Why is the notion of the looking-glass self useful to distinguish
between self-images and self-conceptions? 7. What is a self-image? 8. Does it change
as we move from one context to another? 9. What is our self-conception? 10. Does
the succession of self-images edit or supplant our more crystallized self-conception?
11. Why do human beings often experience shyness? 12. What is shyness? 13. How
many adult Americans consider themselves shy? 14. What is described as a "shame
culture"? 15. Why does shyness take a heavy human toll? 16. What kind of behavior
is choking? 17. When does it arise? Give an example.18. How are the visitor's
exploits usually met in contrast to the breaks and exploits of the home team? 19.
When do players become "uptight" and error prone?

IV. Explain in English the meaning of:
self — awareness, a self — image, shyness, choking.

V. Find in the above text antonyms of the following words.
worst, tolerant to, irregular, to lose, lean, infant, to overeat, to continue, shame,
slight, advantage.

V1. Sum up your ideas of the above text.

VOCABULARY EXERCISES

1. Find in the above text and copy out sentences in which linking expressions as
a result and consequently are used. Which of them introduces a reason or resullts,
and conclusions? Translate the sentences with them.

I1. Choose the proper verb form and translate the sentences.

1. The looking-glass self is a social psychological concept .... by Charles Horton
Cooley in 1902. 2. The term refers to people .... their self-concepts based on their
understanding of how others perceive them. 3. The looking-glass self .... at an early
age and continues throughout the entirety of a person’s life. 4. Through interaction
with others, we begin .... an identity about who we are, as well as empathy for
others. 5. We .... ourselves through the eyes of other people, even to the extent of
incorporating their views of us into our own self-concept. 6. People .... on their own
attitudes and feelings from watching themselves behave in various situations. 7. In
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the “looking-glass self” a person .... self through others' views in society and in turn
expands individuality.
(Missing verbs: to develop, decide, created, observes, shaping, see, begins)

1. Translate the following sentences into English using the topical vocabulary:

1. JIN4HOCTh MpeACTABISIET COOONM COBOKYIMHOCTh MCUXUYECKUX PEAKIMM Yeso-
BEeKa Ha MHEHHUS 0 HEM OKpY»Karomux Jitoaen. 2. ['maBHas konuenuus Kynu Ha3biBa-
ercst Teopuert "3epkanbHOro A". 3. Co3HarenbHble JEHCTBUS O3HAYAIOT JJI YEJIOBEKA
COOTHECEHHE CBOMX JEHCTBUW C TEMH MpEACTaBIeHUsIMHU O ero "f", koTopble ckia-
npIBatoTCA 'y Apyrux Jjoaei. 4. Kynu npennonoxun, uro “A” cocrout n3z “A”° —
YyBCTB, KOTOpPBIE OPOPMIIAIOTCS Yepe3 OTHOIICHUS ¢ Apyrumu. 5. Hame nonnmanue
cebst — mporecc, KOTOPBIA BCEr/ia pa3BUBAETCS 10 MEPE HAIIEro B3aMMOICHCTBHS C
IPYTUMU, MHEHUE KOTOPBIX O HAC MOCTOSHHO M3MeEHseTcs. 6. Mbl onpeneneHsl apy-
TMMH JIIOJIbMH U PYKOBOJICTBYEMCS B CBOEM IMOBEIACHUU U BOCIPUATUU MOJOOHBIM
onpenaeneHueM. 7. Ilporecc 3epkaibHOTO OTpaKeHHs COOCTBEHHOTO “SI” sIBiIsIETCS
CyOBEKTHUBHBIM IIPOLIECCOM U HE 00513aTEIbHO COOTBETCTBYET OOBEKTUBHOM peasibHO-
CTH.

IV. Ask all types of questions to the following sentence:

The term "looking-glass self" was coined by Cooley after extensive
psychological testing in 1902.

SPEAKING:

I. Comment upon the following statement. Share opinions.

The self-image of an individual is formed by imagining what others think of his
or her behavior and appearance.

II. What is your opinion on the following topic?

We develop some sort of self — feeling such as pride or mortification on the basis

of what we perceive others’ judgments of us to be.

II1. Discuss the following question.
Do you consider yourself shy?

IV. Recall the day you have felt some sense of pride, shame, happiness, guilt.

V. Say how you imagine your friend. What are his or her interests and attitudes?
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UNIT XI

TEXT 1
CORPORATE IDENTITY
1. Read and translate the text.

A strong corporate identity and positive corporate image are believed to deliver
tangible bottom line benefits for a wide range of organizations. But how easy are they
to achieve? We must explore the meaning of corporate identity and image and
consider some critical approaches. We must then consider ideas affecting identity and
image management and consider how concepts dominating PR thinking can be
incorporated into corporate identity (CI) management — an area often informed by a
marketing paradigm.

The terms ‘corporate identity’ and ‘corporate image’ are sometimes confused
with each other. Corporate identity is what the organization communicates (either
intentionally or unintentionally) via various cues, whereas its image is how its publics
actually view it.

A corporate identity is the overall image of a corporation, firm or business in the
minds of diverse publics, such as customers, investors and employees. It is a primary
task of the corporate communications department to maintain and build this identity
to accord with and facilitate the attainment of business objectives. It is usually visibly
manifested by way of branding and the use of trademarks.

An image is a perception and exists only in the mind of the receiver. A
corporate image refers to how a corporation is perceived. It is a generally accepted
image of what a company stands for. Typically, a corporate image is designed to be
appealing to the public, so that the company can spark an interest among consumers,
create share of mind, generate brand equity, and thus facilitate product sales. A
corporation's image is not solely created by the company. Other contributors to a
company's image could include news media, journalists, labor unions, environmental
organizations. To formulate an image, publics interpret an identity in a wider context
with broader frames of reference. For example, Nike’s corporate identity is a
carefully managed amalgam of associations (with fashionable sports personalities,
major sporting events such as the Olympics as well as local and charitable events),
clear design and mission. Many people exposed to these aspects of its identity may
well formulate an image of Nike as a high-quality and fashionable arbiter of good
design. Others, aware of some negative media coverage of Nike’s manufacturing
policy in third world countries (interpreting the identity in a broader context), may
form an image of Nike as exploitative and thus boycott its products. Clearly, then,
organizations cannot construct a corporate image because they cannot control the
context in which their communication is received, interpreted or understood.
Nevertheless, a clear, well-managed corporate identity can go some way to effecting
a strategically important image, and a neglected corporate identity may send out all
the wrong messages: ‘An organization may commonly assume that it only
communicates when it wants to, but unfortunately for many companies, a failure to
control communications results in a confused image’.
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Managing corporate identity is about identifying the right image for an
organization, and communicating it effectively. Some critics consider CI
management to be the domain of a small elite within organizations who become self-
absorbed and deluded about the role and importance of identity: In a world saturated
with symbols, where there is a great demand for every organization to keep
communicating, it is easy to think that each message and every campaign are taken
seriously and received in the ways designed. But such meanings are often malleable,
unstable and of only ephemeral interest. In fact, in many cases cynicism may be the
most prominent outcome. Nevertheless, CI management is considered by many to be
a vital aspect of motivating a wide range of stakeholders (including voters,
employees, shareholders and consumers).

The term ‘corporate identity’ refers to the combination of ways in which an
organization’s personality is expressed. As such, identity includes design aspects
such as logos, colour, typeface and house style but also embraces less tangible
elements such as behaviour, culture, values, mission, communication style and
associations (with personalities, charities, political parties or other organizations via
donations or sponsorship).

In the last MORI poll, 166 senior people responsible for corporate identity in
leading European companies rated the benefits of a strong corporate identity. Other
benefits include helping companies recover from crises and recruitment of top
employees.

(From Wikipedia, the free encyclopedia)

II. Read and memorize the following words:
amalgam — amanerama; cMech

charitable — 01aroTBOpUTENbHBIIM

confuse v. — CMEIINBaTh, CITyTHIBATh

cue — HaMEK

delude v. — oOMaHBIBaThH, COMBATH C TOJIKY
diverse — pazHOOOpa3HbIN

donation — roxepTBOBaHUE

equity — CipaBeTMBOCTh; OECTIPUCTPACTHOCTH
facilitate v. — cmocoOCTBOBaTh; CONEHCTBOBATD
failure — mpoBas, Heynaya

fashionable — MmoHBIN

intentionally — HamepeHHO

malleable — mogaTIuBEIH

neglect v. — mpenebOperarh

objective — 3amaya, 1eb

outcome — pe3ynbTar

overall — BceoOmmit

paradigm — mapaaurma, oopasery

perception — BOCTIpUSATHE, ONIYIIICHHE

rate v. — OLICHUBATh

solely — TOIbKO, UCKITFOYUTETLHO
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spark v. — 3aXuraTh, BOOAYIIEBIIAThH
tangible — olIyTUMBIN, OCsI3aEMBbIH
whereas — B TO BpeMs Kak

EXERCISES TO THE TEXT

1. Spell and transcribe the following words:
tangible, intentionally, diverse, equity, amalgam, charitable, elite, malleable,
cynicism, embrace.

II. Find in Text 1 English equivalents for the following words and phrases and
write them out:

CTaTh ATOICHTPUYHBIM; MPEIOCTABUTH OIIYTHMBIC HTOTOBBIC MPEUMYIIECTBA;
Yyepe3 MOKePTBOBAHUSI WM CIIOHCOPCTBO; B YME TMOJydYaTeNsi; paCCMOTPETh HEKOTO-
pble KPUTHYECKHE MOAXOIbI; IPEICTABISIET COO0H BBISIBICHHE TIPABHILHOTO 00pasa;
naéT B pe3ysibTaTe CMEMIaHHBIM 00pa3; OICHWIN MPEUMYINECTBa; MPOJUKTOBAaHHAS
MapKETHHTOBOW TapagurMOi; JUIsl IIMPOKOTO CIIEKTpa OPTaHU3AIMiA, C MOMOIIBIO
pa3IMYHBIX HAMEKOB;, OMPABHUTHCS OT KPHU3UCOB M HaliMa BEAYIIMX COTPYIHHUKOB,
MUMEIOT TOJIBKO HEIONTOBEYHBIN (3 eMepHBIi) HHTEpEC; 00N UMUK KOPIIOPAIIUH;
mpu@T; OXBATHIBAET MEHEE OIIYTUMBIC 3JEMEHTHI; JOCTHKCHHUE JECIOBBIX IIENIEIH;
BOCIIPUSATHE; MOXKET 3a)K€Ub MHTEPEC; MMOCTPOUTH KOPIIOPATHBHBIN MMHIDK; MPEHEO-
peraeMblii pupMeHHBIN CTHIIB; HanOoJee 3aMETHBIN pe3yabTaT; 00pa3, KOTOPbIi BbI-
CTyHaeT 3a KOMITAHUEH.

II1. Answer the following questions. Use the topical vocabulary.

1. What is believed to deliver tangible bottom line benefits for a wide range of
organizations? 2. Why must we explore the meaning of corporate identity and image
and consider some critical approaches? 3. Are the terms ‘corporate identity’ and
‘corporate image’ sometimes confused with each other? 4. What is the difference
between them? 5. Is a corporate image designed to be appealing to the public? 6. Can
a corporation's image be created by other contributors? 7. How do publics interpret an
identity to formulate an image? Give your reasoning. 8. In which case may others
form a negative image of Nike and boycott its products? 9. Why is managing
corporate identity important? 10. What does the term ‘corporate identity’ refer to?
11. What does it include? 13. How did 166 senior people responsible for corporate
identity in leading European companies rate the benefits in the last MORI poll?

IV. Fill in the gaps with the words and expressions from the text.

1. In a world saturated with symbols, it is easy to think that each message and
every campaign are taken seriously and received ..... designed. 2. The term ......
refers to the combination of ways in which an organization’s personality is expressed.
3. A corporate image refers to how .... is perceived. 4. Nike’s corporate identity is a
carefully ..... with fashionable sports personalities, major sporting events such as the
Olympics as well as local and charitable events. 5. ..... cynicism may be the most
prominent outcome. 6. An image is a perception and exists only ...... of the
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receiver. 7. It is ... of the corporate communications department to maintain and
build this identity to facilitate the attainment of business objectives.

V. Retell the above text using as many of the words and phrases from Exercise Il
as you can.

VOCABULARY AND GRAMMAR EXERCISES

L. Find in the above text and copy out phrases containing adverbs with the suffix
—ly. Say what adjectives are these derivative adverbs formed from, translate them.

I1. Write down all possible questions to the following sentence.
Corporate identity helps organizations to answer questions like "who are we?"

and "where are we going?"

II1. Find in the above text and copy out sentences in which the linkers in fact and
nevertheless are used. Which of them introduces a) a contrast and b) reality?

IV. Complete the following sentences using the words from the box:

sparked  corporate identity outsiders congruent sense

1. But managing an ..... well means embracing all aspects of symbolism,
communication and behaviour. 2. Corporate identity also allows consumers to denote
their ..... of belonging with particular human aggregates or groups. 3. This company
..... an interest among consumers and generated brand equity. 4. Corporate image, or
reputation, describes the manner in which a company, its activities, and its products

or services are perceived by ..... . 5. We formulated a plan to adjust the ..... identity.
6. The manager will conduct an audit of all elements of corporate identity to
determine if they are ..... with the desired image.

V. Explain in English the meaning of:
identity, donation, intentionally, high-quality, neglect.

SPEAKING:

L. Discuss the following questions:

1) How can corporate identity be effectively managed?

2) Why is identifying the desired corporate identity from a public relations
perspective one of the controversial aspects of corporate identity management?

I1. Comment upon the following statement. Share opinions.
"Reputation problems grow like weeds in a garden. Direct and indirect costs
escalate geometrically." (Davis Young)

. Explain and expand on the following:
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In a competitive business climate, many businesses actively work to create and
communicate a positive image to their customers, shareholders, the financial
community, and the general public. A company that mismanages or ignores its image
is likely to encounter a variety of problems.

TEXT 2
CORPORATE STRATEGY AND CULTURE

I. Read and translate the text.

One of the key issues of corporate identity management is its role in achieving
overall organizational strategic objectives. The aim of a corporate identity plan is to
determine and communicate a corporate identity to meet these future strategic
objectives. In essence, corporate strategy is the setting of organizational objectives
followed by the establishment of a comprehensive course of action for realizing those
objectives. De Wit and Meyer (1998) have averred that corporate strategy is best
understood when viewed from the three dimensions of strategy process, strategy
content and strategy context.

The three dimensions of strategy, taken together, are concerned with the efficient
use of resources, as well as the mobilization of those resources. Accordingly, a
concern of corporate strategy is the pursuit of markets with high growth potential.
Strategy, at its core, is rational and logical, clear and simple. A company is lost
without a clear strategy.

For example, the Labour Party’s introduction of a new corporate identity in the
1990s (involving the introduction of a new logo, a red rose, and a new name, New
Labour) was linked to its overall strategic plan to modernize the party to make it
electable. However, a number of thinkers in this area, most notably Grunig, would
argue that the corporate identity management process should not just be designed to
help implement a predetermined strategy.

Instead, strategy should be formulated partly in response to stakeholders’ needs
and views. ‘Excellent’ organizations (Grunig 1992), practising a two-way symmetric
approach to communication management, should adapt their corporate strategies
according to publics’ opinions identified through research. Indeed, many would argue
that the Labour Party’s strategic objective to modernize was formulated in response
to research conducted into public’s perceptions of the party’s image.

It is widely recognized that different organizations have distinctive cultures. An
organization’s behaviour reflects, or is reflected in, its culture (sometimes referred to
as ‘the way we do things around here’). Changing organizational cultures to improve
performance in our global economy is the subject of an entire industry of ‘culture
change’ gurus. And a plethora of recipes for changing organizational cultures are
currently on offer.

Through tradition, history and structure, organizations build up their own
culture. Culture therefore gives an organization a sense of identity - 'who we are',
'what we stand for', 'what we do'. It determines, through the organization's legends,
beliefs, meanings, values, norms and language, the way in which 'things are done
around here’.
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An organizations' culture encapsulates what it has been good at and what has
worked in the past. These values can often be accepted without question by long-
serving members of an organization.

Corporate culture is an incredibly powerful factor in a company’s long-term
success. No matter how good your strategy is, when it comes down to it, people
always make the difference.

Strong unified cultures can be created through strong leadership. Cultures will
become more effective by re-engineering particular aspects such as leadership styles
or communication techniques. Space precludes a lengthy analysis of the concept of
organizational culture and attempts to change it. Johnson and Scholes’ (1999) cultural
web is a useful tool for mapping and understanding organizational culture. The
cultural web illustrates the complexity of organizational culture and, in practical
terms, the areas that should be investigated as part of any attempt to audit culture as
part of corporate identity. For example, Johnson and Scholes detail a whole range of
appropriate research questions investigating areas such as the type of behaviour
encouraged by particular routines; core beliefs reflected by stories; ways in which
power is distributed in the organization; and the status symbols favoured.

Understanding the realities of a corporate culture, revealed through research, will
influence the CI management process. Johnson and Scholes’ model refers to an
organization’s paradigm which can be explained as its ‘taken for granted
assumptions’ or the link between structure and culture.

(From Wikipedia, the free encyclopedia)

Commentary

Kevan Scholes MA, PhD, is Professor of Strategic Management and Director of
Sheffield Business School, UK. He has extensive consultancy experience in both
private and public sector organizations and has a wide range of on-going international
work including regular commitments with Business Schools in Australia, New
Zealand and Singapore.

Gerry Johnson BA, PhD, is Professor of Strategic Management at Cranfield
School of Management. He is the author of numerous books and papers on Strategic
Management, is a member of the editorial board of the Strategic Management Journal
and referees for many European and US academic journals.

His research work is primarily concerned with processes of strategy
development and change in organizations. He is a regular visitor to universities
throughout Europe, the USA, Australia and South Africa.

II. Read and memorize the following words:
adapt v. — mpucnoca0IuBaTh
aver v. — yTBEpXKIaTh
BA (Bachelor of Arts) — 6akaiaBp ryMaHUTapHBIX HAyK
come down to v. — CBOJIATCS K
comprehensive — KOMIUJIEKCHBIN, BCECTOPOHHUHN, HCUEPIIBIBAIOIINH
currently — B HacTosi1ee BpeMs
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dimension — u3mepenue

distinctive — OTIMYUTENbHBIN, XapaKTePHbBIN
electable — umeromnuii mpaBo OBITH U30PAaHHBIM
encapsulate v. — 3akitouath B cede

guru — rypy, IyXOBHBI PYKOBOJUTEIh
implement v. — OCyIIECTBIATH

incredibly — HeBepOATHO, YpEe3BBIUYANHO

link v. — coeqnusITHL

MA (Master of Arts) — MarucTp UCKYCCTB
notably — ocobenHO

objective — 11e51b, CTpEMIICHHE

partly — 4acTU4YHO, 0 HEKOTOPOM CTETICHU
perception — BOCIPHSITHE

performance — BBINTOJIHEHUE, TIPEICTABICHNE
plethora — nzobunue

preclude v. — mpenoTBpamaTh, HCKIIOYATh
pursuit — CTpeMJIeHHE, TTOUCK

reflect v. — orpaxkath

response — OTBET, PEeaKIIHsI

web — criieTeHue

EXERCISES TO THE TEXT

L. Spell and transcribe the following words:
aver, guru, recipe, encapsulate, technique, encourage, plethora, perception,
currently.

II. Translate and memorize the following words and word combinations.

The cultural web, to improve performance, complexity, a corporate identity, a
plethora of recipes, should not just be designed, revealed through research, these
values, it is widely recognized, to meet these objectives, leadership, according to
publics’ opinions, the setting of organizational objectives, the efficient use of
resources, granted assumptions, a company’s long-term success, core beliefs, to be on
offer, at its core.

II1. Answer the following questions using the words and word combinations from
Exercise II:

1. What is one of the key issues of corporate identity management? 2. What is
the aim of a corporate identity plan? 3. What have de Wit and Meyer averred?
4. What 1s concerned with the efficient use of resources, as well as the mobilization
of those resources? 5. What is a company lost without? 6. When was the Labour
Party’s introduction of a new corporate identity (involving the introduction of a new
logo, a red rose, and a new name) linked to its overall strategic plan? 7. Why was it
linked to its strategic plan? 8. What would a number of thinkers in this area argue?
9. What organizations should adapt their corporate strategies according to publics’
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opinions identified through research? 10. Do different organizations have distinctive
cultures? 11. How do organizations build up their own culture? 12. What does an
organizations' culture encapsulate? 13. Is a corporate culture an incredibly powerful
factor in a company’s long-term success? 14. What can strong unified cultures be
created through? 15. Whose cultural web is a useful tool for mapping and
understanding organizational culture? 16. What does the cultural web illustrate? 17.
Which research questions do Johnson and Scholes detail? 18. What will
understanding the realities of a corporate culture influence? 19. How can an
organization’s paradigm be explained?

IV. Fill in the gaps with the words and expressions from the above text.

1. Corporate strategy is ..... followed by the establishment of a comprehensive
course of action for realizing those objectives. 2. Strategy ..... partly in response to
stakeholders’ needs and views. 3. ..... is reflected in its culture. 4. Culture therefore
gives an organization ..... . 5. These values can often be accepted ..... by long-
serving members of an organization. 6. Cultures will become more effective by .....
such as leadership styles or communication techniques. 7. Understanding the realities
of a corporate culture can be revealed ..... research.

V. Retell the above text using as many of the word combinations from Exercise
Il as you can.

VOCABULARY AND GRAMMAR EXERCISES

L. Find in the above text and copy out phrases in which the preposition through
is used. Translate them.

II. Write down all possible questions to the following sentence.
A company is lost without a clear strategy.

III. Translate the following sentences paying special attention to the infinitives
as parts of compound nominal predicates.

The infinitive after the linking verb BE is part of the compound nominal
predicate.

1. His aim was to create strong unified cultures. 2. My only chance is to speak to
him. 3. His sole desire is to be accepted without question by members of an
organization. 4. The most important thing for us is to determine the way in which
things are done around here. 5. Your duty is to attempt to change the organizational
culture. 6. His assistant's main task is to gather appropriate information for research.
7. Their overall strategic plan was to modernize the party to make it electable. 8.
Your task is to implement a predetermined strategy. 9. My advice to you is not to
confuse the terms ‘corporate identity’ and ‘corporate image’ with each other.
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IV. Find in the above text the sentence containing the infinitive in the function of
a compound nominal predicate and write it out.

V. Fill in prepositions:

1. The organizational culture is the basis ..... the strategic enterprise
management. 2. He works extensively as a consultant .... a senior level on issues of
strategy formulation and strategic change .... many international firms. 3. Strategy is
the direction and scope of an organization ..... the long term, which achieves
advantage in a changing environment. 4. Managers have to cross functional and
operational boundaries to deal ..... strategic problems and come to agreements with
other managers. 5. His research work is concerned with processes of strategy
development ..... organizations.

Keys: with, in, of, with, at, over.

SPEAKING:

I. Do you agree with the following statement? Share opinions.
Strong unified cultures can be created through strong leadership.

I1. Criticize the assumption that corporate identity can be wholly managed.

1. Discuss the following question. Use the topical vocabulary.
How can a carefully managed corporate identity affect a strategically important
corporate image?

TEXT 3
CORPORATE PERSONALITY
1. Read and translate the text.

Corporate personality is the distinct status of a business organization that has
complied with law for its recognition as a legal entity and that has an independent
legal existence from that of its officers, directors, and shareholders.

Many approaches to corporate identity management are informed by the concept
of corporate personality. Corporate personality is made up of the organization’s
history, culture, values and beliefs (which drive its philosophy, mission and
strategies) as realized through its staff, structure systems, its products and/or services.

The conception of corporate personality is a simplification of the processes of
thought. Its function is similar to that of an algebraic symbol. A mathematician finds
it difficult to carry in his head a complicated expression and in order to simplify his
mental processes he uses y in his calculations instead of the longer and more
cumbrous expression. So it is with the imaginary corporate personality in legal
calculations. The lawyer finds himself unable to solve his problems if he thinks of a
corporation not as a personified unit but as a shifting body of shareholders, or even as
a real but impersonal entity; and he therefore says to himself, in effect, “Let the
corporate personality equal the changing body of shareholders in respect to their
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relations to the joint property.” By substituting the more compact idea for the more
claborate, he is enabled to reach correct results with less mental effort.

Olins (1978) links the notion of corporate personality to an actual human
personality: ‘The carefully cultivated corporate identity becomes the substitute for the
personality of the entrepreneur, just as the carefully planned marketing policy is the
substitute for his intuitive feeling for what the market wants.” Van Riel (1995)
explains that personality is displayed or revealed by corporate identity: ‘unique
corporate characteristics’ are ‘revealed in the company’s products and buildings, in
the nature and scale of its communication, and in its behaviour’. Those that view an
organization as a collection of individuals may find the concept of a corporate
personality difficult. In terms of trying to effect a particular corporate image,
however, the notion of a corporate portrait (not an actual personality but a carefully
constructed replica of a personality) is useful. In the same way that an actor would
express human personalities through cues such as body language, tone of voice and
choice of clothes, the public relations strategist highlights cues via ‘behaviour,
communication and symbolism’ to express a desired personality. However, this
notion becomes problematic if the projected personality does not reflect reality.

Identifying reality and a ‘real’ corporate personality can be difficult. To know
the identity of a person is to be able to identify him or her — to distinguish him or her
from others and to recognize him or her as a unique individual. Addresses,
nationalities, ages and physical features are observable data, which are frequently
used to identify an individual. Does this mean that one person really knows the
identity of another person after having read his or her passport? Simple observation
quickly becomes an insufficient method for understanding identity. We must go
much further to know the identity of people truly. We must have long discussions
with them, we must ask them about their tastes and convictions, and we must learn
their histories.

To gain a real insight into a personality, it is also important to talk to a whole
range of friends, family and acquaintances to assess their views and experiences. In
the same way, when attempting to determine an accurate picture of the corporate
personality, a range of stakeholders’ views must be sought. Stakeholder analysis
techniques should be used to identify the relevant stakeholders to be used in the
research. So a combination of research methodologies must be adopted, targeted at a
range of stakeholders. These could include content analysis of corporate documents,
surveys, focus groups, interviews and critical incident analysis.

(From Wikipedia, the free encyclopedia)

II. Read and memorize the following words and phrases:

acquaintance — 3HaKOMCTBO

assess V. — OIICHUTH

be informed by v. — ObITh TPOMHGOPMUPOBAHHBIM ueM-1UO0, KeM-1UbO; ObITh
HATIOJTHEHHBIM

comply v. — cobronaTh

conviction — yoexeHue

corporate personality — kopmopatuBHOe "MUI0" (B CMBICIIE UMUK KOMITAHUH )
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cumbrous — rpOMO3AKUI
distinguish v. — BBIIETUTD, pa3inyaTh
entity — opraHu3anusi, CyluiHoCTb
frequently — gacto
gain v. — 1ojIy4aTh
highlight v. — mpuaaBath 60sbII0€ 3HaUCHUE
imaginary — MHUMBII, BOOOpa)kaeMbIit
incident — CBOMCTBEHHBIH, MPUCY NI
insufficient — HeTOCTATOYHBIN, HECOOTBETCTBYIOITUI
law — 3akoH
lawyer — agBokat
recognize as v. — MPU3HABATh KeM-1UOO
relevant — ymecTHbII
replica — Konus, MOJIeb
seek (sought; sought) v. — uckath, CTpeMUTBHCS
similar — aHaJJOrMYHBIH, ITOXO0XKUH
simplify v. — ynpocTuth
staff — coTpynHMKH, TTEpCOHAT
substitute for — 3amena s

EXERCISES TO THE TEXT

L. Spell and transcribe the following words:
entrepreneur, acquaintance, cumbrous, distinguish, desired, algebraic, insight,
addresses.

II. Find in Text 3 English equivalents for the following words and phrases and
write them out:

4TOOBl BBIPA3UThH JKEIAEMYIO0 JHMYHOCTH, 3allOMUHATh B YME; OCOOBIA CTaTyc;
OpPUEHTHPOBAHHAS HA MUPOKHUHA KPYT 3aMHTEPECOBAHHBIX CTOPOH; HETIOCTOSTHHBIN Op-
raH yIpaBleHUs! aKI[MOHEPOB; MPEINPHUHUMATEIh; YTOOBI MOJIYYUTh peatbHOE Tpe-
CTaBJICHHE; FOPUIUIECKOE JIUIIO; HE OTPAKAET PEaTbHOCTh; C MEHBIIUMH YMCTBEH-
HBIMU YCWJIMSIMH; [IGHHOCTH M BEPOBaHUS; OE37TMKOE CYIIECTBO; MX BKYCHI U yOexe-
HUS, B XapaKTepe W MaciiTadax ee CBS3EH; 4TO KacaeTcs; MaTeMaTHK; COBMECTHAs
cOOCTBEHHOCTDh; 0003Ha4YaeT HAMEKH, MPOIECCHl MBITIUICHHS]; TTIOHSITHE KOPIIOPATHUB-
HOTO TIOPTpETA.

III. Answer the following questions using the words and phrases from Exercise
1I:

1. What is corporate personality? 2. Which concept are many approaches to
corporate identity management informed by? 3. What is corporate personality made
up of? 4. Why is the function of corporate personality similar to that of an algebraic
symbol? 5. When does the lawyer find himself unable to solve his problems?
6. When is he enabled to reach correct results with less mental effort? 7. Who links
the notion of corporate personality to an actual human personality? 8. How does Van
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Riel explain the personality? 9. Who may find the concept of a corporate personality
difficult? 10. Can identifying reality and a ‘real’ corporate personality be difficult?
Give your reasoning. 11. Why does simple observation become an insufficient
method for understanding identity? 12. What is also important to gain a real insight
into a personality? 13. What kind of techniques should be used to identify the
relevant stakeholders to be used in the research? 14. Must a combination of research
methodologies be targeted at a range of stakeholders?

IV. Find in the above text synonyms of the following words:
life form, often, to obtain, to consider a priority, attorney, to look for, fast, with
regard to, personnel.

V. Read the above text again and outline its main ideas.
VOCABULARY AND GRAMMAR EXERCISES

I. @) Find in the above text adjectives in the comparative degree, write out
phrases with them. b) Form the comparative degree of the following adjectives:

accurate, distinct, important, long, relevant, legal, well, similar, useful, bad,
simple, problematic, correct, real.

II. Translate the sentences and define the italicized verb forms.

1. Individuals are never comsidered to be isolated from the groups that they
belong to. 2. Large organizations have become so preoccupied with carefully crafted
and elaborate expressions of their mission that they often overlook penetrating
questions about stakeholder involvement. 3. Corporate personality was
articulated by H. Wheeler Robinson. 4. The essential prerogative of man does not lie
in rights, but in duties. 5. A public relations perspective may well consider that
formulation of a desired identity should involve a range of stakeholders in a dialogic
process. 6. There exists an oscillation back and forth between the group and the
individual.

1. Write down all possible questions to the following sentence.
We must go much further to know the identity of people truly.

IV. Define the functions of the Infinitive in the following sentence.
To know the identity of a person is to be able to identify him or her — to
distinguish him or her from others and to recognize him or her as a unique individual.

SPEAKING:
I. Discuss the following question.

What ethical issues should be considered when formulating and managing
corporate identity?
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1. What is your opinion on the following topic?

We need not waste words in discussing the nature of the existence of the
corporate entity. Its existence is precisely as real as the existence of any other
composite unit. (Arthur Machen)

III. Study the following information. Do you share the author’s opinion?

The doctrine of corporate personality is a natural though figurative expression of
actual facts. It is only by study and artificiality that we can train ourselves to make it
confusing or misleading. The best method of dealing with the doctrine that a
corporation is a legal personality is, therefore, to think less about it.

The conception itself is a natural one. We do not need to be instructed to regard
a corporation as an entity and to regard that entity as a person: our minds are so
constituted that we cannot help taking that view. Being a natural conception, it will
tend to find its proper place in the law, if only we cease to regard it as something
mysterious or technical.

Arbitrary, technical rules must be carefully studied in order to be properly
applied. For example, nobody would assert that the application of the rule against
perpetuities could safely be left to the natural man. But in applying natural rules or
principles, study leads to artificiality. If the truth that twice two makes four had been
stated as an abstruse technical doctrine and embedded in a mass of legal terms, we
should be much less liable to error by trusting to the multiplication table than by
striving to understand and bear in mind the technical statement.

(by Arthur Machen)

TEXT 4
PUBLIC RELATIONS IN STRATEGY MAKING
1. Read and translate the text.

The main role of the leader of an organization and its senior managers (or board)
is to provide vision and direction. Effective organizations have a sense of purpose.
They know where they are going and they know how they are going to get there. The
vision may be set by a strong individual with a particular driving-force, for example
Bill Gates who wanted to put a PC on everyone’s desk.

Strategy is the heart of planning for public relations, marketing communication
and related areas. Alternatively the vision may be more broad-based and generic. For
example, universities exist to provide higher education; their purpose is broadly the
same — to undertake teaching, research and consultancy. However, even within that
broad category there are those with different priorities; some are research driven,
some want to serve a regional community, some specialise in certain subjects. Many
organizations subscribe to the ‘Management By Objectives’ approach, that is, the
organization sets itself clear goals and then each business unit or department and the
individuals within them agree contributory measurable goals against which they will
be evaluated. Whatever the type of organization, successful ones have a strategy that
determines long-term direction and the scope of the operation.
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Simply stated, a strategy is the organization’s overall plan. It is how the
organization decides what and how it wants to achieve. It has a dual focus: the action
of the organization (both proactive and responsive) and the content of its messages
(theme, source, content and tone). Refer to a strategy in the singular, because each
program should have a single, unifying strategy. To better understand the strategy,
you first need to understand the twin concepts of goals and objectives.

Strategy making involves a great deal of information, analysis and decision-
making. This decision-making and strategy selection is undertaken by the
‘dominant coalition’, that group within an organization which has the power ‘to
make and enforce decisions about the direction of the organization, its tasks, its
objectives and its functions’ (White and Dozier 1992). The contribution that public
relations can make to the strategy-making process is twofold: first, helping to collect
and interpret information from the social environment so that strategic decisions can
be made, and second, the communication of the strategic vision. Strategic
communication planners have many options about what their organization can do and
say on any particular issue. These actions can be either proactive or reactive.

In a proactive measure, the organization can launch a communication program
under the conditions and according tothe timeline that seemsto best fit the
organization’s interests. Conversely, a reactive measure responds to influences and
opportunities from its environment. Proactive strategies include both communication
and action. Response strategies include preemptive action, offensive and defensive
responses, diversion, commiseration, rectifying behavior and strategic inaction.

The entire strategic process is interrelated and interdependent: Goals guide the
development of objectives, which in turn help drive decisions about what persuasive
strategies to use and what tactics to employ to address the problem or opportunity.

Goals provide the direction while objectives pinpoint the destination. A goal is a
statement rooted in the organization’s mission or vision. Using an everyday language,
a goal acknowledges the issue and sketches out how the organization hopes to see it
settled. A goal is stated in general terms and lacks measures; these will come later in
the objectives. In general, communication goals can be categorized as relating to
three different types of management situations:

— reputation management goals, which deal with the identity and perception of
the organization,;

— relationship management goals, which focus on how the organization connects
with its publics; and

— task management goals, which are concerned with getting certain things done.

It is unnecessary, even unlikely, that every campaign will have each type of
goals. Planners mix and match these as they consider appropriate to their specific
campaign. Who sets organization’s communication goals? Public relations managers
do, usually as an implementation of the organization’s strategic plans, which ideally
the public relations people have had a hand in developing. These overall plans may
be identified in global documents, such as the strategic business plan, or in
implementation guidelines, such as an annual strategic plan or a statement of
priorities or directions. Strategic communication planners first should note how the
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organization defines what it means to be successful and then develop goals that grow
out of this definition. Unit XI. CORPORATE IDENTITY & STRATEGY
(From “Types of Public Relations™)

I1. Read and memorize the following words:

achieve v. — mocturarb, 10OMBATHCS

acknowledge v. — npu3HaBaTh, MOATBEPKIAThH

board — coBer

broad-based — Ha mMpOKOI OCHOBE

commiseration — CO4yBCTBHE

contributory — crnocoOCTBYOIUN

defensive — 000POHHUTENBLHBIN; AU THBIN

dual — nBoO¥iHOM

enforce v. — obecrnieunBaTh COOIOICHNE

fit v. — cOOTBETCTBOBATH, TOAUTHCS

generic — oOIuiA

in turn — 1o ouepeau

issue — mpobema

lack v. — UCTIBITBIBaTH HEIOCTATOK, HEIOCTABATH

measure — KpUTepHit

offensive — HacTymaTeIbHBIN

opportunity — BO3MOXHOCTb, yIOOHBINA CITydan

pinpoint v. — TOYHO ONPEAETUTh

preemptive — yIpexJIaroiui

proactive — aKTHBHBIH

responsive — OTBETHBIN

scope — cdepa, oxBaT

sketch out v. — HameTUTH

timeline — rpaduk. miaxn

twofold — nBoiHOM

undertake (undertook; undertaken) v. — npennpuHuMaTh

unlikely — Bpsizt 11, MaJIOBEPOSITHO

EXERCISES TO THE TEXT

1. Spell and transcribe the following words:
twofold, commiseration, vision, measurable, entire, priorities, unifying, measure.

Il. Find in Text 4 English equivalents for the following words and phrases and
write them out:

eI TOYHO OTPEACISIOT MECTO Ha3HaueHUs; 0cCOOCHHas NBIDKYIIas cuia; (hop-
MYJTUPOBKa, YKOPEHUBIIASICS B MUCCHHM OpPTaHHU3AINH; MO KaKOW-TMOO0 KOHKPETHOM
npobiieMe; IPUJIOKWIA PyKy K pa3paboTke; Jaxke BpsAJ JIH; TOAOBOMH; CMEXHBIE 00-
JacTH; MOHATHS — OJIM3HELbI; YTOOBl MPUHATHCS 32 MPOOJIEeMy WM yIO0OHYHO BO3-
MOKHOCTB; 4TOOBI JIydIlle BCETO COOTBETCTBOBATh MHTEPECAM OPTraHMU3AIMH; CTABHUT
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nepen coboil uétkue 1enu; OoNbIION 00bEM HHPOpPMAIUH; CTapIINEe MEHEHKEPHI;
IPOBOAUTH OOyUEHHE, HCCIICOBAHHS U KOHCYJIbTAIUU; 00BbEM paboThI; 3aITyCKaTh.

ITl. Use the following word combinations and phrases in the sentences of your
OWH.

To settle a goal, using an everyday language, to specialise in certain subjects, to
provide higher education, the leader of an organization, in general terms, to have a
hand in.

IV. Explain in English the meaning of:
preemptive, in turn, priority, long-term direction.

V. Answer the following questions using the words and phrases from Exercise
1I:

1. What is the main role of the leader of an organization and its senior managers?
2. Who may the vision be set by? 3. What is the heart of planning for public relations,
marketing communication and related areas? 4. Why may the vision be more broad-
based and generic? 5. What dual focus does strategy have? 6. What do you first need
to better understand strategy? 7. Does strategy making involve a great deal of
information, analysis and decision-making? 8. Who is this decision making and
strategy selection usually undertaken by? 9. What kind of contribution can public
relations make to the strategy-making process? 10. Do strategic communication
planners have many or few options about what their organization can do? 11. What
can the organization launch in a proactive measure? 12. What does a reactive
measure respond to? 13. What strategies include preemptive action, offensive and
defensive responses, diversion, commiseration, rectifying behavior and strategic
inaction? 14. Why can we say that the entire strategic process is interrelated and
interdependent? 15. Do objectives provide the direction? 16. What does a goal deal
with? 17. How can communication goals be categorized? 18. Where may overall
plans be identified? 19. What should strategic communication planners first note?

VL. Retell the above text using as many of the words and phrases from Exercise
Il as you can.

VOCABULARY AND GRAMMAR EXERCISES

I. Choose the right word.:

1. A goal is stated in general (definitions/terms) and lacks measures. 2. Everyone
wants to sell their own ideas or products in the (detriment/damage) of others. 3.
Public opinion is the aggregate of individual attitudes or beliefs held by the (adult/
grown-up) population. 4. The formation of public opinion is considered of great
importance in a (spare/free) society. 5. People in formal leadership (positions/places)
are also called power leaders. 6. Public (mind/opinion) can be influenced by public
relations and the political media. 7. The informal organization represents an extension
of the social structures that generally characterize (personal/human) life.
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I1. Find in the above text and copy out phrases in which the preposition within is

used. Translate them.
Unit XI. CORPORATE IDENTITY & STRATEGY

ITI. Complete the text with the pronouns from the box.

its us their your its itself

Before you set the specific objectives, it is useful to determine the position you

seek with ..... publics. What do we want people to think about ..... ? A successful
approach to strategic communication in a competitive environment is to position the
organization according to ..... own particular niche.

Positioning is the process of managing how an organization distinguishes ...
with a unique meaning in the mind of its publics — that is, how it wants to be seen
and known by its publics, especially as distinct from its competitors. The concept of
distinctiveness is an important one for all organizations — large and small businesses,
educational and charitable organizations, political and human service groups,
hospitals, churches and sports teams. In most settings, organizations are known more
by ..... distinctiveness than by their similarities. For example, in the field of higher
education, a dozen or more schools might be located in a particular metropolitan area.
Each is likely to be identified by ..... unique characteristics: the large public
university, the small church-affiliated college, the high-priced two-year private
school, the community college with an open admissions policy or the mid-sized
public institution.

IV. Use Future Simple Active or Passive of the verbs in brackets to complete the
sentences.

Future Simple
Active:  will undertake
Passive: will be undertaken

1. By building on research you (to anchor) your program in the vision of the
organization and you (to maintain) a fixed gaze on your chosen publics. 2. The names
of the senior managers (to print) in the local newspaper. 3. He (to let) us know about
new circumstances. 4. The writing of the new program (to start) tomorrow. 5. We
hope our company (to make) a profit next year. 6. All unnecessary files (to delete) in
the morning. 7. Another test in English (to write) next Wednesday. 8. Examples of
positive persuasive communication (to include) public health campaigns, such as
reducing smoking. 9. A combination of research methodologies (to adopt) and (to
target) at a range of stakeholders in a week.

V. Find in the above text and copy out sentences containing Future Simple
Active or Passive and translate them.
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SPEAKING:

I. Express your opinion on the following point of view.

Power is a stronger form of influence because it reflects a person's ability to
enforce action through the control of a means of punishment.

II. Comment upon the following statements. Share opinions.

1) Public relations and marketing strategists generally make the distinction that
goals are general and global while objectives are specific.

2) Failing to give adequate attention to the strategy can result in weak messages
and pointless activity.
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UNIT XII

TEXT 1
WHAT IS COMMUNICATION?
1. Read and translate the text.

It 1s impossible not to communicate — you don’t need words, grammar or syntax.
Humans communicate before and after they can use a language by using sounds and
gestures. Babies yell at different frequencies depending on whether they are hungry,
frustrated or have a full nappy. Usually their carer can tell the difference. On
holidays, people can point and smile and nod at strangers.

To communicate you need someone else. ‘It takes two to speak,’ said Thoreau,
‘one to speak and another to hear.’

Communication seems so simple until we begin to examine it. Then all sorts of
terms and concepts creep into the conversation. Even the definitions add to the
confusion: Windahl and Signitzer (1992) point out that there are two main traditions
in defining communication — the one-way transmission model and the two-way
exchange concept. Communication can be defined as the transmission of information,
ideas, attitudes, or emotion from one person or group to another (or others) primarily
through symbols.

In contrast, Rogers and Kincaid define communication as ‘a process in which the
participants create and share information with one another in order to reach a mutual
understanding’. This is quite close to Grunig’s two-way symmetric model.

Berger (1995) identifies four levels of communication: intrapersonal (thoughts),
interpersonal (conversations), small group communication (like a lecture) and mass
communication. He points out that ‘talking to oneself” uses the neurological/chemical
apparatus of the brain as the channel of communication; talking to another or others
uses the air waves to carry the verbal message, as well as  non-verbal
communication, like body language, facial expression and so on.

Mass media communication uses print, broadcast or phone wires to
communicate with a wide range of geographically scattered people.

Burgoon et al. (1994) suggest that intent is a key concept — where both source
and receiver know that communication is occurring. This excludes all the accidents of
overhearing or instances where the television is on, but the room is empty. Meaning
is also crucial: without a shared understanding of the meaning of words and symbols,
communication is at best limited, at worst impossible. Imagine driving in a country
where a red traffic light meant ‘go’.

Another issue i1s noise, which 1is interference between elements in a
communication, and can mean technical interference (like static on the line), semantic
interference (where the meaning is unclear) and psychological interference (where
the receiver is unable to understand the message because of their own state of mind or
personality).

Feedback is also an important concept. It is what makes the difference between
one-way communication, where the sender has no knowledge — or possibly interest —
in the receiver’s response, and two-way communication, where the receiver can
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comment or even alter events by responding to a message. Berlo (1960), writing
about feedback, said, ‘How can anyone know that a communication has taken place
unless there is a response from the receiver?’

Finally we must consider the concept of mediation — the means by which the
communication is transmitted, whether in person, by language or gesture, or via
another medium, print or broadcast. Unmediated communication means any two-way
contact that does not pass through a channel or medium. This can be one-to-one (a
conversation), one-to-many (a speech), or even many-to-one (a protest). It’s worth
pointing out that even direct communication between individuals contains a number
of variables such as: voice, body language, proximity and facial expression. Mediated
communication adds a channel — a means of transmitting the message. This could still
be one-to-one, like a telephone conversation. Or it could be one-to-many, like a radio
broadcast. The kind of channel used and its technical efficiency will affect the
message, for example talking on your mobile as you enter a railway tunnel will
reduce the efficacy of the message. The internet and the World Wide Web provide a
wholly new possibility — many-to-many communication using newsgroups to talk to

news-groups.
(by Johanna Fawkes)

II. Read and memorize the following words:
affect v. — BusThH

alter v. — U3MEHATH, BHOCUTH U3MEHEHUS
brain — mo3r

confusion — nmyTaHuiia, Hepazdoepuxa

creep into v. — MPOHUKATH B

efficacy — a3 pexTHBHOCTD, TEHUCTBEHHOCTH
exclude v. — uckmatoyaTh

facial — mueBon

feedback — oOpaTHas cBsi3b, OTBETHAS PEAKITUS
intent — 11€J1b, HAMEPEHUE

interference — BMeIaTEIbCTBO
interpersonal — MEXXJIMYHOCTHBIN
intrapersonal — BHyTpHY JTWYHOCTHBIN

means — CpeJiCTBO. CIIOCO0

medium —cmoco0, cpeaa; o0cTaHOBKa
nappy — NoJAry3HuK

nod v. — KUBaTh TOJIOBOM

participant — y9aCTHUK

point out v. — yKa3bIBaTh, OOpaIiaTh BHUMaHHUE
proximity — OJIM30CTh, MOJI00UE

scatter v. — pa3OpachIBaTh

unless — eciu He; 32 UCKITIOYECHUEM

wholly — monHOCTBIO

yell v. — kpu4aTh
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EXERCISES TO THE TEXT

1. Spell and transcribe the following words:
efficacy, facial, gesture, overhearing, wholly, confusion, psychological,
scattered, conversation.

Il. Find in Text 1 English equivalents for the following words and phrases and
write them out:

oOIiee MOHMMAaHWE 3HAYEHUS CIIOB U CMMBOJIOB; MOBIUSET HA COOOIICHHE; KU-
BaTh Ha YYXKWX; OJHOCTOPOHHSS MOJZENb Tepenadn; Tele(OHHBIN pa3roBop; M3-3a
X COOCTBEHHOTO COCTOSIHHSI yMa; HABOJIUTh HA MBICITh; HE MOXET MOHSTH; B TIEPBYIO
ouepeb MOCPEICTBOM CHMBOJIOB; TIOJTy4aTelb; OTBeYast Ha COOOIIEHUE; MPOHUKAIOT
B Pa3roBOp; MOACIYIIMBAHUE; APYTOM BOMPOC; CTOUT OTMETUTH; B3aMMOTIOHUMAHWE;
KOHIICTIIIHSI TOCPETHNYECTBA; OMTOCPEIOBAaHHASI KOMMYHHKAITUS; B Xy IIIIEM CITydae.

1. Ask your own problem questions to the text.

IV. Use the following word combinations and phrases in the sentences of your
OWn.

Geographically scattered people; to nod at strangers; a telephone conversation;
to share information with one another; by responding to a message.

V. Reproduce the text in your own words. Use the topical vocabulary.

VOCABULARY AND GRAMMAR EXERCISES

I. Find in the above text and copy out sentences in which linkers in contrast and
as well as are used. Which of them introduces a contrast or addition?

I1. Complete the following sentences using the words from the box:

information goals conversation employees responses  crucial
describes  feedback  lobby

1. When two people are in ..... , the speaker is free to adjust his or her tone,
speed, language, emphasis and so on, according to questions, nods, smiles and other

from the listener. 2. This model ...... the role of the mass media in
communication. 3. Employee/organizational communications refer to
communications and interactions among ..... or members of an organization. 4. The
source and receiver are in a constant ..... and adjustment loop. 5. Communication is
the central process through which employees share ..... , create relationships, make
meaning and “construct” organizational culture and values. 6. He is often attacked as
a propagandist and deceptive manipulator, who represents ..... groups against the
public interest. 7. The feedback element is ..... to effective public relations. 8.

194




Communication helps individuals and groups coordinate activities to achieve ...
and it’s vital in socialization, decision-making and problem-solving processes.

M

1. Ask all types of questions to the following sentence:
Communication can be defined as the transmission of information, ideas,
attitudes, or emotion from one person or group to another primarily through symbols.

IV. Translate the sentences and define the italicized verb forms.

1. He described two ways of seeing and defining internal communications.
2. This perspective is gaining wider acceptance as more organizations recognize the
crucial role of communication in dealing with complex issues. 3. Survival of
organizations is based on effective relationships among individuals and groups. 4.
Without the ability to communicate, each human being would be locked within a
private world. 5. The kind of channel used and its technical efficiency will affect the
message. 6. In recent years the media has paid more attention to the process by which
political information reaches the public.

V. Match each group of words to the correct suffix. The suffix must fit all three
words in the group. What spelling changes do you have to make when you add the

suffix?

1 send receive employ a) -ness
2 differ interfere exist b) -ion
3 rare ideal whole c) -er
4 person ethic promotion d) -ic

5 communicate confuse express e) -ive
6 strategy asymmetry history f) -al

7 response act effect g) -ence
8 conscious distinctive persuasive  h) -ly

V1. Translate the following sentences into English:

1. OOuiecTBeHHOE MHEHHE MPENCTaBIIeT COOON OTHOIIEHHE Pa3IMYHBIX TPYII
roed K COOBITHSM U (akTaMm couuaibHOM aeiicTBurenbHocTU. 2. CHcTeMa macc-
MeAHa SBISAETCS OCHOBHBIM KOMMYHUKATHBHBIM HMHCTPYMEHTOM CBSI3€M C 0OIIecT-
BEHHOCTHIO. 3. B KauecTBe KOMMYHHUKAIMi B CBS35SX C OOIIECTBEHHOCTHIO 33JICHCT-
BYIOTCSI pa3jM4HbIe CPeJICTBA MacCOBOM MH(pOpMaLUU: paguo, mpecca, TeIEBUICHHUE.
4. MexnuyHOCTHAs KOMMYHHKAIUS MPEACTaBIseT co00M BHA  JTUYHOCTHO-
OpPUEHTHUPOBAHHOTO OOIIEHUS, CBA3aHHBIN C 0OMEHOM COOOLICHUSIMH M UX UHTEpIIpe-
Tanueil AByMs win 0ojiee MHAUBUAMH, BCTYITUBIIUMH B OIpeeIEHHbIE OTHOLICHHS
MEXIy coOOH. 5. 3HaHHWE S3bIKa KECTOB U TEJOABM)KEHUI MO3BOJSET HE TOJBKO
Jydllle TOHUMaTh cOOECeIHNKA, HO U TMPEABHUIETh, KAKOE BIEUYATICHHE MPOU3BEIET
Ha HEro ycibllanHoe. 6. Takue cpencTBa HeBepOaTbHOrO OOIICHUS, KaK MUMHKA,
’KECTbI, UHTOHAIUS U JIP. BBHIOIHIIOT (QYHKIUH JOTOTHEHUS U 3aMEIEeHUs peyH, Ie-
penaoT SMOIMOHAIBHBIE COCTOSIHUS TAPTHEPOB 10 OOILIECHUIO.
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SPEAKING:

I. Do you agree with the following statements? Share opinions.

1) Some theorists point out that the public relations practitioner is never
disinterested — there is always an employer or client — and, as organisations rarely act
against their own interests, the communication is still asymmetrical.

2) The terms ‘sender’ and ‘receiver’ are not applicable in a communication
process, where the goal is mutual understanding. (Windahl et al. 1992)

Il. Prove the fact that the internet and the World Wide Web provide a wholly
new possibility — many-to-many communication using newsgroups to talk to news-
groups.

TEXT 2
PRESENTATIONAL AND REPRESENTATIONAL MEDIA

1. Read and translate the text.

Fiske (1990) distinguishes between presentational and representational media.
Presentation and representation are very similar in the fact that they are displaying a
certain idea that an individual has, and they include a text or visuals to support the
idea. The major difference is that presentation is the original idea and representation
stands for an idea that is being represented by something else or something else is
being used to support that idea. Essentially, presentation would be the display or
proposal of the idea and then representation would take that idea but replace it with
something else to prove the idea further.

The presentational media are those which are not mediated, such as voice, body
language and facial expressions. They require the presence of both the communicator
and the receiver to create acts of communication.

Representational media may include these elements but the communicator does
not need to be actually present. This would include television interviews for example,
but could also include paintings, photographs, books, even gardens and buildings —
anything, in fact, that makes a statement or text but does not require its creator to be
present for a ‘reading’ to be taken.

Fiske calls these works of communication. He also examines the ‘mechanical’
media of television, radio and telephone and points out the extra technical
requirements of these media.

Other theorists describe technical issues as relating to channels not media, but
they are often used to mean the same thing. The media most relevant to public
relations are the mass media — newspapers and magazines, radio and television and,
increasingly, the internet. These media allow communicators to reach at low cost
(compared to contacting them individually) large numbers of people who have
already chosen to purchase or consume that paper or magazine or programme. The
audience may be vast, like the readership of a national newspaper, or quite small, like
a magazine’s subscriber.
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To reach these audiences via the mass media involves having your message
selected for inclusion by journalists according to formal or informal ideas of what
they think the reader or viewer wants, sometimes called news values. The journalist
takes on a ‘gatekeeper’ role, deciding what does and does not get forwarded to the
medium’s users. Of course, advertisers can reach the same audiences without going
through this ‘gate’, but they lose credibility or third-party endorsement in the process.

Most public relations communication is mediated, though it is worth
remembering that public relations also uses direct media, such as exhibitions, leaflets
or corporate videos, where the content is wholly controlled by the sender.
Interestingly, the internet allows both kinds of communication. Some sites are run by
media organisations where inclusion is controlled by journalists. But websites, chat-
rooms and newsgroups allow direct communication with interested parties — and, of
course, between them.

(After Johanna Fawkes)

Commentary

John Fiske (born 1939) is a media scholar who has taught around the world. He
was a Professor of Communication Arts at the University of Wisconsin—Madison. His
areas of interest include popular culture, mass culture, media semiotics and television
studies.

II. Read and memorize the following words:

chat — apyxeckuii pa3roBop, 6ecena

communicator — KOMMYHUKATOP

consume v. — OTpeOIsITh

credibility — mocToBepHOCTH

distinguish v. — BeII€TTUTD, pa3IuyaTh

endorsement — 0J100peHUE

gatekeeper — npuBpaTHUK, MIBEHIIAp

get forwarded v. — mostyunTh HanpaBieHUE; HAPABUTh
inclusion — BKJIIOUEHUE

leaflet — Tonkas Opornrtopa, TMCTOBKA

mediate v. — MOCpeTHUYATD, CITY>KUTh CBS3YIOIIUM 3BEHOM
presentational — mpe3eHTaIMOHHBIHI

prove v. — 10Ka3bIBaTh, MOATBEPKAAThH
representational — pernpe3eHTaTUBHBIN

statement — yTBep:KJI€HHUE

take on v. — mpuHUMATH

vast — OTpOMHBII, MHOTOYHCJIEHHBIN

EXERCISES TO THE TEXT

L. Spell and transcribe the following words:
audience, distinguish, inclusion, requirement, viewer, forwarded.
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Il. Find in the above text English equivalents for the following word
combinations and phrases and write them out:

gyepe3 CpelcTBa MaccoBOr MHGOPMAIK; TPEIOKEHUE UEH; OYCHb TIOXOKHUH;
MOTEPATH TOBEPHE; HA CAMOM JIeJie; CaMOe HEMOCPEACTBEHHOE OTHOIICHHUE K CBS3SIM C
OOIIIECTBEHHOCTHIO; TIOJTHOCTHIO KOHTPOJIMPYETCS OTIPABHUTEINEM; KYPHAIUCT OepéT
Ha ceOsl poJib MPUBPATHUKA;, YKA3bIBACT HA JOMOJHUTEIbHBIC TEXHHUECKHE TpeOoBa-
HUS; 0J00pEeHNEe MOCTOPOHHUX (TPEThUX JIUI) B MPOIIECCE.

II. Answer the following questions using the word combinations and phrases
from Exercise II:

1. Who distinguishes between presentational and representational media?
2. Why are presentation and representation very similar? 3. What is the major
difference between presentation and representation? 4. What media belong to the
presentational media? 5. What do they require? 6. What can you say about the
representational media? 7. Who examines the ‘mechanical’ media of television, radio
and telephone? 8. What kind of media is most relevant to public relations? 9. Can
communicators reach large numbers of people at low cost? 10. What role does the
journalist take on? 11. What do advertisers lose to reach the same audiences without
going through this ‘gate’? 12. Who is the content of direct media, such as exhibitions,
leaflets or corporate videos wholly controlled by? 13. What allows direct
communication with interested parties?

IV. Find in the above text synonyms of the following words:
huge, to claim, fly-sheet, to study, definite, chosen, certainly.

V. Retell the above text using as many of the word combinations and phrases
from the topical vocabulary as you can.

VOCABULARY AND GRAMMAR EXERCISES

I. Complete the following sentences using the words from the box:

viewed heart to persuade certain  representation indispensable
communication

1. Most businesses today try ..... key publics that their goods or services are
reliable, safe, value for money. 2. Politicians and the government are in many ways at
the ..... of the news machine. 3. When there are problems, everyone acknowledges
that the cause often is a ..... problem. 4. The role of media in modern life is ..... ,
providing information, education and entertainment. 5. The knowledge and
perception of people about events, issues and objects within and beyond their
geographical settings are usually formed and shaped by media ..... of such events,
issues and objects. 6. The media in any society serve as the window through which
the wider world is ..... . 7. In reporting and presenting issues, media often add their
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own judgment and interpretations thereby defining the public knowledge of .....
events.

I1. Ask all types of questions to the following sentence:
The presentational media require the presence of both the communicator and the
receiver to create acts of communication.

IIl. Find in Text 2 the sentences containing Present Continuous active and
passive. Translate them.

SPEAKING:

L. Discuss the arguments for the following statement.
The journalist takes on a ‘gatekeeper’ role, deciding what does and does not get
forwarded to the medium’s users.

I1. Topics for discussion.

1. Is the use of specialist government media advisers a necessary element in
contemporary democratic societies?

2. What is the role of the media in shaping public constructions of crime and
criminality?

TEXT 3
INTERNAL COMMUNICATION MATTERS
1. Read and translate the text.

Communication is one of the most dominant and important activities in
organizations (Harris & Nelson, 2008). Fundamentally, relationships grow out of
communication, and the functioning and survival of organizations is based on
effective relationships among individuals and groups. In addition, organizational
capabilities are developed and enacted through “intensely social and communicative
processes” (Jones et al., 2004). Communication helps individuals and groups
coordinate activities to achieve goals, and it’s vital in socialization, decision-making,
problem-solving and change-management processes.

Internal communication also provides employees with important information
about their jobs, organization, environment and each other. Communication can help
motivate, build trust, create shared identity and spur engagement; it provides a way
for individuals to express emotions, share hopes and ambitions and celebrate and
remember accomplishments. Communication is the basis for individuals and groups
to make sense of their organization, what it is and what it means.

Internal communication is a complex and dynamic process, but early models
focused on a one-way transmission of messages. The Shannon-Weaver Model,
concerned with technology and information distribution, is a classic example. In
this S-M-C-R model, an information source [S] encoded a message [M] and delivered
it through a selected channel [C] to a designated receiver [R], who decoded it. Later
versions of the model added a feedback loop from the receiver to the sender.
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Nevertheless, the model suggested that all meaning is contained within the message,
and the message would be understood if received. It was a sender — focused model.

Berlo’s (1960) S-M-C-R model provided a richer interactional perspective. He
emphasized relationships between a source and a receiver and suggested that the
more highly developed the communication knowledge and skills of sources and
receivers, the more effectively the message would be encoded and decoded. Berlo
also acknowledged the importance of the culture in which communication occurs, the
attitudes of senders and receivers and strategic channel selection. Later models
emphasized the transactional nature of the process and how individuals, groups and
organizations construct meaning and purpose.

Today, the model is more complex due to new media and high-speed, multi-
directional communications. However, the core components live on in formal
communications planning and implementation. Organizational leaders and
communication specialists first develop strategies to achieve objectives, construct
relevant messages and then transmit them through diverse channels to stimulate
conversations with employees and members. Formal communications are grounded
in receivers’ needs and concerns. Employees communicate informally with others
inside and outside the organization through high-speed communications, too.

Internal communication occurs on multiple levels. Interpersonal or face-to-face
(F-T-F) communication between individuals is a primary form of communication,
and for years organizations have sought to develop the speaking, writing and
presentation  skills of leaders, managers and supervisors. Group-level
communications occur in teams, units and employee resource or interest groups
(ERGs). The focus on this level is information sharing, issue discussion, task
coordination, problem solving and consensus building. Organizational — level
communications focus on such matters as vision and mission, policies, new initiatives
and organizational knowledge and performance. These formal communications often
follow a cascade approach where leaders at hierarchical levels communicate with
their respective employees, though social media are changing communications at this
level.

In a formal communication network, messages travel through official path-ways
(e.g., newsletters, memos, policy statements) that reflect the organization’s hierarchy.
Informal communications move along unofficial paths (e.g., the grapevine, which is
now electronic, fast and multidirectional) and include rumors, opinions, aspirations
and expressions of emotions. Informal communications are often interpersonal and
horizontal, and employees believe they are more authentic than formal
communications. Employees and members use both networks to understand and
interpret their organizations.

(by Bruce Berger)

II. Read and memorize the following words:
accomplishment — qocTmxeHue

authentic — MO JIMHHBINA

designate v. — Ha3Ha4yaTh, IpeHA3HAYATH

enact v. — MPeANMMUCHIBATh, IOCTAHOBIISATh; TPOUCXOIUTH
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engagement — JI€J10. 3aHSITHE

live on v. — (Ipo10JKATh) KUTh
multiple — MHOXXEeCTBEHHBIN

pathway — myThb

respective — COOTBETCTBYIOIIUH
rumor — CJIyX, TOJIKH

spur v. — moOyX/1aTh, CTAMYJIHPOBAThH
survival — BEKUBaHUE

EXERCISES TO THE TEXT

L. Spell and transcribe the following words:
hierarchy, ambition, discussion, horizontal, designated, concern, survival, spur.

II. Find in the above text English equivalents for the following word
combinations and phrases and write them out:

oOMeH MH(pOpMAaIUel; BHYTPH U 3a TIpeeiIaMy OpTaHU3aIuu; TSl TOCTHKEHUS
IeJIeli; MmepeaaBaTh MO Pa3IMYHBIM KaHAJIaM; CTUMYJIHPOBATh ydacTHE; NMpHU3HABAII
BaXHOCTh KYJBTYPBI; CIIEIyeT KaCKaJHOMY TIOJXO/y; B CBS3U C HOBBIMU CPEACTBAMHU
MaccoBOW WH(GOpPMAIINH; MPEAOCTABISET COTPYAHUKAM BaXHYIO MH(DOpPMAIIHIO; YTO-
OBl IMETh CMBICIT; HEOPUITHATHHBIC CBS3U; 3aMKHYTasi CUCTeMa 00paTHOM CBSI3U; OT-
pakaroT UEPAPXHIO B OPTaHU3AIINH.

ITI. Write some problem questions to the above text for class discussion.

IV. Explain in English the meaning of:
communication, employee, formal, identity.

V. Find in the text and copy out sentences in which prepositions between and
among are used. Translate them.

V1. Use the following word combinations and phrases in the sentences of your
OWn.

To be based on effective relationships among individuals; to include rumors and
opinions; shared identity; to achieve objectives.

VIL. Retell the above text using as many of the word combinations and phrases
of the topical vocabulary as you can.

VOCABULARY AND GRAMMAR EXERCISES

I. Translate the following sentences. Pay attention to the words and word
combinations in italics:

201



E.V. Zavalevskaya, V.P. Veretennikova

1. Communicati " Unit XII. PUBLIC RELATIONS AND COMMUNICATIONS
2. Organizational leaders first develop strategies to achieve objectives, construct

relevant messages and then transmit them through diverse channels to stimulate
conversations with employees. 3. Horizontal communication refers to communication
among persons who have no hierarchical relationship. 4. Face-to-face
channels include speeches, team meetings, focus groups, social events and gatherings
and management by wandering around. 5. Diagonal or omni-directional
communication occurs among employees at different levels and in different functions.
6. Adaptive subsystems help the organization fo adjust when the environment in
which it operates changes. 7. Effective listening helps leaders at all levels improve
employee morale, retain employees and uncover and resolve problems. 8. People
at work communicate regardless of the intentions of their managers or leaders.

II. Translate the following sentences. Pay special attention to the comparison of
parallel increase or decrease.

The comparative degree can be used in parallel constructions of the type "the
more ... the more... ". For example:
The more I think about this model, the less I like it.

1. The more compact idea is elaborated the more correct results with less mental
effort will be reached. 2. The longer we stayed there, the better we felt. 3. The more
appropriate medium or media you select, the faster you’ll assess relevant audiences
and construct messages. 4. The sooner this is done the better. 5. It is assumed that the
greater the error between the experimental value and the true value is, the less likely
it is that the experimental value will be observed. 6. The higher the reputation capital
is made, the less the costs for supervising and exercising control are needed. 7. The
more you listen to gossiping, the more you encourage it. 8. The longer she thinks of
his proposal the less she likes it.

III. Find in the above text the sentence containing the parallel construction of
the type "the more...the more".

SPEAKING:

I. Do you agree with the following statements? Share your opinions on the topic.

1. Communication can help motivate, build trust, create shared identity and spur
engagement; it provides a way for individuals to express emotions, share hopes and
ambitions and celebrate and remember accomplishments.

2. Thanks to good communication, employees know better what their role is as
part of the greater whole. And, as a result, they’ll start to work harder forthwith.

I1. Is it right or not? Share opinions.
Employee communication is an important skill for all managers, irrespective of
their seniority. Like any skill it requires training and development. Often,
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organisations do not invest the appropriate amount of time and effort in developing
managers' communications skills.
UNIT XIII
TEXT 1

INFORMATION GATHERING
1. Read and translate the text.

As boundary—spanners, public relations professionals are ideally placed to gather
information from both the internal and the external environment. They do this in two
ways. First, they are aware of the wider macro environment. Second, they are
knowledgeable about the attitudes and behaviours of the various publics of the
organisation who populate this broader environment because they are in regular
dialogue with those publics.

‘Environmental scanning’ is the term used for gaining information about the
macro environment. PR professionals use the same techniques as those available to
strategic planners. They will undertake analyses of the environment using techniques
such as PEST. This technique provides a framework that allows analysis of the
environment by categorising it under various headings.

Some strategists now regard PEST as no longer reflecting the complexity of the
environment in which modern organisations operate. They recommend an expansion
of the framework to encompass the Environment, that is, the physical or green
environment, Information and the Legal or regulatory aspects. The acronym
EPISTLE describes this analytical tool. The justification for including these
additional elements is that the physical environment is judged to be one of the major
concerns of the twenty-first century. Global warming, pressures to move from car —
based transport, sustainability, waste disposal and so on are all key issues.
Organisations operate within an increasingly complex legal environment. In addition
to growing amounts of national legislation, there are transnational regulations, such
as EU directives, and international agreements, such as those made by the World
Trade Organisation. There are also quasi-legal arrangements which often have a
‘moral’ dimension, such as the agreements to reduce pollution or to alleviate third
world indebtedness, all of which may impact on organisations.

Some analysts also recommend that culture should have special consideration.
As organisations become increasingly global they need to be aware of religious and
social differences between and within the countries in which they operate.
Organisational cultures differ too and values between suppliers, distributors and
organisations or even different parts of the same organisation can be quite distinct.
Companies within the same sector can have radically different cultures.

Access to and the ability to manage and use information is critical to
organisations because information is power. The ubiquity and power of the internet
radically alters the past position where certain kinds of information have been the
protected domain of a privileged few. For the environmental scanner, the internet is a
vital information source. By plugging into sites such as those maintained by the
major social research organisations like MORI, the political think — tanks and NGOs,
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environment. The point of this kind of analysis is to identify the key drivers that will
impact on the organisation. There are no standard responses; the drivers will be
different depending on the country, sector and organisation. It is also vital to identify
the inter-relationships between the key drivers.

Economic trends may force political decisions, and technology often affects
lifestyles and social interactions. For example, the internet has transformed working,
purchasing and leisure patterns. Environmental scanning establishes the long-term
drivers of change and their impact. These need localising to identify the effect that
they will have on the organisation itself. Environmental analyses should not only be
done in the here and now, but should also include forward projections so that
organisations can plan a variety of futures which they will have to accommodate, try
to change or adapt to.

(From The Public Relations by Alison Theaker)

NOTES
PEST: The PEST analysis i1s a framework that strategy consultants use to scan
the macro-environment in which a firm operates. PEST is an acronym for the
following factors:
— Political
— Economic
— Social
— Technical
MORI stands for Market & Opinion Research International
NGO: A non-governmental organization is an organization that is neither a part
of a government nor a conventional for-profit business.

EPISTLE (IIOCJIAHUE): An epistle([i’p1sal]; Greek €emotoln, epistole, “let-
ter”) is a writing directed or sent to a person or group of people, usually an elegant
and formal didactic letter. The epistle genre of letter — writing was common in
ancient Egypt as part of the scribal-school writing curriculum.

II. Read and memorize the following words:

abreast — B psi; psAaoM

accommodate v. — mpucnocadiIMBaTh

alleviate v. — oGneryarpb

be aware of — 3HaTh, CO3HABATH

encompass v. — 0XBaThIBaTh

expansion — pacuiupeHue, pacrpocTpaHEeHUE

heading — 3aronoBok

indebtedness —3a10KEHHOCTH; YYBCTBO 00SI3aHHOCTH
judge v. — orleHUBATH

justification — o6ocHOBaHUE

legislation — 3aKOHOAATENBCTBO, 3aKOHOIATENIbHAS JEATEILHOCTD
pollution — 3arpsi3HeHUE
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populate v. — HacemsITH

quasi-legal — kBa3u-mpaBoBoO (ITOIYNPABOBOIN)
radically — pagukanbHO, KOPEHHBIM 00pa3oM

regard v. — paccMaTpuBaTh, YIUTHIBAThH

scan v. — 0eryio mpocMaTpuBaTh; MPUCTATHHO U3ydaTh
sustainability — ycTOMYMBOCTb

technique — meTo1, crioco6

think-tanks — Mo3roBbIe IIEHTPHI

ubiquity — TOBCEMECTHOCTH

EXERCISES TO THE TEXT

L. Spell and transcribe the following words:
technique, sustainability, indebtedness, religious, ubiquity, abreast, leisure,
gather, knowledgeable, quasi.

II. Translate and memorize the following words and word combinations:

under various headings, to undertake analyses, to have special consideration, by
plugging into sites, keep abreast of, in the here and now, to gather information from
the environment, to be knowledgeable about, by categorizing, as boundary-spanners,
the point of this kind of analysis, religious and social differences, to alleviate third
world indebtedness, the long-term drivers of change, to force political decisions,
quasi-legal arrangements, the major concerns, increasingly, the key drivers.

ITI. Answer the following questions using words and word combinations of the
topical vocabulary:

1. Do public relations professionals gather information from both the internal
and the external environment? 2. How many ways do they do this in? 3. What kind of
ways are these? 4. What is the term Environmental scanning used for? 5. What
techniques do they use undertaking analyses of the environment? 6. What does PEST
technique provide? 7. Why do strategists recommend an expansion of the
framework? 8. What does the acronym EPISTLE describe? 9. What are key issues
nowadays? 10. What else do analysts recommend? 11. Why do organisations need to
be aware of religious and social differences between and within the countries in
which they operate? 12. Why is access to and the ability to manage and use
information critical to organisations? 13. Will the drivers be different depending on
the country, sector and organisation? 14. What is vital to identify? 15. What may
force political decisions and affect lifestyles and social interactions? 16. What
establishes the long-term drivers of change? 17. Should environmental analyses
include forward projections?

IV. Find in the above text and copy out sentences in which prepositions between
and within are used. Translate them.

V. Fill in the gaps with the words and expressions from the text.
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attitudes and behaviours of the various publics of the organisation. 3. The internet is a
vital ..... source. 4. ..... growing amounts of national legislation, there are
transnational regulations, such as international agreements, and such as those made
by the World Trade Organisation. 5. PR professionals use the same techniques as
those..... strategic planners.

V1. Retell Text 1 using as many of the words and phrases of the topical
vocabulary as you can.

VOCABULARY AND GRAMMAR EXERCISES

I. Complete the sentences with the words from the box.

can gathering sources look for identity resources risk hard
searching

1. Information is available from a variety of ..... through a variety of means.
2. Corporate ..... is such a complex concept, and it is difficult to imagine that it is
easily manipulated and controlled. 3. It may be ..... to tell what information is
important and what is useless. 4. Employee knowledge ..... be a valueable resource.
5. To gather information he at first turned to internal ..... then he expanded his
understanding through external resources. 6. I started ..... the Internet by looking in
each of the general areas, where I found information as well as links to other
resources. 7. Information ..... can be used for a variety of different reasons. 8. We
have a ..... of being overloaded with information and some techniques for sifting are
needed. 9. Once you have identified what you need to ..... you need to explore how
you are going to find it.

I1. Ask all types of questions to the following sentences:

1. The chief manager finished his competitor information gathering by finding
investment analysis and annual reports for the larger direct competitors and the
industry leaders.

2. A broad, well-researched foundation of knowledge will help you more
accurately develop your own approaches and opinions, a key element to academic
achievement.

Ill. Translate the following sentences into English using words and word
combinations of the topical vocabulary:

1. Coop nn(popmaIum — 3TO MPOIECC MEeTCHANTPABICHHOTO U3BJICUCHUS U aHAJTHU-
3a uH(opmanmu o mpeaMeTHo obsactu. 2. [ mpUHATHS NPaBUIBHBIX U 0OOCHO-
BaHHBIX peUIeHU HY>XHO 00naaats mHpopmanueit. 3. COop nepBuyHON MHPOpPMa-
WU JUIsI PEIIeHUs] HEKOTOPBIX 3aad MPeACTaBisieT co0OM €AMHCTBEHHBIN CIOCO0
MOJIy4UTh BCe HeoOXoaumble cBefeHus. 4. B mporecce ananmsa MOXHO MPOBOIUTH
OIIPOCHI Pa3HBIX THIIOB HE3aBUCHUMO OT UCTOYHUKOB MH(opManmu. 5. [IpeumyiecTBo

206




Ka4ECTBEHHBIX METOJIOB MCCIICIOBAHUS 3aKIOYAETCS B TOM, YTO OHU IMO3BOJIAIOT HE
TOJIbKO KOHCTAaTUPOBAaTh HAJIUYMUE SIBJICHUS, HO MTOHATh BO3MOKHBIE IPUYHUHBI U BO3-
MO>KHBIE MOCTEACTBUSL €r0 BO3HMKHOBeHHUs. 6. CylllecTByeT macca CrocoOoB MoTy-
yeHust uHdopmaimu. 7. Coop uHbopMaIui IpOBOAUTCS B LIEAX MOJIYYSHHUS OTBETOB
HA CaMbIi LIUPOKUN KPYT BOIIPOCOB.

IV. Find in the above text and copy out sentences containing modal verbs and
their equivalents.

SPEAKING:

L. Discuss the arguments for the following statement.

Information gathering skills will be essential to your studying and the
development of your subject knowledge. Higher level studying at university (third or
fourth year for example) will make substantial demands upon your searching skills as
you will need to show a much broader awareness than in the preliminary stages of
your study.

I1. Discuss the problem. Share opinions.
Information comes from a variety of sources and is applied to a range of
purposes.

. Explain and expand on the following:
It’s hard to stem the tide of information, because new events, ideas and
discoveries are always turning up.

TEXT 2
KNOWLEDGE OF PUBLICS
1. Read and translate the text.

The important element of information gathering by public relations professionals
is intelligence about the organisation’s publics or stakeholders. Public relations
planners are in a privileged position in that they interact with organisational publics
frequently: their job is to manage and facilitate the relationship between the
organisation and its publics, sometimes in conjunction with colleagues from
elsewhere in the organisation. It is important to stress that the public relations
professional will be alert to the relative power, influence, needs and expectations of
stakeholders and the shifting dynamics both within and between stakeholder groups.
Furthermore, the public relations professional will be aware of the attitude towards
the behaviour of the various stakeholders (or publics) in relation to the wider issues
identified in the environment and towards the organisation itself. For example, the
public relations professional working for a food retailer will be alert to the fact that
genetic modification of food is a major issue. They will also be aware of the
prevailing attitudes of the scientific community, suppliers, customers, shareholders
and employees. They will be conscious that opinion is divided and that they will need
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stakeholder groups to organisations cannot be overestimated. Freeman (1984) first

articulated this in a systematic way, arguing that organisations were defined by their
relationships with stakeholders and that stakeholders include not just those groups
that management believe to have a stake in the organisation, but those who decide for
themselves that they have a stake in the organisation. The actions of activist groups
have this a painful reality for some organisations. Indeed, in some instances, these
activist groups have caused organisations to profoundly rethink their relationship
with their wider stakeholder community, as was the case for Shell when Greenpeace
took action over the Brent Spar oil platform disposal.

Stakeholding theory has progressed and in the 1990s the ‘corporate community’
approach to stakeholding emerged. By integrating the economic resources, political
support and specialist knowledge that stakeholders can offer, both organisations and
stakeholders can gain mutual benefit. The role of managers is to facilitate a coalition
that draws partners together. This is especially important in the internet age. Research
has shown very clearly (Coombes, 1998) that the internet has shifted the balance of
power between organisations and their stakeholders. Stakeholders can organise
quickly and effectively, using the internet to communicate between themselves, to set
up information resources and to galvanise people into action. Furthermore, the ability
of ‘outsiders’ to look into organisations (transparency) and the ability of insiders to
transmit information outside the organisation (porosity) bring new challenges.

In this context, having open and responsible organisations becomes even more
critical. Thus, it can be seen that public relations is a complex and skilled activity,
that at its highest articulation is the careful management of relationships with and
between dynamic, constantly forming, evolving and dissolving stakeholder groups,
all of whom see themselves as having a legitimate stake in the company. The
navigation and negotiation of these complex interrelationships calls for skills of the
highest order. Furthermore, these stakeholder groups themselves exist within and are
affected by a constantly changing environment. The management of these
relationships is receiving increasing attention in the public relations literature and
indeed i1s increasingly being put forward on a coherent general theory of public
relations.

Regular research and audits of the opinion of all their publics is a vital job for
the public relations professional. A typical organisation interacts with an enormous
number of publics. Esman (1972) has usefully categorised these into four types of
organisational linkages. Enabling linkages are those with organisations and groups
that have the authority and resources to permit the organisation to exist. Functional
linkages provide input into the organisation and consume its outputs. Normative
linkages are those with peer organisations, and diffused linkages are with those who
have no formalised relationship with the organisation, but have an interest in it. This
categorisation not only demonstrates the number of different publics that the
professional communicator interacts with, but the range of interest of those publics.

(From The Public Relations. By Alison Theaker)

I1. Read and memorize the following words:
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alert — OUTETHHBIN

coherent — MOHSATHBIN, Pa300PUUBHIA
conscious — CO3HATEIbHBIN, TOHUMAIOIITHIA
diffuse v. — pacripocTpaHsTh

disposal — pazmerienue, pacnoyioKeHHUe
frequently — gacto, 3auactyto

galvanise v. — 3aCTaBUTb K020-1uHO0 NEWCTBOBATH
habit — mpuBbIuKa; XapakTepHas yepTa

in conjunction — BMecTe, coo0111a
intelligence — uHTEIIIEKT, YyM

linkage — cBs13b

negotiation — IEPETOBOPHI, COTIACOBAHKE
overestimate v. — IepeoleHUBATh

painful — 6osie3HEHHBIN, MyYUTETbHBIN
peer — paBHbIN

porosity — MOPUCTOCTb, PHIXJIOCTh

prevail v. — ipeobianath

profoundly — rimy6oko

put forward v. — BeIIBUTATH

retailer — pO3HUYHBIN TOPTOBEIL

shift — cnBur, n3mMeHenue

stake — moms1, ygactue

EXERCISES TO THE TEXT

L. Spell and transcribe the following words:
coherent, alert, profoundly, privileged, conscious, transparency, audit.

II. Find in the above text English equivalents for the following word
combinations and phrases and write them out:

NPUTOJTHBIC CBSI3U; MOKYMATEIbCKUE TMPHUBBIYKU; ISl aKTUBU3AIMU JIEHCTBUIN
JFOZICH; BIIEpBBIE C(HOPMYITHPOBAT 3TO CUCTEMATHYECKUM 00Pa3oM; HMETh JIONIO (aK-
UM ); TTIaBHAs mpoOJemMa; OoMyYUuTh B3aUMHYIO BBITOJY; HABBIKU BBICIIETO MOPSIKA;
KBaJIM(ULIMPOBAHHAS JIEATEIBHOCTh; BCE OOJbIIIE U OOJIBIIIE BBIIBUTAIOTCS HA MOHST-
HOM 00IIel Teopuu; )KU3HEHHO Ba)kHas paboTa; yTOObI MO3BOJIUTH OPraHU3aAIUH CY-
IECTBOBATh; B HEKOTOPBIX CIIydyasix; CMECTHJI OalaHC CHJT; MHEHHS pa3/IeIHINCh.

Il. Answer the following questions using words and word combinations of the
topical vocabulary:

1. What is the important element of information gathering by public relations
professionals? 2. What is the job of public relations planners? 3. Will the public
relations professional be aware of the attitude towards the behaviour of the various
stakeholders in relation to the wider issues identified in the environment and towards
the organisation itself? 4. Why cannot the importance of stakeholder groups to
organisations be overestimated? 5. Who first articulated this in a systematic way? 6.
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8. In what case can both organisations and stakeholders gain mutual benefit? 9. What
has shifted the balance of power between organisations and their stakeholders? 10.
What brings new challenges? 11. Why is public relations a complex and skilled
activity? 12. What are these stakeholder groups affected by? 13. What is a vital job
for the public relations professional? 14. Does a typical organisation interact with an
enormous number of publics? 15. What are enabling linkages? 16. What do
functional linkages deal with? 17. What kind of linkages do you know?

IV. Make up your own sentences or situations with the following phrases:
the important element of information gathering; stakeholder groups; public
relations professional; put forward on a theory; to galvanise people into action.

V. Retell Text 2 using as many of the words and phrases of the topical
vocabulary as you can.

VOCABULARY AND GRAMMAR EXERCISES

I. Find in the text and copy out sentences in which linking expressions (and)
indeed and furthermore are used. What idea do they introduce? Translate the
sentences with them.

I1. Insert the prepositions.

1. We want to know who the players are ..... our industry. 2. In public
relations and communication science, publics are groups ..... individual people. 3.
Publics are targeted ..... public relations efforts. 4. The public relations professional
encourages organisations to recognise stakeholders as partners who can collaborate
.... them in problem solving. 5. Social publics are groups of people united .....
common ideas, ideology or hobby. 6. The Internet has made it easier for companies to
find candidates ..... the aid of an outside recruiter. 7. This can lead ..... a lack of
confidence in facilitating discussion in their teams. 8. .... competitive fields, such as
fast-moving consumer goods, publicity can be crucial to success.

Keys: by, without, in, with, in, of, by, to.

II1. Define the function of the Infinitive:

1. Their job is to manage and facilitate the relationship between the organisation
and its publics. 2. The role of public relations is to develop and maintain relationships
with these groups in order for the organisation to meet its goals. 3. To gain a real
insight into a personality, it is also important to talk to a whole range of friends,
family and acquaintances to assess their views and experiences. 4. The use of public
relations to promote goods and services is sometimes called marketing public
relations. 5. To know the identity of a person is to be able to identify him or her — to
distinguish him or her from others and to recognise him or her as a unique
individual. 6. The role of managers is to facilitate a coalition that draws partners
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together. 7. The manager has a lot of work to do today. 8. The aim of their research is
to understand complex interrelationships.

IV. Ask all types of questions to the following sentence:
A typical organisation interacts with an enormous number of publics.

SPEAKING:

I. Prove that regular research and audits of the opinion of all publics is a vital
job for the public relations professional.

II. Develop the idea.
Marketing campaigns are often preceded and followed by research to measure
the degree to which an attitude or behaviour has changed after the marketing activity.

TEXT 3
INFORMATION INTERPRETATION
1. Read and translate the text.

Interpretation is a communication process, designed to reveal meanings and
relationships of our cultural and natural heritage, through involvement with objects,
artifacts, landscapes and sites. It should be stressed that interpretive communications
is not simply presenting information, but a specific communication strategy that is
used to translate that information for people, from the technical language of the
expert, to the everyday language of the visitor.

It is important to remember that the communication process of interpretation did
not spontaneously appear one day. Interpretation (the profession, and the techniques
and approaches) is a wonderful mix from communication principles from many other
professions. Interpreters should have a basic working knowledge of each of these to
include:

* Journalism

* Marketing

* Psychology

* Non-formal and adult education theory and presentations

* Business management and finances

* Recreation and tourism planning/principles

* Media planning/design principles.

White and Mazur suggest that because they have such extensive contacts with
sources and information, public relations staff may be in a position to provide a
central collation and interpretation function. Managing and interpreting information
require both research and analytical capabilities and are an indication of the skills set
required of senior practitioners. Where the environment is turbulent and creates
uncertainty, those individuals who are capable of interpreting what is happening are
invaluable in decision-making. Public relations practitioners are used to dealing with
complex situations and to making sense of inter-linked issues involving a variety of
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their skills of interpretation and counselling.

Public relations practitioners are ideally placed to be able to access early sources
of information and can interpret that information to identify emerging issues and
those that may have a profound effect on an organisation. For example, media content
analysis can identify matters of growing importance and help clarify the direction in
which public opinion is moving on a particular issue. Public affairs departments are
often plugged into government thinking on prospective legislation or have access to
think—tanks who specialise in futures. Their boundary—spanning role helps public
relations professionals maintain an independent perspective to decision—making. This
independence is valuable to other managers who are often too tied into the
‘organisational view’ to act objectively or to understand the ramifications of their
decisions and the impact they will have on stakeholders.

(After Alison Theaker)

II. Read and memorize the following words:
adult — B3pocIbIi YenoBeK

clarify v. — mposicHUTB

collation — conocTaBiieHue, CpaBHEHHE
counseling — KOHCYJIbTUPOBAHHUE

deal with v. —umeTs nemno ¢

heritage — Hacnenue

interpretation — MHTEpIpPETALUs, TOJIKOBaHHE, OOBICHEHUE
interpretive — MOsSICHUTENbHBIH

invaluable — 6ecuieHHbIi

plug into v. — BCTaBUTH B

prospective — MpeanoxaraeMbiid, 0KUIACMBbIH
ramification — pa3BeTBIICHHUE; PE3yJIbTAT
reveal v. — BBIABIISITH, OOHAPYKUBATh

staff — coTpyiHMKH, TIEpCOHAT

suggest v. — IPEATIOKUTh

tie into v. — cBsI3aTh B

turbulent — OypHBI, O€CITOKOWHBIN
uncertainty — HeonpeAenEHHOCTD

EXERCISES TO THE TEXT

L. Spell and transcribe the following words:
adult, ramification, interpretive, interpretation, spontaneously, psychology,
clarify.

Il. Find in the above text English equivalents for the following word
combinations and phrases and write them out:

UMEIOT JOCTYI K MO3TOBBIM IICHTPaM; BIIMSIHHE, KOTOPOS OHHM OKa3bIBAIOT Ha 3a-
WHTEPECOBAHHBIC CTOPOHBI; HJICATHHO MOAXOJIAT, YTOOBI UMETh BO3MOYKHOCTh ITOJTY-
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YUTHb JOCTYII K; HC CIIOHTAHHO IOABHJICA OAHAXbI, PACTYIICC 3HAYCHUC, POJIb, OXBa-
ThIBaroiass BCC I'paHu; OBITH B COCTOSIHUM 00€CIICYUTH OCHOBHOC COIIOCTaBJICHHCE, I10-
CIICACTBHUA HUX pemeHHﬁ; BHECTH LICHHBIN BKJIaZ;, HC3aBUCHUMaAA IICPCIICKTHBA IIPHUHA-
THA pCH_IGHI/II‘/JI; OXXMNIJa€MO€ 3aKOHOAATCIIBCTBO.

III. Answer the following questions using words and word combinations of the
topical vocabulary:

1. What kind of process is interpretation? 2. Is interpretive communication only
presenting information? 3. Did the communication process of interpretation
spontaneously appear one day? 4. What basic working knowledge should interpreters
have? 5. What do White and Mazur suggest? 6. What is an indication of the skills set
required of senior practitioners? 7. Where are individuals who are capable of
interpreting what is happening invaluable in decision—making? 8. How can public
relations practitioners make a valuable contribution to strategy—making? 9. Can
media content analysis identify matters of growing importance? 10. What helps
public relations professionals maintain an independent perspective to decision-
making? 11. Why is independence valuable to other managers?

IV. Fill in the gaps with the words and expressions from the text.

1. Interpretation is a communication process, designed ..... of our cultural and
natural heritage. 2. They have such ..... contacts with sources and information.
3. Managing and ..... require both research and analytical capabilities. 4. Public
relations practitioners are used ..... complex situations and to making sense of inter-
linked issues. 5. ..... can help clarify the direction in which public opinion is moving
on a particular issue. 6. Public affairs departments have access to ..... who specialise
in futures.

V. Find in the above text antonyms of the following words:
to conceal, dependence, few, limited (contacts), to forget, seldom, junior.

V1. Retell the above text using as many of the word combinations and phrases
from Exercise Il as you can.

VOCABULARY AND GRAMMAR EXERCISES

I. Complete the sentences with the words from the box.

picked up  for visitors because interpretive stated  range

1. In reality, we see the use of ...... techniques and principles every time. 2.
Interpretation is not what you say to ....., but rather the way you say it to them. 3.
The word interpretation may have a wide ..... of meanings for people based on their
background, training, or experience in the interpretive profession. 4. That definition
has been ..... over the past 17 years by many organizations. 5. The interpretive
communication process can be used ..... interpreting anything, any subject. 6.
Interpretation is an objective driven, and market (audience) focused process that
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process of learning and discovery gives us pleasure.

I1. Ask all types of questions to the following sentence:
Public affairs departments are often plugged into government thinking on
prospective legislation.

1. Find in the above text and copy out phrases containing both ing —forms, the
gerund and the present participle, translate them.

SPEAKING:

L. Is it right or not? Share opinions.

In planning the strategy as to how to provoke attention, the interpreter has to
consider the answer to the question: Why would a visitor want to know this
information? The answer to that questions ends up being the graphic, photo, or
statement that gets the audiences attention.

TEXT 4
RISK MANAGEMENT
1. Read and translate the text.

Knowledge of the environment and of stakeholders is vitally important.
Organisations find themselves increasingly at risk from a number of directions. In the
wider context, we live in an increasingly interconnected, dependent, pluralistic world,
where no one and no organisation can isolate itself from any of the ‘big issues’ that
are emerging. The green environment is a clear example, but there are many more.

Risk management is a systematic process of identifying and assessing company
risks and taking actions to protect a company against them. Some risk managers define
risk as the possibility that occurrence may cause harm or losses, while noting that risk
also may provide a future possible opportunities. By taking risks, companies
sometimes can achieve considerable gains. However, companies need risk
management to analyze possible risks in order to balance potential gains against
potential losses and avoid expensive mistakes. Risk management is best used as a
preventive measure rather than as a reactive measure. Companies benefit most from
considering their risks when they are performing well and when markets are growing
in order to sustain growth and profitability.

September 11 2001 was a defining moment for many organisations. They have
had to appraise all kinds of issues that affect their business, for example, how much
should executives travel? Are our products or services culturally sensitive? Are our
buildings secure? With whom do we make strategic alliances? The big-picture
political and economic issues such as these can and should be tracked and monitored
by public relations professionals as part of their environmental scanning duties.
Indeed, issues tracking and management are part of the strategic communicator’s
basic toolkit.
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Risk management is the identification, assessment, and prioritization of risks
(defined as the effect of uncertainty on objectives) followed by coordinated and
economical application of resources to minimize, monitor, and control the probability
and/or impact of unfortunate events or to maximize the realization of opportunities.

Risks can come from various sources: e.g., uncertainty in financial markets,
threats from project failures (at any phase in design, development, production, or
sustainment life-cycles), legal liabilities, credit risk, accidents, natural causes and
disasters as well as deliberate attack from an adversary, or events of uncertain or
unpredictable root—cause. There are two types of events i.e. negative events can be
classified as risks while positive events are classified as opportunities.

By knowing stakeholders well and understanding what motivates them, what
their thinking is and how they are likely to act, the public relations professional can
bring an invaluable perspective to management thinking and advise on the
appropriate way to manage these relationships. Risk managers consider different
methods for controlling or preventing risks and then select the best method given the
company's goals and resources. Thus, helping to manage risk is a vital role for
communicators. Issues management and agenda—setting are not only possible but
necessary in an environment where the publics themselves define and then seek to
satisfy their information needs. It is for this relationship management skill and
judgement that many of the most senior communicators either sit at board tables in
their own right or are direct advisers to CEOs and chairs of large organisations. It is a
vital strategic information role and highly valued in boardrooms throughout the
world. The role of public relations professionals in information gathering and
interpretation can be mapped directly onto classical strategy models. These models
describe the process of information gathering required when organisations are
deciding which strategic approach to take.

Commentary
CEO: A chief executive officer(in American English) or managing
director (MD in British English). (For more information, see p.67).

II. Read and memorize the following words:
adversary — CONEpHUK, OMIIIOHEHT

appraise v. — OIICHUBAaTh

assess V. — OILICHUTD

avoid v. — u36exarn

benefit v. — mpUHOCUTH MOJIB3Y (BHITOTY)
board — coBer, mpaBieHUE

boardroom — 3a11 3aceaHuii CoBeTa JUPEKTOPOB
executive — JOIHKHOCTHOE JIUIIO

gain v. — oJry4aTh

harm — Bpen

interconnected — B3aMMOCBSI3aHHBIN
liability — oTBeTCTBEHHOCTH

loss — moTeps

map v. — 0ToOpaxaTh
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opportunity — BO3MOXHOCTb, yI0OHBII ciyyai

preventive — mpopHIaKTUYECKUH, TPeTyIpeIUTEIbHbIHI

seek v. (sought; sought) — nckate, cTapaTbcs

sustain v. — HOJIIEPKUBATh

threat — yrposa

throughout — yepe3; Ha IPOTSHKEHUU

toolkit — uHCTpyMEHTapuit

uncertainty — HeonpeneaEHHOCTh

unfortunate — HeyAauHBI1, HEOIATOMOTYUHBIHI

EXERCISES TO THE TEXT

L. Spell and transcribe the following words:

throughout, pluralistic, prioritization, uncertainty, threat, senior, measure.

II. Find in Text 4 English equivalents for the following word combinations and
phrases and write them out:

npeaceaaTend KPYMHBIX OpraHM3anuii; (OpMHUPOBAHHME ITOBECTKH JHS, BCE
OoJibllie ¥ OOJIbIIIE BCTPEUAOTCS C PUCKOM; OyIyliee MOSBICHHE; ONPEeIeIIsIONIi
MOMEHT; HempecKa3zyeMasl IEPBONPUYMHA; TI0 UX COOCTBEHHOMY IpaBy; MpeayIpe-
IUTENbHAsT MEpa; MPaBOBBIE 005A3aTEIbCTBA; MPUHECTH HEOICHUMYIO MEPCICKTHRY;
0053aHHOCTh W3YUYEHUS OKPYKAIOUIeH Cpeibl; NOOWUTHCS 3HAYUTENBHBIX YCIIEXOB;
JaTh OLIEHKY BCEM BHJaM BOITPOCOB; KHU3HEHHO BaXKHAsI POJIb JUIsl KOMMYHHKATOPOB;
NPUHUMAsT PUCKH, OTBETHAs Mepa; NMpeIHaMEpPEeHHOE HamaJeHHWe MPOTHUBHHUKA; 10
BCEMY MUDY.

III. Answer the following questions using words and word combinations of the
topical vocabulary:

1. Why is knowledge of the environment and of stakeholders vitally important?
2. Can anyone and any organisation isolate itself from any of the ‘big issues’ that are
emerging? 3. What is risk management? 3. How do some risk managers define a risk?
4. Why do companies need risk management? 5. Is risk management best used as a
preventive measure or as a reactive measure? 6. Where do companies benefit most
from? 7. What event was a defining moment for many organisations? 8. What kinds of
issues do organisations have had to appraise? 9. Where can risks come from? 10. What
types of events are there? 11. In what case can the public relations professional bring an
invaluable perspective to management thinking and advise on the appropriate way to
manage the relationships? 12. Who considers different methods for controlling or
preventing risks? 13. Are issues management and agenda—setting necessary? 14. What
can the role of public relations professionals in information gathering and interpretation
be mapped onto?

IV. Find in the text synonyms of the following words:
to evaluate, responsibility, council, injury, to behave, important (gains), matters,
collecting.
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V. Retell Text 4 using as many of the word combinations and phrases from

Exercise I as you can.
VOCABULARY AND GRAMMAR EXERCISES

I. Make up your own sentences or situations with the following phrases:

to protect a company against risks; to analyze possible risks; bring an invaluable
perspective to management thinking; from various sources; to avoid expensive
mistakes; the strategic communicator’s basic toolkit; in order to sustain growth and
profitability.

II. Translate the sentences and define the italicized verb forms.

1. A risk manager usually predicts and enacts measures to control or prevent
losses within a company. 2. Several risk management standards have been developed
lately. 3. Our risk manager considered different methods for controlling or preventing
risks. 4. After the method is selected and implemented, it must be monitored to ensure
that it produces the intended results. 5. Human factors are one of the main drivers for
risk management. 6. They are analyzing possible risks in order to balance potential
gains against potential losses. 7. Risk sources were identified and monitored by our
public relations professional.

1. This sentence includes examples of both -ing forms, the gerund and the present
participle. Say which words in italics are the gerund and which are the present
participle.

Companies benefit most from considering their risks when they are performing
well and when markets are growing in order to sustain growth and profitability.

IV. Ask all types of questions to the following sentence:
Risk management is best used as a preventive measure rather than as a reactive
measure.

V. Translate the following sentences into English using words and word
combinations of the topical vocabulary:

1. Ilepen meHemkepaMu CTOMT 3a/1aya HE U30€raTh PUCKOB, a YIPABIATh UMU U
TEM CaMbIM NOBBIIIATH IPPEKTUBHOCTH AEATENBHOCTH KomnaHuu. 2. Ilox ympasie-
HUEM PUCKaMU MOHMMAIOTCS MPOLECCHI, CBSI3aHHbIE ¢ MICHTU(UKALUEH 1 aHAJIU30M
PHUCKOB, a TAK)KE IMPUHATUEM PELICHUM, KOTOPBIE BKIIOYAOT MUHUMU3ALMIO OTPULIA-
TeNbHBIX MOCHeACTBHM. 3. B mpoiiecce ynpapieHus: puckaMu HEOOXOAUMO TIIAHUPO-
BaTh KOMILIEKC Mep, 4TOObI MPEeNOTBPATUTh HETaTUBHBIE MocienctBusi. 4. Cucrem-
HBII MTOAXOJI B YIIPABJICHUHA PUCKAMHU OCHOBBIBAETCSA HA TOM, YTO BCE SIBJICHUS U MPO-
LIECChl PACCMATPUBAIOTCS B UX CUCTEMHOMU CBsi3u. 5. Jlyig Toro, 4To0s! chopMUpOBAThH
cuctemy 3(pPEeKTUBHOTO yMpaBlIeHUSI PUCKaMHU, HEOOXOIMMO HAJIMUYUE MOATOTOBJICH-
HBIX CIEMAIUCTOB B 3TOH obmactu. 6. [Tocne BbIsBIEHHUS pUCKa HEOOXOJUMO IMpH-
HATh peLIEHHE 00 OTBETHBIX JICHCTBUSX.

SPEAKING:
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L. Explain and expand on the following:

Problems for risk communicators involve how to reach the intended audience, to
make the risk comprehensible and relatable to other risks, how to pay appropriate
respect to the audience's values related to the risk, how to predict the audience's
response to the communication, etc.

I1. Comment upon the following statements. Share opinions.

1) The truth of a problem or risk is often obfuscated by wrong or incomplete
analyses, fake targets, and lack of good communication and confrontation of risk
management solutions with reliable partners.

2) A main goal of risk communication is to improve collective and individual
decision making.
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UNIT X1V

TEXT 1
TRAINING AND PROFESSIONAL DEVELOPMENT
1. Read and translate the text.

Bines and Watson (1992) suggest three models of professional education. The
first is apprenticeship or pre-technocratic, where professional education takes place
mainly on the job, with some associated learning through day release at a relevant
institution. The emphasis is on practical techniques. The technocratic model is more
associated with professions, and consists of a systematic knowledge base founded on
academic disciplines, the application of that base to practice, and supervised
placements in practice.

The third model, or post-technocratic, emphasises professional competence and
bridges the gap between education and employment. There is still a debate on what
constitutes competence, and difficulties in identifying the competences needed. The
development of National Vocational Qualifications (NVQs) in PR had limited
success. Although the qualifications were initially adopted, they were discontinued
by the Qualifications and Curriculum Authority due to poor take—up. This scheme,
whilst initially voluntary, aims to encourage members to continue their development
by undergoing vocational training, achieving subsequent academic qualifications,
participating in the work of the IPR and contributing expertise to public relations
students.

By ensuring that its members are properly qualified and engaged in current
training, the IPR aims to ensure that they will be professional in their business
conduct, and that clients and employers will be able to use the standard of
membership as an indicator that they are employing a competent practitioner. A
substantial amount of background research was done to inform the scheme, giving
rise to four suggested levels of development:

— Level 1 PR executive;

— Level 2 account manager or PR officer;

— Level 3 account director or head of department;

— Level 4 board member, managing director, chief executive.

Particular skills are included at each level, from basic media training at level 1 to
strategic issues management and board skills at level 4. All IPR workshops now carry
an indication of their level, and the overall structure can be used by both individuals
and companies when planning their training requirements. The framework has been
constantly updated, and contains an indication of the skills needed to ensure that PR
practitioners can use new technology.

Some years ago, PRCA members were spending only ' 4% of their payroll on
training, whereas management consultants recommend about 8 per cent. The criteria
for the government’s Investors in People (IP) emphasise developing employees. The
PR sector has seen consistent growth. In 1999, there was 17% growth in the fee
income of the top 50 consultancies, the year before that 10%. However, the industry
has not been able to tool up fast enough to satisfy demand. This will need to change.
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However, despite these efforts, the area of training and development was one which
was highlighted in the IPR-DTTI study. Less than half of consultancies and in-house
departments had formal training and development programmes, and it was felt that
there was a ‘need for public relations practitioners to be more capable across a wide
range of competency areas’ (IPR 2003). There was a need for a more rigorous
approach to training and skill acquisition, particularly management skills at middle
and senior levels. There was a lack of appreciation of the need for planning, research
and evaluation (PRE) skills, which it was felt was holding the profession back
from being seen as a strategic rather than tactical discipline.

(From The Public Relations by Alison Theaker)

Commentary

IPR: Intellectual property rights

PRCA: Public Relations Consultants Association

IPR-DTI: Intellectual property rights - Department of Trade and Industry

Qualifications Curriculum Authority (QCA) was formed on 1 October 1997,
through a merger of the National Council for Vocational Qualifications (NCVQ) for
vocational qualifications and the School Curriculum and Assessment
Authority(SCAA) for academic qualifications. The Qualifications and Curriculum
Authority is committed to building a world-class education and training framework
that meets the changing needs of individuals, business and society.

National Vocational Qualifications (NVQs) are work based awards in
England, Wales and Northern Ireland that are achieved through assessment and
training.

II. Read and memorize the following words and word combinations:
acquisition — roJy4eHue, MpuooOpeTeHne

appreciation — MpU3HATEIHHOCTH, OI[EHKA
apprenticeship — yueHH4ECTBO; yUCHHUE

bridge v. — nepen. npeooneBath (MPEMSITCTBUS)
consistent — COTJIACYIONTUICS, TTOCTISOBATEIHHBIN
consultancy — KOHCYTbTUPOBaHHE

emphasise v. — mogu€pKuBaTh

expertise — 3KCIEePTH3a; CreluaIbHbIC 3HAHUS

gap — pa3phbiB

in-house department — BHyTpHMBEIOMCTBEHHBIN OT/EI
payroll — miaréxxHast Be1OMOCTb

relevant — COOTBETCTBYIOIIUI

r1gOrous — TIIATEJIbHBIA, CKPYITYIE3HBIN

take—up — nMpo10JDKEHNE HAYATOTO

tool up v. — 060py0BaTh, BOOPYKUTHCS

undergo v. — moABepraTbes, MPOXOIUTh

workshop — cekIusi; ceMuHap; CUMIIO3UYM
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EXERCISES TO THE TEXT

L. Spell and transcribe the following words:
acquisition, apprenticeship, competence, curriculum, rigorous, growth.

Il. Find in Text 1 English equivalents for the following word combinations and
phrases and write them out:

yCTpaHSET pa3pbiB MEXAy OOpa30BaHHWEM M 3aHATOCTHIO; MPOPECCHOHATHHOES
o0Opa3oBaHHNE MTPOUCXOIUT B OCHOBHOM Ha paboTe; mpruoOpeTeHne HaBbIKOB; 3aHNMa-
IOTCSl TEKYIICH MOATOTOBKOI; B COOTBETCTBYIOIIEM YUPEKICHUH; MPOXOAs Mpodec-
CHOHAJIbHOE 00yUYEHHE; yIePKUBAI OT; KOHTPOJIUPYEMBIC pa3MEIEHUS HA MPAKTUKE;
POAODKATh WX Pa3BHUTHE; 3HAYUTEIHLHOE KOJIMYECTBO MPEABAPUTEIHHBIX HCCIIENO-
BaHUWH; TOTYEPKUBAIOT Pa3BUTHE COTPYIHUKOB; YIOBIETBOPHUTH CIIPOC; MEHEKEP 110
paboTe ¢ KJIMEHTaMH; HadalbHHUK OTHEeJa; Ooyiee CTPOruil MOAXOJ; MEePBOHAYAIBHO
TO0OpPOBOJIBHO; YETHhIPE TMpeJiaraéMbIX ypOBHS; 06a3a MOCTOSHHO OOHOBISETCS; KO-
MUCCHOHHBIE TOXOJIBI.

IIl. Write some problem questions to Text 1 for class discussion.

IV. Give the definition of the following terms:
education, demand, development programmes, professional competence, skill
acquisition.

V. Retell Text 1 using as many of the word combinations and phrases from
Exercise Il as you can.

VOCABULARY AND GRAMMAR EXERCISES

I. Make up your own sentences or situations with the following phrases:

professional education, the skills needed, to continue one’s development by
vocational training, supervised placements in practice, to satisfy demand, to be
properly qualified and engaged in current training.

I1. Ask all types of questions to the following sentence:
There was a lack of appreciation of the need for planning, research and
evaluation skills.

II1. Choose the proper verb form and translate the sentences.

1. This theory ..... a useful theoretical underpinning for thinking about the role
of public relations. 2. The PR department is said ..... a line of defence to prevent
information from slipping out. 3. This need for training was not ..... to public
relations practitioners. 4. If the process works in presenting and translating the
information about the environment in a way that is meaningful for the audience, then
environmental "education" ..... . 5. Corporate professional development programs ...
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to improve core competences and motivation of our employees are an important
aspect of the personal and professional development strategy. 6. In order to succeed,
a company’s strategy needs ..... at the board level.

(Missing verbs: to provide, to be agreed, occurs, provides, designed,

confined)

IV. State functions of the past participles in the following sentence.

The technocratic model is more associated with professions, and consists of a
systematic knowledge base founded on academic disciplines, the application of that
base to practice, and supervised placements in practice.

SPEAKING:

I. Do you think the various approved courses reflect academic or practitioner
requirements for entry to the profession? Prove your point of view.

I. Comment upon the following statement. Share opinions.
Public relations is the practice of managing the flow of information between an
individual or an organization and the public.

TEXT 2
PROFESSIONALISM IN PUBLIC RELATIONS
1. Read and translate the text.

A profession is defined as a high-status occupation composed of highly trained
experts performing a very specialized role in society. Public relations is a
controversial field as it has often been questioned by society on whether it is a
profession. One suggestion on how to attain this comes from Mark Brownell and
Walter Neubauer Jr. in that “based on assumptions that higher levels of education
lead to more sophisticated (accountability—oriented) approaches to public relations,
which in turn lead to more professionalism, it would be useful to develop a method to
categorize practitioners according to some hierarchy of professionalism which would
also identify what training is needed to raise those in the lower levels to the higher
levels”.

Grunig and Hunt (1984) state that “the majority of public relations practitioners
since Ivy Lee and Edward Bernays changed the field in the early 1900s have argued,
however, that public relations must become a profession.”

To exemplify professionalism an individual must first be a professional because
professionalism is an attitude that motivates individuals to be attentive to the image
and ideals of their particular profession.

C. E. Van Zandt, a human resource development professor, indicates five areas
of professionalism. Professionalism is:

1. the way in which a person relies on a personal high standard of competence in
providing professional services;
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2.the means by which a person promotes or maintains the image of the
profession;

3. a person’s willingness to pursue professional development opportunities that
will continue to improve skills within the profession;

4. the pursuit of quality and ideal within the profession;

5. aperson’s sense of pride about the profession.

To be recognized as a professional there needs to be autonomy, and have
personal responsibility in conducting professional duties. The emphasis should be on
service rather than on mere economic gain.

Public relations may be a maturing professional discipline but unlike other areas
of management it has yet to adopt the qualities that mark out other professions, such
as formal qualifications and life-long learning.

This is the key finding of the European Communication Professional Skills and
Innovation Programme (ECOPSI),a research programme that explores the
competencies required by communication professionals in Europe.

In order to continue its development towards a profession, public relations needs
to shift away from a hands-on, learning on the job approach to more focussed
knowledge acquisition and development.

Communicators must align their development with academic learning. Media
and technologies may change but a solid grounding in theory is one of the best ways
to future proof your career.

The jobs will be open to a wide pool of candidates, which will depend on the
type of position being offered. Depending on the job, employers are seeking
candidates who are generalists or specialists. Jobs for generalists are usually open to
people who have a bachelor's degree in public relations, communications, journalism,
administration or a related field. The candidates can be new graduates or people with
a job in another occupation in the communications field.

For specialist positions, people who have training and extensive experience
related to the firm's line of business, coupled with obvious communications skills,
supplement the pool of candidates. For example, a company in food processing could
very well consider a person with a solid education in dietetics to head up a
communications campaign based on the nutritional qualities of its products. Specialist
positions can be open to external candidates as well as company employees who meet
the requirements.

Knowing how to become successful in life means to know exactly how to
communicate your opinions and your visions to others. This is not only helpful to
convince people about your dreams, but it is also essential when it comes to being a
leader for your employees and other followers.

II. Read and memorize the following words:
accountability— OTBETCTBEHHOCTb

align v. — BBIpaBHUBATH

attain v. — JOCTHTaTh; TOOMBATHCS

bachelor — 6akanasp

controversial — CIOpHBIi

223



E.V. Zavalevskaya, V.P. Veretennikova

( Unit XIV. TRAINING & PROFESSIONALISM
exemplify v. — cy’)kuTh TpUMEPOM; IPUBOJIUTH MPUMEDP
graduate — BBITTYCKHHUK

hands-on — npakTuyeckuii

indicate v. — yka3bpIBaTbh, 03Ha4aTh

maturing — TOCTUTIIHIA MTOJTHOTO Pa3BUTHSI

mere — MpoCTOn

obvious — 0ueBUTHBIN

occupation — 3aHsITHE

particular — KOHKPETHBIH, OTEIBHBIHN, crienupUIECKUit
pride — ropocTb

promote v. — COIeNCTBOBATH

pursue v. — Ipeciae10BaTh; 3aHUMAaThCS

pursuit — cTpeMJIeHHe

rely on v. — nmonaratecs Ha

shift away v. — nepeaBuHyTH(Cs)

sophisticated — ci10KHBIN

supplement v. — TOMOJHATH, 100aBJISITh

willingness — rOTOBHOCTb

EXERCISES TO THE TEXT

L. Spell and transcribe the following words:
bachelor, career, controversial, hierarchy, pursue, dietetics.

II. Find in Text 2 English equivalents for the following word combinations and
phrases and write them out:

yOenuTh JoJIel; 3aHMMAThCsI BO3MOXKHOCTSMH JUISI TTPO(ECCHOHAIBEHOTO pa3-
BUTHS; YaCTO IMOJBEPraiiCh COMHEHHIO OOIIECTBOM; CIIOpPHAsi 00JIaCTh; TOPOCTh 3a
npoeccuio; BHICOKOKBATH(PHUIIMPOBAHHBIC CICIUATUCTHI; MPAKTHUECKUNA TMOIAXOMd C
oOyueHueM Ha paboTe; JydIlIne CIocoObl OYIYIIEro J0Ka3aTelibCTBA Balllel Kapbe-
pBI; OBITh BHUMATEIBHBIM K 00pa3y M HjaeajaM CBOEH KOHKpPETHOW mpodeccuu; 1o
ouepenr; CIoCcOOCTBYEeT WM MOAJEPKMBACT UMUK, ITHUPOKUN Myl KaHIUOATOB;
oOydJeHre Ha MPOTSHKEHUU BCEH JKU3HH, OPUCHTHPOBAHHBIC Ha OTBETCTBEHHOCTD; pa-
00Ta J1s1 yHUBEPCAIOB; IPOYHOE 0OOCHOBAHHE; B MPEAOCTABICHUH NPOPECCHOHATb-
HBIX YCIIYT.

III. Answer the following questions using words and word combinations of the
topical vocabulary:

1. How is a profession defined? 2. Why is public relations a controversial field?
3. What do Mark Brownell and Walter Neubauer Jr. suggest about higher levels of
education? 4. Must public relations become a profession according to Grunig and
Hunt? 5. What motivates individuals to be attentive to the image and ideals of their
particular profession? 6. How many areas of professionalism does C. E. Van Zandt
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indicate? 7. What can you say about these areas of professionalism? 8. Why does a
professional have personal responsibility in conducting professional duties? 9. What
does public relations need in order to continue its development towards a profession?
10. Why must communicators align their development with academic learning?
11. Are employers seeking candidates depending on the job? 12. What can you say
about the candidates? 13. Can specialist positions be open to external candidates?

IV. Fill in the gaps with the words and expressions from the text.

1. Higher levels of education lead to more sophisticated (accountability—
oriented) ..... , which in turn lead to more professionalism. 2. Professionalism is an
attitude that motivates individuals ..... to the image and ideals of their particular
profession. 3. ..... may be a maturing professional discipline. 4. Media and
technologies may change but ..... is one of the best ways to future proof your career.
5. The jobs will be open to a wide pool of candidates, which will ..... the type of
position being offered. 6. Jobs for generalists are usually open to people who have
..... In public relations, communications, journalism, administration or a related field.

V. Outline the main ideas of Text 2 and write a summary.

VOCABULARY AND GRAMMAR EXERCISES

I. Complete the sentences with the words from the box.

valued  successful solve  component vacant some  bachelor's

1. This graduate knows how to be successful in life and is able to use his
knowledge in a creative manner to ...... specific problems. 2. Many unemployed
professionals in public relations and communications are available to fill the .....
positions. 3. One of the primary reasons for PR’s lack of professionalism is the
assertion that social responsibility is not .... among PR practitioners. 4. To work in
this occupation, candidates must usually have a ..... degree in public relations,
communications, journalism, administration or a related field. 5. That strategy will be
supported and, to ..... extent, delivered through effective internal communications. 6.
Creativity 1s a very special ability mostly of a..... person. 7. Professional
organizations are an integral ..... to raise the level of professionalism among the
industry.

I1. Ask all types of questions to the following sentence:

It has often been questioned by society on whether public relations is a
profession.

1. Define the functions of the Infinitive in the following sentence:

To exemplify professionalism an individual must first be a professional because
professionalism is an attitude that motivates individuals to be attentive to the image
and ideals of their particular profession.
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SPEAKING:

L. Discuss the following question. Use the topical vocabulary.

Have you ever noticed that the presence of other successful people encouraged
you to peak performance, whereas working with negative and pessimistic people
were not really beneficial at all?

I1. Discuss the arguments for the following problem. Make use of the vocabulary
of the topic.

Media and technologies may change but a solid grounding in theory is one of
the best ways to future proof your career.
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SUPPLEMENTARY READING

Text 1. What is PR (Public Relations)?

I. Read the text and outline its main ideas.

How do you define PR? What do you believe its purpose is?

PR deserves a somewhat long definition as it encompasses so much of what a
business does in regards to the public. The definition has definitely changed in the
past 10 years and entails much more of a connection between the public and the
company. In the past, PR was about talking to the media, getting press clippings, and
sending our press releases that no one but the media saw. Today, PR is much more
like marketing, and that can be attributed to the changes the Internet has created for
business worldwide.

Marketing entails, well, marketing, or your company. PR is about getting others
to talk about your company. But, when you can submit your press release and post to
your blog directly without having to contact the media, how to define that? It’s a line
that is becoming more and more blurred. Some would call that marketing, others
would call it PR since it involves press releases. A blog is a social media tool, which
again, some people would consider to be a marketing venture and others, PR.

To avoid picking sides, I'll say that it is all a part of PR. You are putting yourself
out to the online world and connecting with your buyers, making “Public Relations”
public again. Your blog and other social media tools help to craft your image online;
they also help to make it easier for others to talk about you online and to share your
content.

The only real way to define PR is to define advertising, which is the actual
purchasing of space online, space in publications, etc. PR involves getting that space
for free.

If someone came to you and said, "I want to do PR for a career" what are some
characteristics you would tell them are necessary? Why?

Excellent writing skills. (Or at least a network of great writes that can help you
learn to write, edit your work in the beginning, and assist you in your career journey.)
Writing is such a large component of PR; a press release, a blog post, a speech, these
are all writing based. Everything one does in PR involves writing, so the PR
professional must be very good at this task. The reputation and brand of the company
or client the PR professional represents depends on this writing being good.

Personable. You need to connect with the public, media, and your buyers.

Attentive. To detail, emotions, and one’s overall surroundings.

Understanding. This goes hand in hand with the above; don’t push a customer,
understand their needs and needs of the media when you are talking to them, and be
understanding of the way the company you work for or represents affects the
community at large.

Common sense. This is necessary in all aspects of business, but even more so in
PR. The PR professional is the face of the company, or in other cases the “behind—the
— scenes” worker helping to mold the face of the company to prepare for a speech,
press conference, interview, etc. PR professionals need to watch what they say and
how they say, and know that all eyes are on them and the executives they help.
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Do you see any similarities between the PR and journalism fields? If not, what
do you see as the main differences?

Yes; they both involve a great amount of writing. The main difference:
journalists are writing on companies whereas PR 1s getting those journalists to write
about their company/client.

How would you respond to people who say that PR has an agenda involved?

PR is agenda orientated, at least it should be; why would a company create a PR
plan without an agenda? That's philanthropy. PR is meant to advance a company and
connect with the public, which is a pretty good agenda to me. It being controversial is
a bit silly, as most companies do it for the recognition. Where companies can
differentiate themselves is by doing things to create PR without the intent of creating
PR. That’s a fine line, too, though.

While there ought to be other reasons to partake in PR than profits or sales, that
is the overall end results companies are looking for when they embark on any PR
campaign or venture.

What measures (if any) do you use to determine whether a PR campaign is
successful?

I’ll answer this with a blog post I did not too long ago that can be applied to
evaluating the ROI on any PR activity.

Google Analytics. This free tool can help you track traffic, traffic sources, and
keyword statistics. This is crucial to your understanding of what is and what is not
working online. You can determine if your efforts are paying off by seeing if your
press releases, networking with other bloggers and getting them to link to your site,
and participating on Twitter and Facebook are bringing traffic to your blog or
website. Though this is the most frequently used tactic to measure the ROI of social
networking efforts, there are other methods.

Measuring traffic is an important way to measure ROI, but another method not
used as frequently is to measure "soft metrics" that includes participation on your
blog or forum, engagement with your online profiles/ social networking sites, and
WOM (word of mouth). This is part of an active PR plan that monitors your online
brand.

Try searching for your blog, website, or company in Google. How are you
faring? Having great content that changes and is linked to by other sites can increase
your search engine rankings, which can result in more traffic. If they are not ranking
highly, give it some time; seeing results and being able to determine any ROI takes
patience. The Internet, though instantaneous in many ways, has a bit of a delay when
it comes to seeing your page rank (from Google), Alexa rating, and search result
appearances. Know that creating great content and utilizing the right tools is the best
way to ensure your website's success.

Conduct research and simply ask your customers what they think. This can help
you to really pinpoint what your customers are feeling and what areas you can
improve upon.

Lastly, and perhaps in a more trivial manner, measure your followers on Twitter,
Facebook, and now foursquare; for a brick and mortar company, foursquare can be a
great way to measure your ROI and PR effectiveness.
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What are advantages of working in the PR field today?

The Internet makes PR a more accessible field to work in, meaning that more
and more people can learn and work their way up that learning curve to advance their
experience and knowledge. In the past, you had to work hard to foster relationships
with just the media; now, you are working to foster relationships with the media, your
buyers directly, and others in your industry to help advance your PR efforts.

What are some disadvantages or challenges of working in the field?

Along the same lines, there is now more to do as a PR professional; there are
more places where that PR person needs to be spending their time because the
Internet has opened new avenues and opportunities for PR to be done internally, by
the company, and without the help of media. That isn’t to say that media is
unimportant, however; they are. There’s still a lot of value to having something like
an article in the New York Times or the Wall Street Journal.

Where do you see the field of PR going in the future? How do you think it will
change or stay the same?

I’m not really sure; I think marketing and PR will continue to merge, and more
and more companies are going to jump on the PR and social media bandwagons
because it is so easy to implement. That ease doesn’t solidify their ability to maintain
it, as we’ve seen in blogging and other social media platforms, but getting things
started is easier than ever because you don’t need a PR boutique/firm to do it for you;
you can bypass the media, connecting with your buyers directly.

Moreover, you can have a two-way conversation with your buyers, which is
something new and very valuable. I’m sure there are many changes coming, and the
younger generations are going to help shape that for sure. Preferences are changing
and so are peoples’ views of the world; this will definitely help to shape the way PR
is done.

Text 2. What Does PR Stand For?

I. Read the text and comment.

PR does indeed stand for Public Relations. (Others may say it stands for "Press
Release", or "Puerto Rico", but that just complicates things.) For the purposes of this
blog, PR will stand for "Public Relations".

"PR" can stand for more than just the two-word phrase of "Public Relations". It
can stand for the preservation of a brand, public image, or company name. It can also
stand for the work a company does for the community, or the work it does for itself.
It can represent the flow of information from a company to the public, employees,
and the media.

Companies seem to give "PR" their own definition, often times doing things
improperly or ineffectively. For example, spamming journalists with press releases
without first determining if the journalist would benefit from the press release or even
find any interest in it. Another way a company can do things improperly is by
underestimating the power of PR. Public Relations can be a more effective, both in
costs and outcomes, than advertising ever had the potential to be.

For instance, public relations can create interaction, conversations, and
collaboration between companies and their consumers. Opposed to advertising, which
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is a scream for viewers' attention, public relations can get a company more involved
and make a two-way line of communication between companies and consumers. As
such, consumer confidence, trust, and understanding of a company may increase,
encouraging them to close the sale. Furthermore, companies can get publicity from
sources other than the media (which include reporters, news shows, etc.). The
Internet has made it possible to share content with consumers directly, rather than
going through a media vehicle.

So while PR may not be understood, and marketing/ advertising thought to be
the only way to get sales, consumers, or any sort of reach, it is a great resource for
exposure. Utilize all the tools that PR has to offer, and try not to underestimate its
power; it can do wonders for a company.

Text 3. What is the role of PR?

I. Read the text and ask problem questions.

Public Relations has many roles within a business, but the most important may
be that it serves as an outlet and tool for shaping an image, whether it be for a
company or an individual. The most important thing to remember about public
relations is that it is not advertising. Though PR may have a similar outcome or
influence on the company as advertising, PR is less biased and self-serving. It is
information based, stating facts like a new product release, a recall has been put into
effect, or that a new CEO has been brought into the company.

There are many benefits that an effective public relations plan can bring to a
company, and while reading a book on public relations titled "Strategic Public
Relations: 10 Principles to Harness the Power of PR", I came across a wonderful list
of things that PR can do. Though some of these are ideas learned from other books,
classes, and research, this list is compiled well and encompasses a lot of the key
things that should be stressed when telling the benefits of PR.

Things PR can do for your company, firm, or self include the ability to:
Grow Your Brand
Heighten Demand of Your Product or Service
Expand Your Customer Pool
Establish Trust for the Company and its Products
Form a Position of Leadership for the Company
Change the Way Your Product is Perceived
Generate Awareness for Your Products or Services
Improve Employee Moral and Draw Top Quality Talent to Your
Company
¢ Enhance the Perceived Value of Your Company
e Make Socially Responsible a Key Characteristic of Your Company

Though most of the terms are self-explanatory, the only one that may have a
need for further explanation might be the fourth term, "Form a Position of Leadership
for the Company". I think this is an important benefit and aspect of what PR can do
for a company, and maybe one that seems a little out of reach for most companies.
This is simply the idea that PR can help to push your company into the front position
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of your industry. An example the authors used was Starbucks, who spent less than 10
million dollars in advertising in their first 10 years of business, and with a powerful
PR People tend to trust public relations more than advertising. Advertising seems
more scripted (pun intended), which it often is. Public relations feels more credible;
much of what comes from public relations comes from an external source, outside of
the company itself. It also seems to be more effective than advertising, and perhaps
largely due to the aforementioned characteristic. Advertising comes from the
company and is used entirely to further business.

Public relations can also help create relationships between the community and
your company, including the government, schools, and other non-profit
organizations. It can also help you become more aware (or maybe just more
informed) of your surroundings due to constant studying of the market required to
tailor things such as press releases or press campaigns for the right audience.

Though perceived as an alternative to advertising, public relations really ought to
be considered more important to a firm and its success. From the benefits listed
above, public relations might need a larger role in the business.

Text 4. Societal functions of Public Relations

L. Study the following information and ask all possible questions.

Public Relations has two main societal functions: Social Responsibility and
Community Relations. Social Responsibility consists of the actions of companies
doing good for the community based on a responsibility to the people, animals, and
resources that make up that community. This includes the company being involved in
the community, helping the environment, and creating good will for the company.

Community Relations is keeping society up-to-date with its community. Society
is comprised of companies and organizations, and from the outside they show (on a
macro level, and as a sort of sample) what some of our most influential and powerful
people are up to. So in a sense, public relations is also shaped by society, as the
people behind the PR are influenced by the society around them.

Furthermore, it could be said that Public Relations serves as an example, both
good and bad, and helps society to shape and define these terms (good and bad),
functioning as a sort of reference of morality. With so many examples of morality (or
the lack thereof) readily and easily available, the public is undoubtedly influenced by
the actions of corporations, large or small. When companies emerge and their story is
broadcast around the world, people have to wonder what sort of morals are being
followed and what sort of a law of ethics is present.

In contrast to Enron and individuals such as Bernake, public relations can also
show the good that companies and the people in them can do for others, the planet,
the environment, or just for the greater good of humanity. Since PR is an unbiased
news resource as to what the company is up to, the public is given a great glimpse as
to what is actually taking place. Advertising, on the other hand, shows what the
company wants us to think, know, and believe.

While Public Relations serves society as a resources for consumers, it can also
be a source of good for the community and other companies.
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Text 5. 10 Public Relations Career Tips: How to Get an Internship

I. Retell and discuss the following text.

Getting an internship can be an important part of any career’s beginning. It is a
way to show future and prospective employers that you’re dedicated to working and
dedicated to the industry you are interested in working in, and it can show that you
are able to balance school, life, and work together well. An internship can be a great
introduction to the business world and a great place to meet mentors. (I personally
have met two wonderful mentors through internships who have in turn developed into
friends that I can turn to for help on matters personal and professional.) You will also
gain invaluable experience as a student where you can make mistakes and perhaps
even learn from others’ mistakes.

There are a few ways to get yourself prepared and tips to finding an internship
that is a fit for you and one that you are fit for. Some can include the following:

¢ Create a personal marketing plan. This should involve some things that go into
a normal business plan, like your own S.W.O.T. analysis where you can analyze your
internal and external strengths and weaknesses. Here, you can set a budget for your
job searches, really define what you want to do with your degree or for your career,
and how to get there. This is a great place to set goals and map steps to achieving
those goals.

¢ Get business cards. These are great tools to use at networking events and job
fairs, and they serve as a quicker, smaller version of your resume so that people can
get in touch with you. (Carry your resume with you at these networking events too,
but know that business cards are an effective way to get your name and contact
information in the hands of professionals.) Print you business cards on a paper or
matte material so that the professionals you meet can take notes on your card once
they’ve met you; this can help them to remember you and the conversation you had.

¢ Create your social media profiles. In particular, create a LinkedIn account. This
is a way for employers to see your history, your connections, and places you’re
involved online. Remember that it is a representation of yourself online so keep it
professional. LinkedIn takes minutes to create, and you can even upload your resume,
saving you lots of time in the profile-creating process. Use this as a tool to get
connected and stay connected with people you may meet at networking events, in
classes, or through other connections. Join groups there, too, to get connected to other
professionals using LinkedIn. (For PR students and those looking to intern in the PR
industry, there’s even a PR Intern group.) Even if you do not advertise your Facebook
or MySpace accounts, know that you can be evaluated there too, so use professional
images, copy, and content.

e Attend networking events. These can be through school fraternities or groups
or though larger organizations like the PRSA (Public Relations Society of America)
or the AMA (American Marketing Association). For students, prices are lowered to
ensure that you can attend, so take advantage of these associations and their events!
They are put on to help you as new entrants in the industry and to help companies
fuel their companies with new perspectives. Be sure to keep in touch with the people
you meet there, as you may have made a good impression.
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¢ Go to career fairs. Even early in your college years, go to these fairs (which are
usually cheap to attend) and see what sort of businesses attend and to see if a
graduate school is for you. This is great practice for speaking with professionals,
getting your information out there, and for finding internships that may be of interest
to you.

e Practice, practice, practice. Though this has probably been engrained in every
graduate's mind, there is a lot to be said for someone who practices. Preparing and
running through questions you may be asked in an interview can create a great
advantage over others looking for internships or jobs. Practice may not make perfect,
but it can surely improve your answers, speech, and comfort level in the interview.
Go to your career center on campus (if you are still in school) and look at their list of
commonly asked interview questions, sign-up for a mock interview, and ask them for
pointers.

¢ Dress the part. Even if you are interviewing over the phone, dressing well can
make you feel more professional and get you in 'work mode'. Working from home
can be dangerous if you are not in the right mind set, too, so go about your days
normally as if you were going in to a business to interview or work. This will help
motivate you to be more productive. Remember to dress well (business casual) for an
interview, at career fairs, and at networking events. You are allowed to ask the
representative from the company you are communicating with what the office attire
or dress code is; this will show that you are a forward thinker, and that you are
preparing yourself. Though appearances are not the end-all, be-all of you success as
an employee, it is easier to see your work and your personality when not distracted by
worn or overly casual clothing.

e Revamp your resume and write a cover letter. Though cover letters may not
even be read, they are a great tool to reiterate your interest in the position, company,
and career. It is also an opportunity to take what your resume says and make it
relevant to the advertised position. Take the time to figure out whom to send the
resume and cover letter to, as this can show your attention to detail and your ability to
do some light homework.

e Act professionally. Some personalities are a better fit with others, and while
you cannot control how your personality is received by people you can act
professionally and respectfully to ensure that you put your best foot forward. First
impressions are often times difficult to overcome, and with people interviewing
dozens (if not more) of candidates, it is vital to your success that you act like a
mature professional, even after you get the internship.

¢ Do your research. And then do some more. Internships and jobs don’t usually
come out of nowhere, and more often than not they are a result of your networking
efforts and the connections you’ve made. Keep your eyes on job boards at school,
LinkedIn, and even CraigsList. Apply to those that you find interesting and
personalize your cover letters.

Remember that it will take time to find an internship that suits you, but know
that your investments in time, your appearance, and your efforts will undoubtedly
help you to find one.
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Text 6. What do public relations professionals do?

I. Learn the material about public relations professionals.

Though the job tasks will vary within each public relations profession there are a
few things that each professional in the public relations industry can and might be
asked to do.

First, the role of the PR professional is to be the spokesperson and advocate for
the brand, product, company, or firm, and ultimately help to keep an image that is
favorable. They are the contact and relationship holder for the public, as the title
suggests. Keeping a favorable image does not, however, entail being dishonest or
deceitful about the firm or company being represented. This position requires honesty,
commitment, and integrity.

Some tasks that a public relations specialist may have to carry out include the
writing of press releases, web content, and interview scripts (which could, for
example, be used in light of a new product release so that not too much is revealed or
that the correct information is reported, etc.). It may also include being interviewed
themselves by the media or other companies. Additionally, the PR specialist relays
the benefits of public relations to the rest of the company and it's key stakeholders.
Without this sort of advocate for public relations, PR may not be viewed as an
equally important company mix as advertising is, when in reality it is of the same if
not of more importance than advertising, and can cost dramatically less. On top of
that, they keep the rest of the company involved and up-to-date with the company's
news, as well as what can be said if they are asked about a new product or rumor.

Furthermore, the public relations specialist will need to make constant
correspondence with the media, including journalists, reporters, writers of blogs or
websites, and people who manage podcasts or videocasts. This requires great
communication and a very personable individual. It also requires patience, the ability
to learn and listen, as well as common sense and conscientiousness.

Text 7. Some Typical PR Jobs

L.. Learn to speak about PR jobs

Although the PR industry has a lot to offer in jobs and careers, this article will
address a few typical jobs that can be found within the industry.

Public Relations Specialist: This position usually requires a 4 year degree,
preferably a BBA or BBS degree in an area dealing with Marketing,
Communications, Journalism, and behavioral sciences, or field closely related.
Excellent writing skills are required, as well as a range of 0-4 years of experience,
depending upon the hiring company. The position calls for an individual who will be
able to effectively incorporate marketing and public relations to better handle
marketing and PR campaigns and advertising. In order to promote the company
favorably and to create an ideal company image, the PR Specialist will do a variety of
tasks, from compiling publications and other works to generating and retaining
relationships with customers, media outlets, and retailers.

Public Relations Manager: This position also requires a BA degree, also
preferably in Communications, Journalism, or Public Relations. Excellent writing
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skills are also required, as well as the ability to meet deadlines and work under stress.
(As i1s required in many, many jobs.) 3-5 years experience is also required. The main
tasks this job entails monitoring press coverage, developing and managing
relationships, and working towards increasing visibility of company brand.

Public Relations Supervisor: This position too looks for a BA or BS degree or
equivalent in Journalism, Marketing, or Public Relations. 4+ years of experience are
typically required, as well as some industry experience. Writing and communication
skills must be exceptional, and one must be driven and hard working. Some of the
job's tasks include overseeing, coaching, and mentoring junior-level team members,
providing client feedback to team members, analyzing results and reports to evaluate
program effectiveness, and assisting in the preparation of client billing and
overseeing administration and budget. Tasks also include gaining outside exposure,
enhancing company credibility and visibility through print and other forms of media,
as well as implementing other public relations strategies. This job requires that you
work well with others and under pressure.

Text 8. 10 Steps to Creating a Successful Public Relations Plan

L. Study the following information and discuss the problems mentioned in it.

Creating a public relations plan takes time, knowledge, and understanding of
your company or client needs and wants. Here are some steps to ensure you capture
those wants and needs in the plan creation process and that you create a plan that is
relevant and useful to your company or client.

Know your company’s or client’s current situation. This is essential to knowing
where the company now stands, where the company is able to go, what the company's
market/industry looks like, and what direction the company is headed. This helps to
put things in perspective.

Know your resources. This can be a part of the first step, as it is a part of the
situational analysis needed to understand where your company or client currently
stands. This can help you better build your tactics and strategies while considering
the budget, time, and other resource limitations the company or client may have.

Know your objectives and goals. Also essential to the PR plan having success,
you must know where the company hopes to go. Like driving with no directions, a
PR plan with no goals or objectives is an aimless action with no knowledge of what
could come, or even what results are desired. Be sure that the PR plan's objectives are
in line with the rest of the company's overall objectives, and ensure that they are clear
to all involved.

Know and define your target audience(s). This means that you've defined your
target buyer audiences and target media audiences. Each audience will need a
different message and a different approach. Knowing these audiences will help you to
frame your strategies and tactics so that you can effectively reach the people you
hope to reach.

List messages and strategies you will use to reach the target audiences you
defined. These should be in line with the goals and objectives listed earlier; if they are
not, the plan is already off to a somewhat bad start. Know that your strategies and
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happening that needs to be addressed.

Define the tactics you will use to make the strategies you've listed a reality.
These tactics will take the messages and strategies listed and make them happen. If,
for example, a strategy is to enhance a company's brand awareness, tactics could
include community outreach, social media use, press conferences, etc. There first
needs to be a strategy defined before tactics can be addressed and assigned to a
message.

Create a time-line for implementation. This needs to be realistic but also
challenging. Remember that there should be no lapses in the PR plan where press
releases are being sent out, events are taking place, or media are being engaged.

There needs to be constant reminder to the public that the company is alive and
well, and that can be done with constant information being sent out.

Delegate obligations and responsibilities to your team or your client’s team to
ensure all parts of the PR plan are completed. This helps to ensure that everyone is
on board and that everyone knows their own responsibilities and duties. This is
crucial to seeing the PR plan come to fruition. This step should be done with
everyone involved so that no one feels over-burdened, left out, or given too much
responsibility. This can also help to give everyone the feeling of responsibility since
the plan was created with everyone together and not just one person’s say.

Create measurements of results/ success. To know if your plan is effective,
create measurements and benchmarks for the tactics you implement. This is a place
for the PR team to gauge the success of the plan and to see if goals were realistic.
Creating measurements can also help to show what could have been done with the
expertise and estimations of a PR firm or team.

Review the plan after implementation and conclusion of the plan. This is the
time when all who helped to create and carry-out the plan can come together and
share their thoughts on what went well, what didn’t go so well, and what could be
done differently in the future. This needs to be done to ensure that future plans have a
chance of being successful. This step can help to encourage group members to
continue working for the company’s success by giving everyone a chance to talk and
contribute to the next planning.

The key to remember when creating a PR plan is that all plans are going to be
unique and different for each company, and even within the same company, they will
be different for each plan objective/goal. Do your homework before creating a plan,
and be sure that you work closely with the company or client to make the plan a
success.

Text 9. How To Do a Webinar
L. Share your opinions of different kinds of seminars. Make use of the following
text.
The term "webinar" is somewhat self-explanatory: a web-based seminar. (Like
"blog", "web log".) Despite their somewhat easy to decode name, webinars are a little
more difficult to understand and master.
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Don't get me wrong though; webinars are great tools for many reasons. Similar
to podcasts, a webinar feels a little more personal and can really get viewers involved
in a dialogue with the webinar providers or with others who watched the webinar.
The ability to interact back and forth is the real value of a webinar, whereas videos,
webcasts, and podcasts are one way transfers of information. Even though webinars
have this ability to be interactive, most times they are still one-way conversations.

Usually a webinar is comprised of some sort of workshop or lecture that is (at
times) useful to the viewers. (Sometimes, as with a lot of content found on the
Internet, webinars are completely useless.) To provide a useful webinar, think about
your target audience and what it is they are interested in. Are they interested in
learning how to write a press release, or how to avoid a public relations crisis? Share
that information with them, if you know it. This is a great way to get others to ask
questions, keeping the conversation alive and interesting.

Webinars involve some sort of audio, video, or presentation from PowerPoint or
other program, and is often used by companies to showcase the benefits of products
and the problems that product can solve. I think the most value from a webinar can be
the complete lack of advertising done therein. Rather than advertise a product, why
not offer some useful content, tips, and advice to participants/viewers? You are sure
to garner more followers, participants, and customers that way. Advertising will only
work so well, and since we (consumers) are inundated with advertising day in and
day out, we may not be prone to participate in a webinar about a product. Instead,
offer a webinar on how to capture audiences and you may reach a wider array of
customers (so long as your product is somewhat related).

Try to offer something valuable for free. This is a great way to instill trust, and
shows customers that you are not simply there for their business. A webinar can be a
great place to share information, tutorials, and create an interactive place for people.
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GRAMMAR REFERENCES
ENGLISH TENSES (ACTIVE VOICE)

when he comes

INDEFINITE CONTINUOUS PERFECT PERFECT
CONTINUOUS
verb be + -ing have + III form have been + -ing
I/'You/we/they ask am have have
He/she/it asks is asking asked been asking
are has has
*Repeated,
customary action. * Action (process) *Completed action * Action (process)
E going on at the present | connected with the which began in the past
B | usually/generally moment. present; result. and is still going on
§ always/never now.
& | often/seldom now, at present, already/yet for a month
sometimes at the moment ever/never a long time
lately/recently since 5 o’clock
*Fact this week/today how long
*Future action (to a *Future action planned | by now since when
timetable, schedule) | before
asked was had asked had been asking
took asking
were
*Action (succession | *Action (process) * Action completed * Action (process)
of actions) in the taking place at a given | before a certain which began before a
past. moment in the past. moment in the past definite moment in the
= past and was still going
% at the moment.
B | yesterday at 5 yesterday by 5 o’clock yesterday | He had been working
last week from 5 to 6 yesterday before he came for 2 hours, when my
3 days ago for 3 days last week by the end of last year | brother came.
all day long
the whole day *At sequence of
when he came tenses.
will ask will be asking will have asked will have been asking
*Future action. * Action (process) * Action completed * Action (process)
taking place at a given | before a definite which will begin before
- moment in the future. | moment in the future. | a definite moment in
& the future and will be
E going on at that
E tomorrow at 5 tomorrow by 5 o’clock tomorrow | moment.
next week from 5 to 6 tomorrow | when he comes When you come, I’ll
in 3 days for 3 days next week by next summer have been working for
in 2037 all day long tomorrow 2 hours.
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ENGLISH TENSES (PASSIVE VOICE)

INDEFINITE

CONTINUOUS

PERFECT

to be + I1I form

to be being + I1I form

to have been + III form

E *Customary action * Action (process) taking place | *Completed action connected
= at a given moment in the past. | with the present.
A | He is answered the The cake is being cooked now. | The work has been done today.
questions every day.
* Action (succession of * Action (process) taking * Action completed before a
actions) in the past. place at a given moment in the | certain moment in the past
past.
5'; He was answered the The cake was being cooked He said his car had been
E questions yesterday. the whole evening. bought yesterday.
They were taken home The work had been done by 5
yesterday. pm yesterday.
*Future action
* Action completed before a
§ definite moment in the future.
=
E 1 will be taken there The work will have been done
= | fomorrow. by 5 pm tomorrow.
[
<
&« | He said that I would be He said that the work would
é’ taken there the next day. have been done by 5 pm the
& next day.
=)
o
=)
=
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HUMA YUCITUTEJIPHOE (THE NUMERAL).
O0pa3oBaHue KOJTUYECTBEHHBIX U MOPSAKOBBIX YHCIUTEIbHbBIX
B aHrimiickoM si3bIKe, TaK K€ KaK M B PyCCKOM YHCIHUTEIbHBIC JEIATCS Ha KO-
audecTBeHHbIe yucauTeabHble (Cardinal Numerals) U mopsakoBble YHCIUTEIbHbBIC

(Ordinal Numerals).
KosnyecTBeHHbIE IlopsinkoBbIe
1 one first
2 [two second
3 lthree third
4 four fourth
5 five fifth
6 SIX sixth
7 seven seventh
8 eight eighth
9 Inine ninth
10 ten tenth
11 eleven eleventh
12 [twelve twelfth
13 [thirteen thirteenth
14 fourteen fourteenth
15 fifteen fifteenth
16 sixteen sixteenth
17 seventeen seventeenth
18 eighteen eighteenth
19 Inineteen nineteenth
20 [twenty twentieth
21 [twenty-one twenty-first
22 |twenty-two twenty-second
30 [thirty thirtieth
40 forty fortieth
50 fifty fiftieth
60 Sixty sixtieth
70 seventy seventieth
80 eighty eightieth
90 Ininety ninetieth
100 a (one) hundred a (one) hundredth
101 a (one) hundred and one a (one) hundred and first
102 a (one) hundred and two a (one) hundred and second
200 ltwo hundred two hundredth
253 two hundred and fifty-three two hundred and fifty-third
1,000 a (one) thousand a (one) thousandth
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1,001 a (one) thousand and one a (one) thousand and first

2,250 two thousand two hundred and fifty [two thousand two hundred and|
fiftieth

3,000 three thousand {three thousandth

100,000 Ja (one) hundred thousand a (one) hundred thousandth

1,000,000ja (one) million a (one) millionth

2,000,000jtwo million {two millionth

OO0pa3oBanue KOJMYECTBEHHBIX YHCINTETbHBIX:

1. KonmuuectBeHHble yucauTenbHbie OT 13 10 19 BKIOUMUTENBHO OOpa3yroTCs
npubasienueM cyddukca -teen K COOTBETCTBYIOLIUM Ha3BaHUSIM €AUHUI] IIEPBOIO
NecATKa: four- fourteen, seven-seventeen.

IIpumeuanue. YucnurenbHeie ¢ cyhdukcom -teen HMEIOT JBa yAapeHHs
(‘four'teen, 'fifteen u T. 11.), npuuéM yaapeHUe Ha MOCIEIHEM CJIOTE CUJIbHEE, YeM Ha
nepBoM. Korja 3Tu uncnureabHbie yIoTpeOIsIoTCs ¢ CYIIECTBUTENbHBIMU, YIAPEHUE
MajacT Ha TMEPBBIN CJIOT, a BTOPOW CIIOT CTAaHOBUTCA HEYIApHBIM: fourteen 'pens,
'fifteen 'pencils.

2. Ha3BaHus KOJMUYECTBEHHBIX YMCIUTEILHBIX, 0003HAYAIONINX JCCATKH, 00pazy-
10TCsI J00aBNeHneM cypdukca -ty K Ha3BaHUAM €IUHHULL SiX-SiXty, seven-seventy.

Hexotopeie uncnuTenbHbple 00pa3yrOTCS CO CIEAYIONUMU OTKIOHEHUSMU OT
oO1ero nmpaBuia:

two-twelve-twenty three-thirteen-thirty
five—fifteen—fifty eight—eighteen—eighty

YucnurensHoe forty otnuyaercst B Hanucanuu oT four, fourteen.

3. JlecsaTku ¢ eqMHUIIAMH 00Pa3yIOTCs TAKUM K€ CIIOCOOOM, KaK U B PYCCKOM SI3bIKE:

22 twenty-two; 48 forty-eight

4. [Ipn 0003HaYEHUH KOJIUYECTBEHHBIX YUCIUTEIBHBIX Pa3psi/ibl MHOTO3HAYHBIX
yucen pazaensitores 3amstoi: 7,000 5,550,000.

5. Mexy coTHAMH (WU THICSYaMH W MIJUTMOHAMHM) CICTYIOIIMMHU 32 HAMH Jie-
caTKamu (WU €MHHIIAMH, €CJTA HET JIECATKOB) B JTIOOOM pa3psiie BCEraa CTaBUTCS CO-
103 and:

246 two hundred and forty-six 206 two hundred and six
5,050 five thousand and fifty 5,005 five thousand and five
3,525,250 three million five hundred and twenty-five thousand two hundred and

fifty

6. Uucnurensusie 1005 1,000; 1,000,000 yrioTpeOistoT ¢ HEONPEAEICHHBIM ap-
TUKJIEM A UJTU C YUCITUTEIbHBIM ONe

100 a hundred \ one hundred

1,002 a thousand and two \one thousand and two

7. Hucnurensubie hundred, thousand, million He MpUHUMAIOT OKOHYAHUS -S BO
MHO>KECTBEHHOM YHCJIE:

three hundred

four thousand

five million
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3,005,240 three million five thousand two hundred and forty

IIpumeyanue. YucnurenbHeie hundred, thousand u million nepexoasT B pas-
pSAI CYUIECTBUTEIBHBIX M MPUHUMAIOT OKOHYAHHUE €CJIM OHHU YIOTPEOJSIOTCS st
0003HaUEHUS HEONPENEIEHHOTO KOJIMYECTBa COTEH, ThICAY WJIM MUJUIMOHOB. B aTOM
ClIy4ae 3a HUMU CJIeAyeT CYIIECTBUTENbHOE C npeorom of.

Thousands of workers were streaming out of the plants. -- Toicauu pabouux no-
MOKAMU 8bIXOOUNU U3 3A80008.

8. CymectBuTenpbHOE, KOTOPOE CIEAYET 3a YUCIUTEIBHBIM YIOTpeOsercs 0e3
MPEJIOTa U COOTBETCTBYET B PYCCKOM SI3BIKE CYIIECTBUTEIHLHOMY B POIUTEIHHOM
najiexe:

three thousand books — Tpu TeICSIUM KHHAT

ten students — 1ecsaTh CTyIEHTOB

Oopa3zoBaHue MOPAAKOBBIX YHCJIUTEIbHbIX:

I. TTopsiakoBbIe YKCIUTENIbHBIE 00pa3yroTes MpudaBieHneM cyddukca -th k xo-
JMYECTBEHHBIM YHUCITUTEIbHBIM:

four—fourth thirteen —thirteenth seven—seventh fifteen—{fifteenth

OOpazoBaHue Tpex MEPBBIX YUCIUTEIBHBIX COCTABIISIET MCKIOYEHUE U3 HTOTO
npaBuia:

one —first two —second three—third

[Ipu ob6pa3zoBanuu mopsAAKOBeIX uucnuTenbHbIX fifth nameni u twelfth dgena-
Ooyamoiii OyKBa V B Ha3BAHUSAX KOJWYECTBEHHBIX YHCIUTEIbHBIX (five, twelve) mens-
ercst Ha f u omyckaeTcst OykBa €; B UMCIUTENIbHOM eight Bbimajaer OykBa t, a B 4nc-
JUTETHFHOM Nine onmyckaetcst OykBa €:

five -fifth twelve—twelfth eight —eighth nine —ninth

[Ipu oOpazoBaHMM MOPSIKOBBIX UYHUCIUTEIBHBIX, 0003HAYAIONINX JCCITKU, Ha-
yyHas ¢ 20, koHeuHast OykBa y MeHseTcs Ha i 1 jo0aiseTcs e nepen cydukcom -th
JUTst 0003HAYEHUS AOMOIHUTENBHOIO 3BYKa [1]:

twenty—twentieth thirty —thirtieth

2. Tlpu oOpa3oBaHUU COCTABHBIX MOPSIKOBBIX YHMCIUTEIBHBIX, COCTOSIIUX W3
JBYX WK 00Jiee Yucel, TOJIbKO MOCIeAHEE YUCIO MpruodperaetT GopMy MOpsAKOBOTO
YUCIUTENBHOTO, a MPEAIIESCTBYIONINE YUCIa BRIPAXKAIOTCS KOJIMYECTBEHHBIMU YU CIIH-
TEJIbHBIMU, TaK K€ KaK U B PYCCKOM SI3bIKE:

twenty-third —naBaauars tpetuii five hundred and eighty-seventh —nsiTecoT
BOCEMBJIECAT CEIbMOM.

HNMena cymiecTBUTEIbHBIC, ONPECISIEMbIC MTOPSIKOBEIM YUCIUTEIIBHBIM, yIIOT-
peOnSAI0TCS ¢ ONMpeAeIEHHBIM apTUKIEM. APTHKIIb COXPAHAETCS Mepel MOPSIKOBBIM
YUCIUTENbHBIM, €CIIU JaKe CYIIECTBUTEIBHOE HE BBIPAXEHO, a JIMIIO MOJpa3yMeBa-
eTcsl.

The first law of motion has the idea of motion and the idea of force. -- 1lepBbiii
3aKOH JIBMOKEHUS COJICPXKUT MOHATHUE JBUKEHUS U TTOHSATUE CUJIBL.

The second basket was the same size as the first. -- Bropas xop3uHa Obula Ta-
KOI'0 K€ pa3Mepa, Kak U repBasl.
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IIpumeyanue. YnorpeOaeHUEe HEONMPEIEICHHOTO apTUKIIA C MOPSIKOBBIM MMeE-
HEM YMCIUTEIbHBIM MPUAACT MOPSIAKOBOMY YHCIUTEILHOMY JTOMOJHUTEIHHOE 3HA-
YeHUE, COOTBETCTBYIOIIEE PYCCKOMY euje 0OUH.

Under certain circumstances, a second electron may enter the outer orbit --
[Ipu HEKOTOpBIX OOCTOSATEIHCTBAX BTOPOH (€Ille OJIMH) JIEKTPOH MOXKET BOMTH BO
BHEIIIHIOIO OPOUTY.

JAPOBHBIE U CMEIIIAHHBIE BEJIMUUHbI

[IpocThie npoOu BBIPAKAOTCS MOCPEACTBOM KOJIMYECTBEHHBIX YUCIUTENbHBIX B
YUCJIUTEJIE U TTOPAJKOBBIX B 3HAMEHATEJIE:

1/3 a (one) third

1/5 a (one) fifth

1/6 a (one) sixth

1/100 a (one) hundredth

JHpoGubie Benmwuunbl 1/2 u 1/4 mepemarorcsi ocoObiMu cioBamu: a (one) half
(1/2), a (one) quarter (1/4).

IIpumeuanune. Eciau umeHu cyuiecTBUTENbHOMY IpeamectByeT ciaoso half, To
apTUKJIb CTABUTCSA HEMOCPEJICTBEHHO NEPE CYIIECTBUTEIbHBIM:

half a kilometre nozxuromempa

half an hour noauaca

half the distance norosuna paccmosnus.

Ho:

a kilometre and a half noarmopa kuromempa

an hour and a half noxmopa uaca.

Ecnu B uncnuTene cTouT unciao 0ojiee eaUHUIIBI, TO K CIOBY, 0003HAYAIOMIEMY
3HAMEHATEJh, MPUOABIISICTCS OKOHYAHHE -S:

2/3 two thirds

4/9 four ninths

3/5 three fifths

9/10 nine tenths

CyuiecTBUTENBHOE, KOTOPOE ClEAyeT 3a JAPOOHBIM YHCIUTEIbHBIM, CTOUT B
€AMHCTBEHHOM YHCIIE:

5/8 inch -- 5/8 mroitma (uutaetcs: five eighths of an inch);

3/5 foot -- 3/5 pyra (uuraercs: three fifths of a foot).

CymiecTBUTENHHOE, KOTOPOE CJIETYET 32 CMEIIAHHBIM YHCIIOM, CTOUT BO MHOXeE-
CTBEHHOM YHCJIE:

2 1/4 metres 2 1/4 metpa (uutaercs: two and a quarter metres unu two metres
and a quarter).

JlecsaTuaHbIe APOOU OTACISIFOTCS OT IEJI0T0 YUCia TOYKOM, a HE 3aIsiTOM, KaK B
pycckowm si3bike: 1.34; 0.8 (unm .8).

JlecsiTuuHbIe TPOOU YUTAIOTCS CIEAYIOIIUM 00pa3oM:

0.8 unu .8 point eight (Touka Bocemb) miam nought point eight (Hoab TOYka BO-
ceMb) Ui o [ou] point eight (HOJIb TOUKa BOCEMB)

0.006 point nought nought six mwiau nought point two oes [ouz] six uiau o [ou]
point two oes six
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1.02 one point nought two unu one point o [ou] two

4.25 four point twenty-five unu four point two five

CyniecTBUTENBHOE, KOTOPOE CIEAYET 3a NEeCATUYHON IpoObI0, CTOUT B €IUHCT-
BEHHOM YHCJIE, €CJIM B IPOOHOM KOJIMYECTBE HET LEJBbIX €IUHUIl, 1 BO MHOKECTBEH-
HOM YHCJIe, €CJIU B IPOOHOM KOJIMYECTBE €CTh LIEJIbIe €IMHULIbI:

0.5 centimetre ynuTaercs: nought point five of a centimetre 5.2 centimetres yuTa-
etcs: five point two centimetres.

IIpumeuanue. [Ipu yTeHUHN AECATUYHBIX APOOEH MEXTy YUCIUTEIbHBIM, 000-
3HAYaIoUINM LI€JI0€ YHCII0, U CIIOBOM point JesiaeTcsi KOpoTKas maysa.

KOJIMYECTBEHHBIE u HOPAJKOBBIE YUCTIUTEJIBHBIE B JATAX

1. OObIYHO ATy YMTAKOT B BUJAE JBYX JABY3HAUHBIX YMCEJ, COOTBETCTBYIOIIMX
JBYM TIEpBBIM U JBYM mocienuum nudpam. Hampumep, "1855 roxn" mpousHocuTCS
Kak "eighteen fifty-five", a 1147 - xak "eleven forty-seven". Ecnu B nare ecth HyJH, TO
oHa mnpousHocurcs Tak: 1900- "niniteen hundred" (Bapuantel: "nineteen 00",
"nineteen zero-zero"); 1905 - "nineteen o (unu zero) five".

T.e., mpu YTECHUMN YETHIPEX3HAYHBIX YHCEI, 0003HAYAIONTNX TOJIbI, CHAYAJIA M-

TAOTCS JIBE MEePBbIe IU(PHI, a 3aTEM JIBE ITOCIICTHHE:

1992 - nineteen ninety — two 1853 - eighteen fifty — three

Hatel ¢ 2000 roga nmo 2010 yutaroTcss HEMHOTO MO-Apyromy (Hampumep: 2005 —
"two thousand (and) five"), a Hauunas ¢ 2011 — yxe "Kak moJjio)keHO", B BUJE JABYX
JBY3HA4YHBIX uucen (Hanpumep, 2013 — "twenty thirteen").

2000 — two thousand 2015 — twenty fifteen

2. Jlatel mumrytes Tak: 2nd Jan., unu Jan. 2nd., wim 2.1. - u yurtarmotcs: the
second of January unu January the second.

Yacto ykaspiBaeTcs Takke u rof. [Tumercsa: May 15th, 1943 unmu 15.5.43.

Uwuraercs: May the fifteenth nineteen forty - three.

B muchmax 0OBIMHO Ha3BaHMSI CICTYIOIINX MECSIIEB TUITYTCS COKPAIIEHHO:

January - Jan.

September - Sept.

February - Feb.

October - Oct.

March - Mar.

November - Nov.

April - Apr.

December - Dec.

August - Aug.

3. AMepuKaHIlbl UIIYT AAaThl 1O - ApyroMy. OHM BHayajie yKa3blBalOT MECSI, a
3aTeMm uncio: 15th of May - 5.15.

Tax, the fifteenth of May nineteen forty-three B aMepUKaHCKOM BapuaHTe OyaeT
5.15.43.

4. Korga HeoOxXomMMo yka3aTh B JlaTe JACHb HEAENIH, TO muieTcs Tak: Monday,
9th November.

Takum oOpa3zoM, 0OBIYHO 3aMMCHIBAETCS YMCIIO HAa KJIACCHOM JOCKE U B TETPAIH,
a untaercs Tak: Today is Monday, November the ninth (uiu the ninth of November.
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Infinitive

arise
awake
be

bear
beat
become
begin
bite
blow
break
bring
broadcast

build
burn
buy
catch
choose
come
cost
cut

do
draw

drink
drive
eat
fall
feel
flee

fight
find
fly
forbid
forget
forgive
freeze

get
give
go
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APPENDIX I
IRREGULAR VERBS

Past Indefinite = Past Participle
arose arisen
awoke / awaked awoke / awaked
was / were been
bore born(e)
beat beaten
became become
began begun
bit bitten
blew blown
broke broken
brought brought
broadcast broadcast
built built
burnt burnt
bought bought
caught caught
chose chosen
came come
cost cost
cut cut
did done
drew drawn
drank drunk
drove driven
ate eaten
fell fallen
felt felt
fled fled
fought fought
found found
flew flown
forbade forbidden
forgot forgotten
forgave forgiven
froze frozen
got got
gave given
went gone

Translation
BO3HUKATb, IOSBIIATHCS
OyAHTh; MPOCHIIATHCS
OBITH
HOCHUTH, BEBIHOCHUTH
OuTh
CTaHOBUTHCS
HAYUHATh, -CSI
KycaTh
IyTh
J0MaTh
MPUHOCHTH
nepeaaBaTh 1o Paguo
(TENeBUICHUIO)
CTPOUTH
TOpeTh, KEYb
MIOKYTIATh
JIOBUTH, CXBATHIBATh
BBIOUpATh
IPUXOIUTH
CTOWTH
pe3arthb
JenaTh
TalUTh; PUCOBATh; BbI-
BOJIUTH (3aKJIFOUCHUE)
MTUTH
THATh; BE3TH; €XaTh
€CThb (MPUHUMATH TTHIILY )
najath
qyBCTBOBATh
OekaTh, criacaTbCs Oer-
CTBOM
O0pOTHCS, CpakaThCs
HaXOJIUTh
JeTaTh
3anpeniaTh
3a0bIBaThH
MPOIIATh
3aMep3aTh, 3aMOPAKHU-
BaTh
MOJTy4aTh; CTAHOBUTHCS
JaBaTh
WITH, €XaTh



grow
hang
have
hear
hide
hit
hold
hurt
keep
know
lay
lead
learn
leave
lie
light
lose
make
meet
pay
put
read
ride
ring
rise

say
see
seek

sell
send
shine
show
shut
sit
sleep
speak
speed
stand
string
sweep
swim
take
teach

grew
hung
had
heard
hid

hit
held
hurt
kept
knew
laid
led
learnt / learned
left
lay

lit / lighted
lost
made
met
paid
put
read
rode
rang
rose
ran
said
saw
sought

sold
sent
shone
showed
shut
sat
slept
spoke
sped
stood
strung
swept
swam
took
taught

grown
hung

had

heard

hid / hidden
hit

held

hurt

kept
known
laid

led

learnt / learned
left

lain

lit / lighted
lost

made

met

paid

put

read
ridden
rung

risen

run

said

seen
sought

sold
sent
shone
shown
shut
sat
slept
spoken
sped
stood
strung
swept
swum
taken
taught

pacTu, BbIpalIuBaTh
BUCETh, BEIIATh
UMETh

CJIBITIIATH

psITaTh

yIapsTh; IOpaxkaThb
JepKaTh
HOBPEIUTH, YIINOAThH
Jep’KaTh, XPAHUTD
3HATh

KJIaCTh

BECTH

YUUTHCS
OCTaBIIAATh, Ye3’KaTh
JeXKaTh

32)KUTaTh, OCBEIAThH
TEPSIThH

JIeNIaTh; 3aCTaBISATh
BCTpEUaTh

TUTATUTh

KJIaCTh

YUTATh

€37UTh BEPXOM
3BOHUTH; 3BEHETh
MIOJTHUMATBCS
0exaTh

TOBOPHTH, CKa3aTh
BUJICTh

UCKaTh, pa3bICKUBATB;
cTaparbes
poaaBaTh
MIOCHUTATh

CHSITh, CBETHTD
MOKa3bIBaTh
3aKpbIBaTh

CUJIETD

cnaTh

TOBOPHTH

CHEIINUTh; YCKOPSATh
CTOATH
NIPUBSI3bIBATH
MECTH

TUTaBaTh

Opathb

00y4ath, yUUTh
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tell

think
throw
understand
wake

wear

win

write
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told

thought
threw
understood
woke / waked
wore

won

wrote

told

thought
thrown
understood
woken / waked
worn

won

written

pacckasbIBaTh
TyMaTh

Opocatb

IOHUMATh

OyAHTh; MPOCHIIATHCS
HOCHUTH

BBINTPHIBATH

M1caTh
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HasuansHe BunanHs

3aBaneBcbka OsneHa BacuiiBHa
BeperennikoBa Banentuna IlerpiBaa

PUBLIC RELATIONS

A COURSE of ENGLISH

AHIIINCHKOK MOBOKO

HaBuanbHuil mociOHMK 3 aHTMIHCHKOI MOBH JUISl CTYACHTIB 3a HampsiMoM "Pexiiama i1 3B'I3KH 3 T'po-
MajceKicTio". TlociOHMK CKIaIeHo BiAMOBIIHO IO MPOTpaMu Kypcy aHTIIMCHKOI MOBH AJS TyMaHITapHHX
CIIEIIaTFHOCTEH BUIIOT IITKOJIA, MICTUTh OPHTiHATIBHI TEKCTH, 3aII03WUYEH] 3 aHTJINCHKUX Ta aMEPHKAHCHKHUX
HAYKOBO-TIONYJIAPHUX 1 CYCHiIbHO-NOJITUYHUX BUJAHbB, SIKi CYIPOBOIKYIOTHCS JIEKCHYHUM Ta IPaMaTHYHUM
KOMEHTapsIMH, & TaKOXK BEJIMKOIO KUIBKICTIO BIIPaB IJIsi PO3BUTKY 3arajlHOTO BOJIOJIHHS aHTJIIHCHKOIO MO-
Bo10. OCHOBHA METa KHUTH — IMIATOTYBAaTH CTYACHTIB 10 YATAHHS CIIEIIaIbHOI JITEpaTypH Ta OOTOBOPEHHS
TEeM, TIOB'SI3aHUX 3 YUCICHHUMH IIPOOIEMaMu Cy4acHOTO CyCIIUIBCTBA, a TAKOXK PO3BUTOK HABUYOK YCHOTO Ta
MUCEMHOTO MOBJICHHSI.

HapuanpHuii MOCIOHMK 3 aHTTHCHKOT MOBH IS HampsMy "Pekiama i 3B'SI3KM 3 TPOMaJCBHKICTIO"
TIPU3HAYCHO JJIS CTYACHTIB, IO CIIEIiali3yIoThes B Tairy3i PR 1 pekiaMu, a TakoX JUIsl aCipaHTiB Ta HAyKO-
BUX CHiBPOOITHHKIB, SKi TOTYIOTHCS O CKJIaJaHHsA KaHAWAATCHKOTO iCIIUTY 3 aHTIIMCHKOT MOBH Ta HAYKOBHX
MPaLiBHUKIB, IKi Oa’kaloTh CAMOCTIHHO OBOJIOZITH HABUUKaMHU YUTAaHH: Ta MEpeKary HayKOBOI JiTEpaTypH.

B aBTOpchkiil pepakii

Bunasers 1 sBurorosimroBad OHA3 iMm. O.C. I1omosa
(CeimourBo JIK Ne 3633 Bijm 27.11.09)
M. Ogneca, Byn. KoBanbcbka, 1

[Tinmucano o npyky 24.12.2015.
®opmat 60x88/16. Ob6csr 14,5 apyk. apk.
Tupax 300 npum. 3am. Ne 5786.
BinnpykoBaHno B penakiiitno-sunaBanuomy reatpi OHA3 im. O.C. Ilomosa
M. Oneca, Byn. KoBanescokoro, 5. Ten. 7050 494
© OHA3, 2016



