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BBE/JIEHHE

Hacrosimee yueOHO-MeTOaUYECKOE IOCOOME 10  AHIVIMHCKOMY  SI3BIKY
IIPEAHA3HAYEHO ISl CTYAECHTOB MHCTUTYTA MEXIYHAPOIHBIX OTHOLIEHUN U MUPOBOM
UCTOpHUH, OOYyYaroIIMXCA [0 HANpaBJICHUIO MOATOTOBKU «Peknama u cBs3M C
OOLIECTBEHHOCTBION.

B ocHoBe MeTOaMYeCKOW ~ KOHLEMIMU  JAHHOTO  MOCOOWS  JICXKHT
KOMMYHUKAaTUBHBIN MOaxoJ K o0yudeHuto. I[locoOue cocTaBieHO B COOTBETCTBHH C
IpOrpaMMoON Kypca aHTJIMICKOrO sI3bIKa Ui BBICIIEH LIKOJbI, HOCUT KOMIUIEKCHBIN
XapakTep M IOpeQiaraeT  CUCTEMY  JIEKCUKO-TPaMMaTHUYECKUX  3aJaHHi,
IpelHa3HaYeHHbIX JUIsi OOYYEHHs OCHOBHBIM BHJIAaM pPEUYEBOM JEATEIBHOCTH H
HANPaBIICHHBIX ~ HAa  COBEPIICHCTBOBAHHWE  HABBIKOB  HEOOXOMWUMBIX  JJIs
PO EeCCHOHAIBHOTO O0UIEeHUs. TeMbl, MPENIOKEHHBIE K U3YYEHUIO, COOTBETCTBYIOT
npodecCHOHANBHBIM ~WHTEpPECaM CTYJEHTOB M COJCHCTBYIOT HX aKTUBHOMY
OCBOGHHUIO  5I3bIKA, PACHIMPEHUI0O KOMMYHHKATUBHOM W  Tpo¢eCcCHOHATHHON
komneTeHMu. [locobue pa3paboTaHO Ha OCHOBE ayTEHTUYHBIX TEKCTOB U CTaTew,
B3SITBIX U3 COBPEMEHHBIX aHII0sA3bIYHbIX CMMU 1 npodeccuoHanbHbIX CATOB.

Jlekcuko-TpaMMaTHYECKUE YIPAXKHEHUS] HAIEJIEHbBl Ha OCBOCHHE HOBOM
JICKCUKHU, 3aKpEIUICHUE TpaMMaTHYECKOro Marepuana. IIpeanokeHHble 3aaaHus
TOTOBAT CTYJCHTOB K HTOTOBBIM MOHOJIOTHYECKHM BBICKA3bIBAaHUSM IO TEMaM,
OXBaThIBasl KIOYEBBIC MPOOJIEMBI K BOIIPOCHI, KOTOPHIE 00CYKIAAIOTCS CTYJASHTaMH B
xone auckyccuu. OTaenbHOE  BHHUMAaHUE — YACISIETCS  Pa3BUTHUIO  HABBIKOB
aHaJIMTUYECKOW palboThl co cTtaThed. B Xome caMocTosTeNbHOW paboThl MO TEeMe
CTyJI€HTaM PEKOMEH]IYETCs MCIOJIh30BaTh CJIIOBAPU, JAOMOJHUTEIBHYIO CIIPABOYHYIO
JUTEPaTypy, UHTEPHET-UCTOUHUKH.

YyeOHoe mocoOue COCTOMT U3 5 y4yeOHBIX MOAYNEH, KaXIbld U3 KOTOPBIX
CONEPKUT 0a30Bble TEKCTHI C YNPAKHEHUSIMH, JOTOJHUTEIbHBIE JIEKCHKO-
rpaMMaTU4ecKhe 3aJaHus MW BONpochl st obOcyxnenus. Ilo ycMoTpenuto
npernoaaBaTesis MOCIe10BaTeIbHOCTh U MOJIHOTA BBIMOJHEHUS 3a/laHUi MOXET OBbITh
M3MEHEHA B COOTBETCTBUHU C €r0 METOJUYECKHMMH YCTaHOBKAMU WJIM KOHKPETHBIMU
YCIOBUSIMU OOy4eHHs] B Tpymme. B KoHIle mocoOusi JaeTcsi TiIoccapuii OCHOBHBIX
npodhecCHOHATBHBIX TEPMUHOB M BHIPAKEHUH.



“Public relations is a strategic communication process that builds mutually

»

beneficial relationships between organizations and their publics.

- The Public Relations Society of America

Note: There is not one single generally accepted definition of public relations.
Instead, there are many ways to define it. Can you suggest any other definitions?
Consult the dictionary if necessary.

UNIT I. WHAT IS PUBLIC RELATIONS?

1. Fill in the gaps with suitable prepositions to complete the passage.

What is PUBLIC RELATIONS? More commonly known as PR, it is the department
that is tasked to provide good customer relations. Public relations (PR) is a way for
companies, organizations or people to enhance their reputations. This task typically is
performed public relations professionals or PR firms behalf of their
clients. PR usually involves communicating the media and the media
to present the clients the most favourable way possible. It also often involves
cooperative efforts other people and organizations to create good will within
the community and enhance the client's image. It works with both the public and the
media to give better understanding a company and its products. The company
should always be presented a positive light, no matter what problem it
encounters. That is what public relations are for.

2. Translate and insert the words into the gaps to give another explanation of this
phenomenon.

1) BkirO4aTh B cebsl, MOpa3zyMeBaTh, Mperoaarath
2) IIUTeNbHbIE, JOJITOCPOYHBIE, TPOIOKUTENbHBIC
3) yupexaeHusl, UHCTUTYThI

4) ynepKuBaTh, yCTaHABIUBATh, YIIPOUUBATH

5) 0000 IHBIN, B3aMMHBIN, COBMECTHBIN



3. PUBLIC RELATIONS 1) the planned promotion of goods,
services and images of organizations intended to create goodwill for a person, place
or  event. Public  relations  professionals work to  build 2)
relationships  among  individuals and 3)
. Public relations projects are planned and sustained 4)
and maintain goodwill and 5)
understanding between an organization and its publics.

4. Pronounce the following words and study their meaning. Their parts of
speech are given in the brackets.

Vocabulary
- awareness (n.) = knowledge or understanding of a particular subject or
situation

- favorable (adj.) = suitable, reasonable, considered to be good

- monitor (v.) = to carefully watch and check a situation in order to see how it
changes or progresses over a period of time

- threaten (v.) = to say that you will cause pain, unhappiness, or trouble if they
do not do what you want

- goodwill (n) = kind feelings towards or between people and a willingness to be
helpful

- manage (V) = to succeed in doing something difficult

5. Read the paragraph and translate the sentences on Public Relations functions
into Russian.

Today the role of public relations includes the following functions:

° to build awareness and a favorable image for a company or client;

° to closely monitor numerous media channels for public comment about a
company and its products;

° to manage crises that threaten company or product image;

° to build goodwill among an organization’s target market through community,

special programs and events.



6. Complete the sentences using the suitable word-combinations below and
paying attention to the links used.

1. No doubt, it is extremely important to ................ for any company and
client.

Undoubtedly, it is vital to ............. for any company and client.
Obviously, to ........... media channels about a company is indispensable.

Needless to say, one of the roles of PRisto .................

o &~ D

It goes without saying, building ............. among an organization’s target
market is helpful.

PR DEPARTMENTS

1. Look at the derivatives below. Choose the one from each line to fill in the gap.
Some nouns can be in the plural form.

Ever heard of a department that is tasked to enhance a company’s image and
reputation? Ever wondered who is responsible for protecting the reputation of a
company? A specific department caters to that. That department is called the public
relations department.

PR can give 1) and the media a better understanding of
how a company works. Within a company, a PR department might also be called
a public 2) department or a customer relations department.
These departments 3) customers if they have any problems
with the company. They usually try to show the company at its best. PR departments
also might conduct 4) to learn how 5)

customers are with the company and its 6)

. to consume — consumption — consumer(s) — consumable
. iInformation — inform — informative — informatively

. assistance — assist — assistant — assisted

. researcher — research (n) — research (v) — researchable

. satisfaction — satisfactorily — to satisfy — satisfied

. product(s) — to produce — productivity — producer

o o1 A W N B

2. What have you learnt about a PR department from this passage?


http://www.wisegeek.com/how-do-i-build-customer-relations.htm

3. Match the terms on the left with their explanations on the right.

1. consulting management A. moctpoenue otHomeHuit co CMU

2. image making B. nmpoBeneHne MOOMIHM3AIIMOHHBIX —
KOHKYPCBI, YeMITHOHATHI, JIOTEPEH — U
NPE3CHTAI[HOHHBIX MEPOIPUATHIA

3. public involvement C. B3auMO/ICHiCTBUS C MHBECTOPaAMHU

4. massage management D. ynpaBnenue coObITHSIMU

5. employee communications E. ympaBieHre KopropaTuBHBIM
UMUJDKEM

6. media relations F. paboTa 1o cBsI3M ¢

roCyagapCTBCHHBIMHU YUPCIKACHUAMU U
06HIGCTBGHHBIMI/I OpraHu3anuAaMu

7. crisis management G. ympaBieHue IpoIeccoM afaeKBaTHOTO
BOCIIPUSTHS ayAUTOPUEH COOOIICHUM

8. special events H. ympaBieHue Kpu3ucHbIMU
CUTYyaIHsSIMU

9. corparate affairs |. 3akperieHne KaapoB, CO3aHHUEC

XOpolmux OTHOIIICHUM C IICPCOHAJIOM

10. investor relations J. co3manue OmaronpusTHOro oopasa
MOJIUTHYECKOTO UJIH KOMMEPUYECKOTO
burypanra, opranu3aiym, ToBapa,
YCIAYTH

11. public affairs K. oOmecTBeHHasI SKCIepTH3a

4. Translate the paragraph filling in the gaps with the correct terms.

OTBevass HacCymHBIM TPEOOBAaHUSM HEKOTOPHIX PBIHOYHBIX ChEp — TMOIUTHKH H
9KOHOMUKH — B [IP BO3HWKAIOT M pa3BUBAIOTCS HOBBIC HANPABJICHHS JEATEIHHOCTH,
MOJTy4YalolIue CIelranbHble MapKepbl-o003HaueHus: (1) «.............. » (pabora 10
CBS3SIM C TOCYJIApPCTBCHHBIMU YUPESKJICHUSAMHU U OOIIESCTBEHHBIMH OPTraHU3alMsIMU);
S » (ympaBlIeHHE KOPIOPATHUBHBIM HUMHIKEM); (2) «............... »
(co3manue OJaronpusTHOrO 00pasza MOJUTUYECKOTO UM KOMMEPUYECKOTro (pUrypaHra,
OpraHM3aivu, ToBapa, yciayrn); (3) «.............. » (IMOCTPOCHUE OTHOIICHHUN CO
CMN); (4) «............. » (B3ammogzeicTBuss ¢ uHBectopamu); (5) «............... »
(oOmecTBeHHas skcrepTusa);, (6) «............. » (3aKperyieHue KaJapoB, CO3/IaHHE
XOPOIIUX OTHOLICHHUH ¢ mepcoHanom); (7) «.............. » (ynpaBjiieHUE KPU3UCHBIMU
curyanusamu);  (8)  «............. »  (KOHCYIbTAllMOHHBIH  MeHemkMeHT);  (9)
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Corevianiennn » (ympaBieHHE TMPOIECCOM AaJCKBATHOTO BOCHPUSTHS ayAUTOPHUEH
coobOmenuit); (10) «............... » (ympaBienue coObitwsimu); (11) «............. »
(mpoBeeHHEe MOOWIM3AIIMOHHBIX — KOHKYPCHI, YEMIHOHATHI, JIOTEpEH — W
MPE3CHTAMOHHBIX MEPOTIPUATHHA ).

«[TabnuKk pUICHIIH3: UCTOPHS U MepCHeKTUBb». Pa3memeno na http://www.allbest.ru/

PR: THE FOUR-STEP PROCESS

1. Open the brackets and choose the correct tense form.

It isn't enough to know what public relations (be) and what purposes it (serve). To
practice public relations, one must understand the process by which public relations
(operate). Public relations (go) far beyond the task of producing messages. An
effective public relations effort (be) the result of mutual understanding between an
organization and its publics. In other words, the development of this understanding
can be regarded as a four-step process.

2. Find the English equivalents for the following words and word combinations.

CIIy’KUTbh ONPEJEICHHON IENN; SBISATHCA PE3YJIbTaTOM B3aUMHOIO IOHUMAHUS;
OLICHMBATHCS B KQUECTBE YETHIPEXCTYINEHYATOI 0 MIPOLIECCA; BBIUTH 3a TPAHUIIbI OHOU
3ajaun; JAeicTBeHHoe ychaunue (ddQekTuBHAs TNOMbITKA, padoTa); EHCTBOBATH
(YyrpaBisiTh); B3aUMHOE IOHUMAHHE.

3. Look through the next parts of the text, find and underline the Passive Voice
constructions. Translate the words in the brackets.

Research

An initial fact-finding (cramus, sram) defines the problem areas and differentiates
between publics.

Planning

Once the facts have been gathered from the various publics, decisions must be made
regarding their importance and potential (snusiaue, Bo3aeticTeue) on the organization.


http://www.allbest.ru/

After these decisions are made, strategies must be developed (naBaTh BO3MOXHOCTB)
the organization to achieve its goals.

Action and Communication

(Ctparerun) are implemented as new organizational policies and/or (mpoexTsr).
Messages are then constructed to reach target publics.

Evaluation

Once a public relations (xkammanwus) is developed and implemented, it should be
followed by an evaluation of its effectiveness in meeting the (kpurtepun) that were
set. The results of the evaluation are used both to (ompenensats) the effectiveness of
the effort and to (ruranuposats) future action.

These four steps are (cymecrBennsr) to any effective public relations campaign. They
are not, however, four independent functions (pyuxuuu). Each step overlaps the
others; if any one of them is neglected, the entire process (npomecc) will be affected.

4. Open the brackets. Read the following sentences and explain the use of the
grammatical tenses and constructions.

- to gather facts

a) PR workers always (gather) facts.

b) They (gather) facts easily when they were working on the project last month.
c) They just (gather) the facts.

d) They (gather) new facts soon.

e) They should (gather) facts accurately.

f) They (gather) facts at the moment.

- to make a decision (decisions)

a) PR workers (make) quick decisions.

b) They have to (make) decisions quickly.
¢) They (make) their decisions last night.
d) They already (make) decisions.

e) They (make) decisions tomorrow.

f) They (make) decisions at present.

10



- to develop a strategy (strategies)

a) PR workers often (develop) unique strategies.
b) They (develop) a few strategies last week.

¢) They will (develop) strategies together.

d) They (develop) some nice strategies so far.

e) They must (develop) new strategies.

f) They (develop) innovative strategies.

- to implement strategies

a) PR workers sometimes (implement) strategies
b) They have to (implement) strategies.

¢) They (implement) strategies a month ago.

d) They (implement) innovative strategies.

e) They (implement) strategies next year.

f) They (implement) new strategies now.

- to construct a message

a) PR workers regularly (construct) messages.

b) They (construct) messages right now.

¢) They (construct) new messages.

d) They will have to (construct) some messages.

e) They (construct) messages last month.

f) They (construct) a few messages before we asked them to do that.

5. Compose your own sentences with the Active or Passive Voice making use of
the following word combinations from the text.

to define the problem areas; to achieve goals; to reach target publics; to set the
criteria; to use the results; to assess the effectiveness; to plan future action.

6. What is the four-step pr process?

11



Parts of speech: Form the NOUNS from the given VERBS to complete the
extract. The four stages must go in the correct order. Translate the passage.

1. to implement —
2. to research —
3. to evaluate —
4. to plan —

The basic parts of the “four step” model are — ............ . ,
........................ and .......................... It informs a public relations plan with
qualitative and quantitative data, and lifts the public relations function from tactical to
strategic. The process also transforms public relations measurement from output-
based to outcomes-focused.

7. What does any PR company do to achieve its goals using the four-step
process? Use the phrases to make up a short situation.

e.g. PR specialists conduct their research by going through various media sources.

to gather information; to conduct one’s own research; to learn about challenges and
opportunities; to have a better understanding of sth; to know the basic values of the
organization; to set goals; to plan; to develop effective strategies; to remain focused
on core values; to solve problems; to implement ideas; (not) to lose touch with the
publics; to succeed in the two-way communication; to make adjustments; to have
contact with both the client and the stakeholders; to build relationships.

8. What makes a PR campaign successful? Match a word from the table A with
the one from the table B to make word-groups and use them to answer this
guestion.

A.

effective persuasive clear positive consistent
valuable credible compelling newsworthy various

B.

strategy information message image language

12




story tool source event techniques

PR TOOLS AND TECHNIQUES

1. Read the text.

Creation and maintenance of a good public reputation is a complex and ongoing
process. Without an effective PR, it is very difficult to reach the attention of the target
audience and much less to influence their opinion and decisions. But when the
relationship with the target group is finally established, it needs to be maintained in
order to keep it on a high level. The process works similar to the interpersonal
relationships. When two people lose contact, they pretty much disappear from each
other lives no matter how close they used to be. And the same happens with the target
audience if the established relationship is not maintained.

Common PR Tools and Techniques

In order to build a relationship with the target audience and maintain it on a high
level, PR specialists use a variety of tools and techniques. Some of the most common
ones include:

. Attendance at public events. In order to attract public attention and keep it
engaged with a particular organisation or an individual, PR specialists take an
advantage of every public event and the opportunity to speak publicly. This
enables them to directly reach the public attending the event and indirectly, a
much larger audience.

« Press releases. Information that is communicated as a part of the regular TV
or/and radio programme, newspapers, magazines and other types of
mainstream media achieves a much bigger impact than advertisements. This is
due to the fact that most people consider such information more trustworthy
and meaningful than paid adds. Press release is therefore one of the oldest and
most effective PR tools.

« Newsletters. Sending newsletters — relevant information about the organisation
or/and its products/services - directly to the target audience is also a common
method to create and maintain a strong relationship with the public.
Newsletters are also a common marketing strategy but PR specialists use it to
share news and general information that may be of interest to the target
audience rather than merely promoting products/services.

13
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Blogging. To reach the online audience, PR specialists use the digital forms of
press releases and newsletters but they also use a variety of other tools such as
blogging and recently, microblogging. It allows them to create and maintain a
relationship with the target audience as well as establish a two-way
communication.

Social media marketing. Like its name suggests, it is used primarily by the
marketing industry. Social media networks, however, are also utilized by a
growing number of PR specialists to establish a direct communication with the
public, consumers, investors and other target groups.

. Fill the gaps with the missing words from the text.

PR specialists use a variety of ............. and techniques.
They try to build a relationship with the ............ audience.
Anotheraimisto ............ this relationship on a high level.
PR managers attract public ............ and keep it engaged.

Without an effective PR, it is very difficult to ............ the attention of the
audience.

6. In fact, press release is one of the most ............ PR tools.

7. PR specialists use the ............ forms of press releases and newsletters to

reach the online audience.

Most PR specialists establish a direct ............ with the public, consumers,
investors and other target groups.

To reach the online audience, PR specialists use the digital forms of press
releases and newsletters.

10.PR specialists use ........... to share news and general information.

3. Single out all the tools and technigues that can be effective for building a
relationship with the target audience and maintaining it on a high level.

4. Explain what is meant by:

loyal customers
brand awareness
higher profit
target audience
good reputation
14



- increased sales

- company income
- top publications
- slower process

5. Insert these phrases into the gaps where they suit best. Translate the sentences
into Russian.

1. Most people think that PR means publications in ............... , high brand
awareness and ...............

2. In fact, implementation of a public relations strategy is a ............... and takes at
least half a year.

3. With the help of a competent PR specialist, the desired results will be achieved: a
............... s eeeeeeand Lo

4. It is hard to escape the conclusion that PR support is a very efficient way of
increasing ............... and, subsequently, ...............

5. If a company is developing dynamically, and if it takes part in various specific
events, releases new products, tries to be closer to the ............... and actively
informs the public about it, such a company is on the right track.

PR VS ADVERTISING
1. Skim the text and insert the articles where it is necessary.

2. Read the text again and answer the question: “What are the similarities and
differences between Advertising and Public Relations?”

There’s  old saying: ”Advertising is what you pay for, publicity is what you pray
for.”

Advertising involves paying for __ space in publications or airtime, then using that
opportunity to deliver _ message directly to ___consumers. Public relations covers
___wide range of tactics, usually involving providing ___information to independent
media sources in the hope of gaining favorable coverage. While both __techniques
have similarities, there are several key differences.

Similarities
Public relations and advertising are similar in __concept: both are designed to raise

awareness of __ company or product in ___ positive manner. Another similarity is
that in both cases the company will often target its message toward __ particular

15



audience. This could be people living in ___ particular location; people of a particular
age, gender or social background; or people with particular interests or hobbies.

Cost

Advertising has _ fixed cost, usually based on _ combination of __ audience
that will be exposed to the advertisement or commercial, and the demographics of the
audience. Public relations does not have fixed costs, meaning the company cannot
guarantee that paying ___ certain amount will achieve ___ specific result.

Control

Advertising gives the company almost complete control of the message, subject only
to any regulations or policies that restrict the content of commercials and ads. Public
relations gives much more limited control and attempts to get publicity can even
backfire if they lead to negative coverage.

Credibility

Public relations-based publicity is usually more credible with an audience as it comes
via independent media. Advertising often appears less credible because viewers,
readers and listeners are aware if comes from an unbiased source.

Brand VS Product

Public relations involves a mix of promoting specific products, services and events,
and promoting the overall brand of an organization, which is __ ongoing task.
Individual advertisements are sometimes based on __ brand but are more often based
on ___ specific promotional message such as a price cut or the launch of a new
product.

Proactive VS Reactive

Public relations contains __ mixture of proactive publicity, meaning the company sets
out to promote __ message, and reactive publicity, meaning it reacts to events such as
___scandal, or gives a view to ___ journalist writing a story that doesn't stem from the
company's own publicity. Advertising occasionally involves reacting to events, such
as a product recall, but is more commonly __ proactive tool.

3. Say whether the statements are TRUE or FALSE:

e Both advertising and PR help to communicate with target audiences.

e Consumers believe everything an advertisement tells them. So advertising is
more reliable than PR.

16



e Both Public relations and advertising help to build brand awareness and
reputation.

e Both Public relations and advertising react to events.
¢ PR gives more control than advertising.

4, Search the Internet to find more information on the differences and
similarities of Public Relations and Advertising. Make a report and share it with
your group-mates.

Revision. Review and make up a brief summary focusing on each point.

1. What is Public Relations? How can we define it?

2. What sections/divisions of PR can you enumerate?

3. Dwell on its basic aims and functions.

4. PR is a four-step process. What does that mean? Name all the four steps included.
5. What does any PR company do to achieve its goals?

6. What are the basic responsibilities of a PR department?

7. What are the most effective tools and techniques used by people in the PR
industry?

8. What is the difference between PR and Advertising?
9. In what way are PR and Advertising similar?
10. What makes a PR campaign successful?

Get ready with your monologue on the topic:

“What is PR? Its main aims, functions, strategies and techniques. PR is a four-step
process”.
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"The history of PR is... a history of a battle for what is reality and how people will
see and understand reality." — Stuart Ewen

UNIT Il. HISTORY OF PUBLIC RELATIONS

1. Name the three pioneers in Public Relations. Match their names to their
contributions.

a. lvy Lee b. Edward L. Bernays c. Carl Byoir
a. He excelled at creating events to mold opinion.
b. He applied psychology in public persuasion campaigns.

c. He is known for his 1906 "Declaration of Principles" which called for
honesty with the press and public.
Some of the other top PR practitioners in the 20th Century, according to PRWeek, are
Harold Burson, Arthur Page, and Larry Foster.

2. Read the passage and insert the suitable prepositions.

.......... the United States, Public Relations dates back ......... the Revolutionary
War. The strategies and tactics used to swell the ranks of patriots dedicated to the
Revolutionary cause and staging the Boston Tea Party are examples ........... early
public relations. President Thomas Jefferson first used the term “public relations”
........... 1807. In his “Seventh Address to the Congress,” he replaced the words
“state of thought” ........... “public relations.”

3. Read the text below and think of the word that best fits each space. Use only
one word in each space.

The First World War helped stimulate the development of public relations as a
profession. Many of the first PR professionals, including Ivy Lee, Edward L. Bernays
and Carl Byoir, got their start with the Committee on Public Information, which
organized publicity on behalf of U.S. objectives during World War 1.

Some historians regard Ivy Lee as the first real practitioner of public relations, but
Edward Bernays (a nephew of Sigmund Freud) is generally regarded today as the
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profession's founder. Many historians credit Bernard, not Ivy, as the father of public
relations. He wrote the first text-book on public relations and taught the first college
course at New York University in 1923.

In describing the origin of the term Public Relations, Bernays commented, "When |
came back to the United States, | decided that if you could use propaganda for war,
you could certainly use it for peace. And propaganda got to be a bad word because of
the Germans... using it. So what | did was to try to find some other words, so we
found the words Council on Public Relations".

4. Answer the following questions:
1. What historical event helped stimulate the development of public relations as a
profession?
What were the names of the first PR professionals?
What kind of a PR practitioner is Ivy Lee considered to be?
What kind of a PR worker is Edward Bernays regarded as?
Who wrote the first book on public relations?

How did Edward Bernays explain the origin of the term “Public Relations™?

N o Ok~ D

Which word did E. Bernays replace with the words “Council on Public
Relations”?

5. Read the text and say whether the sentences are TRUE or FALSE. Pay
attention to the cases of the Passive Voice in bold.

In the United States, where public relations has its origins, many early PR practices
were developed in support of the expansive power of the railroads. In fact, many
scholars believe that the term "public relations" was firstly introduced in the 1897
Year Book of Railway Literature.

Later, PR practitioners were — and are still often — recruited from the ranks of
journalism. Despite many journalists' discomfort with the field of public relations,
well-paid PR positions are often chosen by the reporters and editors forced into a
career change by the instability of the print and electronic media industry. PR
historians say the first PR firm, the Publicity Bureau, was established in 1900 by
former newspapermen, with Harvard University as its first client.

1. Public Relations has its origins in the United Kingdom.
2. Earlier, many PR firms appeared to support the railroads.
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3. According to some scholars, the 1897 Year Book of Railway Literature
introduced the term “public relations”.

4. PR practitioners were — and are still often — recruited from the sphere of
politics.

5. The first PR firm was the Publicity Bureau that was set up in 1915.
6. Cambridge University was its first client.

PUBLIC RELATIONS THROUGH TIME

1. Read the text.

Public relations is not a recent invention. The importance of communication with the
public and maintenance of positive public image was known as early as in the
antiquity but the beginnings of modern PR are traditionally dated in the 18th century
London. One of the first PRs was Georgiana Cavendish, Duchess of Devonshire who
heavily campaigned for Charles Fox and his Whig party.

Although the term "public relations” was not yet developed, academics identified
early forms of public influence and communications management even in ancient
civilizations. According to Edward Bernays, one of the pioneers of PR, "The three
main elements of public relations are practically as old as society: informing
people, persuading people, or integrating people with people”.

PR in the real meaning of the word, however, dates only to the early 20th century.
Most textbooks date the establishment of the "Publicity Bureau™ in 1900 as the start
of the modern public relations (PR) profession. Of course, there were many early
forms of public influence and communications management in history. Basil Clark is
considered the founder of the public relations profession in Britain with his
establishment of Editorial Services in 1924. Academic Noel Turnball points out that
systematic PR was employed in Britain first by religious evangelicals and Victorian
reformers, especially opponents of slavery.

Propaganda was used to demonize enemies during the First World War. PR activists
entered the private sector in the 1920s. Public relations became established first in the
USA by lvy Leeor Edward Bernays, and then spread internationally. Many
American companies with PR departments spread the practice to Europe after 1948.

The second half of the twentieth century was the professional development building

era of public relations. Trade associations, PR news magazines, international PR

agencies, and academic principles for the profession were established. The Internet

has changed communication dramatically. The public is increasingly turning to the

World Wide Web for information and as a result, PR must keep up with the changes

in transmission of information if it wants to retain its role as a communicator between
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the public and organisations. Modern PR thus besides the traditional tools also
implements online tools and tactics, including social media such as blogs, content
publishing, podcasts, social media press releases.

2. Parts of speech: form the derivatives indicated in the table.

Noun Verb Adjective

invention

influence

establishment

management

development

organisation

communication

professional

implement

dramatical

private

maintenance

increasing

meaning

3. Translate the sentences from Russian into English.

1. Ponuno# mabnvk puieHinH3 Kak o0yiacTé 3HaHWA U cdepbl mTpodecCHoHaATbHON
nesitenbHOocTH cuntatorcess CoenuHeHHbie llTaTel, a HEMOCPENCTBEHHBIM aBTOPOM
tepmuHa — Tomac JIxxeddepcon, TpeTrili aMepuKaHCKUA MPE3UJICHT.

2. Ha mnavampHOM »dTame cBoero pasButus [IP ObIM  TIpPEeMMYIECTBEHHO
MOJIUTUYECKON JEATEeTbHOCThIO, TaK KaK MOTPEOHOCTh B MPHUBJICUCHUH HA CBOIO
CTOPOHY IIUPOKON OOIECTBEHHOCTH HCIBITHIBAIN TJIABHBIM 00pa3oM TOJUTHKH, a
OCHOBHBIMU CYOBEKTaMH MaOJUK PUJICHIITH3 SIBISJIUCH MPABUTEIIBCTBA U JIPYTHE
rOCy1apCTBEHHBIC YUPEKICHUS.

3. B 30-e rr. XIX B. monstue «public relations» cranu ynorpeOnsiTh Kak CHHOHUM
cinoBocouetanus relation for the general good (oTHOmEHMs paau BceoOIero 6iara).
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Y enpHbI BEC NOJUTHUYECKOM COCTABIISIOIEH IHMAp MOCTENEHHO YMEHBIIAJICS B
[I0JIB3Y PETYIMPOBAHMS COLUAIBHO-3)KOHOMUYECKUX OTHOILICHUM.

4. B Hauaie XX B. MOABUJIIOCH HOBOE HampapjieHHWE B muap-aedarenabHoctu CIIA.
ITepuon ¢ 1910 mo 1920 rr. u3o0uI0oBan MyOIUYHBIMU CKaHJaJlaMH, y9aCTHUKaAMU
KOTOPbIX OBUIM KPYNHBIE MOHONOJWM U KOPPYMIUPOBAHHBIE YUHOBHUKH.
AMEpUKaHCKUE >KYPHAIMCTBl pa3zo0javyaiv BOIMHUIONIME CIydau KOPPYIIUH,
HEYECTHOM  KOHKYPEHTHOW  OOphOBI, IUIOXHE YCIOBHS JKH3HH  padouux,
HEOJAroBUIHYIO JEATEIbHOCTh NPABUTEILCTRA.

5. OOBEKThl KpPUTHKM CTalld oOpamarbCsi K Ipecc-areHTaM 3a IOMOIIbI0 B
pa3pabOTKe ¥ OCYIIECTBICHUU OOOPOHHUTENBHBIX cTpareruii. B pesynbrare
OoONMYMTENIbHAS JKYPHAIMCTUKA BIIEPBBIE CTOJKHYIACh C MIPOTUBOJEHCTBUEM JTOJIeH
U CTPYKTYD, MPAKTHYECKHU OCYIIECTBIBIINX QyHKIuio [1P.

«[TabnuK puIeHIIH3: HCTOPHS U MEPCIEKTUBB». Pa3memeno Ha http://www.allbest.ru/

Talking points / Review guestions

Is public relations a modern concept?
Is it possible to say exactly when the science appeared?
What are the three main elements of public relations that are as old as society?

B w D e

What vyear is considered to be the start of the modern public
relations profession?

Who is thought to be the founder of the public relations profession in Britain?
Who is believed to be one of the first female PR practitioners in the U.K.?
What propaganda was used for during the First World War?

Who established public relations in the USA?

Where did it spread further after 1948?

10.What new technologies and inventions helped to develop the public relations
industry through the second half of the twentieth century?

© o N o O

11. What has changed communication in society dramatically?
12. What became widespread in 2000°s?

Get ready with a monologue on the topic:

“The development of Public Relations: its landmarks and most prominent
practitioners”.
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“The economic, political and social transition in Russia is the

largest of its kind ever that affects not only the Soviet people, but the entire world”
and it is “essential that the understanding which public relations generates be an
integral part of that change.” — J. Epley

UNIT IHl. THE EVOLUTION OF PUBLIC RELATIONS
IN RUSSIA

1. Read the article paying special attention to the word-combinations in bold.

From Smear Campaigns to Communication Strategies
By Marina Maslovskaya

The public relations sector in Russia is relatively young and significantly differs from
PR in Europe and the USA. It came into existence in the early 1990s and had to
develop during a period of smear campaigns, when politicians and corporations used
PR instruments to discredit their rivals.

The people’s trust in public relations was undermined in the very beginning by such
campaigns: “PR specialist” became a swear word as well as a synonym to “liar.”
However, the relative stability that was established in the early 2000s triggered
further development of the public relations sector in a more positive direction.

Universities opened PR departments that trained highly qualified specialists, and
public relations management became a respectable profession. (....) By that time,
PR agencies gained enough experience to develop a PR ethics code (.....). Now,
the public relations sector in Russia has finally been established, and a strong
professional community has been formed.

What is the current situation? In 2010, the volume of the PR market in Russia
reached almost $2.38 billion. The average annual growth of this market segment is
approximately 30%, mostly due to new PR products that are being introduced to the
market. Several years ago, public relations in Russia mostly implied working with the
mass media, holding press conferences and corporate events, while today it involves
creation of well-thought communication strategies, reputation research, social media
marketing and other up-to-date techniques.

However, there are some problems in Russian PR market. One of them is that many

companies confuse PR with advertising, and their marketing department employees

also perform the functions of public relations managers. Moreover, such
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employees often have to achieve marketing objectives set forth by company
management, and nobody cares whether such goals are what the company actually
needs.

In this situation, it is impossible to work out and implement a good public relations
strategy. Consequently, such companies can lose valuable market opportunities.

A good number of businesses still prefer to use the services of specialized PR
agencies, but the mentality of Russian customers complicates cooperation: they
expect an overnight miracle and quickly become disappointed. Their motto is: “We
want it to be done yesterday, perfectly and inexpensively!”

However, any efficient strategy of reputation building implies months of scrupulous
and creative PR work: apart from attraction of the target audience’s attention to the
brand, it involves building harmonious relations with various social groups,
organization of newsworthy events, image management and many other tasks. It
takes time, but results in customers’ loyalty and commercial success. Is this not what
every company wants to achieve?

Yet what can we say about prospects of foreign PR agencies in Russia? According to
research, Russian and foreign public relation companies use different techniques
and methods. The “Western” approach is more formalized, as opposed to the
Russian one which is based on intuition rather than on methodology.

Obviously, Russian PR companies have some competitive advantages: they know
the peculiarities of their market segment, as well as their customers’ mentality;
therefore, they better understand the needs of their target audience. Moreover,
they have certain contacts in the right places, and their services cost significantly
less.

Nevertheless, foreign PR companies are still able to meet the competition in the
Russian market, since they have more expertise and use cutting-edge PR
technologies. Moreover, they treat their customers with more responsibility, and their
work process is usually well-arranged and very effective. Foreign agencies can take
advantage of the fact that the Russian PR segment has not yet developed clear
standards, and it entails unreliability and bureaucracy.

As for the market breakdown, at present, political consultation prevails in Russian
public relations, comprising about 60-70% of PR services. The other 30-40% is
divided between social and business PR services.

To sum up, the public relations sector in Russia has significant potential for further
development. The analysis of its peculiarities has shown that foreign PR companies
can enter the Russian market and successfully compete with Russian agencies.
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2. What do these words mean? Match the words from the text with their
definitions. Consult the dictionary to check their pronunciation.

1. reputation A. a short sentence or phrase chosen and
used as a guide or rule of behaviour or as
an expression of the aims or ideals of a
family, a country, an institution, etc. E.qg.
“Live each day as it comes”.

2. potential B. a person, group, or organization that
you compete with in sport, business, a
fight etc.

3. bureaucracy C. a particular kind of attitude or way of
thinking

4. motto D. a duty to be in charge of or look after

something, so that you make decisions
and can be blamed if something had
happened

5. rival E. a complicated official system which is
annoying or confusing because it has a lot
of rules, processes etc.

6. mentality F. a situation in which people or
organizations compete with each other

7. competition G. the ability to understand or know
something by using your feelings rather
than by carefully considering the facts

8. peculiarity H. the possibility of something happening
or being developed; qualities that exist
and can be developed.

9. intuition I. something that is a feature of only one
particular place, person or situation

10. responsibility J. the opinion that people have about a
particular person or thing

3. Translate the following word-combinations:

to have some competitive advantages; to lose valuable market opportunities; to
discredit one’s rivals; to develop a PR ethics code; to know the peculiarities of one’s
market segment; to have certain contacts in the right places; to enter the Russian

market; to have more expertise; to become a swear word; to use PR instruments.
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4. Translate the following word-combinations into English finding their
equivalents in the text:

nyrtatb [IP m pekiiamy; moOHMMaTh NOTPEOHOCTH WUEJIEBOM aylIUTOPUH; 00J1a1aTh
3HAYUTENIbHBIM TOTEHUMAJIOM Ul JajJbHEHIIEro pa3BUTUS; JOCTUIaTh 3ajad
MapKEeTHHIa; BBINONHATh QyHKUuU [IP MeHemkepoB; 3aTpylHATh COTPYJHUYECTBO;
BOCIIOJIB30BaThCsl ycayramu crneuuanuzupoBaHHbix [IP arenTcTB; cdopmupoBatsb
(BBICTpOUTH) TPO(ECCHOHATBHOE COOOIIECTBO; KOHKYPUPOBATh C POCCHUCKUMU
areHTCTBAaMH; 3HATh MEHTAJIBHOCTh TOTpeOuTENel (KIMEHTOB); MpHUOOpecTH
JOCTAaTOYHO  ONBITA;  BBIAEPKATh KOHKYPEHLMIO; CTAHOBHUTBCS  yBa)KaeMoOWM
npodeccueit.

5. Look at the list of adjectives. Which nouns are they used with in the text
above? Write down the nouns next to the adjectives. Read out the whole
sentences from the text.

well-arranged .......... ; commercial .......... ; newsworthy .......... ; significant
........... ; effective ..........; creative ..........; foreign .........; relative .........;
harmonious ......... ; up-to-date .......... ; respectable ......... ; young ......... ; clear
............ ; political .........; good ..........; valuable ..........; well-thought ...........;
corporate .......... ;annual .......... ; professional .......... ; positive ........... ; qualified
............. ; smear ..........;social ..........

6. Translate the underlined words.

1. Later, a strong professional coo6iectBo was formed. 2. The people’s trust to the
profession was momopsano in the very beginning. 3. However, PR agencies gained
enough omsita to develop their code of ethics. 4. No doubt, it became a yBaxaemas
profession. 5. Bomorienue/ocymectrienue/sHenpenune of a public relations strategy
is a slow process. 6. Nevertheless, it has developed into a
KOMILIEKCHYI0/CIIOKHYI0/HEeoiHO3HauHy and important industry. 7. The transition
from propaganda to Public Relations was not simple and mpusen k the emergence of
the so-called Black and White PR. 8. ‘There is a growing HeoOxomumocTh for
specialists within the profession’, she says.

7. Mark the sentences as TRUE/FALSE.

1. The public relations sector in our country is rather young.

2. It is not different from PR in Europe.

3. In Russia the term “PR specialist” used to be synonymous to the word “liar.”
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4. PR professionals in Russia do not have their code of ethics.
5. PR is seldom confused with advertising.
6. The Russian PR department has not yet developed clear standards.

7. In fact, political consultation predominates in Russian public relations, covering
about 60-70% of PR services.

8. The Russian market has some problems. Bureaucracy is one them.

9. Politicians and corporations hardly ever use PR instruments to discredit their
rivals.

10. Actually, the public relations sector in Russia has significant potential for further
development.

8. Use the following word-combinations to make up your situation about Public
Relations in Russia.

. to differ from PR in Europe and the USA

. to become a respectable profession

. to form a strong professional community

. to use different techniques and methods

. to gain enough experience

. to have some competitive advantages

. to understand the needs of their target audience

. to know the peculiarities of their market segment

O© 00 N O O &~ W N B

. to (not) develop clear standards
10. to have significant potential for further development

9. Answer the following questions:

1. What is the title of the article?

2. Who is the author of the article?

3. What is the public attitude to PR and PR specialists in Russia?

4. \What are the major problems in the Russian PR market?

5. What competitive advantages do Russian PR companies have?

6. What are the prevailing PR services in Russia?

7. What is the percentage of social and business PR services in our country?
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8. What is the difference between the so-called Western approach and the Russian
one?

9. What is the future of foreign PR companies in the Russian PR market?
10. What potential for further development does the Russian PR sector have?

The Development of Public Relations in Russia
by Nina Kinnunen

November, 2 2009

1. Read the article.

What have | already learned about the development of the Russian PR field? All the
scientific or other accounts | have found so far, place the emergence of Russian PR to
the end or to the last years of Soviet Union. Many writers start their accounts from
the year 1989. Around that time the launch of McDonald's in Moscow took place and
some consider it to be the first public relations campaign in the country and thus even
the origin of Russian PR. (How accurate this is, one can question, but maybe it truly
was first or one of the first commercial PR campaigns of that kind.) The conventional
thought thus seems to be that the Russian PR industry is about 20 years old now. Its
history is not very long, but it has already developed into a complex and significant
industry. According to Andrew Sveshnikoff in 2005 the industry was growing at an
annual rate of 30-40 per cent a year and was worth around US $100 million of fees
paid to agencies.

The complexity of the PR field reflects the complexity of Russia itself: a country of
142 million people, 89 regions, 11 time zones, vast number of cultures, nationalities,
and many religions. The same complexity applies to the Russian communications and
media environment. In that huge country there are hundreds of national media outlets
and dozens of local media in every city, and every year there are new publications
and broadcast channels. The soviet past has also had significant influence on this
complexity. The transition from propaganda to public relations has not been that
simple and has led to the emergence of the so-called “black” and “white” PR as a
consequence. I would like to discuss these terms a bit more as “today’s specific
topic”.

The Soviet Union had its own working tool of communication — propaganda — and
although public relations has now gained ground as an accepted communications
field, the influence of propaganda is still traceable. The transition process from
propaganda to PR created the terms "black” PR and “white” PR. These two terms
emerged in the early 1990s and soon became widely used among Russian
professionals. “Black” PR is associated with unethical, manipulative techniques.
Russians tend to connect it especially with political public relations, particularly with
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election campaigns and such methods as spreading misinformation of political rivals.
But of course, questionable practices have not been restricted only to political PR: the
richest and biggest companies have bought themselves positive publicity. They have
bought stories, editors and reporters, even entire media outlets. “White” PR, in
contrast, presents the ethical view of PR.

However, there are scholars who refuse to categorize PR practices into “white” and
“black”. They argue that “black™ PR should not be called public relations at all, but
simply propaganda. | find this view rather understandable. These arguments have also
a lot to do with protecting and creating a positive image for the profession. It is
understandable that such labels as “black” PR create distrust. If it becomes an
accepted, popular view that it is characteristic or normal to PR professionals to
practice their profession unethically, general attitudes towards PR won’t obviously be
very positive. But the fact, as Katerina Tsetsura points out, is that the formulation of
the image of Russian PR has already happened strongly in relations to “black PR
versus white PR” — thinking. Wonder what people in general think of public relations
in Russia?

Many scholars point out that discussions of “black” and “white” PR exist mainly
because the profession has been slow to adopt ethical standards. Russian
professionals have joined associations such as the International Public Relations
Association (IPRA) that expect them to follow codes of ethics. As well as the Russian
Public Relations Association has its own code of ethics. Nevertheless, Russian PR
professionals often consider such codes idealistic and not applicable in the Russian
environment. Many of them argue that it is simply impossible to practice ethical or
“white” public relations because nobody would pay for it. Some senior managers of
Russian organizations are still heavily influenced by Soviet past, and do not value the
importance of open communication. It seems that PR professionals feel that there are
factors that force them to use “black” PR. Still, in 2005 Andrew Sveshnikoff was
optimistic and predicted that even though “black PR agents” still worked in Russia,
they would not have a future or their future would be very limited as the market and
PR industry would mature.

2. Pronounce the following words correctly.

strategy; scholar; industry; process; origin; organization; influence; consequence;
event, launch; to mature; to evolve; democracy; analyst; transparency; legislation;
era; area; obstacle; emergence.

3. Match the two columns to form the word-combinations that you come across
in the text.

| 1. local | A. techniques
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2. ethical B. media outlet
3. general C. tool

4. manipulative D. attitude

5. national E. standards

6. first F. accounts

7. scientific G. PR campaign
8. working H. media

4. What do the following numbers refer to?

142; 1990s; 30-40; 11; 1989; 89; 20; 100.

o1

. Answer the following questions:

. What is the title of the article?

. Who is the article written by?

. When was it published?

. What event is considered to be the first public relations campaign in the country?
. How old is the Russian PR industry?

. What reason is the complexity of the Russian PR field referred to?
. What makes the PR field in Russia so complex?

. When did the terms "black” PR and “white” PR emerge?

. What techniques are "black” PR and “white” PR associated with?
10. Do Russian PR professionals follow the codes of ethics?

11. What future does the "black” PR have in Russia?
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6. Split into small groups and give the explanation of the terms. Report them to
the class.

1. propaganda
2. "black” PR
3. “white” PR

7. Talking point
Make a report/ Write an essay.
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The article was published in 2009. What changes have taken place in the
Russian PR industry since that time?

Revision

Review what you remember about the Russian PR field. Insert the correct
prepositions.

1. The Public Relations sector differs PR in the USA or Europe. 2. It had to
develop a period of smear campaigns. 3. In the 90s a “PR specialist”
became a synonym a “liar”. 4. Many people still confuse PR
advertising. 5. PR professionals have to work the mass media. 6. Building
harmonious relations various social groups takes time, but can result B
customers’ loyalty and commercial success. 7. The term “white PR” became widely
used PR workers. 8. Some specialists see tremendous strides

the evolution of this profession. 9. There are many special masters programmes
related PR.

Revise what you remember about the Russian PR industry. Complete the
sentences.

. It is believed that PR in Russia emerged in
. The first PR campaign in the country is thought to be
. The Russian PR industry is more than
. S0, we can say that this sector is relatively
Its history is not very
. The complexity of the PR field in Russia reflects
. Black PR is often associated with
. However, there are some problems in Russian PR market.
. The major growth areas in Russian PR are

B WD
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Get ready with your monologue on the topic:

b

“PR in Russia: its history, peculiar features and current tendencies”.
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“Public-relations specialists make flower arrangements of the facts, placing

b

them so the wilted and less attractive petals are hidden by sturdy blooms.” —
Alan Harrington

UNIT IV. PEOPLE IN PUBLIC RELATIONS. WHAT
MAKES A GOOD PR PRACTITIONER?

1. Read the text. What skills are indispensable for PR workers to become
successful in their profession? Use the key vocabulary expressions to help you
answer the question.

The public relations industry employs over 200 000 people and collect millions of
dollars every year from clients ranging from wealthy individuals and corporations to
government agencies.

There are certain skills that are helpful for people who work in public relations. These
include a high level of communication skills, both written and verbal. A PR person
also must be good at multitasking and time management. He or she might have some
form of media background or training to understand how the media works.
Organizational and planning skills also are important in public relations.

A PR employee must be able to work well under pressure. He or she must have the
ability to answer a barrage of questions from the media and members of the public, if
necessary. If a company comes under a verbal attack, it is the PR department that
must take control of the situation. The PR department must effectively respond to the
criticism to protect the company’s reputation.

A public relations employee usually has a relevant college degree, such as a
bachelor's degree in communications, journalism or marketing. Competition for jobs
in PR is fierce. A talented public relations worker might be able to work his or her
way up from a junior account executive to an account director in about five years.
The hours can be long and the job can be stressful, but for successful PR workers, the
pay can be good because of the importance that companies place on their reputations.

In other words, those who are part of the public relations team do not have an easy
job. Some may think that they live a pretty glamorous life. However, as a matter of
fact, they actually do the dirty jobs. Well, think about it, if the company got itself into
trouble with a customer and that problem may become a company’s downfall, a
business would not survive or if it does, may have to strive hard to be back on top.
The public relations department prevents that problem from becoming out of hand
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and exploding to the public. They should find a way to communicate to the needs of
the customers while leaving a good impression on them.

2. Key vocabulary. Explain the meaning of the expressions in your own words.

- to be part of the public relations team

- to live a glamorous life

- to work well under pressure

- to do the dirty jobs

- to have good organizational, communication and planning skills
- to answer a barrage of questions from the media
- to come under a verbal attack

- to take control of the situation

- to effectively respond to the criticism

-to protect the company’s reputation

- to leave a good impression on customers

- to be good at sth

- to work one’s way up

- to be on top

3. Compose your sentences with the word-combinations above.

4. Complete the sentences using the word combinations above.

. A professional PR worker is a person who

. A good PR worker is someone who

. Any PR specialist should

. All the PR managers are responsible for

. A PR practitioner must know how to

. A veteran PR worker is good at
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. A well-qualified PR employee is in charge of
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5. Talking points

1. What are some certain skills that are helpful for people who work
in public relations?

2. What do PR specialists have to be good at?

3. What kind of educational background and working experience is required in
the field of PR?

4. Why is it so important for those in the PR industry to know how to work well
under pressure?

5. “Competition for jobs in PR is fierce”. — What is the meaning of the word
“fierce”? Do you agree with the statement?

6. What kind of work is that?
7. What about you? Do you possess all the qualities mentioned in the text?

6. Summarize the main points of the text.

My Journey from a College Student to a PR Professional

1. Read a story about a college student, Michaela, who became a PR worker.

a.) Translate the words in Russian into English to complete it. Pay attention to
the use of tenses. b.) Single out all the irregular verbs that you come across while
reading the story.

When people me (cmpammBatot mens) What public relations is |
always (oTBeuaro, pearupyro) by saying, “public
relations is the process of creating and maintaining a relationship with the public.”
And (mo3BossTe) Me tell you, whenever | say that people look at

me like, “so... you don’t know what PR is.” Once I see that look I try and explain
what | mean (umeto B Buay). The thing is | understand what PR practitioners do, but |
(e monmmaia) how to explain it. Until | took principles of public
relations. This class clearly (ompenenwi, man onpenenenune) What public relations is
and it solidified my desire to pursue a career in PR.

First the class (y3uan) the correct definition of public relations. |
mean, there is no way you could talk about a subject without knowing and agreeing
on what it really is “Public relations is the management function that identifies,
establishes, and maintains mutually beneficial relationships between an organization
and the various publics on whom its success or failure depends.” (From Effective
Public Relations)
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But more importantly public relations is a process, which stands for research, action,
communication, and evaluation. And that’s is what the class is learning about.
Another thing that | have to explain (s qomkHa 00bstHHTB) tO people is how important
and realistic public relations jobs are. People think the only thing PR practitioners do
are events (manupyroT), when it is so much more. Practitioners write
news releases to spread information (uroOsl pacmpoctpanuTh) t0 the mass media,
they put together media advisories, set up interviews and news conferences, manage
social media, and so much more beside party planning. The career has come a really
long way.

The more | learn about PR the more | want to work in the field, especially in social
media.

We had a guest speaker, Jordan Raynor from Engage, who (roBopm)
about how influential social media is in today’s society. He (ckazam) Us
that after doing research he learned that the 2012 election was not just a race between
Obama and a republican candidate, but a choice between Eminem and Johnny Cash.
That just wow’d me for some reason. People can really be reduced to what their
social media says about them.

Ok so this post went from me talking about my Principles class to talking about PR in
general. (maybe I’ll edit it to fit the original idea... but probably not © )

Back to my class, | am really learning a lot. | really like the Powerpoint, and | think
the text book is my favorite to date. We were assigned a campaign project, a personal
brand project, and a volunteer project. | think these projects were perfect and were so
much fun to complete, especially the personal brand project because it gave me the
push | needed to start my blog. And my professor is so easy to learn from and talk to.
It makes me have faith that | can (modutees ycmexa) in public
relations, and that | will have fun doing it.

So yea. That was me rambling about public relations.
Until next time,

Michaela

2. Answer the following questions.

1. What made Michaela start a career in PR?
2. What are the definitions of PR that the girl gives in the text?
3. What do PR practitioners do, according to her?

4. Do you think she sounds enthusiastic about this industry? Prove that she is
greatly interested in it.

5. Michaela is eager to pursue her career in PR, isn’t she? Do you want to pursue a
career in PR? Why/why not?
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What exactly do Public Relations Professionals Do?

1. Insert zero/definite/indefinite articles into the gaps to complete the text.

[....] Public relations professionals work to obtain free publicity for their client.
Traditionally, that's done by sending press releases to journalists containing
information needed to write positive story about the client. Newspapers, radio
and TV stations (especially local ones) are always looking for fresh story ideas,
particularly those with "human interest" angle.

PR professional crafts press releases resembling compelling news story,
making it clear why his client's product, service or personal history is important.

goal is to fulfill the journalist's requirement for news while enhancing
the client'simage in ____ public eye.

PR professionals spend lot of time cultivating relationships with
journalists and other members of mass media. This is done by researching
which journalists write about client's industry or personal interests.

Another job of public relations is to create a press Kit, or media kit. A journalist might
request a press kit as a follow-up to a press release. The press kit contains everything
the journalist needs to understand who the client is and what the client does.
That could include:

Executive profiles

Quick facts about an organization, such as its company history
Photographs

Detailed product descriptions; even samples

Recent press releases

Business card of PR representative

People who work in PR are regarded as experts in media relations. They're often
asked to train employees on how to effectively communicate with the media,
particularly during print or TV interviews.

2. Match the words in the columns to get word combinations. Use them in your
sentences sticking to the text above.

1. positive A. interests
2. public B. publicity
3. free C. card
4. business D. story
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5. personal E.eye

6. media F. descriptions
7. product G. idea

8. fresh H. kit

3. Look at the list of verbs used in the text. Write synonyms for each word.
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to obtain =

to enhance =

to contain =

to communicate =
to cultivate =

to craft =

to resemble =

to fulfill =

4. Complete the sentences with some information from the text.

A

Public relations professionals work hard to get

Public relations professionals craft press releases that resemble

Public relations professionals spend much time

Public relations professionals create

Public relations professionals communicate

5. Make up a brief summary focusing on the responsibilities of Public Relations
professionals.

Use the linking devices: to begin with, besides, furthermore, moreover, what is

more, to add to that, to cut a long story short.

6. Look at the box with adjectives used to describe someone’s personality. Some
of them are negative, some are positive. Single out those character traits that can
describe a good PR specialist. Are you any of these?
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sociable easy-going eccentric outspoken knowledgeable indifferent
conservative  quick-witted ambitious well-educated opinionated shrewd
sluggish  open-minded altruistic cynical gullible bold purposeful
cooperative  bashful fearless hard-working thick-skinned amiable shy
forgetful two-faced persistent envious smart wicked soft-hearted
strong-willed cunning meddlesome diplomatic  conscientious taciturn
frank  resourceful superstitious dreamy sensitive sensible energetic

career-oriented  work-obsessed light-minded naive bossy moody
indecisive

Working as a PR Specialist

Career as a PR specialist can be very rewarding. More and more organisations and
businesses are aware that their public image has a major influence on their overall
success.

The main responsibility of a PR specialist is to communicate with the public and
media on behalf of his/her client who can be a company, non-profit organisation or an
individual. And the outcome of this communication has to be a positive public image
and creation of strong relationship with the media, customers, the employees,
investors and other interest groups as well as the general public.

A PR specialist is expected to appear on public events such as conferences, write
press releases and newsletters, and to do a variety of tasks that have an influence on
his/her client’s public image. In many cases, this requires a great deal of flexibility in
terms of both working place and schedule, especially in times of crisis situations. For
example, when negative news about the client gets into public, PR specialist is
expected to respond promptly and efficiently in order to help the client retain their
good reputation.

A PR specialist may work for a PR firm, or in a PR department of a larger company
or non-profit organisation. But many PR specialists also run their own business as
consultants or freelance specialists.
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In order to be considered for the job of a PR specialist, a Bachelor’s degree from
journalism or communications is typically required. But many people who have
created a career as PR specialists also completed formal education in other fields
including English, Advertising, Creative Writing, Psychology, etc. Most of them,
however, also attended accredited PR courses and training.

Although formal education is highly important, PR firms and organisations that are
looking for PR specialists, however, also look for exceptional communication skills
which are not easily acquired. In order to represent their clients in the best manner, a
PR specialist must have strong verbal and writing communication skills as well as to
be able to work under pressure.

Salaries of PR specialists vary greatly but in average, it’s quite a well-paid job. Entry-
level PR specialist earn slightly less, while those who have already proven
themselves in the field of public relations earn as much as double of the average. The
very top PR specialists whose services are highly sought after usually earn six-figure
salaries.

1. Insert the correct prepositions.

a) PR firms look ........ employees with good communication skills.

b) Many of them are willing to work ........ pressure.

¢) Most PR specialists who work ....... PR firms are well-educated.

d) A company’s public image has a major influence ........ its success.

e) The basic responsibility ........ a PR worker is to communicate ......... the public
and media.

2. Match the columns, form and translate the word-combinations (adjective +
noun).

1. verbal A. communication skills
2. rewarding B. PR specialist

3. six-figure C. education

4. exceptional D. situation

5. etry-level E. communication skills
6. formal F. organisation

7. top G. career

8. own H. PR specialists
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9. public I. courses

10. accredited J. salaries

11. non-profit K. specialist
12. crisis L. business
13. freelance M. image

14. strong N. relationship

3. Read the following explanations. In the text find the word that mean the same.

an effect or result of some action or event =

the science or study of the mind and how it functions =

a programme of work to be done or of planned events =

a person or an organization that invests money =

a job or profession, especially one with opportunities for progress or promotion

a meeting for discussion or an exchange of views =

a fixed regular payment, usually made every month to employees doing
professional or office work =

the achievement of a desired aim of fame, wealth or social position =

4. Complete the sentences using the ideas from the text.

o &~ D
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The main responsibility of a PR specialist is

Many people who have created a career as PR specialists also

A PR specialist may work for

A PR specialist is expected to

Top PR specialists

Talking points

1. What is meant by “exceptional communication skills ”? Have you ever met

anyone with such skills?

Why is it absolutely necessary to have good verbal and writing communication
skills if you pursue a career in PR?

What kind of education is typically required in the PR industry?

4. How much are PR workers paid for what they do?
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5.

“Career as a PR specialist can be very rewarding”. — Comment on this idea.

Do you share this opinion?

Revision. Review and make up a brief summary focusing on each point.

1.

a &M e

What career can you make in Public Relations?

What are the responsibilities of PR workers?

What makes this profession stressful/ challenging/ exciting/ rewarding?
What qualities should one possess to become a good PR specialist?
What makes a successful PR practitioner?

Get ready with a monologue on the topic:

“Working as a PR specialist. Their main responsibilities; the personal qualities and

skills required”.
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"It is generally much more shameful to lose a good reputation than never to have
acquired it.” — Pliny the Elder

V. PUBLIC RELATIONS FOR A POSITIVE IMAGE

1. Whatis an IMAGE? Look at the definitions and choose the best one.

1. Image is a general impression that a person, an organization, a product gives to
the public; a reputation. (Oxford Advanced Learner’s Dictionary)

2. Image is the idea that people have about someone or something. (Merriam-
Webster Dictionary)

3. Image is the opinion or concept of something that is held by the public. (The
Free Dictionary)

4. Image is a picture or other representation of a person or thing, or it can be
someone's public perception. (Vocabulary.com)

Building a strong image

2. Scan the text. Find the English equivalents for the following words and word
combinations in the box.

A favorable image can help increase a company's sales, and negative publicity can
damage a company's reputation and decrease sales

Public relations activities aim to cultivate a strong, positive image of the organization
among its stakeholders. Similar to effective advertising and promotions, efficient
public relations often depends on designing and implementing a well-designed public
relations plan. The plan often includes description of what you want to convey, how
you plan to convey it, who is responsible to convey it and by when, and how much
money is budgeted to fund these activities. Similar to advertising and promotions, a
media plan and calendar can be very useful, which specifies what media methods to
be used and when. One of the more recent, important public relations activities is
maintaining — and sometimes restoring — a strong public image on the Web.

Since the world of business is very competitive, each company needs to have a
weapon that will help them stand out, be more appealing and more interesting to the
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public. Since the public is the customers, they need to have a positive image about a
product to buy it.

s dexTuBHAs peksiaMa; peann30BaTh XOPOIIO CHPOEKTUPOBAHHBIN (IPOayMaHHbBIN)
[P mmaH; pa3BUBaTh YCTOWYMBBINA, IOJIOKHUTEIBHBIA WMHIK; (DUHAHCHPOBATH
JNEATENbHOCTh; MEIHA-TUIAaH; 3aBUCETh OT; BKJIIOYATh ONMCAHUE; OTBETCTBEHHBIW;
MOCPETHUKH (3aMHTEpPECOBaHHAsi CTOPOHA); CTaBUTh CBOEH I1I€JIbI0; CXOJIHBIN C;
NOBBIIIATh  NPOJAXKH  KOMIIAHMM;  PAa3pyLIUTh  PENyTAlMi0  KOMIIAHHH;
KOHKYPUPYIOIIUNA OU3HEC; BBIJICIATHCA.

How Can a Company Manage Its Image Using Public Relations

1. Read the article written by Amy Nutt.

Public relations is no longer something that just happens; how a company or
corporation is perceived in the public eye, particularly in the eye of the company's
shareholders or potential customers, isn't something that's left to chance. Companies
have entire departments and large budgets in place to ensure that they will be viewed
in a positive light by the public.

In its simplest form, the idea of public relations is to get the word out to the public
concerning all of the positive things that a company or organization may be involved
in, and to enhance the company's overall image, while at the same time downplaying
anything that could potential be viewed as a negative action in the public eye [...].

There is any number of ways that a company or organization can positively use
public relations to enhance their image in the eye of the public:

- A company can donate either time or money to a charitable cause or they could hold
a charity event to raise money for a particular cause.

- Potential customers and share holders want to know if a company cares, and they
want to know what it is that the company cares about and supports.

- Another approach to public relations is to have a company representative speak at
an industry conference or seminar. The speaker can go over with an audience, packed
with the very people that the company wants to reach, details of all of the latest
activities as well as all of the future plans that will be implemented and what kind of
positive impact those plans will have on the industry and the community [...].

A company's image can mean everything — one big negative event, even if it's only
perceived as a negative event in the public eye, can literally destroy a company. If a
company or organization wants to become successful and stay successful, it has to
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build up and protect its positive image — the only way to really do that effectively is
through good public relations.

2. Synonyms: find the odd-one-out.

. destroy — ruin — break — slump
. client — customer — shareholder — consumer
. minor — large — enormous — huge

1

2

3

4. complete — absolute — deficient — overall

5. effectively — efficiently — proficiently — inaccurately
6. impact — influence — flaw — effect

7. embody — quicken — perform — implement

8

. defend — protect — safeguard — warn

3. What’s the English for? Translate the following words from Russian into
English.

CTAHOBUTHCS YCIMEIIHBIM; MOTCHIMAIbHBIE KJIUEHTHI; JPYrod MOAXOJ; OTPOMHBIM
OIO/DKET; TOJIOKUTEIbHOE BIMSHHUE; BHEAPATH (pPEalM30BBIBaTh); OYKBAIBHO;
MPEACTaBUTENIb KOMIIAHWM, aKIIMOHEPHI; 3HAYUTh BCE; CO37aBaTh (YKPEIIATH);
rapaHTUpOBaTh (py4yaThbes).

4. What’s the Russian for? Translate the following word-combinations from
English into Russian,

Find these word-combinations in the context. Read out the sentences.

in a positive light; in the public eye; to do sth effectively; to destroy a company; to
hold a charity event; to enhance one’s image; to raise money; to view sth as a
negative action; to perceive a company; overall image; the latest activities; to get the
word out to the public.

5. Talking points

1. “A company's image can mean everything”. — \What does the idea mean?
2. What can destroy a company?
3. How can a company enhance its image in the eye of the public?

4. How does Public Relations protect a company’s positive image?
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5. “The only way to really build up a company’s positive image effectively is
through good public relations”. — Comment on the statement. What is “good
public relations?”

6. Reread the text, outline its main points and report them to the class.

Revision. Review and make up a brief summary focusing on each point.

What is a positive/negative image?
What can spoil a company’s reputation and its positive image?

In what way is a favourable image helpful?

b Pe

How does Public Relations help build up and protect a company’s positive
image?

5. How can a company use Public Relations to enhance its image in the eye of the
public?

Get ready with a monologue on the topic:

“How can a company build up and maintain its image using Public Relations”.
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TEXTS FOR SUPPLEMENTARY READING

I. Scan the text. Point out its main ideas.

What Are Some Advantages to Having Public Relations in Your
Company?

With so many things happening in the business world, a company will have its ups
and downs. However, even with the tough economic times today, a company should
be able to maintain its good reputation even when there are problems. This is where
public relations come in. If you are not so familiar with PR, going over this article
will give you a general idea. So what is public relations and its advantages?

First, let us answer this, what is public relations? Public relations or PR is the aspect
of a business that caters to the maintenance of good reputation and image. Amidst the
problems and difficulties a particular business encounters, it should be able to
maintain a good impression to the public because having a bad one may cause its
eternal downfall.

However, nowadays, the task of public relations is broader. Not only should it build a
favorable image and monitor the media for feedbacks, public relations should manage
the threats to a company’s image and should build a good relationship to the public.

Unlike promotions, public relations or PR deals with a bigger responsibility. The
relationship of the company or its products with the public and the media should be
on the positive side. An advantage to this is that if the company is able to spread
positive feedbacks from the customers, costly promotions can be lessened. Aside
from that, if the PR campaign becomes successful, more information would be
disseminated than when other forms of promotions are used. Media should be well
used by the public relations team in order to be successful. Another advantage is that
compared to promotions, PR is more cost-effective. This is definitely good news to
any company.

Il. Read the text. Prove with some of its lines that working in public relations is
“a tough job”.

What Is Public Relations And Its People

Some people think that it is fun to be involved in what is a public relations task. They
see PR people are someone who go to big events, drinking and dining with the target
audience of the company. But the truth is, working. This type of work requires a
unique set of skills and knowledge. PR people usually work in irregular hours.
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People who want to be a PR person have to have excellent skills on communication
both written and verbal skills. Depending on which media form the PR will be
dealing with a lot, the staff should have enough knowledge about the media, knowing
the details of how television networks, radio or print media organizations operate.
This will greatly enhance the achievement of what is the public relations goal. PR
people are also adept in organizing skills applied in organizing work streams,
meetings and other media events. In terms of attitude, a PR person must also exude
confidence even under a very intense pressure. Especially when the task of PR is to
reverse a negative publicity to something that is advantageous to the company.

With regard to educational requirements for those involved in what is public relations
task, one has to have a college education with several training on communication
approaches. Writing and public speaking has to be included in this college education
as well. PR work is difficult and challenging but usually the pay is very good. By the
way PR people do enjoy the perks of going to parties and media events.

I11. Skim the text. Enumerate people and services that want Public Relations
help and support.

Who Needs PR Services

PR services are sought after by many organisations, companies and prominent
individuals. A PR specialist communicates with the public and media on their behalf
in order to present them in the best light. This helps their clients create and maintain a
good reputation. But it also helps them stand out from the crowd and attract attention
of both the public and media as well as create a two-way communication.

The Usual PR Clients

Many organisations and individuals who want to create a better image of themselves
in public utilize PR services. The most frequent clients of PR firms include:

. businesses; they utilize PR services to present their products/services and the
way their firms work and of course, create a strong relationship with the
customers and reach more potential buyers

. non-profit organisations; examples include charity organisations, schools,
hospitals, etc. who use PR services as a part of fund-raising events and
promotion campaigns

. notable individuals; examples include celebrities who use PR services to
communicate in their behalf with the media and their fans but PR specialists
are also highly sought after by politicians who can succeed only if they have a
good public reputation
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IV. Read the text. Render it into Russian.

How Can PR Boost Your Business

In today’s world, there is a fierce competition in just about every sector, while the
consumers typically decide for brands they are familiar with and which they trust. In
order to earn the consumers’ trust, companies rely heavily on marketing strategists
but they also rely heavily on PR specialists.

Unlike marketing that is focused on promotion of the company’s products or service,
PR is primarily focused on communication with the public, e.g. the potential buyers
and the media. By communicating relevant information about the company and of
course its products/service, PR specialists also help in the promotion of the business.
But above all, they create a positive public image and establish a relationship with the
target audience and media. That way they gradually earn the consumers’ trust, which
as mentioned earlier, has a major influence on their decisions including the
product/service, they choose from the many available.

Besides attracting public attention and helping establish a good reputation which
directly influences the sales, PR specialists also play an important role in the times of
crisis. Imagine that an angry employee or the competition starts to spread unpleasant
rumours about your company. The public does not know the story behind and if you
do not react, they may think that the rumours are true. And even if they find it hard to
believe, they will remember that they have heard something bad about your company.

Now imagine the consumers choosing between a brand from which they have heard
only the best and your company. Most of them will not take any chances and choose
more respected company instead. And you cannot really blame them because you
would probably do the same if you were in their shoes. Therefore it is not a good idea
to leave the public wondering about the truth whatever it is and this is where a PR
specialist steps in.

In the times of crisis like the situation described above, you need someone who reacts
quickly and efficiently to at least minimize the damage. And that someone can only
be a person who can think and act fast under pressure as well as communicate well
with the public and media — a PR specialist.

48



V. Read the article paying special attention to the expressions in bold. Find the
answers to the following questions:

- What obstacles impede the industry’s growth in Russia?
- How has it matured over the past 20 years?
- In what way does the PR profession in Russia continue to evolve?

- What Russian PR practitioners does the author mention? What is their contribution
to the development of PR in Russia?

- What are the major goals of The Russian Public Relations Association (RASQO)?
- What is his general attitude to Public Relations in Russia?

Public relations in Russia: Keeping open a once closed society

By Joe S. Epley
April 4, 2012

Two decades ago, when | was serving as president of PRSA, Russia was emerging
from an entrenched culture that did not tolerate open, two-way communication. But
as the communist era ended, Alexander Borisov, a forward-thinking professor from
Moscow, approached PRSA for help in launching the PR profession in the Soviet
Union.

Few people in Moscow recognized public relations as an essential element of
democracy and a free market economy. We in PRSA provided textbooks, student
internships and counsel to jumpstart the profession. Borisov served as The Russian
Public Relations Association (RASQ) president for its first 10 years until the foreign
ministry appointed him to a diplomatic post in the Netherlands.

RASO has matured significantly over the past 20 years. It now has more than 600
members from throughout the Commonwealth of Independent States. It boasts a code
of ethics, professional certification similar to PRSA’s Accreditation program,
recognized educational standards in universities and institutes throughout the country,
a student organization and a professional awards program.

RASO’s four-part mission statement is straightforward:
« Build public relations as a comprehensive and sustainable profession
« Advocate for the public relations industry
« Practice high professional and ethical standards

« Develop human resources within the public relations industry, including
improving higher and postgraduate education in public relations
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In appreciation for PRSA’s role in launching the profession in Russia, Gerard F.
Corbett, APR, Fellow PRSA, PRSA’s 2012 chair and CEO, and I were invited to
Moscow for the 20th anniversary conference this past Dec. 15-16 and celebration of
the Russian Public Relations Association. The conference was held at MGIMO —
The University for International Relations, one of the most prestigious universities in
Russia.

Over the years, | visited Russia numerous times and saw tremendous strides in the
evolution of the profession. PR professionals are found in cities throughout Russia.
The major growth areas in Russian PR are government, manufacturing and education.
However, obstacles impeding the industry’s growth include self regulation or
industry legislation. a lack of industry standards, low level of business transparency
and an absence of

“Educational standards continue to improve, with nearly 200 universities and
institutes now offering degrees in public relations, including many now having
masters programs related to public relations,” said Andrei Silantiev, vice-rector of
MGIMO for public relations. He succeeded Borisov as dean of the School of
International Communications.

The PR profession continues to evolve. A good example of the bright new stars in
the Russian profession is Natalia Gurova, a vice president for the Moscow-based
Newton-PR. She sees continued growth in the profession, particularly because more
small- and middle-sized businesses are recognizing the value of public relations.
“There is a growing need for specialists within the profession, such as analysts, event
planners and internal communicators,” she says.
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ABC GLOSSARY

. achieve goals

. assess the effectiveness

. answer a barrage of questions from the media
. attract public attention

. achieve marketing objectives

. adopt ethical standards

build awareness / goodwill / a favorable image / relationships

be part of the public relations team

be good at sth

be on top

become a swear word

become a respectable profession

be on the right track

build public relations as a comprehensive and sustainable profession

. construct a message

. conduct one’s own research

. come under a verbal attack

. communicate with the public and media

. craft press releases

. credit sb as the father of public relations

. Create a career as a PR specialist

. Create a relationship with the target audience
. Create distrust
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10. create good will within the community

10. cultivate a strong, positive image of the organization among its stakeholders
11. confuse PR with advertising

12. complicate cooperation

13. compete with Russian agencies

14. continue to evolve

15. categorize PR practices into “white” and “black™

o

. define the problem areas

. develop effective strategy
. do the dirty jobs

. do sth effectively

. destroy a company

. decrease sales

. discredit their rivals

. develop a PR ethics code

© 00 N O O &~ W N B

. develop clear standards
10. develop human resources within the public relations industry

E.

1. encounter a problem
2. enhance one’s reputation / enhance the client's image

3. enter the Russian market

F.

1. form professional community

G.
1. gather information
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2. get the word out to the public

3. gain enough experience

H.

1. have a better understanding of sth

2. have contact with both the client and the stakeholders

3. have good organizational, communication and planning skills
4. hold a charity event

5. have much expertise

6. have some competitive advantages

7. have significant potential for further development

8. hold a conference

9. have one’s own working tool of communication

l.

1. involve cooperative efforts

2. implement strategies / ideas

3. inform people / inform the public about sth integrate people with people
4. increase a company's sales

5. influence sb’s opinions and decisions

6. implement a well-designed public relations plan

7. increase brand awareness

8. integrate people with people

9. impede the industry’s growth

10. improve higher and postgraduate education in public relations
J.

1. jumpstart the profession
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K.

1. know the basic values of the organization
2. keep public attention engaged
3. keep up with the changes

L.

1. learn about challenges and opportunities

N

. (not) lose touch with the publics

w

. live a glamorous life
4. leave a good impression on customers

o1

. lose valuable market opportunities

6. look for exceptional communication skills

7. launch the PR profession

8. lead to the emergence of the so-called “black” and “white” PR

M.

1. manage a crisis
2. monitor numerous media channels
3. make a decision / adjustments

4. maintain a relationship with the target audience /maintain a relationship with the
public

5. maintain mutually beneficial relationships between an organization and the various
publics

6. meet the competition in the Russian market
7. mature significantly (over the years)

O.

1. offer degrees in public relations

P.

1. plan the future actions
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2. provide good customer relations

3. present a company in a positive light

4. persuade people

5. protect the company’s reputation

6. protect a company’s positive image

7. protect and create a positive image for the profession
8. perceive a company

9. perform the functions of public relations managers
10. provide good customer relations

11. present the clients in the most favorable way

12. prove oneself in the field of public relations

13. practice high professional and ethical standards

A

reach target publics

remain focused on core values

regard sb as the profession's founder
respond to the criticism effectively
reach the attention of the target audience
raise money

recognize the value of public relations
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recognize public relations as an essential element of democracy and a free market
economy

n

. set the criteria

. set goals

. solve problems

. succeed in the two-way communication

. show the company at its best

. stimulate the development of public relations
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. spoil a company’s reputation
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8. send newsletters

9. stand out from the crowd
10. set objectives

11. spread misinformation

T.

1. take control of the situation
2. take an advantage of every public event and the opportunity to speak publicly

3. trigger further development of the public relations sector in a (more) positive
direction

4. train highly qualified specialists

5. take advantage of sth

6. take principles of public relations

7. (not) tolerate open, two-way communication

U.

use the results

use a variety of tools and techniques

use PR instruments

use the services of specialized PR agencies
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use cutting-edge PR technologies

V.

1. view sth as a negative action
2. value the importance of open communication

W,

1. work for a PR firm / in a PR department
2. work under pressure
3. work one’s way up

4. write the first text-book on public relations
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