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PREFACE

This course book is aimed at PR students who know English on Intermediate/
Upper-Intermediate level (B1, B2). It contains authentic ESP materials and texts.
Public relations is paramount in today's society. This book covers such essential
for future PR experts themes as PR basics and activities, history and development
of this applied science, PR history in Russia, public relations models, PR in
politics, etiquette, and writing press-releases.

The book consists of two parts, 4 appendices and a glossary. The first part
consists of 11 units, which contain texts for required reading, tasks to practice
new vocabulary, some grammar constructions, derivation models, exercises that
will help to improve skills of working with definitions, monologue and dialogue
speech, and also translation skills. Within the framework of these themes texts
from the second part are to help students to enhance their skills of comprehension
and scan reading as well as skills of writing summary, reviews. At the end of
each unit you will find oral or written creative assignment to actualize students'
skills. These tasks at given in the form of presentations, reports, role plays, etc.
The second part contains supplementary texts for independent reading. The
Appendices include reference information on main types of PR activity, PR
models, Sample of press-releases. The whole studying material was tested in
students groups.
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Preface/ Introduction

1. Before you read the text, think over and express your opinion on the following
topic: "From what you already know and without studying further, how would
you define public relations? What aspects of public relations interest you as a
possible career?"
2. Skim the text and comment on the quotation. Do you agree with Daniel J.
Boorstin’s words?
"Some are born great, some achieve greatness, and some hire public
relations officers."
Daniel J. Boorstin®

Public relations plays a part in a wide variety of ways throughout all our
lives. It is always there. We use it all the time, often without realizing, in many
different ways, depending on our particular needs at the time. If used properly it
can inform, educate, reassure, evoke sympathy, arouse interest in or an
acceptance of situations.

Similarly, in the world of business, public relations affects all types of
organizations, large or small, whether commercial or non-commercial, charitable
or in the public sector. It is about communication, in the broadest sense, between
an organization and all those with whom it has any form of contact. It cannot be
avoided, or ignored. However, the term public relations is often either
misunderstood or deliberately misinterpreted, so that it is used in a pejorative
way, associating it with propaganda, economy of the truth or evasion.

Different people therefore have different perceptions of public relations.
Those who work in the industry are often viewed with suspicion by those who
work in the media, who misunderstand its roles. There are some individuals,
often highly placed in industry, who expect public relations to be used as a tool
for whitewashing reputations, or for covering up acts of ineptitude or dishonesty.
What then, are the roles of public relations?

Public relations has a key role to play in helping to inform both its own
public and other, far wider ones, by providing information in a factual, easily
understood format, so that ignorance of an organization, a product or a place can
be overcome through knowledge and understanding.

Public relations also has a role to play in generating public interest in a
particular situation, or set of circumstances, that may be having a major affect on
an organization or group of people.

! Daniel Joseph Boorstin (1914 —2004) was an American historian, professor, attorney, and writer. He was
appointed twelfth Librarian of the United States Congress from 1975 until 1987.
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People may be hostile to a situation because they simply do not understand
what is happening, or why. Once they do understand, they will often much more
readily accept it. Public relations has a clear role to play in explaining the
particular situation or circumstances clearly, so that the ignorance, and even
hostility, surrounding it can be turned into understanding and acceptance.

The role here for public relations is to promote understanding and
knowledge of the facts about a set of circumstances or a situation in such a way
as to gain sympathy for it. Clearly presented, unbiased information can often be
the way to do this. Poor images come from ignorance, prejudice, hostility and
apathy. Public relations can convert these into knowledge and understanding,
acceptance and interest.



Part |

Unit 1. What is Public Relations?

I. Pre-reading task:

1. Write down some words and phrases associated with public relations.
2. In groups of three or four give your own definition of public relations.
Compare and contrast your ideas.

1. Read the text:

Public relations involves the -cultivation of favorable relations for
organizations and products with its key publics through the use of a variety of
communications channels and tools. Traditionally, this meant public relations
professionals would work with members of the news media to build a favorable
image by publicizing the organization or product through stories in print and
broadcast media. But today the role of public relations is much broader and
includes:

1. building awareness and a favorable image for a company or client within

stories and articles found in relevant media outlets;

2. closely monitoring numerous media channels for public comment about a

company and its products;

3. managing crises that threaten company or product image;

4. building goodwill among an organization’s target market through

community, philanthropic and special programs and events.

The World Book Encyclopedia defines public relations, or PR, as "an
activity aimed at increasing communication and understanding between an
organization or individual and one or more groups called publics." The ultimate
goal of any public relations effort is for a corporation, institution, organization or
individual to win favor with the general public. In order to do this, the public's
interests and concerns must be addressed. Good communication is the foundation
of any successful public relations campaign.

Persuasion and information distribution have been around, in one form or
another, since the beginning of time. However, public relations as an industry or
practice has only been around since the early 1900s. With the dawn of the
Industrial Revolution, young corporations discovered that their growth depended



on gaining the goodwill of the masses. Rex Harlow' scoured through 472
definitions of public relations to come up with the following paragraph:

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

(Harlow, quoted in Wilcox et al. 2003: 7)

The Public Relations Society of America offers this definition: ‘Public
relations helps an organization and its publics to adapt mutually to each other.
Public relations is an organization’s effort to win the co-operation of groups of
people. Public relations helps organizations effectively interact and communicate
with their key publics’.

In the USA the social science elements dominate the understanding of PR,
as is reflected in their education and texts about the subject. In the UK, there has
been a tension between those who see public relations as a management function
and those who view it primarily in relation to the media. Originally most PR
degrees were taught in business schools. However, recent research for the
Institute of Public Relations (IPR) (2003) suggests an increase in degrees based
in schools of media and journalism.

The IPR is the UK’s leading professional body for public relations
practitioners and was established in 1948. The definition framed by the IPR in
1987 is still useful:

Public Relations is the planned and sustained effort to establish and maintain
good will and understanding between an organisation and its publics.

Many think that PR is just about promoting an organisation, whereas most
PR work involves ensuring publics have an accurate view of the organisation,
even if they don’t like what it does. The definition also raises that strange word
‘publics’. It is important, however, to stress that public relations is not about
dealing with ‘the public’ as people often think. One of the key concepts of PR is
the idea that these groups — or publics — have different information needs and
exert different demands on organisations. Understanding these differences is a
vital skill of PR.

! Rex Francis Harlow (1892-1993) — writer, editor, publisher, and public relations pioneer. In 1939 he founded
and became the president of the American Council on Public Relations, which was later merged with the National
Association of Public Relations Counsel to form the Public Relations Society of America. In 1948 he founded and
headed the Public Relations Institute of the West.
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Philip Kitchen' (1997: 27) summarises the definitions as suggesting that
public relations:

1.1s a management function;

2.covers a broad range of activities and purposes in practice;

3.1s regarded as two-way or interactive;

4.suggests that publics facing companies are not singular (i.e. consumers) but

plural;

5.suggests that relationships are long term rather than short term.

Nessman?® adds the following to the mix: creating and reinforcing trust;
arousing attention; creating and preserving communication and relationships;
articulating, representing and adjusting interests; influencing public opinion;
resolving conflicts; and creating consensus (quoted in Wilcox et al. 2003: 4).

In tracing the similarities between diplomacy and public relations, L’Etang®
(1996b: 15) points out that both involve three kinds of function:

1. Representational (rhetoric, oratory, advocacy). This would cover the
language and images used to represent the organisation in communication with
publics, including written, spoken and visual communication.

2. Dialogic (negotiation, peacemaking). The public relations practitioner is
often seen as a bridge builder, the voice of different internal and external publics
within the organisation, and the voice of the organisation to those different
publics. They have to see other people’s point of view.

3. Advisory (counselling). This role covers both pro-active PR, such as
campaign planning, and re-active PR, such as dealing with a crisis.

These functions are underpinned, in both public relations and diplomacy,
according to L’Etang, by intelligence gathering. Public relations practitioners
need to be acutely aware of political, social, economic and technological
developments within their organisation, area of operations, and local, national
and, increasingly, global communities.

According to IPR Public Relations practice is the discipline concerned with
the reputation of organisations (or products, services or individuals) with the aim
of earning understanding and support. Public relations is about reputation — the
result of what you do, what you say and what others say about you.

! Philip Kitchen is the founding Professor of Strategic Marketing at Business School, University of Hull where he
was also founder and director of the research centre for marketing and communications (2001-2006) and later
founder and director of the current research centre for marketing, communications, and international strategy.

2 Karl Nessman, Ph.D., is an assistant professor in public relations at the Institute for Media and Communication
Science of the University of Klagenfurt, Austria, and Leader of the stream on public relations.

3 Jacquie L’Etang is the author of Public Relations: theory, practice and critique (Sage, 2008), Public Relations in
Britain: a history of professional practice (LEA, 2004), etc.
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I1l. Give Russian equivalents of the following words and word
combinations:

Key publics, favourable image, build awareness for smth, relevant media
outlets, target market, ultimate goal, establish and maintain mutual lines of
communication, keep informed on and responsive to public opinion, ensure smb,
accurate view, exert different demands, short term, reinforce, beneficial,
negotiation.

IV. Explain the meaning of the following words and phrases and illustrate
their meaning in the sentences of your own:

Publicize, broadcast media, aimed at, win favor with, emphasize, keep
abreast of, anticipate trends, tension, framed by, haphazard, adjust interests,
arouse attention, resolve conflicts.

V. Study the difference between the words involve, include, exclude, comprise,
consist, contain, incorporate, then use these words to fill in the gaps in the
sentences below:

Involve — to include someone or something in something, or to make them
take part in or feel part of it. The second accident involved two cars and a lorry.

Include — to contain something as a part of something else, or to make
something part of something else. The bill includes tax and service.

Exclude — to keep out or omit something or someone. We can't exclude the
possibility that he is dead.

Contain — to have something inside or include something as a part. How
much liquid do you think this bottle contains?

Comprise — (formal) to have as parts or members, or to be those parts or
members. Italian students comprise 60% of the class.

Consist of — to be made of or formed from something. The team consists of
four Europeans and two Americans.

Incorporate — to include something as part of something larger. Suggestions
from the survey have been incorporated into/in the final design.
How much milk does this jug ...?
The list ... the names of many famous writers.
They ... her from the meeting.
His job ... a lot of travelling.
The land he conquered ... several provinces.
New York City ... of five boroughs.
She ... his suggestions into her proposal.

No akwdE
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VI. Read and decide which of the statements are true and which are false.
Change the sentences so they are true:

1.The growth of public relations began with the dawn of World War I1.

2.Information is the foundation of any successful public relations campaign.

3.In the USA public relations is viewed in relation to social science.

4.According to IPR public relations is about establishing and maintaining
good will and understanding between an organization and its consumers.

5.Both PR and diplomacy involve representational, dialogic and advisory
functions.

VI1I. Answer the following questions:

1.Why do you think public relations is so difficult to define?

2.Which of the existing definitions seems most useful to you? Why?

3.Find similarities and differences in PR definitions given in the text above.

4.How do you understand the function of PR in the society?

5.What mistaken ideas exist concerning PR and publics?

6.What are the differences in the understanding of public relations in
different countries?

7.1s the role of public opinion important in modern society?

8.Can an organization communicate with its publics properly without public
relations people? Prove your answer with examples.

9.Why do you think public relations is undervalued in some organisations?

10. What do you think is the most powerful contribution public relations can
bring to an organisation?

VIII. Translate the following sentences into Russian:

Onsapn Jletouc bepuec u AiiBu JIu, aBropsl 6a3oBoit Teopuu PR, B Hauane
90-x ompenmensiin PR kak ympaBieHue, HalleIeHHO€ Ha KOOPAWHHUPOBAHUE
OTHOIIEHUN C ayJUTOpPHEN, BBHIOOP MOJIMTUKM KOMIIAHWHM U €€ KOHKPETHBIX
JEHCTBUI, a TAK)KE BBIABICHUS UHTEPECAa KOMIIAHUHU U JOCTH)KEHUS IyOIMYHOTO
NPU3HAHUA U JOBEPHSL.

OcHoBubiMu  (pyHkisiMa PR, cormacao PRSA, sBnsroTcs wusyueHue
ayJIMTOPUH, IIJITAHUPOBAHUE, HAJIAXKUBAHHUE TMAJIOTa U OLICHKA.

PR nomxen oOecrieunBath 3(HEKTUBHBIN JUAJIOT MEXIYy OpraHU3aluen U
ee ueJeBoil ayautopuei, GopMupys W TOAJEpKHBas TMO3UTHUBHBIN 00pas3,
penyTaluo OpraHu3alny, €€ yCIyT U KIIFOUYEBBIX COTPYIHHUKOB.

Llens moboro PR-meponpusatus — co3naHue OnaronpusiTHOrO UMHUIKA
(bupMBI-KOMMYHHUKaTOpa B TJlazax notpeduteneil. CylmecTByeT MHOKECTBO
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cpenctB PR, OCHOBHBIMH SIBISIOTCA MAOJMCUTH M OpPTaHMU3AIMS MEPOIPHUITHIA
COOBITUIHOTO XapaKTepa.

[TonsiTue «cBsi3u ¢ OOIIECTBEHHOCTHIO» TECHO CBSI3aHO C TaKUMU
TEPMUHAMHU, KaK «pEeKiaMay», «arutanusy», «MapketuHr». C INOHATHAMH
«MAHMIYJIALUSD U «rponaraiaa» PR cBsa3aH Mk, IOCKOIBKY IO ONPEAEICHUIO
ABJIIETCS HUHCTPYMEHTOM OCO3HAHHOTO JTMAJIOra IBYX PaBHBIX CYObEKTOB.

IX. Based on the information provided answer the questions:

1. How does this illustrate the complex boundaries between public relations
Vs propaganda/communication vs. information / power vs. influence?

2. Why do you think some people accuse PR of being the same as
propaganda? What arguments would you present against this point of
view?

PR vs Propaganda

It is essential to distinguish corporate public relations from propaganda,
because public perception often confuses the two concepts. Elliott (1975) defines
propaganda as:

statements of policy or facts, usually of a political nature, the real purpose
of which is different from their apparent purpose. In this sense propaganda
existed before the twentieth century, but its importance has increased in an age
when communication is easier and when it is more useful to influence ordinary
people. The term is used to describe a statement which is believed to be insincere
or untrue, and designed to impress the public rather than to reach the truth or to
bring about a genuine understanding between opposing governments or parties.
People do not usually admit that they are issuing propaganda, and the word is
much misused. Propaganda by one’s own government or political party is
described as a policy statement or as a part of its news service; genuine
approaches and statements of policy by another government or party are
frequently dismissed as mere propaganda.

This is as true today as when it was written.

In order to succeed, public relations must be transparent, free from bias and
demonstrate a two-way dynamic process where the aim is mutual understanding
of the facts even if there is no subsequent agreement on policy or ideology.
Organizations often need to respond to unfavourable criticism. Jefkins (1993)
argued for an anatomy of public relations based on the transfer process, which
shows an organization converting four negative states into positive ones, whereby
hostility is converted into sympathy; prejudice to acceptance; apathy to interest;
and ignorance to knowledge.

X. Prepare a report about the role of public relations in the modern world.

13



Unit 2. Related sciences (advertising, marketing and journalism)

I. Practice reading the following words and expressions:

Advertising /' cedvatarzin/ Consumer /kon'sju:ma r / /-'su:ma/
Marketing /'ma. .krtry/ /' ma:rkit 1n/ Campaign /keem'pern/ n

Discipline /'dzsaplm/ Revenue /' revanju:/ I-onu:
Technique /tek'nik/ Mutually /' mju..t/Uali/

Sometimes, of course, it’s easier to explain what PR doesn’t do. The
following fields look at areas often confused with PR. PR draws on expertise and
experience from many fields; it overlaps with other disciplines.

As marketing and public relations expanded their spheres of activities and as
they became more aggressive in communicating with more and more and ever-
larger publics, they often ended up talking to the same publics, and they
sometimes used the same techniques to do it.

This is the field most commonly confused with PR — not unreasonably since
marketing refers to PR in its texts and practice as part of the marketing mix. To
marketing practitioners and academics, public relations is one of the four Ps —
product, place, price and promotion — which make up a successful marketing
campaign. The use of public relations to promote goods and services is
sometimes called marketing public relations (MPR). There is some dispute about
how useful this term is, but it could reduce the confusion caused by using the
same term — public relations — to describe promoting products and planning
strategic communications.

So what’s the difference? The Institute of Marketing defines marketing as:
“The management process responsible for identifying, anticipating and satisfying
consumer requirements profitably’.

The two central words here are ‘consumer’ and ‘profit’. Marketing
campaigns are often preceded and followed by research to measure the degree to
which an attitude or behaviour has changed after the marketing activity. Have
more people heard of the product now? Have they bought (or used) it, or are they
more likely to?

However, public relations campaigns are often harder to quantify. Many
organizations do not have goods or services to sell. But they do all have messages
to communicate and — importantly — to receive. They need to maintain
relationships with all those who may work for them, give time or money, raise
complaints, or vote for or against them. These relationships are too complex to be

14



covered by marketing. Which is why commercial companies, who do have things
to sell, also have public relations departments.

To highlight the differences between their professions, marketers and public
relations practitioners would have probably come up with something like the
following table.

Marketing

Public relations

Marketing promotes the transfer
of goods and services from the
producer and provider to the
consumer.

Public relations helps an organization and
its publics adapt mutually to each other.

Marketing's immediate goal is
sales.

Public relations' immediate goal is mutual
understanding or positioning of the
organization with its publics.

Marketing's
profit.

implicit goal is

Public relations' implicit goal is positive
perceptions and predispositions.

Marketing's measure of success
Is the number of sales and/or the
revenue it generates.

Public relations' measure of success is
expressed public opinion or other evidence
of public support.

Then came a realization that public relations can benefit from advertising.

Advertising which had previously been used almost exclusively by
marketers trying to sell specific products began to show promise for broader, less
sales-oriented messages. Some of the first were so-called image ads that tried to
polish or "sell" the reputation of ad's sponsor.

The distinction between advertising and PR is more easily made: advertising
involves paying a medium (TV, radio, newspaper or magazine, for example) for
airtime or column inches in which to put across a promotional message. The
content of an ad is always controlled by the advertiser, unlike the content of
editorial pages or programmes, which are controlled by journalists. Public
relations practitioners try to persuade journalists to cover their products and
services on the grounds of newsworthiness.

Mass communication media have come to play a dominant role in the life of
everyone, including the public relations practitioner. Most large organizations
employ agencies to monitor the media and to communicate with journalists,
proprietors and other significant people in institutions who could be instrumental
in the maintenance of an organization’s corporate aims and objectives.
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The underlying differences between public relations and journalism are far
more basic and far more critical.

Journalism serves the general public, and journalists are expected to act in
the public's best interests even if such actions have detrimental effects on their
employers.

Public relations, in contrast, serves the specific organization or client who is
paying the practitioner to build and manage relationships that help that
organization/client achieve its goals.

Principled public relations practitioners and organizations such as PRSA*
and IABC** which they have established are quick to append the caveat that
even though public relations is meant to serve the needs of its clients/patrons,
practitioners are simultaneously expected to refrain from any action that would
have a detrimental effect on the general public.

* PRSA - the Public Relations Society of America

**|ABC - the International Association of Business Communicators

I1. Give Russian equivalents for the following words and word combinations
from the text:

Related sciences, fields, overlaps, expanded, ever-larger publics, promotion,
reduce the confusion, anticipating, precede, to maintain relationships, raise
complaints, to vote for or against, to be covered, highlight the differences,
implicit goal, newsworthiness, proprietors, detrimental, to append the caveat, to
refrain.

I11. Give English definition to the following words and make up sentences of
your own:

Profit, consumer, complaint, PR practitioner, revenue, campaign,
newsworthiness, promotion, image.

IV. Look up the following words in a dictionary and write a brief
explanation of the difference between the words:

Advertising, advertisement, advert, commercial, advertorial
V. Comment on the following statements:

Objectivity in public relations and journalism: essential for the credibility of
both professions, and for different reasons
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If we take journalism -as David Demers writes in his very recent and most
interesting History and Future of Mass Media (Hampton Press)-

‘journalists should keep their personal opinions and the opinions of their
newspapers out of their news stories; All sides to a story should be covered and
reported; All sides to a story should be given an equal amount of coverage’.

But, if we consider public relations, we could say that:

‘a public relator should elaborate the opinions of her/his client/employer;
Present them to attract the attention of carefully and increasingly personalized
stakeholders; To the point that these may perceive that, yes, all sides to the story
have been covered and given an equal amount of relevance); With the result that
those opinions convince and succeed in engaging stakeholders in an effective
relationship’.

V1. Match each word on the left with the relative explanation on the right:

e a person who writes news stories or articles for
a newspaper or magazine or broadcasts them on
radio or television

ethe activity of keeping good relationships

Advertising between an organization and the people outside
Marketing it

Public e the business of trying to persuade people to buy
Relations products or services

Journalism | o the work of collecting, writing and publishing
PR N news stories and articles in newspapers and
practitioner magazines or broadcasting them on the radio
Journalist and television

e a job that involves encouraging people to buy a
product or service

e solves problems in a realistic way which suits
the present conditions rather than obeying fixed
theories, ideas or rules

17



VII. Agree with or contradict the following statements. Supply some
additional information, expressing your own opinion:

PR distinct from journalism

Similarities Differences

¢ Writing common to both e Scope: PR is broader

e Gathering information ¢ Objective: PR is persuasive

e Working to deadline ¢ Audiences: PR segments

e Journalists in PR e Channels: PR uses multiple channels

PR distinct from advertising

e Both rely on media

e Advertising is controlled by communicator
¢ Organization controls content, placement
e Pay for advertising

e Advertising narrow in scope and purpose

e Short-term sales objective for advertising
e Need to evaluate impact in terms of sales

e Advertising is one-way communication

PR distinct from marketing

e Marketing is consumer/customer-limited

e Marketing aimed at selling products and services
e Both persuasive, but PR fosters dialogue

¢ PR can support marketing

VIIIl. Read through the text and answer the questions:

1.What is commonly confused with PR sphere?

2.Determine the meaning and purpose of MPR

3.Give the implicit goals of Marketing and PR

4.What is the view of journalist on PR?

5.How do public relations and marketing overlap in the area of consumer
public relations?

6.Is it relevant to define public relations and marketing as separate
disciplines in this area?
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7.Differentiate between main principles of advertising, PR and mass
communication.

8.Do you think it will be harder to tell the difference between PR, marketing
and advertising in the future?

9.What do 4Ps contain?

10. What are others spheres of human life which can overlap PR? Reason
your ideas.

Read the information below and write a précis of first three texts.
The phrases below can help you when writing a précis:

to begin with; to mention; to put it briefly; to tell the truth; to illustrate; to

take an example; to put it in another way; it is clear that; it is surely known that; it
may be assumed; as a matter of fact; as regards; by means of ; as compared with;
indeed; although; on account of; the object of this paragraph is; to provide;
according to; on contrary; undoubtedly; the information given in the first (second,
third) part deals with; the author analyses; a brief review is given; there is an
apparent tendency for the author; to generalize; to sum up; as a result; in
conclusion; the text concludes with.

1.Begin by reading through the text in order to discover the main line of
thought and paragraph plan.

2.Read through the text again, and, as you read, note the topic dealt with in
each paragraph. Are the topic the same or do they differ?

3.Underline key sentences, words and important facts as you red the text.
Look for any repetitions, which are to be avoided in your underlining.

4.Study each paragraph paying attention to the structure of the paragraph; do
they begin with generalization or specification?

5.Now make a list of all the points you are going top use. Write them down,
using your own words as much as possible. These notes must contain all
the essential facts. Use one tense form: past or present. Connect the parts
of your précis together with transitional words and cut out unnecessary
words to clarify the relationship for a reader who hasn’t seen the original.
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Unit 3. PR in politics

I. Pre-reading task. Answer the following questions:
1. What is the image of Russia in the world? How has it changed for the last
decade?
2. What do you know about public relations firm Ketchum?

1. Read the article from New York Times using dictionary if necessary:

P.R. Firm for Putin’s Russia Now Walking a Fine Line

In 2006, executives from the public relations firm Ketchum flew to Moscow to
secure an account that has since been worth tens of millions of dollars.

President Vladimir V. Putin of Russia had hired Ketchum to provide advice on
public relations before the nation hosted the Group of 8 meeting in St. Petersburg.
At the time, Mr. Putin “cared a great deal about what other leaders, especially
presidents, thought about him,” said Michael A. McFaul, a former United States
ambassador to Russia who now teaches at Stanford.

Times have changed. The escalating conflict between Russia and Ukraine has
turned relations with the United States as frosty as they have been in years. Last
week, President Obama said that as a result of the economic sanctions imposed
on Russia, the country “is already more isolated than at any time since the Cold
War.” And the United States ambassador to the United Nations called Russia’s
actions in Ukraine a “threat to all of our peace and security.”

“There has been a sharp turn in how much they care anymore,” Mr. McFaul said.
“They decided, O.K., we’ve had enough of these guys, let’s not worry so much
about our reputation.”

Ketchum, a division of the advertising and marketing giant Omnicom, now finds
itself walking an increasingly fine line. It once had three dozen employees in at
least six countries working with the Russia account. Now it has cut back to about
10, said Kathy Jeavons, a Ketchum partner in Washington who heads the Russia
account, citing the difficulties of the *“global environment.” And its deal to
represent Russia’s giant government-controlled energy company Gazprom
recently ended because, she said, Gazprom had decided to focus on Europe.

The Ketchum staff members who continue to work with Russia in Moscow,
Washington, New York, London and Brussels must avoid being seen as
defending acts contrary to American interests but continue to provide some luster
for a lucrative, and even prestigious, client.
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Ms. Jeavons spoke publicly for the first time generally about the account, but
declined to comment on specifics. Asked whether she or her staff members had
qualms about representing Russia, or whether the account might be terminated,
she said, “We constantly look at and evaluate our interaction with them, as we do
with any client.” Ketchum’s primary aim, she said, is to promote investment in
Russia. Dialogue between the United States and Russia, she said, is “a reality of
the connectivity of the global economy and financial markets.”

Ketchum is far from alone in representing foreign governments and their leaders.
In 2011, the Washington public relations firm Brown Lloyd James helped arrange
a profile in Vogue of Asma al-Assad, the wife of Syria’s president, Bashar al-
Assad. The story, headlined “A Rose in the Desert,” was later removed from
Vogue’s website and the magazine’s editor, Anna Wintour, issued a statement
deploring the actions of the Assad government.

Another firm, Sanitas International, represents both Abdullah Abdullah and
Ashraf Ghani, foes in an election in Afghanistan, according to State Department
filings. China has 11 different public relations representatives.

Public relations experts said there was a long history of American firms working
for controversial foreign governments. Guy J. Golan, a professor of public
relations and public diplomacy at Syracuse, compared Ketchum’s business
relationship with Russia to that of public relations firms who worked for tobacco
companies as the dangers of smoking were revealed.

“There are some who would argue that Russia is just as legitimate a client as
Philip Morris cigarettes,” Mr. Golan said.

From Russia’s standpoint, the Ketchum relationship makes perfect sense, Mr.
McFaul said. He pointed to the Winter Olympics in Sochi this year, which cost
tens of billions of dollars and were in part a public relations exercise. The Games
were seen, Mr. McFaul said, as a way “to introduce the new Russia to the world.”
And Ketchum’s fees are tiny in comparison with a production like Sochi, so it is
logical to retain the company to continue to help with its image and business
interests.

Angus Roxburgh, a former Ketchum consultant and journalist for the BBC and
The Economist, recounted his experiences working with the company in his 2011
book, “The Strongman: Vladimir Putin and the Struggle for Russia.”

Ketchum worked with members of the Russian leader’s inner circle, Mr.
Roxburgh wrote. The Russian officials, he said, were initially convinced they
could pay for better coverage, or intimidate journalists into it. They were
eventually persuaded to take reporters to dinner instead. But after the murder of
the journalist Anna Politkovskaya, a critic of the Kremlin who was assassinated
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in her Moscow apartment block under mysterious circumstances, they stopped
engaging with the news media, because they did not want to face questions about
her death.

“As the Politkovskaya murder was followed by the Litvinenko murder,” Mr.
Roxburgh wrote, referring to another mysterious death of a Kremlin critic in
London, “and then by the Russian invasion of Georgia, | began to wonder
whether the very reason the Kremlin had decided to take on a Western P.R.
agency was because they knew in advance that their image was about to nose-
dive.”

The company still works with Mr. Putin’s closest advisers, according to current
and former employees of Ketchum. Some of its work is relatively mundane, like
fielding press inquiries for Russian officials and liaising with pro-Russia groups.
In the State Department filings that detail Ketchum’s work, prominent names like
Arnold Schwarzenegger and Henry Kissinger appear alongside policy analysts,
politicians and United States government officials. In the filings, the company
said it worked with Time magazine to have Mr. Putin named the magazine’s
Person of the Year in 2007.

Ketchum also monitors press clippings, and provides a daily analysis of
perspectives on Russia from Washington, Brussels and New York. It tracks
sentiment on Capitol Hill, particularly the congressional committees that might
affect Russia. It writes strategic plans on specific issues.

Mr. Roxburgh, who did not respond to multiple requests for an interview, said to
The Daily Beast this year that Ketchum’s aim, to make Russia more attractive to
investors, “means helping them disguise all the issues that make it unattractive:
human rights, invasions of neighboring countries, etc.”

During Russia’s war with Georgia in 2008, there was a movement in Ketchum’s
New York office to drop Russia as a client, according to a former Ketchum
employee who requested anonymity because he was not authorized to discuss the
firm. Those who expressed concern were placated by the Washington office, the
employee said.

Ms. Jeavons declined to address internal discussions at Ketchum. And while she
defended her firm’s work with Russia, she acknowledged that it was a
complicated relationship.

“Where we can help facilitate communication, at the end of the day that can only
help,” she said. “I mean this is why I’m in this business. It’s not always perfect,
not always black and white, but I think it helps.”
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A version of this article appeared in print on September 1, 2014, on page B1 of
the New York Times with the headline: P.R. Firm for Putin’s Russia Now
Walking a Fine Line.

1. Work in pairs. Divide the article into logical parts. Give a subheading to
each part. Compare your notes with other students in the group, do you
agree with their choice?

IV. Answer the following questions:

Having read the article how can you explain the meaning of its heading?

Why Ketchum firm was hired?

What are the relations between Russia and Ukraine compared with?

How many workers in Ketchum worked with Russia account?

Has their number changed recently?

What was Ketchum’s primary aim?

What other firms representing foreign governments are mentioned in the

article?

8. What was Ketchum’s business relationship with Russia compared with?
Why was such a comparison made?

9. How did Winter Olympics in Sochi contribute to Russia’s image?

10.How was it assumed that Ms. Jeavons considered Ketchum’s work with
Russia complicated? Do you think she could acknowledge it publicly?
Why (not)?

NoakkowbdE

V. Give Russian equivalents for the following words and word
combinations from the text:

To nose-dive, to disguise, invasion, to facilitate, lucrative, to deplore, luster, to
placate, mundane, to decline, qualm, to terminate, to liaise, initially, press
clippings, to evaluate.

V1. Find words in the text with the same meaning:

Very little, to hold/ keep, particularly, to persuade, enormous, to abandon,
openly, to end, to conceal, finally, to refuse, continuously, present, to judge the
worth/ quality, first, point of view, to tell/ narrate, to kill, to frighten/ threaten, ex-
, famous, to react/ answer, at first.

V1I. Make word combinations using words from the list below:
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Provide, interaction, express, relationship, sanctions, sharp, circumstances, frosty,
advice, conflicts, prominent, turn, foe, relations, evaluate, escalated, impose,
ambassador, mysterious, issue, complicated, concern, specific, names.

VIII. While learning new words it is important to pay attention to what
prepositions they are followed by/ preceded with. Match words from the text
with prepositions (for, under, to (4), on (3), with) they are used with.
Comment, according, point, circumstances, engage, refer, perspective, plan,
respond, request.

Make your own sentences using words and word combinations from
exercises 5-8.

IX. Study the information below about the ways of responding to a negative
news story.

Think hard before you do that. Freezing out a reporter is a dramatic step that
often backfires. After all, you probably think a company is guilty when a
newscaster says, "We attempted to contact representatives of Huge Corporation,
but they didn't return our calls."

Before you blacklist a reporter, consider these remedies:

1. Take it to a neutral party.

It's an age-old truth: The closer you are to a news story, the more likely you will
find it flawed. Ask neutral parties to read, listen to or watch the story and give
you feedback. You may be surprised to find that the message you hoped would
get through did.

2. Talk to the reporter.

Reporters need sources, and good reporters are willing to hear their sources'
objections. (They may not agree with you, but they usually listen.)

Remain polite regardless of the reporter's response. Reporters will react better to
a discussion about factual errors than a differing opinion, but you're welcome to
make your case if you believe his view lacks perspective. If the reporter got a key
fact wrong, you're entitled to request a correction.

3. Write a response.

You may have forums to respond, such as a letter to the editor, op-ed or a
website's comments section. Don't repeat the original errors in your response,
since doing so gives those errors more airtime. Just articulate your view.

4. Speak to the editor.

If you can't get anywhere with the reporter, raise your objections with the
reporter's boss. Who knows, you may be the fourth person to complain about the
reporter this week.

There is a downside, though: No one likes to be complained about, and the
reporter may take it out on you with even less favorable coverage.

5. Respond with statements.
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If it's clear the news organization is irrevocably biased against your company,
you have two choices:

1. Cut off all access.

2. Respond to subsequent inquiries with precision.
| usually recommend the latter, which means sending a short, written statement in
response to queries. That brief statement prevents the reporter saying you refused
to comment, and gives you more control over the quote.
6. Cut off all access.
The only time | recommend cutting off access is when you won't gain anything
from speaking to the reporter. Those cases may exist, but they're rare. Good
media management means finding a way to work with journalists—not avoiding
them.
7. Use social media.
Cutting off a news outlet's access to your organization doesn't mean you stop
communicating. Use your company website, blog and corporate social media to
continue communicating with your key audiences.

This is an excerpt from Brad Phillips' book "The Media Training Bible: 101
Things You Absolutely, Positively Need to Know Before Your Next Interview."

X. Provide examples from politics, business, fashion, music industry to

every way of responding to negative news story (listed above). Is there such a
situation where you would have used another way to resolve the conflict?
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Unit 4. PR models

I. Pre-reading task. Answer the following questions:

1.What PR models do you know?
2.What are the principles of differentiating PR models?

Il. Read the text:

As public relations developed over the past 100-plus years, it has evolved to
meet the changing needs of clients and to reflect changes in society. J. E. Grunig
and T. Hunt' have articulated four models that represent the practice of
contemporary American public relations, and which also depict its evolution.

Press Agentry Model

The earliest PR model to appear was press agentry or publicity. It emerged
in the late 19th century and was characterized as one-way, source-to-receiver
communication. Its purpose was largely propagandistic and the truth was
sometimes expendable. Press agents did little research aside from monitoring the
media in which they sought to place favorable articles about their clients. The
prototype practitioner of this model was the American impresario P. T. Barnum.
He promoted circuses and other entertainment venues such as the singer Jenny
Lind. Publicity continues to be a component of contemporary American PR and
is used in sports, entertainment and product publicity, although today's
practitioners are less likely to take liberties with the truth.

Public Information Model

By the early 1920s the press agentry model lost credibility with journalists,
largely because they had been deceived by press agents too many times. lvy Lee,
a former journalist turned PR practitioner, recognized this problem and sought to
address it by sending his Declaration of Principles to journalists. He stated that
they could expect no less than factual and accurate information from his PR
agency. The purpose of this model is dissemination of information, and it is
predicated on the idea that if the public has sufficient information and that
information is truthful, then the public will believe and behave in ways that are
helpful to the client. PR practitioners operating in this model conduct some
research, but it is generally limited to readability analyses and readership studies.
Today, the public information model can be found in government agencies,
NGOs (non-governmental organizations) and in some businesses.

! James E. Grunig and Todd T Hunt are authors of Managing Public Relations
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Two-Way Asymmetric Model

One of the limitations of the public information model is that sometimes the
public failed to believe or behave in the desired fashion. The model failed to take
the attitudes and motivations of the public into account.

By the late 1920s and early 1930s a new model began to emerge. It took
advantage of advances in psychology and public opinion polling to understand
the attitudes of the public. E. L. Bernays was the leading PR practitioner to apply
this model.

The two-way asymmetric model relies on two-way communication: from
source to receiver and back to source The model means that the client is seeking
to change the beliefs or behavior of the target public, but is not willing to change
its own beliefs or behaviors. Unlike its predecessor models, the two-way
asymmetric model of PR relies heavily on research about the target publics. Such
research is frequently conducted through attitude surveys and focus groups. This
model is practiced extensively today by many businesses and public relations
agencies.

Two-Way Symmetric Model

In the 1970s the world was awash in a variety of social and political
movements. The earlier models proved ineffective. Out of these failures, the two-
way symmetric model of public relations arose.

This model argued that the over-riding purpose of public relations was not
persuasion, as suggested by earlier models. Instead, it posited the notion of
creating mutual understanding and accommodation between organizations and
their publics as the goal of public relations. The communication in this model is
two-way, and the effects are balanced. This model places greater emphasis on the
use of dialogue and negotiation between organizations and their publics. It also
requires far more research to understand the issues that are creating contention
and the publics that are affected by these issues. This model was initially
practiced by businesses that were heavily regulated by the government, e.g.,
utilities, energy companies, etc., because they needed the approval of various
publics to carry out their business activities. Today, many PR practitioners
consider this model to be "emergent" and yet fully developed. There are,
however, PR agencies that specialize in its practice, and clients who clearly can
benefit from the practice of two-way symmetric public relations.

Nowadays we can find other views on public relations and some
practitioners are adept at moving from one model to another, others limit their
practice to a specific model.

I11. Give Russian equivalents to the following words and word combinations
and use them in sentences of your own:
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To take liberties with the truth, product publicity, entertainment venue, lose
credibility with smb, sufficient information, to conduct research, readability
analyses, readership studies, government agencies, non-governmental
organizations (NGOs), to take the attitudes into account, public opinion polling,
leading PR practitioner, attitude surveys, focus groups, over-riding purpose,
predecessor, emergent.

IV. Give synonyms to the following words:

To evolve, contemporary, to depict, to emerge, apply, extensively, issue,
initially, to benefit from, adept at smth, contention, expendable, deceive,
dissemination, accurate, factual, articulate, advance.

V. Answer the following questions:

1. How did the first PR model appear? How did it work?
2. What are its disadvantages? Is it used nowadays?
3. Can you explain the difference between public information model and
press agentry model?
4. Who was the first to apply one-way asymmetric model?
5. What is the main idea of this model?
6. What does two-way symmetric model emphasize? What spheres was it
initially used in?
7. What is the main difference between one-way and two-way
communication? Can you find examples of both?
8. What other theories related to PR models do you know?
9. Do you think persuasion is always wrong? How much of PR work is
normally persuasive communication?
10. How would you fit the following examples of public relations into
Grunig’s and Hunt’s four models:
o Campaign to reduce teenage pregnancy.
e Launch of a new car.
o Leaflet giving details of new bank charges.
e Invitation to discuss plans for new supermarket.
11. Grunig and Hunt say that two-way symmetric communication is the ideal
model. Do you agree that it is possible for everyone to benefit from
symmetrical approach to public relations?
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V1. Translate the following text from Russian paying attention to PR
terminology:

B 1984 2. Jucetimc I pynune (Yuusepcumem Mbopunend) u Tooo Xanm
(I'ocyoapcmeennwiii ynueepcumem Huio-/[orcepcu) pazpabomanu u ob6ocrosanu 4
MoOenu cesazeli ¢ 00uWecmeeHHOCMbIO!

1.ArenTcTBO TO CBs3siM ¢ mpeccoir / IlaGmucutu. ['maBHas uenp -
mpornaraijia AOCTHXKEHUN (PUPMBI OJHOHAIPABICHHBIM MOTOKOM HH(OpMaIUU:
KOMMYHHUKATOp (aJjpecanT) — KOMMYHHUKAHT (agpecat). Mojesnb pacnpocTpaHeHa
Bnepeble A.T.bapuymom B cepennne XIX B. B manHOW Mojaenu mpoluecc
KOMMYHHKAIIMM PAacCMaTPUBAETCA KaK OJHOHAINpPABICHHBINH MPOIECC, OCHOBHAS
1IeJIb KOTOPOTO HE CylllaHue, a roBopeHue. ['naBHoe — noHectu nHGOpPMAIUIO 10
ayJIUTOpHUH, a He oOpaTHast cBs3b. JlaHHAs MO/IETh BCTpEUaeTCs B CIIOPTE, TeaTpe,
IpU MPOJABMKEHUH MPOJYKTa Ha pbIHOK. HemocTaTkoMm siBisieTCS BO3MOKHOCTD
UCKaKEeHUSI HTH(POPMAIIUU, TTOJIYIIpaB/a U HETPaB/a.

2.00mecTBeHHO 3HaumMasi WH(opMmarmsa. JTO TakyKe OJHOHAIPABICHHBIN
mpolecc, HO 3aech mpeanonaraetcs, 4yro CMMW Oyayr mnonyydaTeh #
pacnpocTpaHsATh TOJBKO MPAaBIMBYIO HH(OpPMAIMIO, YTO CIOCOOCTBOBAIO OBl
GbopMHUPOBaHUIO MOJOXKUTEIbHOTO Madaucutu. [Iponecc nepenaun nuuGopmanuu
OCYIIECTBIISIETCS. HE 00s3aTeNbHO C LEeJbl0 yoenuTh Koro-to. CTemneHb
BO3/ICICTBHS HA ayIUTOPUIO U3MEPSAETCS KOJIMYECTBOM BOBJICUECHHOU B CUCTEMY
KOMMYHHKAIIMM ayauTopun. JlaHHas MOJENs IIUPOKO HCIONB3YyeTCs B cdepe
Ou3Heca U MPABUTEIbCTBEHHBIMU HEKOMMEPUYECKUMHU OpTraHU3ALMSIMHU.

3.IByCcTOpOHHSIs1 acUMMeETpuUsl. B 1aHHOM cllydae CrelnuagucThl MO CBA3SIM C
OOIIECTBEHHOCTRIO  3alpallliBalOT MH(GOPMALMIO OT UENEBBbIX TIPynn u
OPUMEHSIOT €€ i popMupoBanus 3PpPexKTUBHON NHPOPMAITMOHHON CTPATETHH.
Mogens chopmupoBaiack B cepearHe XX B. U OCHOBBIBA€TCS Ha WHJIEE
JIBYCTOPOHHETO0 KOMMYHUKAIIMOHHOI'O Ipoliecca C HCIOJIb30BAHUEM METOOB
HayyHOro yoexnaenus. [ maBHas 3a1aua — oOecrieueHne oOpaTHOM CBS3U. Y CHITHS
B OCHOBHOM HAaIlpaBJICHbI Ha TUIAHUPOBAHWE W BHIOOp IIesieBOM ayautopuu. Ha
IPAaKTHKE OCYUIECTBIIACTCA B cepe CBsA3ei C OOLIECTBEHHOCTHIO M IIHUPOKO
UCIIOJIb3YETCsl KOHKYpHUpYIOUMHU (prupMaMu B 00pb0e 3a MOTpeOUTEIIS.

4. JIByCTOpOHHSIS CUMMETPHUSL. Haubonee  momynsipHass ~ MoOJeENb
KOMMyHUKammu  koHna XX B. Ileanp —  jgocTwkeHue  0OOKOJHOIO
B3aMMOTIOHUMAaHMs. JlaHHas Mojenb HampaBiieHAa Ha W3YyYCHHE BOCIPHUSATHUS
ayJUTOpUEN ICUCTBUUA TOW WJIM WHOM OpPTaHU3AlMUA B LEIAX OIPEICIICHUS
CTENEHW  BO3JEUCTBHS M  MOCIHEACTBUH  KOMMYHHUKAIIMOHHOTO  aKTa.
HccnenoBanue CTETIEHU BO3JCHCTBUS M YPOBHSI OOpaTHOM CBSI3M C ayJIUTOpUEH
MO3BOJISIET OMPEIEIUTh, HACKOJIBKO dPHEKTHBHA JACATEIHHOCTD CICIHAIMCTOB B
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obOnactu cBs3eil ¢ oOmecTBeHHOCThIO. [0 MHEHHIO aBTOPOB, NaHHAs MOJENb
HanOosee r¢pexTuBHA.

Text B. PR tools
I.  Answer the following questions:

1.How competent do you feel in dealing with the internet? With social
media?

2.How does the growth of blogs and web 2.0 sites affect Grunig’s and Hunt’s
communication models?

1. Read the text using dictionary if necessary:

The traditional key tools available for PR include: media relations, media
tours, newsletters, special events, speaking engagements, sponsorships, employee
relations, community relations and philanthropy. Let’s have a look at the most
widespread ones.

Speeches. When done well, few things can convey your message like a well-
delivered speech. This is easier said than done, since a great deal of work goes
into the process. The speech must be concise, entertaining and well articulated.
Politicians and corporate heads are constantly called upon to speak publicly.
Because of this, they often hire speech writers, people who know how to craft a
message effectively to pull emotional strings. Small business owners may be
asked to speak at a college or high school function, before a group or club, or at
any number of events. But don't just sit around and wait to be invited. Take the
proactive route and volunteer to speak!

Public Appearances. Placing a representative from your company at various
events can yield numerous benefits to your business. It is a way of taking part in
the community, showing vyour interest and opening up the lines of
communication. There are many places and events at which to make appearances:
charity galas and fundraisers, community symposia, chamber of commerce
conventions and mixers, and many others - the calendar is full of them. It's just a
matter of having someone present to show that your company is concerned with
what is going on in the region.

Press Conferences. Holding a press conference is usually only necessary to
make a major announcement. A representative or two from your company speaks,
making the announcement and elucidating upon it, and the conference is open to
question and discussion with the members of the media. The speaker should be
thoroughly prepared for all possible questions. In general, the speaker should be
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someone who is well spoken, charming and able to address negative matters in a
positive fashion. As a general rule, never hold a press conference if a press
release or a few telephone calls will serve your purpose.

Presentations. A presentation is akin to a press conference. Depending on
your line of business, you may be asked to speak in front of a group of your
peers, clients, or to a club. The goal is to be general, informative, anecdotal, and
use as many attention-catching devices as possible. Maybe you have a company
video or film you can screen, or possibly some of the company's ads. The
presentation is basically a broader form of the press conference, which is usually
focused on one event or announcement. Think of the presentation as a quick
summary of everything you do and offer, and a listing of your accomplishments.

Until recently most public relations activity involved person-to-person
contact between PR professionals and members of the media, such as journalists
and television news reporters. However, several trends are developing that alter
the tasks performed by PR people. In most cases these changes are the result of
new Internet technologies that are quickly gaining widespread acceptance among
Internet users and are becoming new media outlets in their own right.

e Blogs
e Discussion Forums
e RSS Feeds

e Podcasting
e  Search Engine Optimization

I11. Discuss the following questions as a group:

1. Are IT or PR skills more important in dealing with publics via the
internet?

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

3. What other Internet technologies can be used in work of public relations
practitioners?

IV. Choose one of the following tasks and do it at home. Report about the
results of your work in the class:

1.Examine a website that you like. At which publics is it aimed? What are
the objectives of the site? What elements make it a successful site?

2.Examine a website that you dislike. What elements need to change to make
this a successful site?
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3.Review copies of local newspapers. How many mentions are made of
blogs, or stories that have been raised in the blogosphere?

4.Compare an entry from an encyclopedia with that from Wikipedia. Which
do you feel is more accurate?

5.Conduct a survey amongst your groupmates. How many access news via
the internet, and how many via printed newspapers, radio or television?

6. Type the name of local firm or organization into search system. What is the
first site that is listed? Is it favourable or unfavourable? Try the same
exercises with the main social media sites.

V. Read the following text and give its summary in English:
XBaTHUT CKYYHBIX Npecc-KOHpepeHuii!

Ecnu Bama koMnaHusi CTpEMHUTCS IONACTh HA MOJIOCHI JEIOBBIX U3JaHUM, TO
HacTajga Hopa BCTpeyaThCs. BCTpeTuTbes cpa3sy CO MHOTMMH KypPHAIMCTaMU
MO3BOJIET TaKO# cTaHnapTHbI PR-uHCTpyMeHT, kak mpecc-koHpepeHuus (0110
Obl Jydllle Ha3BaTh MeAuakoH(pepeHIueld, Beab NPUXOAAT HE TOJBKO
KOPPECIOHEHTHI Ta3eT U KypHaAJIOB, HO U TB, u panuo).

CranpaptHas mpecc-KOH(GEpeHIMsT AIUTCS OKOJo JBYyX uacoB. Kak
paBUIO, OHA COCTOMT M3 PErUCTPAallMd >KYPHAJIHCTOB M TYT K€ —
npuBeTcTBeHHOro  Kode-yas  (15-20 MuHYT), BBICTYIUICHH  CIIMKEPOB
(pexoMeHIyI0 He OoJiee Tpex) U uxX oTBeToB Ha Bompockl CMMU (1 gac), a 3aTtem
HeOonbIIoro d¢ypimera W OOIIEHHS BO BpEeMsi HEro TOIN-MEHEIKEPOB C
npeacrasutessiMu meauna (30-40 munyt). [Ipurnamenue Ha npecc-KoHGEPEHITUIO
IPUHATO OTIPABISATH HE MEHEE YeM 3a HEJENI0 J0 Yaca X, a aKKpeOUTaLUIo
KYPHAJIMCTOB 3aKpbIBATh XOTsI ObI 32 HECKOJIBKO YaCOB JI0 Hauasa MpoeKTa.

MuHnyc cTaHAapTHBIX Npecc-KOH(PEpeHLU OIWH, HO TJABHBIA — OHH
Hackyursin CMU. Kaxyro Helleno NpuxoAuTh B OJIMH U TOT K€ 3aJl, MOJIY4YaTh
U3TOTOBJICHHBIE B OJHOW THUMHOrpaduu B KA4YECTBE CYBEHUPKU OJOKHOTHI U
KaJICHAapyu KOMIIaHHM. ..

Jlaxxe ecnu Balia KOMIIaHUsI HEOOJbIIAs, MOKHO MPUBJIEYb K HEHl BHUMaHUE
CMMU, ecnu mpoBECTH 3aXKUTATENbHBIA MPECC-IPOEKT, a HE OOBIKHOBEHHYIO
npecc-koHdpepenuto. C 4em MOKHO Urpath?

[Tpurnamenue CMUM. BmecTto OOBIYHOTO THCHMA MO «MBLTY» MOKHO
OTHpaBUTh OymaxkHOe mpuriamieHue 3apanee. K npumepy, nerom 2008 r. ceThb
Mara3uHoB st peMoHTa «Ctapuk XOTTaOblu» MOpUriamaia >KypHaJIUCTOB Ha
MacTep-Kjiacc U OTHPABIIIa UM ... CBUTOK, OH ObLI HameyaTaH Ha Oymare «moj
obom».

32



MOo3KHO OTpeIaKTUPOBATh 3ayHBIBHBIN TEKCT U JOOABUThH APKUX KPACOK, BOT
HEOOJIBIITON OTPHIBOK M3 MIPHUTJIAIICHHS Ha mpecc-KoHpepennuio Autodesk:

«Anexkcauzp, 100pelii AeHb! Bbl 1aBHO €M BKYCHYIO M 3JI0POBYIO IMHILLY,
Heyxenun Bce-taku naBHo?! Torga Ham ecth uto Bam npennoxuts. Komnanus
Autodesk nmpurnamaer Bac 24 mapra (BTopHuk) B 11.00 Ha mpecc-3apsaky u
MOJIHOLICHHBIN cOanaHcupoBaHHBIN 3aBTpak u3 OoTIMYHBIX CAIIP-ponykToB u
¢pykToB B cBOoeM HOBOM oduce». Eme orryna xe: «OTKUMaHHA OT mMoja He
oberraem, HO MpU3bI-CyBeHUPHI OyayT. Criacu0o!»

Mecto. [lomensiite Bai opuc Ha Oosiee MPUBIEKATEILHOE MECTO BCTPEUH.
K mpumepy, B utone IT-komnanusa «HEOJIAHT» npurnacuna Beaymme CMUAU
oTpaciu B pectopaH «B TemHOTE?». ITO — POCCHICKHI Yy4YaCTHUK
MEXIYHApOIHOU ceTn OapoB-pectopaHoB Dans le noir?, B HEM TrocTu emsT B
KPOMEIIHOW TEMHOTE, a O0CIYKUBAIOT UX HE3psiuue JTo1u. Bce nCTOUHNKY cBeTa
rOCTA OCTaBJSIIOT B CHEIUANbHBIX suehkax-cedax, B 3all 3aXOAAT, ClIeays 3a
CBOMM MPOBOJAHUKOM — He3psiuuM oduumantoMm. O0es «BCemyto» MPUBJIEK Ha
npecc-meponpustue 27 xypHamuctoB u3 takux CMU, xak Forbes, PC Week,
Oil&Gas Eurasia,»Hedts Poccumn», u np.

Cnukepsl. IIpurnacute B mpe3uanyM HE TOJBKO TOIN-MEHEIKEPOB, HO U
PAIOBBIX COTPYAHUKOB, KOTOPBIE MOTYT PacCKa3aTh KHUBO, 110 JEITy U CO BKYCOM.

Hpyroii kanan. B kakoi-TO Mepe K HECTaHJAPTHBIM MOKHO OTHECTH U
UHTepHEeT-KOHpepeHuu. OHU UMEIOT CMBICH, €CJIM BaM HaJ0 coOpaTh B OJJHOM
MECTE HYKHBIX CIUKEpPOB (K MPUMEpY, OPraHU30BaTh BKIIOUEHUE H3-3a pyOexa)
WIM KOTJIa aKKPEIUTOBAHO MHOTO >KYpHaJMCTOB, B TOM YHCJE U3 PAa3HBIX
TOpPOJIOB U CTPaH. TAKUE MPEeCC-KOHPEPEHIINH MO CBOEMY peOpEHANHTY IIPOBOIUIT
«bunanny.

WnTepecHas nedopmanbHas yacTh. [IponuisiM j1eTom, yTo0 OTIIpa3aHOBAThH
50-netue, TM «Uyna Yymncy mpuriacuia ;KypHaTUCTOB Beayux aerckux CMU
(«Koaccubiity, «llonumamka», «Becenble KkapTuHkW», «IIpocTOKBAIUHOY,
«An® — Jlerckas sHUMKIONEAUS» U Jpyrue) B M3mailnoBckuil mapk Ha mpecc-
opudunr. [locne HEero Meana MOIUIM KaTaThCs HA Kojiece 0003pEHUs U YBHUIEIU

CaMbIil OOJIBIIION <GKUBOI» «dyma 4ymnc» B MHUpPE: B 3TOT ke JeHb 1M
OpraHM30BaJia MpPa3AHUK U1 JETEM W3 CTOJHWYHBIX AETCKMX NpuroToB. 100
BOCIIUTAHHUKOB BCTaliM, oOpa3oBaB (opmy KoH(]eTbl. J(MaMeTp TMraHTCKOro
«4yIca» cocTaBuiI 3,5 m.

SHARP Electronics B camplii pasrap >XapKoro, 3HOWHOTO JeTra aana
BO3MOXHOCTh >KYPHAJIMCTaM OKYHYTbCS B OCBEXKAIOLIYI0 3UMHIOI MPOXJIAy.
JlenstHOl Oap, BHICTYIUIEHHE (PUIYPUCTOB Ha JIbJLy U BO3MOKHOCTh TOKATaThCA Ha
KOHBKaX — BCE€ ATO OBbLIO MPEJI0KEHO )KYPHAIUCTAM Ha MPECC-TIPOEKTE.

[Topapku. Tak kak Ha IpecC-IPOEKTax KYPHAIUCTaAM MPUHATO JapUTh
NOJIapKU, TO HAJA0 IOCTapaThCs, YTOOBI MX Cpa3y XK€ HE BBIKMHYIH. Bot
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HECKOJIbKO wHJel: (uenr-kapra (XUT MPOILIOr0 ToAa), LBETOK B TOPIIKE,
CHOPTUBHBIN Ms4, 3apsaKa i1 MOOMIIBHOTO TesedoHa, MOJ0TEHIIEe, HO 3/1eCh BCE
Oyzer 3aBuceTh OT ¢opmarta Bamiero npecc-mpoekta. K mnpumepy, WWF
(Bcemupnbiii poHa nUKOM MPUPOIBI) AApUI HA OJHOM U3 CBOUX IPOEKTOB
CYMOYKH, Ha KOTOpbIe ObUIM HAHECEHbI JIOTOTUIIBI BCEX YYACTHUKOB, C CaJ0BbIM
UHBEHTAPEM.

['maBHOE, O YeM CTOUTH MOMHHUTbH, — JJa)Ke HEOOBIYHBIE MPECC-MEPOTIPUATHUS
MIPOBOJSTCS C LIEJIbIO MPOABMKEHHS KIIFOUEBBIX cooOIeHnit kommnanuu B CMU, a
HUKAK MHaye. 3a Mpa3JIHUYHON MUIIYpOi BaKHO HE 3a0bITh CKa3aTh IVIABHOE, a
TO U TIUCATh OyJET HE O YeM.

(Muna AnekceeBa, pykoBoauTenb PR Partner, «/lemoBoii kBapram» Ne 18

(36) 14.09.2009.)

Unit 5. Publics, markets, and audiences

I.  Pre-reading task. Answer the following questions:

1. Do you know what “publics, markets, and audiences” is?
2. Why do you think it’s important for a PR practitioner to distinguish these
groups of people?

1. Read the text and check if you were right:

Effective public relations begins with knowing who you deal with. The
public relations practitioner, therefore, begins by identifying the organization's
publics, groups of people connected with the organization. This requires a general
understanding of what a "public™ is as well as knowledge about the various types
of publics relevant to most organizations. To identify an organization's publics,
you must be able to distinguish publics from other groups that are of interest to
the organization. In particular, publics are often confused with audiences and
markets. The truth, however, is that these groups are distinct in significant ways.

Publics. To a public relations practitioner, there is no such thing as the
"general public.” It's impossible because the very concept of public is specific
and limited. They are bunches rather than loose twigs, mosaics rather than
isolated chips. Each public is homogeneous in the sense of its members sharing a
common bond of interest or concern related to an organization, although one that
may not always be apparent to them. Beyond this shared relationship with the
organization, the members of a public may have little in common and often have
no demographic similarities. Publics are, for example, patients of a doctor with
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AIDS, volunteers at a soup kitchen, homeowners whose side streets are congested
by college students, and repeat patrons of a vegetarian restaurant. The public may
be supportive of the organization (frequent customers) or nonsupportive (striking
employees or picketing ex-customers).

Markets. An organization's markets (also called market segments) are a
specific type of public. They are groups of people whose defining characteristic is
that they are potential buyers, customers, patrons, patients, clients or otherwise
spenders who are sought out by a business. Members of markets do not
necessarily have anything in common except the ability and potential to spend
money on the organization's products.

To distinguish publics and markets, think of them in terms of your personal
relationships. Publics are like your family. You don't get to choose your relatives,
nor they you. You exist in a relationship often not of your own making, which
includes your friendly Cousin Chris, overbearing Uncle Fred and eccentric Aunt
Bertie. Markets are more like friends. You can add or delete them at will, usually
based on your interest in having them around and their ability to please you.
Sometimes, but not necessarily, publics and markets coincide, just as family
members may also be friends.

Audiences. An audience consists of the people counted among the readers,
listeners or viewers of a particular medium. Beyond their reliance on that
medium, members of an audience do not necessarily have anything in common.
Audiences generally are passive; they do not seek the organization's message.
Instead, they put themselves in a situation in which the organization can present
its message to them despite their potential lack of interest.

To define publics and audiences, public relations practitioners look for
overlapping circles of opportunity. Publics are the people with whom they wish
to communicate; audiences are the people they can communicate with through a
particular medium. Public relations practitioners develop effective program
tactics around the coincidence of publics and audiences.

Types of Publics

To identify publics completely, you should go about it systematically. A
useful approach comes from systems theory, the study of patterns of associations,
or linkages, that define the relationships between groups of people. Look for the
organization's linkages among the groups most likely to affect the organization in
some way. This process, called a public relations audit, covers four basic types of
publics: customers, producers, enablers, and limiters.
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Customers. An important grouping of publics is found in an organization's
customer base—the people who use the organization's product or service.
Consider the following organizations and their consumer publics: Hospitals have
patients, merchants have shoppers, schools have students, TV stations have
viewers as their "customers." Try to identify publics as narrowly as possible.
Hospital customers, for example, can include first-time patients, pediatric
patients, underinsured patients, repeat patients, and so on.

Producers. Another important group of publics consists of producers, the
people who provide the organization's service or product. They include
employees and volunteers as well as suppliers of goods, services, and financial
resources. Examples of producer publics include doctors and nurses working at
the hospital, clerks and managers of the merchants, teachers and taxpayers who
support the schools, and reporters and production crew at TV stations. The
producers of this book include its authors, editors and compositors.

Enablers. Other publics in some way enable your organization to operate
and communicate. These enablers may be professional colleagues, formal or
informal regulators such as government agencies or trade associations, and the
communication media. Following are examples of enabler publics: state health
agencies and medical associations that set standards for hospitals, the Chamber of
Commerce and business media that affect the environment for merchants, teacher
groups and the state education department that affect schools, groups such as the
National Association of Broadcasters that try to create a healthy professional
environment for TV stations, and the publishers, bookstores and reviewers that
enable this book.

Limiters. Some publics are the opposite of enablers. These limiters are
publics that threaten or restrict the organization's performance. They may include
formal or informal competitors and other groups that seek to impede the
organization in a variety of ways, such as pressure groups, unions, public
watchdog organizations, and governmental entities.

For example, pharmaceutical companies may threaten hospitals with rising
drug costs, changing residential patterns can hurt neighborhood stores, budget
cuts could impede the educational program of a school, a threatened union
walkout could hurt the TV stations, and strong competition from another book
could adversely affect the continued existence of this text.

I11. Answer the following questions:

1. How do you understand “effective public relations”?
2. Why are the terms publics, markets and audiences often confused?
3. What is publics, markets and audiences?
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4. How can you distinguish publics from markets and publics from
audiences?

What are the types of publics?

What is the difference between the types of publics?

Give examples of supportive and non-supportive publics.

What’s a public relation audit?

N o U

IV. Give Russian equivalents for the following words and word
combinations from the text:

A public relations practitioner, to distinguish smt/smb from smt/smb, to be
of interest, to be confused with, homogeneous, a bond of smt, apparent to, have
in common, be supportive of, based on, at will, to coincide, to define, to
communicate through a particular medium, an approach, a pattern, a linkage, to
cover four basic types of publics, to enable, to threaten smb with smt/doing smt,
to restrict, an organization's performance, to impede, a competitor, pressure
groups, unions, public watchdog organizations, governmental entities, budget
cuts.

V. Give English definition or synonyms to the following words and
expressions:

A public, an audience, a market segment, to define, an approach, a linkage,
to enable, to impede, a competitor, pressure groups, unions, public watchdog
organizations, governmental entities, budget cuts, an organization's performance,
a consumer.

V1. Give all the derivatives to the following verbs:

to distinguish

to support

to coincide

to define
VI1. Study different meanings of in terms of and translate the sentences into

Russian:

Hawubosnee 4yacto ymoTpeOisieMbie COCOOBI MEpeBOJa CIOBOCOYCTAHUS IN
terms of:

1) ¢ yuemom; 2) na ocrose.

The optimum was measured in terms of an error criterion. - OnTumym
U3MEPSIICS Ha OCHOBE KPUTEPHUSI OIITHOOK.
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Decision problems can be classified in terms of the number of participants
involved. - TIpoGyieMbl IPUHSTHS PEIICHUS MOYKHO KJIACCU(PHUIIMPOBATH C YUETOM
quciia 3anHTCPCCOBAHBIX YHaCTHHUKOB.

1. In terms of the players the game can be 2-person or N-person.

2. The classification has been made in terms of the complexity of the

available strategies.

3. To distinguish publics and markets, think of them in terms of your

personal relationships.

4. The book has been well reviewed, but in terms of actual sales it hasn’t

been very successful.

5. In business terms the project is not really viable, but it would add to the

prestige of the company.

6. We’re thinking in terms of moving to the South, as there are so few jobs

in the north.

7. The recent increase in inflation means that our income has been reduced

in real terms.

8. It sounds like a good suggestion, but | wonder what it will mean in

practical terms.

Grammar Infinitive translation

o IHQUHUTHUB, CTOSAIIMIA B HaYale MPEIIOKEHUS, MOKET UIPaTh POIb JIBYX
YJICHOB TPEIOKCHUS: TTOICKAIIETO U 0O0CTOATEIHCTBA.

B pomm momnexamero WHPUHUTHB  MOXET TIEPEBOAMTHCS — WITU
HeompeaeneHHo (opMoil  riarona, WIM CYIIECTBHUTEIBHBIM. B pomwm
o0cTosITeNsCTBa MH(OUHUTUB CJEIyeT IMEPEBOAUTH HEOMNPEICICHHON (popMoit
rJIarojia ¢ COI3aMHU 0715 Mo20 4moObl UIN umobwsl. TakuM 00pa3oM, Mpekae Yem
NICPEBOJIUTH, CJICYET BBISICHUTh, €CTh JIM TIepe]] CKa3yeMbIM KpOMe MH()UHUTHBA
JpyToe CJIOBO, KOTOPOE MOXKET ObITh MoJyIekKamM. Eciau Takoe ciioBo ecTh (Miu
TpyIINa CJIOB), TOT/Ia TaHHBIA MHPHUHUTHUB SBISIETCS 00CTOSATENHCTBOM Iienu. CP.:

To read much is to know much. — Yumams mHno20 — 3Ha4UT 3HATH MHOTO.

To read much one must have much time. — Ymo6wsr yumams mmnoco, HyXHO
MHOTO BPEMEHHU.

e Unbunutus, crosmmii mociae cioB likely, unlikely, sure, certain
NePEeBOIUTCS CleAyommM oopa3oM. CHavalia MepeBOAUTCS MOJICKAIIIEE,
3aTeM WH()UHUTUB TEPEBOAUTCS CKa3yeMbIM, a YKa3aHHbIE CJIOBa —
BBOJIHBIMH CJIOBaMHU.

The results are likely to be effective. - DTu pesynbratel, seposmmuo, 6yoym

a¢hpexmushbi.

To be likely — BeposiTHO, MOKET OBITH

To be not likely — manioBeposiTHO, HE MOXKET OBITH
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To be unlikely — Bpsin mu, ensa
To be sure — koHEYHO, HECOMHEHHO
To be certain — HaBepHsKa, 00s13aTEIIHHO

VIII. Look at the examples of using infinitive in the text and give correct

translation into Russian:

1.To identify an organization's publics, you must be able to distinguish
publics from other groups.

2.To distinguish publics and markets, think of them in terms of your personal
relationships.

3.To define publics and audiences, public relations practitioners look for
overlapping circles of opportunity.

4.To identify publics completely, you should go about it systematically.

5.Look for the organization's linkages among the groups is most likely to
affect the organization in some way.

Translate the following sentences into English, using the words and
structures from the text:

1. JloikHa CyIIECTBOBAaTh B3aMMO3aBHCHMOCTh MEXIY IMPEIOCTaBICHUEM
HAKOHOMHUYECKON MOJACPKKH U JEMOKpAaTHYECKUMU pedopMaMH B 3TOU
ctpane. (linkage)

2. OT1oT 00BIYall TPO3UT CTaTh BceoOuM. (threaten)

3. K cuactpio, ero nHTEpeCc MOJHOCTHIO COBMANAET C €ro 00S3aHHOCTSAMHU.
(coincide)

4. Dta uctopus OyaeT HaM uHTepecHa. (be of interest)

5. Ha mo#i B3rmsan, Bam >KypHald - OJHA U3 JIYYIIUX BO3MOXHOCTEH
OMmyOJIMKOBATh TaKyIO CTaThi0. (medium)

6. DTa KHUTa MO UCTOPUM OXBATHIBAET I'OJIbl MPE3UACHTCTBA DH3eHXay3pa.
(cover)

7. Y KaxIOW KapTUHbl €CTh CBOW 3PUTENIb, Y KaXJIOW KHHUIU - CBOM
guTaTens. (public)

Unit 6. PR in Russia

Pre-reading task. Comment on the quotations:
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1. There is no public relations or integrated marketing communication in
Russia.

2. Media relations are the core instrument for political and business
communication.

The development of public relations in Russia differs significantly from the
development of this profession in the United States. This difference is created not
only by the youth of the fields in Russia, but also by the lack of Russian scholarly
works about the theory of public relations. Public relations theory is heavily
drawn from journalism, whose impact on Russian public relations hast to be
addressed.

Traditionally, it was journalism and business scholars who began to define
and discuss the conceptual frameworks and worldviews of public relations. Since
then business scholars have concentrated on the management and marketing
functions of public relations (which one can call business-type public relations),
whereas journalism scholars have focused on the management-communication
function (which one can call journalism type public relations).

The complexity of the industry is a mirror of the complexity of Russia itself:
a country of over 140 million people, 11 time zones, hundreds of cultures,
nationalities, and many religions. It is a place where East meets West, and where
Christianity co-existed with Islam for centuries. We also need to remember that
the process of building a market economy has been painful.

The Russian Public Relations Association (RPRA), established in July 1991,
is the first Russian professional and non-commercial organization that unites
Russian and foreign public relations specialists. RPRA has established close
cooperation with international public relations organizations and so recognizes
and follows the codes of ethics and working practices established by the
Confédération Européenne de Relations Publiques (CERP), the International
Public Relations Association (IPRA) and the Chartered Institute of Public
Relations (CIPR). When the term “public relations’ or ‘PR’ appeared in Russia’s
vocabulary it became a popular expression, but there was little understanding of
the term and the role public relations plays in a modern business environment.
Most of the population’s knowledge of public relations is limited to recognition
of its role within political conflicts over the last years. Russia is spread over a
wide territory and relies heavily on the media for information. Media relations is
therefore the core instrument for political and business communication.
Communist reformer Mikhail Gorbachev introduced his ‘glasnost’, or openness,
policy in the mid-1980s, believing that a free press would expose social and
political evils and generate public support for change. Journalists enthusiastically
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turned the late-Soviet media into a wild free-for-all that was intensely interesting,
if not always professional.

During the long Soviet era, there was no public relations or integrated
marketing communication in Russia, so companies did not have to compete for
the attention and preference of a stakeholder group or customer. Since all means
of communication were state-owned, any word in any publication was read and
interpreted as a direct statement from the Kremlin and any product or brand
information was considered to be 100 per cent truthful. When the market began
to develop and public relations companies started to compete, the first and easiest
solution was therefore to buy media and simply extend advertising to non-
advertising pages. Some publications somehow mark their advertorial space.
Sometimes the page is marked with “placed as advertising’ or the whole page is
of a different colour, or the font is different. However, many publications try to
make this distinction minimal and most of the readers do not realize which
material is paid for and which is not.

When the financial crisis of 1998 hit Russia and many foreign investments
fled the country, local manufacturing had seen the first growth in years. Today,
the drivers of growth in the PR industry are the IT, consumer, healthcare and
finance industries.

The rapidly evolving nature of the Russian consumer market provides great
opportunities for innovative, Western-standard PR campaigns to make a real
difference.

During the last years growing understanding of how diverse audiences such
as companies and organizations, government and interest groups, customers and
investors, all require different approaches and different forms of dialogue, was
being achieved. The role of effective and efficient internal communication was
increasingly appreciated, and economic leaders started to care about their public
image through sponsorship and charity work by promoting their companies as
responsible corporate citizens. Learning from international best practice, Russian
oil, gas, pulp-and-paper and steel companies are investing in environmental
programmes and communicating these changes to industry and the general
public. Corporate social responsibility campaigning and growing trust in public
relations agencies for the supply of such professional programmes have increased
the range of services offered by the Russian public relations industry, including
financial, investor and analyst relations.

Il. Give English definition or synonyms to the following words and
expressions:
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Modern business environment, a stakeholder group, a non-commercial
organization, the codes of ethics, to expose , a free press, a PR campaign, to care
about their public image, extend advertising to non-advertising pages.

I1l. Give Russian equivalents for the following words and word
combinations from the text. Make up the sentences of your own using all
the words given:

To differ significantly from, scholarly works, an impact on conceptual
frameworks and worldviews of public relations, pulp-and-paper companies, to
focus on working practices, modern business environment, a core instrument, to
rely heavily on the media for information, the lack of, whereas, for change, to
compete for the attention and preference, to provide great opportunities, the range
of services, therefore, a stakeholder group, state-owned, advertising to non-
advertising pages, free-for-all, non-commercial organization.

IV. Answer the following questions:

1.Is there any difference in PR development in Russia and other countries?

2.What do RPRA, CERP, IPRA, CIPR stand for?

3.What are the main stages of PR development in Russia? Characterize them.

4.1s the RPRA likely to become increasingly dependent on rational or
generative thinking of itself and of its’ stakeholders?

5.1s the RPRA monistic, dualistic or pluralistic in its approach to
governance?

V. Skim the text about types of PR firms and provide each type with
examples of Russian firms:

Traditional PR Firm

Provides full-service public relations services, taking the time to get to know
you and your product and provide multiple options for your campaign. They will
work to perfect your release until you are completely happy and have media
contacts they can call to get your message to your audience. They operate on a
monthly retainer fee and require a 6- month or 1-year contract during which time
they become experts in your product.

Ideal for: Large companies with 1+ releases per month.

Online Release Sites
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Provides minimal services at minimal cost. Most sites have a large database
of emails that they distribute your release to and most have an option to write a
standard, fill-in-the-blanks release for you. The value in these sites in the sheer
number of media contacts in their database. Usually appropriate for very
consumer-focused news looking for a very wide online audience. Make sure they
reach the appropriate contacts for your news.

Ideal for: Companies with in-house PR staff to manage editor pitches and
follow-up

Project-Based PR Firms

Provides full-service public relations services, but for short-term projects
usually one or two releases at a time. They take the time to get to know you and
your product and work with you to come up with multiple options for your
campaign. They will work to perfect your release until you are completely happy
and have media contacts they can call to get your message to your audience.

Ideal for: Small- to medium-sized companies with 1-2 releases per quarter
or less.

VI. Study different meanings of since and translate the sentences into
Russian:

HaubGonee wacto ymorpebisemble CIOCOOBI TEpPEeBOAa CIOBOCOYETAHUS
since:
IIpensor: 1) c, HauuHas c; 2) Mocie; Mocie Toro, Kak... ;
Coro3: 1) ¢ Tex mop; 2) Tak Kax.
Hapeumne: 1) c Tex nop; 2) ToMy Hazaj; 3) BIOCIEACTBUM, MO3JHEE, MO3KE,
IIOTOM.

1.She has held two jobs since she graduated.

2.Since he is still absent, we should call the police.

3.They seem to have changed since then.

4.She has stayed there ever since.

5.He has been healthy ever since.

6.He went out a little while since.

7.He has since become rich.

8.This idea was dimly felt at the time and has been more distinctly

recognized since.

VII. Look through the information about Passive translation below:

.... the readers do not realize which material is paid for and which is not. -
.... duTarenu HEe OCO3HAIOT, 32 KAKOM Marepual IaTAT, a 32 KAKOU HeT.

43



[Ipn nepeBoae MacCUBHBIX KOHCTPYKLMU HA PYCCKUH SI3BIK MCIOJIB3YIOTCS
HEOIIPEAECIEHHO-JINYHBIE NPEIJIOKEHUS WIA KOHCTPYKLHS B aKTUBHOM 3aJI0T€ C
COOTBETCTBYIOIIMM U3MEHEHHUEM NOPSIIKA CIIOB.

Translate the following sentences into Russian:

1. The time of the meeting was agreed upon.

2. The plan was objected to.

3. New and revolutionary ideas are sometimes laughed at.

4. Church is often pointed as a keystone in the development of public

relations.

Public opinion is a force that has been reckoned with in all civilizations.

6. Works written by specialists to be read by other specialists are generally
referred to as professional books.

7. This problem was touched on in the previous chapter.

The event was remembered and commented on.

9. The recent changes in public opinion was sensed and acted upon by
politicians.

10.The police said that my message had been resisted and would be acted
upon.

o

©

VIIIl. Translate the following sentences into English, using the words and
structures from the text:

[Inap B Poccum — siBIeHME JOCTATOYHO HOBOE M MHOTMM HE JI0 KOHIIA
noHsTHoe. DYHKIMM THapa y HAc CIUBAIOTCA C (QYHKIUSMU MapKETUHIa U
pEeKJIaMbl, TECHO MEpEIUIETasiCh B CBOEM B3aumoneWcTBuu. OpHako, muap —
SBJICHUE COBEPLIEHHO CaAMOCTOSITEIILHOE.

OcTpo CTOMT BONPOC O TOM, CTOUT JIM CO3/aBaThb CBOM NHUAP-OTACT WU
IIPOLLE U JELIEBIIE BOCIOJIB30BATHCS YCIyraMu areHTcTBa. M naxxe Te KOMIIaHWUH,
KOTOpbIE MMEIOT B CBOEM COCTaB€ MOJOOHBIN OTHEN, HEpPEeNKO MpHOEerarT K
IIOMOILIY U3BHE.

Y PR- arenrctBa u PR-ciy’kObl KpynHOW KOMIAHMM pa3HbIE 3a/ayu...
WNHorna xomMnaHusi NpOCTO HE JEPKHUT B IITATE BCIO JIMHEWKY CHEUUAIMCTOB,
HEOOXOMUMBIX Ui peanu3auuu PR- 3amad. ¥V HuX MOryT OBITh HECKOJBKO
CHELMATIUCTOB pecc-Ccilyk0e, HO HEeT AU3allHepOB, palTepoB, KpeaTopoB. OHU U
HE HYXHBI B IUTaTe, BeIb MOTIYT NOTpedoBaThCsi pa3z-aBa B roay. Ilpomie
OoOpaTUThCS B areHTCTBO, KYNUTh Y HUX HEOOXOIUMYIO yciayry. HeBo3mMoxkHO B
paMkax oaHoil PR-cioyxObl COEIMHUTEL BECh CIIEKTP YCIYT, KOTOPBIN Mpesjiaract
u KotopeiM pacnonaraer PR-arentcrBo. K tomy e y PR-cmyxObl mMHOTO
cOOCTBEHHOU pabOTHI IO BHYTPEHHUM KOMMYHHUKAIIUSIM.
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Unit 7. Ethics in PR

I. Pre-reading task:

Ethics, codes of Ethics, a set of rules, regulations, behavior, conduct,
morality.
What is your understanding of these words and expressions?

I1. Skim the text and check your ideas:

Every professional body, organization, profession or trade body has its
ethical standards, or codes of conduct, by which it expects its members to abide.
Ethics are defined as being those moral principles or set of moral values held by
an individual or group. Ethical conduct is defined in the Oxford English
Dictionary as being those standards that in accordance with principles of conduct
are considered correct, especially those of a given profession or group.

The Public Relations department is frequently the ethical heart of an
organization. Internal and external PR communications control of the flow of
good and bad news to the staff and community. The PR team copes with
company crises. PR pros sit at the elbows of top officers drafting a company's
mission statements, its strategies, and its vision.

PR people are often put on the spot — if not to determine the morality of a
course, at least to help envision the fallout. Fortunately there are valuable
touchstone tools for finding the way.

Ethics theories range from Utilitarianism (*The greatest good for the
greatest number™) to Deontology ("Do what is right, though the world should
perish™).

Or, more to the point, you can examine codes of standards through public
relations guilds such as the IABC. One of the first initiatives of the Public
Relations Society of American (PRSA), founded in 1948, was to establish an
ethical code of practice for its members. The desired outcome of this code was to
establish clear standards for practitioners, clarify these standards to management,
and to distinguish public relations professionals from those who engage in
deceptive and unethical promotion.

The Public Relations Society of America, the International Association of
Business Communicators, and the International Public Relations Association
have all developed elaborate associational codes for the public relations
profession. Public relations codes are grounded in larger communication values
such as free speech and free access to information, honesty and truthfulness, and
fairness. It has been suggested that public relations codes of ethics were
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particularly important given the somewhat sordid early history of public relations
including manipulative and deceptive practices. Ethical codes have helped public
relations practitioners clarify professional expectations, maintain higher standards
of professional conduct, and, in general, elevate the reputation of the profession.

Recently, the National Communication Association (NCA) adopted what it
described as a professional credo for ethical communication. The credo includes
10 general principles regarding what is judged as the ethical practice of
communication. The NCA credo draws on broad sets of ethical traditions in
communication including honesty, truthfulness, free speech, condemnation of
hate speech, the ethic of care, privacy, respect, social justice, protest,
responsibility and responsiveness, among others.

The three best known codes for public relations are PRSA’s Member Code
of Ethics, the International Public Relations Association’s (IPRA) International
Code of Ethics, informally known as the Code of Athens, and the International
Association of Business Communicator’s (IABC) Code of Ethics for Professional
Communicators.

PRSA offers the most detailed and complex code of the three organizations.
The PRSA Member Code of Ethics 2000 is composed of six core values, and six
code provisions. The values include advocacy for clients and an open
marketplace of ideas, honesty, expertise, independence in the form of objective
council and personal accountability, loyalty to both clients and the public interest,
and fairness. The six code provisions are comprised of free flow of information,
competition among professionals in a manner that serves the public interest,
disclosure of information in a manner that builds trust with the public,
safeguarding confidences to protect privacy rights, avoiding conflicts of interest,
and enhancing the profession through building trust in all levels of interaction.

IPRA’s International Code of Ethics (Code of Athens) was originally
adopted in 1965 at a meeting in Athens and later revised in 1968. The
organization claims that this code has been “promoted widely and presented
formally to numerous Heads of State” (IPRA). The International Code of Ethics
Is particularly sensitive to supporting an international view of human rights.

The IABC Code of Ethics for Professional Communicators has 13 articles
and a provision for enforcement (IABC). Like the IPRA, the IABC code makes
specific mention in one of its articles of the need for sensitivity to cultural values
and beliefs in hopes of encouraging mutual understanding. Two articles outline
the importance for the protection and use of confidential information. Other
articles stipulate loyalty to the laws governing the public relations profession,
honesty, precluding plagiarism, avoiding behavior considered unethical by the
communicator, upholding the credibility and dignity of the profession, accuracy,
and free speech. Unlike PRSA or IPRA, the IABC code includes two articles
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dedicated to refusing undisclosed gifts and avoiding any pledge to guarantee
results beyond the certain capacity of the practitioner.

Ideally, codes of practice provide practitioners with an objective means for
proactively assessing their behavior as they engage in their profession.

I11. Give Russian equivalents for the following words and word
combinations from the text. Make up sentences of your own using these
words:

Standards, codes of conduct, to abide, in accordance with, copes with, PR
pros, put on the spot, envision, touchstone tools, guilds, outcome, sordid early
history, enhancing, outline the importance, precluding plagiarism, condemnation.

IVV.Give English definition to the following terms:
PR codes of conduct, utilitarianism, deontology
V. Answer the following questions:

1.What are the widespread definitions of Ethics and Ethic code?

2.What is the use of code of conduct in human life?

3.Name the most prominent codes of ethics in PR?

4.What are the basic provisions declared by the mentioned codes?

5.What are the key strengths and limitations for business ethics and public
relations practice of the utilitarian, deontological and human rights ethical
doctrines?

6.News reporters and public relations practitioners subscribe to codes of
ethics. Why? Why at times do some appear to violate the standards of
those codes?

7.When public relations practitioners employ different ethical doctrines to
justify corporate social responsibility programmes to their different
audiences is it fair to accuse them of cynicism?

VI1.Skim the text and comment on the text supplying your answer with
examples of black PR in Russia:

The origins of Russian PR can be traced to the first public relations
campaign in the country: the launch of McDonald's in Moscow in the late 1980s.
This was a PR stunt that turned into propaganda, as Soviet journalists had no
choice but to praise the only fast food chain in town. Propaganda was the main
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working tool of communication and although public relations is now regarded as
an accepted communications vehicle, propaganda is far from dead.

This precedent of a propaganda/PR mix proved to have a long-lasting effect
on the Russian public relations industry. It evolved into the so-called "black PR",
used mostly by political parties during election campaigns, when PR tools were
combined with such methods as the pouring of informational garbage on political
rivals. In this market, hundreds of millions of unaccounted dollars landed in the
pockets of corrupt journalists and "PR technologists".

The building of a Black PR campaign, also known as a dirty tricks or a
smear campaign is a long and a complex operation. Traditionally it starts with an
extensive information gathering and follows the other needs of a precise
competitive research. The gathered information is being used after that as a part
of a greater strategical planning, aiming to destroy the relationship between the
company and its stakeholders.

VII. Translate the following sentences into English:

1.JlesTennbHOCTh KOHCYJIBTAHTA MJIM ar€HTCTBA, MIPEIOCTABIISIIOIINX YCIYyTH B
o0nacTu cBsizell C OOILIECTBEHHOCTHIO, JOJDKHA HCXOIUTh M3 OOILECTBEHHOTO
Oyara ¥ He MOKET HAHOCUTH yIIEepO 3aKOHHBIM HHTEPECaM, Y€CTH, JOCTOMHCTBY
JUYHOCTH.

2.IlpakTuyeckast AesITEIbHOCTh KOHCYJbTAHTA MM areHTCTBA IO CBS3SM C
OOIIECTBEHHOCTHIO JIOJDKHA CTPOMTHCS HA HEYKOCHUTEIHOM COOIIOIEHUH
NPUHIUIIOB TOYHOCTH, NPaBIUBOCTH U JOOPOCOBECTHOCTH MepeaaBaeMoil
uHbOpMaLUu.

3KoncynpTant wim  areHTCTBO  00s3aHBI  COOMIOJATH  TOJHYIO
KOH(QUIEHIIMATBHOCTh, CTPOTO MPUICPKHUBATHCA MPHUHLUIA CEKPETHOCTH
UHpOpMaLMK, TOJYYEHHOH OT HACTOSIIUX, OBIBIIMX WM NOTEHIHAIbHBIX
KJIMEHTOB WJIM HAHMMAaTeJel, KpoMe TeX ClyuyaeB, KOrja KIUEHT MpeAoCTaBUII
Takyl0o HHGQOpManMiO Ais MyOJUYHOTO HCIHOJB30BaHUSA WM Jall  SICHOE
paspemieHue Ha ee pasmameHue. OrpaHuueHuss KOH(UIEHIIUAIBHOCTH
JOMYCTHUMBI TOJIBKO B CIIy4asX MPSMO MPEIyCMOTPEHHBIX JEWCTBYIOIINM
3aKOHOJATEILCTBOM.

4. KOHCYNbTaHT WM areHTCTBO MO CBSI3SM C OOIECTBEHHOCTHIO OOsI3aHBI
OTKpBITO 3asiBUTh O CBOUX OOCTOSTENbCTBAX B CiIy4ae, €CIUM HMX JHYHbIC
MHTEPEChl WM 0053aTeNbCTBA MOTYT BCTYIHTh B MPOTHBOPEUUE C MHTEpECaMH
ux kaueHTa. OHM He JOJKHBI OPUEHTHPOBATH CBOETO KIIMEHTA Ha JIEJIOBbIE CBSI3U
¢ pupmMamu WM OPraHU3aALUSAIMH, B KOTOPBIX OHU CaMH UMEIOT (PMHAHCOBEIE,

5.B cBOMX B3aMMOOTHOIIECHHUSAX C MPEICTABUTEIAMU APYTUX npodeccuii u B
Opyrux o0yacTsax OOLIECTBEHHBIX OTHOIICHWH KOHCYJIbTAHT WJIM areHTCTBO
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JOJDKHBI 3HATh M YBAXKaTh MPaBUjIa U MPAKTUKY, TPUHATHIC B ATUX MPOQECCUsX,
U coONI0IaTh UX B TOW CTENEHHU, B KOTOPOM OHM COBMECTHUMBI C ITUKOW €ro
cobcTBeHHOM npodeccuu u HacTosmuM Kogekcom.

6.B cBoell gesrenpHOCTH TpakTHUYecKuil paboTHUK PR 00s3aH yBakaTh
OPUHIMIBI, 3aJ0KEeHHble BO BceoOmieil aexnapanuu mpaB 4YelloBeKa, U B
0COOCHHOCTH CBOOOAY clioBa M CBOOOAY II€4aTd, KOTOpbIE CIOCOOCTBYIOT
OCYIIECTBICHUIO TIpaBa JWYHOCTH Ha ToJydeHne uHdopmaruu. Takum ke
00pa3oM OH 00s13aH JIEMCTBOBATh B COOTBETCTBUM C MHTEpEeCaMH OOIIECTBa U HE
OPUYUHSTH yiepOa JOCTOMHCTBY U YECTH JTUYHOCTH.

7.B cBoelt aesTenbHOCTH MpakTHYeCKuii paboTHUK PR 10iKeH BhIKa3bIBaTh
YECTHOCTh, MHTEJUICKT U JIOSUThbHOCTh. B 4acTHOCTH, OH 00513aH HE UCIOIh30BaTh
nH(OPMAITUIO WM KOMMEHTAPUU, €CJIM CUUTACT, YTO OHM SIBIISIOTCS JIO)KHBIMU
WJIM BBOJSIIIMMHU B 3201y XKICHHE.

8.IIpakTtnueckuit pabotHuk PR He Oynmer mnpeacraBisiTh HHTEPECOB
KOH(DJIMKTYIOMKUX CTOPOH 0€3 corjiacus Ha TO 3aMHTEPECOBAHHBIX KIMEHTOB WIIN
HAaHUMATEJEH.

9.3anpeniaroTcs t00bIe MONBITKM 0OMaHyTh OOIIIECTBEHHOE MHEHHE UJTU €T0
npeacraButeneil. HoBocTHas uHpopMaius T0KHA MOCTABIATHCS 0€3 OIIaThl U
KAaKoro-Jiu00  CKpBITOTO  BO3HArpa)XXJAeHUs 3a €€ HUCIOJIb30BAaHUE WIIU
nyOIMKAIHIO.

10. PabotHuk PR nmomxkeH BO3AEp:KUBATHCS OT HEUYECTHOM KOHKYPEHIIMU C
KosuieraMu. Ero neiicTBHs WK CJIOBa HE JAOJKHBI HAHOCUTH yuiepOa pemyTainuu
WIN ACSTENbHOCTU KOJUIern — paboTHuka PR mpu ycnoBuu BBINONTHEHUS UM
CBOUX O0S13aHHOCTEH.

VIIIl. Write a précis of the text.

IX.Chose a company and examine the documentation which outlines and
explains its corporate social responsibility programme(s). The company
website may contain different kinds of texts — not necessarily all aimed at the
same audience or public — for example, press releases, corporate social
responsibility reports, corporate annual reports webpages specifically devoted
to corporate social responsibility involvement. Analyse these texts to see if
there is any difference in the way they explain and justify corporate
responsibility programmes. Does the ethical language change depending on
the text and can you identify its possible audience(s)?
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Unit 8. Case study

I. Pre-reading task. Before reading answer the following questions:

1. What is case study?
2. What examples of PR handling crisis do you know?

Il. Read the text:

The case study is a descriptive, qualitative research method that analyzes in
great detail a person, an organization, or an event. Case studies are found in most
applied areas, such as business, law, and marketing, and offer insight into
practices and tactics. The case study’s major advantage is the detail and analysis
it provides of a specific person, organization, or event. Its major disadvantage is
that it cannot be generalized to situations other than the one that was studied. A
major problem in using case studies is the “it worked here, it will work for me”
mode—that is, trying to take specific tactics or messages from one case and apply
them to another. Even in situations where cases are within an industry, trying to
compare case 1 to case 2 is like trying to compare apples to oranges.

Case studies provide public relations practitioners with examples of good
and bad public relations tactics. In some instances a case study provides insight
into how a public relations firm operated. Others might provide insight into how
public relations was not employed and the impact of that failure. Each provides
the practitioner with examples of successful and unsuccessful strategy and tactics.

It used to be the case that specialist crisis public relations consultants were
employed and deployed by corporates and government agencies to manage any
disastrous PR (more accurately, damning media coverage) that accompanied
client malpractice or scandal. The following list outlines the principal categories
that the PR disaster can spring from: Acts of God. Even when natural disasters -
such as a Tsunami - cause unforeseeable real life crises (and even if no-one was
directly responsible for the incident) pockets of the media frequently describe
how it's a PR disaster of some sort; for tourism or even for the governments of
the countries involved.

Business Operations. This is where corporate activity adversely impacts on
stakeholder groups, such as when Coca Cola and Pepsi had to defend themselves
in India against allegations that their soft drinks contained excess levels of toxins.
From a PR disaster viewpoint, both companies managed to fan the flames or
discontent, rather than calm matters down.

Corporate Moves. Around the time of acquisitions, mergers or takeovers,
there's plenty of room for dissatisfaction and even scandal, such as when a
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London PR man found himself rumbled, tried and prosecuted after indulging in a
bit of insider trading. This happened after a client had confidentially told him of
its plan to take over a competitor organization.

Legalities. When contentious issues are debated in court, then reported in
the media - such as in the notorious McDonald's 'McL.ibel' case - the potential for
PR disasters is massive. Media watchers labeled this case 'the world's biggest
corporate PR disaster".

Rumours. Gossip can be highly damaging for brand reputation, as Procter &
Gamble found when malicious rumours of Satanism - in part propagated by a
P&G competitor - dogged the company for decades, forcing a worldwide logo
redesign and extensive counter PR efforts.

Staff. When New York's Twin Towers collapsed on 9/11, staff at one of the
city's Starbucks charged rescue workers for bottled water they needed to treat
victims of the attack. When word got out 'virally' about this incident, the PR
fallout was highly damaging.

Scandal. Financial or sexual shenanigans generally capture the media's
attention, such as when basketball star Kobe Bryant faced allegations of sexual
assault. 'PR disaster' the media screamed, as Bryant's lucrative sponsorship deals
and image as an all-round good guy were jeopardised.

Dealing with PR disaster always the situation should be managed ethically,
with good grace, humility or humour - at least that's a good foundation on which
to rebuild any damage done by a PR disaster.

PR nightmare for McNeil Labs and Johnson & Johnson over Tylenol case in
1982.

In 1982, Johnson and Johnson discovered that some bottles of its Extra-
Strength Tylenol capsules had been laced with cyanide. By the end of the crisis,
seven people had died.How Johnson and Johnson dealt with this situation set a
new precedent for crisis management. The company was lauded for its quick
response and sincere concern for its consumers.

Faced with tough decisions that would severely impact the future of his
company, CEO James Burke immediately turned to the company's mission
statement. Written by Robert Johnson in 1943, the document defines the focus of
the company as its customers.

Based on this credo, Tylenol used the media to promptly begin alerting
people of the potential dangers of the product. It dispatched scientists to
determine the source of the tampering. Johnson and Johnson then made a
decision that would set a new standard for crises involving product tampering.
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The company ordered a massive recall of more than 31 million bottles at a
cost of more than $100 million. It also stopped all production of capsules and
replaced them with more tamper-resistant caplets.

This level of response had never been attempted before, and resulted in
much criticism from investors. However, Johnson and Johnson stood firm behind
its decision - and for good reason. The company was able to "use the crisis to
demonstrate to its customers its commitment to customer safety and to the quality
of the Tylenol product.”

Despite the initial losses, Johnson and Johnson regained and exceeded its
previous market share within months of the incident.

Exxon Valdez runs aground in Prince William Sound, Alaska, causing the
largest oil spill in US history in 1989.

In 1989, the Exxon Corporation caused one of the worst environmental
disasters ever. The Exxon Valdez oil tanker ran aground, spilling 250,000 barrels,
an amount equal to more than 10 million gallons, of oil into Alaska's Prince
William Sound.

Efforts to contain the spill were slow and Exxon's response was even slower.
The incident would go down in crisis management history as a textbook case of
how not to respond during a crisis. "By the time the media was finished, the
Exxon name was synonymous with environmental catastrophe.”

It took company officials nearly 10 hours after the accident to deploy booms
to contain the spill. In addition, Exxon was criticized for refusing to acknowledge
the extent of the problem, which was due, in part, to the advice of company
lawyers.

To make matters worse, company executives refused to comment on the
accident for almost a week. The biggest criticism the company received was the
fact that CEO Lawrence Rawl waited six days to make a statement to the media
and that he did not visit the scene of the accident until nearly three weeks after
the spill.

These actions left the public impression that the Exxon Corporation did not
take this accident seriously. Initially, Exxon blamed state and federal officials for
the delays in containing the spill. When asked how Exxon intended to pay the
massive cleanup costs, one executive responded by saying it would raise gas
prices to pay for the incident.

Ten days after the spill, Exxon spent $1.8 million to take out full-page ad in
166 papers. In the ad, the company apologized for the spill but still refused to
accept responsibility. Many consumers saw this approach as insincere and
inadequate.

Exxon paid the price for its actions in several different ways. The cleanup
effort cost the company $2.5 billion alone, and Exxon was forced to pay out $1.1
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billion in various settlements. A 1994 federal jury also fined Exxon an additional
$5 billion for its "recklessness,” which Exxon later appealed.

I11. Give Russian equivalents to the following words and word combinations
and use them in sentences of your own:

Offer insight into, shenanigans, humility, deploy, damning media coverage,
malpractice, spring from, unforeseeable, adversely, stakeholder groups, defend
against allegations, excess levels, acquisition, merger, rumbled, legalities,
prosecute, indulge, contentious issues, fallout, acknowledge the extent of the
problem.

IV. Guess what words from the text are meant by these definitions:

o the effect or impression of one thing on another

e space for movement, opportunity for;

e in secret, privately, personally, behind closed doors;

e known widely and usually unfavorably; infamous;

e to track or trail persistently;

e to fall down or inward suddenly;

e to state the precise meaning of (a word or sense of a word, for example);
to describe the nature or basic qualities of; explain;

e a reply or an answer; a reaction, as that of an organism or a mechanism,
to a specific stimulus;

e to give the main features or various aspects of; summarize;

e the act or an instance of assuming control or management of or
responsibility for something, especially the seizure of power, as in a
nation, political organization, or corporation;

o deliberately harmful information, often a mixture of truth and untruth,
told by one person to another;

e an example that is cited to prove or invalidate a contention or illustrate a
point.

V. Study the difference between the words example, instance, case,
illustration, sample, specimen, then use these words to fill in the gaps in

the sentences below:

These nouns refer to what is representative of or serves to explain a larger
group or class.
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An example is a typically representative part that demonstrates the character
of the whole: "Of the despotism to which unrestrained military power leads we
have plenty of examples from Alexander to Mao" (Samuel Eliot Morison).

An instance is an example that is cited to prove or to illustrate a point: an
instance of flagrant corruption.

A case is an action, an occurrence, or a condition that relates specifically to
something being discussed, decided, or treated: a typical case of child neglect.

An illustration clarifies or explains: provided an illustration of the word in
context.

A sample is an actual part of something larger, presented as evidence of the
quality or nature of the whole: gave us a sample of her temper.

Specimen often denotes an individual, representative member of a group or
class: This poem is a fair specimen of her work.

1.Stapleton, and the ... has now been so entirely cleared up that I am not

aware that there is anything which has remained a secret to us.

2."My perfected friend," he said, "my parental instinct recognises in you a

noble evidence and ... of the theory of development.

3.With those words, the young lady followed her sister's ... by seating herself

on a hall chair and looking aimlessly out through the open house door.
4.We looked at ... of different types of rock under the microscope.

5.His ... is, that for the achieving of a desperate conspiracy, a man should not

rest upon the fierceness of any man's nature

6.Here now was a ... of it, for he had just been thinking that Rose had better

defer her run till the wind went down and the sun was warmer.

V1. Complete the sentences:

Johnson & Johnson was confronted with a crisis when ...

Evidence suggested that somebody ...

After the crisis Johnson & Johnson needed to ...

A new pricing program gave ...

Without the help of the media ...

After the accident the Exxon corporation ...

The biggest criticism the company received was ...

To pay for the incident Exxon was intending to ...

The Exxon corporation incident would go down in crisis management
history ...

© O N g~ wDdRE

VI1I. Answer the following questions:
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What is case study? Explain its advantages and disadvantages.

What can be the reason of PR disaster?

When did Tylenol crisis happen? Why did the people die?

How was the nation warned about the danger?

What measures did the company take to protect its customers?

Why did the name of Exxon corporation become synonymous with

environmental catastrophe?

What was the company’s response to the crisis?

8. Comparing these two cases prove the importance of company’s
cooperation with the media.

9. Johnson & Johnson lost millions of dollars when they recalled all Tylenol
capsules from the market. Do you think it was a really necessary step?
Wasn’t it more rational to recall Tylenol capsules only in Chicago area
(where seven people died after taking Tylenol capsules)?

10. What decisions put Johnson & Johnson’s public relations program into
the right direction and Exxon Corporation’s — into the wrong one?

11. Sometimes public relations practitioners are also called Risk Managers.
What contribution do you think practitioners can make to risk
management?

12. What training do you think practitioners need to be equipped to analyse

information accurately?

I A

~

VIIl. Comment on the following:

1.'If a company at the centre of a crisis is seen to be unresponsive, uncaring,
...Jor]... reluctant, the damage indicted on its reputation will be lasting -
and measurable against the financial bottom line' (Regester and Larkin, in
Kitchen 1997: 215).

2.'A good reputation enhance profitability because it attracts customers to the
company's products...'Fombrun (1996: 81)

IX. Role-play:

Study the background information and work in pairs, one of you will be a
representative of the company and the other one — PR practitioner explaining
ways of enhancing company’s image via media relations.

Background information. For some years, Marks & Spencer (M&S) was the
benchmark for quality produce and clothing. Indeed, the company was so
confident that for many years it did not spend anything on advertising, relying on
the reputation which had been built up over many years. Problems at top
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management level and a severe drop in profits had far-reaching effects on all
aspects of the company. Clothes were denounced as dowdy by the fashion press.
Speculation about possible takeovers still had to be quelled. Financial and
corporate help was hired from Brunswick, recognising that M&S had previously
neglected this area. Whereas previously the product spoke for itself, M&S has
had to fight for coverage more recently. On the fashion side, the introduction of
the Autograph designer range went some way towards improving the fashion
ranges.

The food area had its fair share of issues to deal with. There were one or two
product recalls each year. Some milk chocolate bunnies were found to cause an
allergic reaction, and it was found that they had been made on a production line
next to one where nuts had been used and some dust may have blown over.
Genetic modification (GM) of food also caused problems for Marks & Spencer.
Initially, M&S welcomed the emerging science, and issued a statement that ‘good
science, well applied, is an essential principle of our business’.

X. Prepare reports on the following topics:
1. The role of mass media in a crisis.
2. Tips for handling a crisis.
3. Russian companies handling PR disasters.

Unit 9. Public relations activities
I. Pre-reading task:
What do you know about public relations activities? Name some of them.
I1. Read the text to check your answers:

Evidence of public relations abounds throughout the written history of
civilization, suggesting that it is a natural and essential part of the fabric of
society. Societies separated by miles and centuries display the elements of today's
public relations practice: information, persuasion, reconciliation and cooperation.
People sometimes fail to comprehend the breadth of public relations, seeing only
some of its activities. Two aspects of public relations - publicity and promotion -
often are mistaken for the whole. Here is a more comprehensive look at the range
of public relations activities:

eMedia relations attempts to develop a mutually beneficial relationship
between an organization and the news media. This relationship involves pursuit
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of the news media as an outlet for organizational messages intended for various
publics, as well as response to media inquiries about the organization and related
Issues.

ePublicity, or press agentry, is somewhat related to media relations, but its
focus is more on soliciting positive coverage for an organization or individual.

einternal relations tries to develop mutually beneficial relationships within
the organization. It is sometimes identified with more specific subcategories,
such as employee relations, volunteer relations, member relations, union relations
and so on.

eSpecial-events management focuses on the development and
implementation of activities in which the organization can take its message to its
publics.

eFinancial relations attempts to develop mutually beneficial relationships
between the organization and the publics that provide its financial base. For
businesses, this effort focuses on investors and financial analysts, and it
frequently overlaps with financial media relations. For nonprofit organizations,
the focus is on the relationship with donors, foundations and corporate or
governmental benefactors, often involving the specialized activities of
development and fund raising.

eConsumer relations tries to develop mutually beneficial relationships
between an organization and its customers, clients, and patrons - the people who
use the product or service provided by the organization.

eCommunity relations seeks to develop mutually beneficial relationships
between an organization and its neighborhood or civic community.

ePublic affairs focuses on the development of mutually beneficial
relationships between an organization and governmental groups or those involved
in public policy issues. Lobbying is a specialized part of public affairs. When the
military or a government agency uses the term public affairs, however, it refers to
the full range of public relations activities.

eIssues management is part of the research function of public relations that
monitors the news media and the social-political climate. The purpose is to
provide an early-warning system that identifies potentially troublesome issues in
time for the organization to proactively deal with them.

eCrisis communication or emergency public relations involves an
organization's readiness to communicate in situations involving physical disaster,
accident or injury; financial problems; moral, social or legal offenses;
ineffectiveness of a product or service; victimization or exploitation; and rumors
about any of these.

As you can see, the discipline of public relations embraces a range of
activities aimed at developing and enhancing mutually beneficial relationships
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with many groups of people who can affect or are affected by the organization
and, therefore, are important to an organization's mission.

The main activities in public relations are organised either by the kind of
audiences they engage with or by the content of the activity. It is important to
note that these categories overlap. For example, a company intranet newsletter
involves writing, new technology and internal communications.

Public relations workers are either employed by an organisation as part of its
in-house PR department or by consultancies which are retained by a number of
organisations and/or individuals to undertake public relations work. Some people
also work on their own as freelance PR practitioners.

McElreath (1996) suggests that there are two roles commonly assumed by
public relations practitioners: technician or problem solver. This would divide the
publications manager supervising the printing of the annual report from the
strategic adviser drafting a policy document on the future of the organisation.
However, many of the kinds of activity outlined above involve both problem
solving and technical skills. A well written press release should reflect
understanding of current media practices and issues, and a public affairs adviser
also needs a range of technical skills, including writing. As so often in the field of
public relations, it is not easy to draw hard lines or lay down absolute rules.

The public relations practitioner serves a vital function within an
organization. This person manages the tools of communication, identifies and
analyzes problems, interprets the organization's publics to the organization and
the organization to its publics, and counsels on social responsibility. The public
relations practitioner also monitors the process of producing messages - from
research through development to dissemination. Through it all, the public
relations practitioner is a writer - one whose writing should be clear, concise,
focused and, most of all, effective.

I11. Give Russian equivalents for the words and expressions:

Mutually beneficial relationship, reconciliation, soliciting positive coverage,
volunteer relations, an outlet for, to overlap, governmental benefactors, fund
raising, the full range of public relations activities, an early-warning system,
victimization, to enhance, the annual report, current media practices,
dissemination.

IV. Explain the difference (if any) between the following words. Use the
words in the sentences of your own:
Employee / employer
publicity / promotion
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audience / public
newsletter / leaflet
aim/ issue
a customer / a consumer
to inquire / to require
V. In the text find synonyms to the following words:

To look for, society, to carry out, to influence, to suggest, answer, short.

V1. Complete the table with the appropriate forms of the words given:

Verb Noun
Relationship

to implement

to benefit
Coverage
Offence

VI1I. Answer the questions:

1.What are the elements of today’s public relations practice?

2.What is the range of public relations activities include?

3.What do media relations involve?

4.What relations are called: internal, financial, consumer, community?
5.Why is the main purpose of issues management?

6.What roles are commonly assumed by public relations practitioners?
7.What does the public relations practitioners’ work include?

VIIl. Read the text quickly, for each part choose a title A — F which best fits
its meaning:

A. Business-to-business application

B. Business-to-business public relations

C. Getting the language right

D. Cinderella?

E. Consistent tailoring

F. Examples of BTB importance

(1) No public has grown in importance as much as the retail trade’, said
David Bernstein, and then discussed the inadequacy of putting an ‘exhortatory ad
in the Grocer telling the retailer to stock up now’ (Bernstein 1989: 102).
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Manufacturers have to talk to the retailers and tailor their offer to get them
to stock their goods. They also have to be careful that in dealing with their
distributors, they do not contradict messages that they are giving to their other
stakeholders.

(2) In non-grocery products it is just as important to ensure consistency,
while tailoring that message to the particular concerns of the stakeholder.
Businesses that other businesses may want to communicate with are not
homogeneous either. They may be suppliers of raw materials, and so have to
understand the company’s systems, needs and market opportunities. Deadlines
must be met, and invoices submitted for payment to fit in with any cheque-run
timetable to avoid financial disputes. They may distribute a company’s products
— few manufacturers sell direct to the consumer, but operate through retailers and
agents. The rise of internet shopping has affected this area, with direct sales of
airline tickets and books to the fore. Thus retailers in certain areas need support
from manufacturers to encourage consumers into their outlets. For some
manufacturing companies, other businesses are their customers, because of the
products that they produce, such as heavy machinery.

(3) One historical example of how business-to-business PR is important in
getting products to market is that of Birds Eye. When the company introduced
frozen foods, few retailers actually possessed the freezer cabinets which would
enable them to stock and sell the products. Direct advertising and PR activity to
consumers would have been wasted if there was little possibility of them being
able to buy the products. Consequently, Birds Eye had to conduct a PR
programme with retailers, showing them the benefits of buying the cabinets and
stocking products, before consumer activity began.

Management Today classes PR consultancies as operating in the business-
to-business area, and indeed Countrywide Porter Novelli won the Business-to-
Business category in its 1999 Unisys Service Excellence Awards. The company’s
winning qualities were described as ‘strong leadership, clear vision and unifying
values’, and the consultancy’s approach to accountability and servicing its
clients’ accounts was praised. Managing director Paul Miller was quoted as
saying, ‘Proving that PR pays measurable dividends is a vital ingredient of
customer satisfaction.’

(4) Paul Vousden, managing director, the Compass Consultancy, and ex-
director of VLP, which specialises in business-to-business (BTB) PR, feels that it
is often regarded as the Cinderella of the PR world. In a letter published in PR
Week (14 May 1999) he wrote:

Our clients and their industries may not be as sexy and headline hitting as
those within the consumer sector [but] they are still immensely important . . . the
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BTB marketing industry is worth £8.1 billion and PR is an important part of this
sector.

(5) BTB is not significantly different in the techniques used, but mainly in
their application. The publics targeted are likely to be much smaller. In some
instances, each separate individual approached within that public can be targeted
separately. If a company is selling large items of printing equipment, the
audience will be known. PR here creates the atmosphere in which items can be
sold. The reasons for the buying decisions are also professional, rather than
personal. Buyers are looking for equipment to help them do their job, or to ease
the process for others. PR must reach all members of the company who
contribute to a buying decision, sometimes referred to as a Buying Decision Unit
(BDU). ‘A lot of people fall into writing for the professional in all that they do’,
says Vousden. ‘People are still consumers, and many of them are not very
technically minded, apart from their own field.”

(6) Victoria Tomlinson, managing director of Harrogate-based Northern
Lights, believes that few companies really understand about getting their product
across to buyers through the media.

| spent a day with a regional newspaper’s business desk and could not
believe the large numbers of press releases that failed to make any point. They
were written in heavy technical jargon, had no story and did not highlight the ‘so
what’ aspect to readers. An example was the launch of a new valve with a long
description about its technical features but absolutely no mention as to why it was
better than a competitor’s or how it would change a manufacturer’s product. The
most complicated process can be written in plain English and understood by a
non-technical person.

IX. Write out the key words from each part.
X. Write down a summary of the text.
XI1. Make a report on one of the following topics:
1. The range of the most essential public relations activities.

2. Public relations practitioners: their roles and functions.
3. Business-to-business public relations.
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Unit 10. Writing in PR

I. Pre-reading task. Answer the following question:

What do you think the difference between writing in PR and in journalism, if
any?

Among the many tasks performed by public relations practitioners, writing
most certainly tops the list. Practitioners develop various written pieces—media
releases, newsletters, brochures, pamphlets, manuals, promotional materials,
business correspondence, and proposals—to communicate information to people
inside and outside of the organization. Public relations writing should educate,
persuade, or motivate.

To accomplish these goals, communication in readable, non-technical
language is a must in public relations writing. Writers must be functional and
write with a purpose, while maintaining a creative flair. Because of the wide
variety of writing formats, versatility is an essential skill for public relations
writers.

In many offices where people are engaged in writing there is a large sign
bearing the letters KISS. Underneath, in smaller type, is the definition of this
acronym: “Keep It Simple, Stupid”.

This is good advice for any writer. It becomes especially important when
you must translate technical information into something lay people will
understand. Here, the sign should change from KISS to MISS and the words
beneath should read “Make It Simple, Stupid”, because your task is not to keep
things simple. Instead, there is complicated material to be made simple.

Above all, the copy must be understandable. It should be pretested on
several readers who are representative of the audience for which the publication
Is intended. Public relations practitioners who don’t write in a way that their
audience can understand are wasting their time. If readers find a piece too
complicated, they will stop reading and will not receive the intended message. To
increase the chances that the piece will be understood, write simply; use proper
grammar, punctuation, and spelling; and adopt an appropriate style. It may be
necessary in some cases to use technical language, but his should be explained in
nontechnical words.

Simplifying a complex idea is hard work. First, you must research the
information until you really understand it. It is impossible to explain anything
you do not understand. To gain understanding, you must read the material and
question the people who created it.
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In explaining a complicated subject, it is important not to overload the
reader. He or she should not be given any more than is needed. The language of
explanation must be plain. Jargon has no place here. If possible there should be
no technical terms, but sometimes they must be used because there is nothing else
to serve the purpose. If it is necessary to use technical terms, they should be
described in layman’s language.

In describing something new and different, use familiar words and go step
by step from a base of common understanding. A foolproof test of any writing
that is meant to simplify a complex subject is to pretest it. If several people who
know nothing about the subject do understand the explanation, it is probably
adequate, provided that the experts approve.

If the laity don’t understand something, it must be rewritten until they do.
And if the experts disapprove, it is probably because the simplification is
inaccurate. Here again, a rewrite is called for.

Public relations writers must know which format is the most appropriate for
a project and the best way to construct a message so that the audience will
understand it. The most common writing formats in public relations are those
used in publicity, marketing, advocacy, organizational communication, and
business correspondence. Each has a certain style and purpose. To determine the
best format to use, three things should be considered before beginning a writing
project

o What is the purpose of the piece?
o Who is the audience?
o What is the message?

The Purpose

Before they start writing, public relations practitioners must decide whether
the purpose of the piece is to educate, persuade, or motivate. What is the desired
result of the piece? To create awareness, gain support for an issue, or prompt
behavior? Writing that seeks to educate usually consists of straightforward
information, whereas writing that aims to persuade or motivate takes on a more
emotional tone. For example, the purpose of an article that lets employees know
about a new benefit would be educational; however, a piece that tries to convince
legislators why they should support a bill would require persuasive tactics.

The Audience

The purpose of the piece will determine who should receive it, which in turn
will determine how it should be written. In most cases, a reporter doesn’t want to
receive a brochure and a customer doesn’t want to receive a media release. Media
formats (e.g., media releases, media advisories, pitch letters) should be used in
writing for the media. Use creative brochures when marketing to customers,
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internal newsletters for informing employees, and businesslike memos when
communicating with management.

The Message

More than anything else, the message will determine the most appropriate
writing format to use. Does the message need to be straightforward or is there
creative license? Customers will want to read information that reinforces their
decision to patronize an organization. This requires the use of persuasive tactics.
Such tactics, however, would not be appropriate for a media release, which
should contain factual, objective information. Is the message brief or lengthy?
How much space will be needed to adequately deliver the message? How will it
reach the target public? Detailed information aimed at persuading a specific
audience is better suited for a brochure or position paper than a one-page flyer. A
flyer, on the other hand, might be more appropriate for announcing the date and
time of a special event.

1. Answer the following questions:

1.What is the purpose of writing in public relations?
2.What kind of materials do PR practitioners prepare?
3.Why is it so important to simplify complicated materials?
4.How do you make sure that your copy is understandable?

I11. Study the material about the suffixes and do the exercise below:
[Tpunaratensubie ¢ cypdurcamu —able (readable, understandable) u —ible,

KaK IIpaBHJIO, YKAa3bIBAIOT HA BO3MOXKHOCTDH I{GﬁCTBHH, BBIPAKCHHOT'O
OJHOKOPCHHBIM I'JIaroJoM:

Read -readable -(JIeTKO)4MTaeMbIii
Understand -understandable -nousTHBIH
Accept -acceptable -IIPUEMIIEMBIi
Convert -convertible -00paTUMBIi

What do these words mean? Use it can ... oritcan’t ...
If something is

1 washable, it can be washed.

2 unbreakable, it ...

3 edible, it ...

4 unusable, ...

5 invisible, ...

6 portable, ... .
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IV. Find synonyms of the following words and phrases in the text:
To acquire, to write again, essential, to study.

V. Give English definition or synonyms to the following words and
expressions.

To persuade, readable, engaged, an acronym, lay people, a representative, to
gain, jargon, a layman, a foolproof test, a laity, to disapprove, familiar, a type, to
type, a copy, to copy, adequate.

VI. Translate the following sentences into Russian, paying attention to the
words in bold type. First, look these words up in the dictionary, keeping in
mind their various meanings; remember also that they may belong to
different parts of speech.

A. 1. John and Caroline are engaged to be married. 2. France and Britain
engaged in a succession of wars in Europe and the Caribbean at several intervals
in the 18" century. 3. The government is engaged in building infrastructure. 4.
Susan tried to engage her friend in a conversation. 5. The opera engaged the
singer for four months. 6. When an organization doesn’t keep its promises, the
public might suspect that it is only engaging in rhetoric. 7. The emerging middle
classes in medieval England were engaged in manufacture, trade and overseas
commerce. 8. The Pentagon has said US troops sent to Georgia would not be
engaged in direct fighting.

B. 1. There are several different types of accounts. 2. The respondents were
asked to type their answer on a computer. 3. In a complex document, it is
sensible to use bigger type for main headings and slightly smaller type for sub-
headings and text. 4. It’s advisable to use twelve-point type for business letters,
especially for readers over forty.

C. 1. I'll send you a copy of the letter. 2. I’'ll copy this report on the
photocopier. 3. There are some rather definite rules about how the reporter should
prepare copy. 4. The reporters must hand in their copy by 4 pm. 5. Most public
libraries have a copy of this book. 6. The reporter studied some back copies of
the magazine in search of the necessary information. 7. A PR person must know
the exact copy deadlines for all local media.

D. 1. This case gained wide publicity. 2. The idea of equality gained
prominence only in the 20" century. 3. Many youngsters take up insecure low-
paid jobs in the service sector as a means of gaining work experience. 4. We all
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hoped to gain from the company’s recent success. 5. The speaker began to gain
confidence. 6. My watch gains about 10 minutes every day. 7. These ideas and
values are gaining important in American politics. 8. You learned as an infant
what kind of behavior gained attention.

E. 1. | liked my first job. The work was interesting and the pay was
adequate. 2. This problem has never been adequately addressed. 3. George’s
income is inadequate to meet his basic needs.

VII. Study the information about the conjunction provided (that) and do the
exercise below:

If several people... understand the explanation, it is probably adequate,
provided that the experts approve. — Ecin HECKOJBKO YEIOBEK... MOHUMAIOT
00BsICHEHHE, OHO, BEPOSITHO, JIOCTATOYHO SICHO, MpuU VCI08UU 4mo €ro ofgo0psT
CIICIIMAJINCTHI.

Coroz provided (that) cayxur mas1 [OPUCOSAUHEHHS  YCIOBHOTO
NPUIATOYHOTO MPEAIOKeHUsA. [lepeBOUTCS COI030M ec/u, KOTAa SIBISCTCS
CHHOHUMOM coto3a if, u coro3amu npu yciosuu eciu, npu ycioguu umo, KOraa
9KBUBAJICHTEH coro3y On condition (that) (T.e. o3HaYaeT «TONBKO HPU 3TOM
YCIIOBUW).

Translate the following sentences into Russian:

1. The inflation rate can be brought down, provided the government introduces
radical reforms.

2. Children were allowed to come to these parties, provided they kept quiet.

3. Cindy was ready to visit us, provided that she might bring her daughter.

4. The press release will be published tomorrow, provided the PR person meets
the newspaper deadline.

5. These data can be stored on a computer, provided the retrieval system is
carefully considered.

VIIIl. Translate the following sentences into Russian paying attention to
passive voice:

...there is complicated material to be made simple. — Ectb cnoxubIit
Matepuall, KOmopwli HA00 YNPOCMUmb.

B ponu onpeneneHuss MHGUHUTUB OOBIYHO CTOUT TMOCIE OINPEACISIEMOTO

CJIOBa U O65[321T6JIBHO INCPCBOAUTCA IMPUAATOYHBIM IIPCAIIOKCHUCM, BBOANMBIM
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CIIOBOM «KOTOpbIit». Ilpn 3TOM HajI0 TOMHUTH, YTO HWHOUHUTHB B Qopme
Indefinite MoXHO mepeBOAUTH CKazyeMbIM B OYyIylieM BpEeMEHU W JIake CO
CIIOBaMH  HaJ0/HEOOXOAMMO/CIAENYET/IOMKEH, HE3aBHCUMO OT  BpPEMEHH
CKa3yemoro.

1.

If the manager avoids journalists, people begin to think he has something
to hide.

My wife is going to Saudi Arabia with me and we have some business to
work out before we leave.

| can’t stay any longer. I’ve got a train to catch.

Ash had not slept. He had too many thins to think of and a vital decision
to make.

Remember, you still have a great deal to learn.

| can’t go to the theater with you. | have letters to write.

The first thing to be done is to get money.

It's a chance not to be missed.

You have nothing to reproach yourself with.

. There are no objections to make.

. This is a serious question to be put at the meeting.

. She is not the girl to be produced impression on so easily.
. He does nothing to make the situation better.

IX. Translate the following sentences into English, using the words and
structures from the text and exercises above:

ok~ wbn e

© o N o

HeB03M0XHO OOBSICHUTH TO, YETO BBl HE IOHUMAETE.

PecrioHeHTOB NONPOCHIIM HAaeyaTaTh CBOM OTBETHI HA KOMIIBIOTEPE.
A xynuna aBa dK3eMILIApa 3TOW KHUIH.

JI>)KOH npuiiesn Ha aBTOOYCHYIO OCTaHOBKY U IE€penucall paclucaHue.
Bel momkHBI mepenucath 3Ty HHCTpyKnuroo (manual): ee TpymaHO
ITOHSTb.

Moii apyr yctpouscs Ha 3Ty paboTy, 4TOObI HAOPATHCS OMBITA.

Wneun paBeHcTBa NpUOOpEIN NONYJISIPHOCTD TOJIBKO B XX BEKe.
IInapmuk nOMKEH 3HaTh CPOK ITOJAa4u MaTepuasla B MECTHBIX ra3eTax.
Ota Opoiopa 10KHA ObITh MOHATHA HECTIELUAINCTAM.

10. [IpaBUTENBCTBO 3aHUMAETCS CO3/IaHUEM UHPPACTPYKTYPHI.
11. BaM npeacTOuT MHOTOMY Hay4YUTHCH.

12. 5 He MOry TIOWTH ¢ BaMH B TeaTp. Y MEHS MHOTO paOOTHI.
13. MH€ HE4YEero CKphIBaTh.

14. Im He 0 4eM pa3roBapuBaTth.

15. CtaThs ObLIa HamIeyaTaHa MEJIKUM mpudTOM.
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16. IIpecc-penn3 He TOKEH COACPKATh TEXHHUYECKIUX TEPMUHOB.\
17. IIpodeccroHanbHbIH )KaproH 3/1eCh HEYMECTEH.

18. Knura Oyzet HamevaTaHa (BBIMACT) B MapTe.

19. Mos cecTpa Hayuuach IevyaTaTh B MIKOJIE.

X. Comment on the following statement:

The day you write to please everyone you no longer are in journalism. You
are in show business.
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Unit 11. Role of image in PR

I. Pre-reading task:

1. What is meant by image ?
2. Why is a good reputation important?

1. Read the text:

An important part of public relations work is the image. What is meant by
image? It can be defined as being: the impression gained according to the level of
knowledge and understanding of facts (about people, products or situations).
Wrong or incomplete information will give a wrong image. For example, people
often refer to India, meaning the whole sub-continent, whereas in fact India is
only part of it, together with Pakistan and Bangladesh, both independent states in
their own right.

There are several different sorts of image, all of which have roles for public
relations:

the mirror image — what we think we look like often an illusion due to
wishful thinking.

the current image — what people outside think of an organization, or a
person. Often this image is due to misunderstanding, lack of knowledge and
understanding, or even to hostility.

the wish image — the image that the organization wishes to achieve. This
type of image mostly applies to something new.

the corporate image — the image of an organization. This is very important
in public relations terms, and is made up of many facts, such as its history,
reputation, stability, financial success etc. The corporate image is how an
organization presents itself to the outside world.

the multiple image — sometimes organizations have different divisions, with
each having its own, quite separate corporate identity, or image. This can be
confusing to the public, but can be overcome by using symbols, badges or other
means to provide an identifiable group image.

Today we use the term "image" to convey what a person or an organization
appears to be, which is sometimes very different from who/what they actually are
in private.

Some personal or corporate images seem to be "more real,” or to be a more
honest reflection of the subject's "actual personality.” This may be because such
people/organizations feel comfortable being themselves in public, or it may be
because they became public unexpectedly or by accident and had no time to
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prepare a different sort of image. Other images are obviously public personalities
that are very consciously and carefully projected.

The simple fact that someone's image and public appearance can be
consciously constructed, projected, and manipulated is very discomforting and
troubling for some people. They consider it improper and unethical behavior, and
have used it as the basis for many of the most damning and recurring criticisms of
public relations. Among other things, they assert that public relations is all
window-dressing, that it lack meaningful substance, that it deals only with images
and not with reality, that it relies on deception and misrepresentation.

Such critics claim public relations' images create facades for people and
organizations and argue images are never real. They're artificial, not natural, and
because they're artificial, they're false by definition. So, these critics conclude,
images and the public relations practitioners who use them are inherently
deceptive and misleading rather than helpful and informative.

We have to admit that the critics are right about some images, some
practitioners, and some public relations activities. A few instances of misbehavior
do not mean that all images, all image-making, or all public relations activities
are inappropriate.

The mere fact that images can be constructed and can be manipulated
doesn't necessarily make them bad. The greatest reason for being concerned
about images shouldn't be their artificiality or the fact that they've been
constructed. It should be how much correlation exists between the constructed
image and the underlying reality that it's presumed to represent.

Originally, the degree of correspondence between an image and its
underlying reality was the primary factor in distinguishing a good image from a
bad image. Plato, for instance, compared an image to a shadow cast on the wall,
and Walter Lippman in Public Opinion said images were "pictures in our heads."
Both believed that the more closely and more accurately an image portrayed
external reality, the better and more meaningful it was.

An image which did not match reality, whether by design or by accident,
was a bad image.

The further it was from reality, the worse it was.

Today, when we refer to someone having a good or bad image, we're hardly
ever implying anything about how well their image reflects their real personality
or their actual behavior. Instead, we're talking about how positively or how
negatively the public responds to their image.

A person who is liked or approved of by the public is said to have a good
image.

Someone who is disliked or disapproved of is said to have a bad image.
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The terms "good image" and "bad image" as used today rarely reveal
anything about the relative amounts of fact or fiction in an image. They don't
even represent an ethical or moral value judgment. They simply reflect how
positively or how negatively people who are exposed to the image respond to the
person or organization represented by the image.

Insofar as public relations is able to help people or organizations project
"good images," it can help them receive favorable public responses whether they
deserve them or not.

I11. Give English definitions to the following terms. Name the examples:

the mirror image, the current image, the wish image, the corporate image,
the multiple image

IV. Look up the following words in a dictionary and write a brief
explanation of the differences between the words:

brand description corporate image

branding corporate image advertising
image maker corporate identity program
brand reputation

identity public face

corporate identity 'imageology’

V. Agree with or contradict the following statements. Supply some
additional information, expressing your own opinion:

"An image is synthetic. It is planned: created especially to serve a purpose,
to make a certain kind of impression." (A person's image is) "a visible public
personality as distinguished from an inward private character.

"By our very use of the term we imply that something can be done to it; the
Image can always be more or less successfully synthesized, doctored, repaired,
refurbished, and improved, quite apart from [though not entirely independent of]
the spontaneous original of which the image is the public portrait.”

-- Daniel J. Boorstin, The Image; A Guide to Pseudo-events in America

V1. Skim the text B and write a short summary:

Public relations practitioners are often confused and bemused by the links
between corporate image, corporate identity and reputation, but it is clear that the
accumulation of empirical research on corporate image formation has led to the
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corporate identity literature of today. The following definitions are adapted from
current English usage in Collins English Dictionary.

Image —A mental picture or idea produced from imagination or personality
and presented by the public to/of a person, group or organization by others.

Identity — A state of having unique identifying or individual characteristics
by which a person or thing recognizes or defines him/ her/itself.

Reputation — Notoriety or fame, especially for some specified positive or
negative characteristic. Repute is the public estimation of a person or thing to be
as specified, usually passive.

Image has had a bad press in public relations terms, yet image consultants
continue to be in great demand. There are a number of reasons for this. The
technological era has made people everywhere aware of, if not educated about,
the roles of government and big business in society. Organizations today have
become sensitive to the fact that corporate image operates in different dimensions
for different audiences. Thus the nature of corporate image itself, however
unpalatable, remains a growth area of public relations productivity which, in
combination with a growing body of knowledge about stakeholder expectation
and cultural diversity, remains a popular focus of interest. Even companies that
prefer to adopt a low profile are assessing their corporate image and its
significance when studying their stakeholders’ perceptions of their company
policies, procedures and behaviour. Belief systems play a part in people’s
attitudes. Unfavourable beliefs can lead to a drop in sales or a lowering of share
price, which can be corrected by public relations involvement. Many writers and
practitioners argue that beliefs make up product and brand images and that people
act on those images. The checks and balances in any strategic campaign allow for
modification of organizational behaviour or public perception to adjust
knowledge, feelings or belief accordingly.

Corporate image in the professional public relations sense goes back to the
1950s and the introduction of new commercial television stations. Marketing
firms jumped on the bandwagon of creating brand image without any systematic
theoretical foundation, so that people like Newman (1956) reported that ‘the
business firm may have no body to be kicked but it does have a character’.
Boulding (1956) said, ‘the relationship between corporate image and the
behaviour of the consumers, saying that what the individual, especially a
celebrity on television, believed to be true, was true for him’. When advertisers
picked up the notion of image as a tool for branding products as well as corporate
identity, writers of the day like Mayer (1961) saw the brand as a visible status
symbol. Thirty years later Gorb (1992) was to argue that the business of
corporate image design had become trivialized by too close association with
external visual symbolism like logos. He recognized that the dynamics of image
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lie within the firm itself and have as much to do with manners and
interrelationships as with markets. Bernstein’s (1991) view is that the image can
be built into a product, whereas it can at best only be adjusted for a company,
whereas Macrae (1991) believes that a corporate brand can be translated into a
mission of pride for staff in the pursuit of excellence, advancing company
reputation among stakeholders. From this a branded corporate image can grow
into reality. With the derogatory representation of image as being artificial, the
work of O’Sullivan et al (1994) was seminal in that it approached the subject of
image in terms of its original meaning as being a visual representation of reality,
which is important in understanding the world around us, whether employee or
shareholder of a company. By arguing that corporate image encompasses the
company’s products, services, management style, corporate communication and
actions around the world, he could be describing any organization in crisis where
the positive sum of these perceptual components must be re-evaluated to give the
company back the market advantages it once enjoyed or to increase market share
and investor popularity

If there is a clear correlation between business and policy and corporate
image in terms of corporate strategy, perhaps the first question the strategist must
ask is, “What business are we now in?’ before asking the question, ‘What is our
identity to ourselves and others?’ If an organization is unclear about its identity,
then it will not be able to assess its image as perceived by the different
stakeholders, nor how these perceptions should be prioritized in terms of strategic
planning, policy and practice. For any business strategy to be effective, it must be
comprehended accurately by the target publics, or at least in the way that the
corporate vision and mission determine.

VII. Read through the both texts again and answer the questions:

1.Can a carefully managed corporate identity affect a strategically important
corporate image?

2.What ethical issues should be considered when formulating and managing
corporate identity?

3.How can stakeholders be involved?

4.Critique the assumption that corporate identity can be ‘wholly managed'

5.What is the effect of a marketing centred perspective of corporate identity
management as opposed to a public relations centred approach?

6.To what extent is issues management part of CI management?

7.Specify how an existing corporate identity can be audited

8.How could this view influence approaches to ClI management?
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9.How would you justify the resources necessary for the introduction of a ClI
management programme to a sceptical CEO?

10. To what extent is consistency important to managing corporate identity
and how does it differ from homogeneity?

VIIl. Render the text into English:

NMuokMenkep IyTeM CO3JAaHUS ONPENECICHHOIO HMMMJKA BIUAET Ha
LICHHOCTHBIC YCTAaHOBKH M IOBEJICHHUE AYAUTOPUU, TaK KaK UMUK OTPAKAET TE
KJIFOUEBBIE MOMEHTBI, Ha KOTOpPBIE pearupyer MaccoBoe co3HaHue. MMux —
LeJICHAIIpaBIeHHO  (OpMHUPYEMbIl  00pa3, BBIACIAIOMIUNA  ONpPEEICHHbIC
LHEHHOCTHBIE  XapaKTEPUCTUKH, IPU3BAHHBIA  OKa3aTh  3MOLIMOHAJIBHO-
IICUXOJIOTUYECKOE BO3ACHUCTBME HA ayJIUTOPHMI0 B LEIAX NOMYJISAPU3ALHNH,
pexknambl U T.A. WMuIK, TakuM o00pa3oM, - 3TO COBOKYIHOCTb CBOMCTB,
NPUMHACHIBAEMBIX peKJIaMoil (Tpomaranjion, Tpagulrei, Moo0il, 0OILIeHHEM)
00bekTy.  OOBIYHO ~ OOBEKTYy  MPUMNHUCHIBAIOTCS ~ TaKUe  COLMAIBHO-
IICUXOJIOTUYECKHE CUMBOJIMYECKUE CBOMCTBA, KOTOPHIE CBUAETEIBCTBYIOT O €r0
MPUBJIEKATETLHOCTH M MPECTHXKHOCTU. B KOMMYyHUKAIlMM UMUK BBITOJHSAET
onpeneneHusle ¢GyHkuuu: 1) waeHtTudukanuu (y3HaBaHMs); B Ipolecce
uaeHTU(UKAIMK OOBEKT CTAHOBHUTCS Y3HABAa€MbIM, €ro JEWUCTBUS JIETKO
IPOTHO3UPYIOTCS; 2) WACAIM3aUMUM — I[ONBITKA BBIIATH JKEJIAEMOE 32
NEUCTBUTENBbHOE; 3) MPOTUBONOCTABICHUS — Ha KOHTPAcTE€ BBISABISIOTCS
JIOCTOMHCTBA U HEJIOCTATKU OOBEKTA.

ITpouiecc GopmupoBaHus MMHIKA BKIKOYAET B CEOs CIEIYIOIIME ATallbl:
UHAMBUIyaJIU3alMH — BbIIEJICHUE JTAHHOTO 00BbEKTa CPeAM IPYrUX; aKIEHTyallluu

— IIOAYEPKUBAHUE BBIJACICHHBIX XapaKTEPUCTUK; IPOABMKECHHUS — CO3JaHUE
YCIIOBUM, B KOTOPBIX OTH XapaKTEPUCTUKU MOTYT HAWIy4lIUM O0Opa3oM
IIPOSIBUTHCSL.

[Tpouecc co3maHus KOPHMOPATUBHOTO HMMHIXKA HMeEET Oo0jiee CIOXKHYIO
CTPYKTYPY: COLIMOJIOTUYECKUN OIIPOC - ONPEIEIECHUE XAPAKTEPUCTUK UACAITBHOIO
(KakuM MBI XOTeNIH OBl €ro BUAECTH?) M PEATbHOTrO (KaKkoil OH €CTh Ha CaMOM
nene?) o0beKTa; paHXupoBaHUE (pa3MEIlCHUE MOJYYEHHBIX XapaKTePUCTUK IO
IPUOPUTETHOCTH ); BhIpaKEHHE (OMpEeeHHe CITOCOO0B BhIPAXKEHUS TPEOyEeMBbIX
XapaKTEepUCTHK); MIaHUpOBaHUE (OIpeseseHre TOro, Kak MU Mo KakUM KaHajiam
JOWAET 10 UEJNeBOM ayAUTOpPHHM  KIIOYEBOE COOOIEHHE); peanu3alus
(npoBeneHne MHGOPMAMOHHONW KamMnaHuM); 3¢ ()EeKTUBHOCTH (IIpOBEpPKA TOTO, C
Kakoil 3(@exTUBHOCTHIO OblIa TpoBeleHa MHGOpMalMOHHAs KamnaHus). Ot
OpaBUIbHO C(HOPMUPOBAHHOIO MMHIKA 3aBUCUT KOHKYPEHTOCIOCOOHOCTH

bupmBI.
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IX. Research the examples, where image and corporate identity had the
public influence. Report the results in a group.

X. Summarize all the information about image and make a précis.
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GLOSSARY

Sources for the definitions: International Public relations glossary, January
2013 (http://www.worldcomgroup.com/ebooks/glossary2013/12-OMAM-

1115%20Worldcom_GlossaryA.pdf ); Big dictionary of business and
management, 2014  (http://www.businessdictionary.com);  Longman
dictionary of contemporary English, 2003

Advertising - a job that involves encouraging people to buy a product or
service .

Audience - 1) a group of spectators or listeners, esp. at a public event such
as a concert or play.

B2B - Marketing on behalf of a business, directed towards other
businesses.

B2C - Marketing on behalf of a business, directed towards consumers.
Black PR - or negative PR is a process of destroying someone's reputation
and corporate identity. In other words, instead of concentrating your efforts
In the maintenance and the creation of a positive reputation/ image of your
clients, you are trying to discredit someone' else (usually your business
rivals).

Branding - The process of creating and defining a brand; working to
identify the right evolution for a brand.

Buzz Marketing - Marketing activities designed to encourage spontaneous
discussion between people about a specific product, service, company or
brand.

Case study - A brief written analysis of a situation, followed by a
description of the tactics and strategies used by the public relations
professional to achieve a goal or objective for a client.

Commercial- an advertisement on television, radio, etc.

Community Manager - The primary role of an online community manager
Is to facilitate, engage and develop relationships across an entire digital
footprint; precise description may vary from organization to organization.
Consumer/ customer - a person who acquires goods and services for his or
her own personal needs.

Corporate Identity - A strategically planned image of the company based
on corporate philosophy, vision and long-term goals.

Corporate image - the image that a company projects of itself. To gain a
benevolent image for the way a company treats its employees or the
environment, for example, can be as important to its sales as its individual
brand images. In recent years there has been an increase in advertising to
create an acceptable corporate image.

Deontology - the branch of ethics dealing with duty, moral obligation, and
moral commitment.
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Disguise — 1) to modify the appearance or manner in order to conceal the
identity of (oneself, someone, or something) 2) to misrepresent in order to
obscure the actual nature or meaning.

Ethics — 1) the philosophical study of the moral value of human conduct
and of the rules and principles that ought to govern it; moral philosophy
See also meta-ethics 2) a social, religious, or civil code of behaviour
considered correct, esp. that of a particular group, profession, or individual.
Evaluate - to judge or assess the worth of; appraise.

Forerunner - a person or thing that precedes another; precursor.

Image - the personality presented to the public by a person, organization,
etc

Journalism - the profession or practice of reporting about, photographing,
or editing news stories for one of the mass media.

KISS - keep it simple, stupid.

Legacy — a lasting impression left on an audience.

Liaise - to communicate and maintain contact (with).

Market - the trading or selling opportunities provided by a particular group
of people.

Marketing - the provision of goods or services to meet customer or
consumer needs.

Mirror image - what we think we look like often an illusion due to wishful
thinking.

Negotiation - a discussion set up or intended to produce a settlement or
agreement.

Newsletter - a printed periodical bulletin circulated to members of a group.
NGO - Non-Governmental Organization.

Online PR (E-PR) - Involves communications using the Internet to
digitally communicate with stakeholders. This could include tactics from
using the company website effectively, to a word-of-mouth campaign
using email (known as viral marketing).

Opinion poll - Marketing research technique applied to canvassing
publicopinion on specific political, social, or other issues. Frequently used
in forecasting election results, opinion pollsters take survey of the views of
randomly chosen samples of the population and draw statistical results.

PR campaign - a series of coordinated activities, such as public speaking
and demonstrating, designed to achieve a social, political, or commercial
goal.

Ethical code (code of ethics) - guide of principles designed to help
professionals conduct business honestly and with integrity. A code of
ethics document may outline the mission and values of the business or
organization, how professionals are supposed to approach problems, the
ethical principles based on the organization's core values and the standards
to which the professional will be held.
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Presentation - the manner of presenting, esp the organization of visual
details to create an overall impression.

Press clippings - Press clipping services, like those included in our PR
Clipping™ roundup below, are a way for businesses to keep track of media
coverage and determine what's being said about them (and their
competitors) and their products in a variety of mediums from newspapers
to magazines to web pages and Usenet groups.

Press conference - n interview for press and television reporters given by a
politician, film star, etc.

Press release - an official announcement or account of a news item
circulated to the press

Profit - income derived from property or an investment, as contrasted with
capital

Promotion - The advancement of a product, idea, or point of view through
publicity and/or advertising.

Propaganda - the organized dissemination of information, allegations, etc.,
to assist or damage the cause of a government, movement, etc.

Proprietor - a person enjoying exclusive right of ownership to some
property

Publicity - public interest resulting from information supplied by such a
technique or process.

Publics — The PR writers must think in terms of “publics,” the groups to
whom he or she may be directing a communication.

Reputation - Notoriety or fame, especially for some specified positive or
negative characteristic.

Reputation Management - the process of building and protecting the
reputation of a company or brand.

Revenue - the income accruing from taxation to a government during a
specified period of time, usually a year.

Stakeholder group — A group or organization that has interest or concern in
an organization.

Stakeholder Mapping - Research into the public and private stakeholders
directly involved with a client’s product, services or issues.

Target market - the consumers a company wants to sell its products and
services to, and to whom it directs its marketing efforts. Identifying the
target market is an essential step in the development of a marketing plan.
Unbiased - not affected by any extraneous factors, conflated variables, or
selectivity which influence its distribution; random.

Utilitarianism - the doctrine that the morally correct course of action
consists in the greatest good for the greatest number, that is, in maximizing
the total benefit resulting, without regard to the distribution of benefits and
burdens.
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Part 11

News releases

Mind that the proper term is news release, not press release and certainly not
handout. Strictly speaking, radio and television reporters are not the press; along
with print and online journalists, they all are members of the news media.

In 1758, King's College (now Columbia University) wrote the world's first
news release, announcing its graduation ceremonies. Despite today's
fragmentation of the mass media and the emergence of new opportunities with
organizational and interactive media, news releases remain an important tool for
the public relations writer. An estimated 40 to 70 percent of material in the
average daily newspaper has been linked to news releases, which provide
journalists with both information and interview possibilities. A news release may
announce an event or provide a follow-up report. It may present the
organization's position on an issue or report significant progress within the
organization.

Broadly speaking, there are two types of news releases those that announce
something new and those that comment on something already in the news.

Releases That Announce. The most common news releases are those that
provide advance information about a planned organizational activity. These
releases may describe upcoming events or personnel activities such as
promotions. They may focus on progress within an organization or new programs
being developed. Releases announcing new products are more likely to be used
by specialized trade publications than by the general media.

Releases That Respond. Response releases provide organizational comment
on events, ideas or previous reports. They include new-information releases,
which contain follow-up information on previously reported activities, and
comment releases, which address messages to the organization's publics on
matters of mutual interest. Response releases may tie into current events linked to
the organization's mission. They also may provide follow-up publicity related to
speeches given by organizational representatives.

The release should be clearly identifiable as a communication for
publication or broadcast, and should carry a heading such as ‘News Release’,
‘Press Release’, ‘Press Notice’, ‘Press Information’, ‘Information from XYZ’ or
just ‘News from XYZ’. If sent out by a consultancy, it must be made clear that it
is issued on behalf of the client company or organization. An optional element in
the news release heading is the news flag (which is simply the words News or
News Release printed in large letters).
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The title of the release should be in bold but not underlined. (Don’t write a
too-clever-by-half or facetious heading — it won’t work!) It should say in as few
words as possible what the release is about, and should not, if possible, run to
more than one line. Use a present tense verb. If secondary subheadings or side-
heads are needed, then these should be in upper and lower case, preferably in
bold type.

The top of the release also includes the release date, indicating when the
release may be used. This usually is designated For Immediate Release,
indicating the media are free to use the information as soon as they receive it. An
alternative kind of release date - seldom used anymore- is an embargo. This
indicates a future release point, such as For Release on or after Friday, May 15, at
6 a.m.

Be Dbrief and factual and keep sentences short. Two sentences per paragraph
Is about right, and often just one sentence will be enough to get a point over. The
opening paragraph should contain the essence of the story and display the news.
Here you must answer who?/when?/where? questions in the same way that a
reporter is required to do. For example, if a company chairman has made a
statement, give his name and position, the date (if you say ‘today’ put the date in
brackets afterwards so there can be no mistake), where the statement was made,
and, if at a hotel, name it. A trick here is to put the last two details in a second
paragraph saying Mr So and So was speaking on (date) and (where) to save
cluttering up the opening paragraph with detail that might easily obscure the
point of the story. Never write ‘recently’ but always give the date. Following
paragraphs should expand on the story. Try not to let the copy run over to a
second page.

Write in a factual style without flowery adjectives and superlatives or
emotive words when you are describing products and services (exciting
development). To repeat the point, don’t put recently in a release if you can’t be
precise: say last week/month with the date in brackets. Keep word choices
simple. Write said rather than striving for subjective alternatives such as
proclaimed, declared and observed. Be careful about using objective variations
such as pointed out, added and replied. Avoid subjective superlatives such as
greatest and best, and make sure that objective superlatives such as first, unique
and only are actually true. Try also to avoid any needless or wasted word.
Redundant words (in italics): appear to be, brand new, close proximity, crisis
situation, frown on his face, few in number, include among them, merge/join
together, more preferable/superior, if and when, invited guest, new tradition,
penetrate into, on the question of, passing phase.
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If you wish to make a comment about something, put it as a quote from
someone in the organization. If there is a lot of technical data to be included put
this as an attachment.

While it is true that most releases are emailed nowadays, there are still some
that are sent the old way — by post. In that case, the copy should be typed double-
spaced so as to give the subeditor plenty of space to make changes. Put at least a
couple of lines between the heading and the first paragraph. Put extra space
between paragraphs. Do not underline any of the copy. This is the universal mark
used by printers for copy to be set in italics. Do not set any of the text in italics or
bold in the forlorn hope that it will be seen as more important. If a title of a book,
film or article is used within the text, put it in single quotes.

Type on one side of the paper (white, A4) and if there is a continuation
sheet, type ‘More* at the foot of the page. Do not break a paragraph at the end of
a page; if necessary take the whole paragraph over to the second page. Leave a
decent margin on each side, about 30mm (114 inch). Do not try to achieve
justified type where both sides are aligned. It is a waste of your time!

Use double quotes for direct quotations (the actual words spoken); this is
standard newspaper style. At the close of the copy, type END or ENDS in
capitals or a series of hatch marks, ######. Get the news angle, the point of the
story, in the first couple of paragraphs. If you don’t it’s a no-hoper.

An optional footer element is a note to editors and news directors. This
message, not meant for publication, may be a note about special access for
photographers, the availability of an interview, or a trademark notice. If you have
pictures, send them separately to the picture desk: copytakers will tend to ignore
them as they will think it is nothing to do with them.

So what are the basic elements of a news story? First, it must be something
new. Other factors can be grouped under three headings — importance, human
interest and topicality. Importance can mean a well-known person connected with
the story, perhaps a politician or public figure, especially if they have been in the
news before. Human interest is exemplified by something that is interesting to the
many rather than the few. Most people prefer reading about people to things:
many column inches of publicity can easily be lost if releases ignore the human
angle. Newspapers are increasingly filling their pages with background stories
and feature articles on such subjects as lifestyles, health, entertainment, sport,
home and garden. These subjects are all fertile ground for human interest stories.

A news release is not an advertisement, and it is never appropriate to lace a
release with "puff" terms such as revolutionary and breakthrough. Avoid overly
polite and formal phrases such as proud to announce. A new product or service
can of course be a news story for release to the specialist press covering the
industry sector you are covering, but if you put out an advertisement under the
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guise of a news story it is sure to put the editor off and ruin your reputation as a
public relations professional into the bargain.

At a glance
e Make sure releases are properly targeted.
e Give full contact details, and show the date of issue.
e Be brief, factual; type double-spaced.
e Embargoed releases: ensure clear publication restrictions.
e Is it news? If not, you’ve wasted your time.
e Don’t try to turn a ‘puff’ into news.
¢ \Write the way journalists do. Keep to the point.
e Follow newspaper style for snappy stories.
e Don’t forget to send releases to news agencies.
e Put your releases on your company's website; ensure easy access.
e |t’s essential to keep mailing lists up to date.
e Most journalists throw wrongly targeted releases.

Writing for the web

The Web offers public relations writers with many opportunities,
particularly in nurturing relationships directly with their publics rather than
indirectly through the news media. Most organizations have their own Web sites.
However, organizational public relations involves more than mere presence on
the Web, and public relations practitioners will be particularly careful about the
differences and peculiarities of writing for the Web.

Let’s start at the beginning. Your audience is your first priority as a writer.
You must first define it and take that definition as a guide for content. Is your
website written in a way they will understand and appreciate? Does it give the
information they need? Is it relevant? You should ensure that everything you
write follows the company’s house style, which it is in simple and plain language
(no fancy Latin terms or foreign words).

Use the short word for the long, and go for the active tense rather than the
passive. Keep to the rules of grammar, watch for spelling mistakes and don’t slip
into sloppy texting language whatever you do. There’s no room for ‘weblish’ in
business communications. Take a tip from the advertiser: persuade the viewer to
do something, to take action of some kind, say go to a specific link, call a
telephone number, send an email, perhaps contact the organisation by snail mail.
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Write for your audience and give them what they want. Since most visitors scan
the pages, use headings and bullet points to highlight the crucial points.

Above all, ensure that there is a link to the online press office if you have
one, if not to a press release archive with names, contact numbers and email
addresses. For some, that can be an irritation and some PR practitioners prefer to
use a regular email address rather than have the viewer log on to a site where
enquiries have to go through a dedicated web page

Here are some other guidelines for Web-based writing for public relations
purposes:

Keep Information to a Single Screen. If possible, format the information so
it can be seen in a single screen, with links and connections, rather than a lengthy
piece that the reader must scroll through. An exception to this is a link to a
complete text of a news release or report.

"Chunk" the Text. Studies show that Web-based writing is more
understandable when the text is "chunked"; that is, when it is presented in short
paragraphs. If longer passages are necessary, break them into several shorter
sections that are easier on the eye.

Use Visual Elements. It is important to display type in a user-friendly way.
Consider frequent use of bullets, indents, italics, boldface, underlines and colored
text. Also, be generous in the use of headlines, subheads and titles.

Simple, Legible Text. Keep the type simple, preferably a serif font with both
capital and lowercase letters. Use black or dark lettering on a white or light
background. Avoid text that is moving, blinking or zooming.

Keep the Background Simple. Don't overload your Web pages with fancy
graphics or designs. Remember that some people have difficulty distinguishing
background from text.

Keep Photos and Artwork Simple. If you are using several photographs,
consider linking them to the Web page rather than actually placing them on the
page. That way, readers can click on them if they wish to view the photos.

Include Interactive Features. If possible, build into your Web site an
internal search engine and links to e-mail contacts for your organization.

The speechwriting process
Tell 'em what you're gonna tell ‘'em; tell ‘em; then tell 'em what you told ‘em

Public relations practitioners often must prepare speeches, either to deliver
personality or to serve as scripts for others. Usually, the most effective way to
deliver a speech is to work from an outline and notes rather than from a
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completed script. Occasionally, however, you must develop a full-blown script,
such as when preparing a speech for someone who has not learned how to speak
from notes or who will be delivering the speech in a formal setting such as
congressional testimony or a keynote address to stockholders. Either way, the
following steps provide a useful route toward preparing effective speeches.

Learn About the Speaker. Before writing anything, take some time to get to
know the person who will be delivering the speech. If that's you, this step is a
breeze. But if you will be writing a speech or preparing speech notes for someone
else, take the time to learn about the speaker. Let's say you are drafting a speech
for your company president to deliver before an important legislative committee
in the state capital. For your president to do a good job, she will need a solid
speech carefully tailored to her particular speaking style. Can she tell a good
joke? Use an inspiring quotation? Share a personal story? Arouse an audience to
passion? If she can, then you might want to include a joke, quotation, story or
exhortation in the speech. However, if she hasn't learned how to tell a personal
story without sounding wooden, it is better to avoid one. If her style of delivery
would flatten even the most zealous appeal, by all means give her something else
to say. How can you find out about the speaker's delivery style? Listen to a
speech given by your speaker. Meet with the speaker and record the conversation,
S0 you can later review how the speaker uses language. Ask about her comfort
and competence in various presentation styles.

Know What Needs to Be Said. A good speechwriter needs to know what
should be said. What is the topic? Why is the speech being given? What are the
objectives of the speaker and the organization? What are the potential benefits to
the organization if the speech is successful? What are the potential disadvantages
if the speech is not very effective?

Know the Audience. An effective speech also reflects a knowledge of the
audience. Knowing your audience includes knowing its relationship with your
organization and the importance of both the audience and the organization to
each other. The previous section discusses various types of publics. As you are
preparing a speech to be delivered to a particular audience, try to understand how
this audience overlaps with the organization's publics. Knowing your audience
also means knowing the context in which the audience finds itself, such as how
the speech fits in with the audience's circumstances. For example, there is a
significant difference between an audience assembled primarily to hear the
speech and one gathered for a celebration, where the speech is peripheral to the
festivities. Audience expectations are likely to differ according to the type of
speech, such as whether it is a keynote with a rousing thought or an innovative
concept, or a closing reflection with a thoughtful summary. Speechwriters should
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deal differently with an audience at the opening session of a professional
conference than with the same audience on the morning of the final day.

Sketch out a Plan. Having done some research about the speaker, the
organization, and the audience, sketch out a rough plan for the speech by using
the planning-sheet techniques. Note the particular wants, interests and needs of
the audience. Identify the general benefits or advantages that might be suggested.
Give thought to appropriate tone for the presentation. Consider the educational
level of the audience so you will be in a better position to write appropriately for
your listeners. Consider how you will assess the effectiveness of the speech once
it has been presented.

Research the Topic. Now that you have some kind of plan, dig into the topic
of the speech. Review organizational documents, including previous speeches on
this topic. If necessary, research the topic more formally, either by interviewing
experts or obtaining information from libraries or online sources. Make sure you
include up-to-date information.

Outline the Speech. The time you spend in outlining your speech will be
well spent. By outlining, you are focusing on the logical presentation of your
information. Do this before molding the information into careful phrasing.

Draft the Speech. With your planning and research complete, turn your
attention to the content of the speech as you draft the notes or text. It might be
helpful to provide yourself with the conventional outline for a speech:
introduction, proposition, subordinate points and supporting information, and
conclusion.

The introduction is like the lead of a feature story. It gains the audience's
attention and interest, setting the tone for what is to come. It creates rapport
between the speaker and the audience and often establishes the speaker's
credibility on the issue. The proposition is the main idea you wish to leave with
your audience.

Consider the three general types of propositions:

Factual propositions serve awareness objectives by asserting the existence of
something and providing information about it (such as the background of your
political candidate).

Value propositions address acceptance objectives by arguing the worthiness
or virtue of something (the merits of your candidate).

Policy propositions assist action objectives by advocating a particular course
of action (signing a petition in favor of your candidate).

Propositions must be supported by logical arguments. Subordinate points
and supporting information make the case that has been stated by the proposition.
In a very real way, the effectiveness of the speech depends on the quality of the
argumentation. If you provide insufficient information, you make statements but
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do not prove them. If you offer illogical arguments, the audience can easily
ignore your claims.

The conclusion leaves the audience with a carefully chosen thought. The
writer may wish to summarize the information or dramatically reinforce the
proposition. The conclusion may feature a challenge or a call to action, or it may
leave the audience with an inspiring thought or perhaps a point for self-reflection.

Structurally, the conclusion often parallels the introduction. For example,
both may present a rhetorical question. In the introduction, the question focuses
the audience's attention on the issue and invites them into a mental dialogue with
the speaker. The conclusion repeats the same rhetorical question in the hope that
the audience will mull it over following the speech.

Test the Speech Out Loud. Read the text out loud or speak aloud from the
notes you are preparing. Notice if you get tongue-tied or run out of breath.
Observe whether the cadence is awkward or out of rhythm. If necessary, rewrite
the text to eliminate those problems. Be present when the person who will deliver
the speech practices. Be prepared to either coach the speaker toward a smoother
presentation or revise the speech to accommodate the speaker's style.

At a glance
e Make headings short, punchy and pithy.
e Present tense and active verbs work best.
¢ Go for single-syllable words whenever possible.
e Introduce humour but don’t overdo it.
¢ Avoid slow, boring ‘label’ headings.
e Short standfirst ‘sell’ the story to the reader.
e The most powerful words are ‘free’ and ‘new’.
¢ Bold type in larger size provides contrast with text.
e Use upper and lower case, not capitals.
e Subheads of one or two words are effective.
e Maintain corporate identity in product branding.
¢ Website headlines must catch the eye.

Writing position statements
Consider these scenarios:

e A manufacturing company opposes a proposal to tighten federal import
regulations.
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e The directors of a maternity hospital pass a resolution favoring stricter

provisions governing confidential adoption records.

e A church takes a public position favoring increased community assistance

to refugees.

¢ A bus line explains its decision to cut bus routes from the inner city to

suburban shopping centers and industrial parks.

e A political candidate expresses her views on capital gains taxation.

e A university asks banks to offer student loans at lower interest rates.

Every day, all kinds of organizations express their official viewpoints on
matters of public or organizational interest. They may do so by making a public
statement, inviting a reporter to interview the organization's spokesperson,
issuing a news release, or writing a letter to the editor. Or they may go directly to
their strategic publics by publicizing their viewpoint in a newsletter or presenting
it in a direct mail piece to donors, legislators, community leaders, or any number
of other groups important to the organization and its cause.

All of these are possible methods for disseminating the viewpoint, but first
comes the position statement, a document outlining the position and arguments
for it. Position statements vary greatly in the depth of their treatment of an issue.
A position paper (sometimes called a white paper) may take several pages to
express the collective opinion of a corporation or nonprofit organization. A
position paragraph or official statement, in contrast, may be a concise message
addressing a transitory or local issue. Regardless of length, position statements
are important tools for public relations practitioners, who find that so much of
their work involves clarifying and presenting the opinions of their organizations
to various strategic publics.

Effective position statements are clear, logical and cohesive. Writers know
that public communication is better at reinforcing attitudes than in changing
them, and they often approach position statements as opportunities to maintain
the support their organization already has on an issue. Additionally, public
communication can help create new attitudes, so practitioners understand the
importance of timely presentation of the organization's opinion. Effective writers
also appreciate the value of presenting information from credible sources, giving
both logical and emotional information and applying other lessons from studies
of persuasive communication.

The following steps can help writers develop effective position statements:

1. Do Some Planning. Like other pieces of public relations writing,
position statements require careful planning. Who are you writing for? What do
you hope to accomplish? How will you evaluate the effectiveness of your
writing?
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2. ldentify the Issue. Write a title and draft an opening paragraph that
clearly state the issue being addressed by the position statement. Instead of
sidestepping controversy, deal with it directly. If you are writing a position
statement about the distribution of condoms as part of a safe-sex campaign, say
so. Don't leave your readers guessing the topic.

3. Give the Background. Review what has already happened with the issue
so your readers will have the same starting point. This background section may
vary from a few sentences to several pages, depending on the complexity and
visibility of the issue. Present this information clearly, simply and—above all—
honestly. If you distort the background facts, you are building on a weak
foundation that eventually will crumble.

4. Note the Current Situation. Having presented the background, now
bring the reader up to date. Tell what is currently happening. Because many
Issues warranting position statements are evolving, this section may need
continual updating.

5. Explain Its Significance. After detailing the issue, let the reader know
exactly how it affects him or her personally and immediately. Refer to your
planning sheet to ensure that you address the interests of each of your strategic
publics. Honestly explain how the issue affects your strategic publics and any
other key players. Your organization is one player. Another might be a
beneficiary group on whose behalf you are writing. For example, a teachers'
union might develop a position statement on behalf of students with learning
disabilities. A human rights group may speak out in defense of political prisoners.
A department store may address an issue on behalf of its shoppers who rely on
public transportation.

6. Express Your Opinion. The next section is the heart of the position
statement: Clearly and concisely state your organization's point of view on the
issue. A good way to begin is with a simple declarative sentence: The Council on
XYZ believes that.... Try to state your position in a single sentence.

7. Support the Position. Provide a logical argument in favor of your
opinion. Report facts that bolster your stance.

8. Refute the Opposition. Remember that your readers do not exist in a
vacuum. If there is another side of the argument, they are sure to hear it. An
effective position statement, therefore, acknowledges and refutes opposing
viewpoints but with moderation and respect. Don't push undecided readers into
the opposing camp by being overzealous or arrogant in your treatment of the
other side.

9. Suggest Solutions. If an organization wants to take a stance on a matter
of public interest, it owes its readers some reasonable suggestions. End your
position statement with recommendations flowing from your stated opinion. Tell
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readers who agree with you how they might act on the issue: writing to
legislators, supporting a proposal, joining a cause, and so on.

10. Include Bibliography. Sometimes a formal or academic position
paper concludes with a bibliography listing the various books and articles cited in
the body of the paper. This is an optional element but one that can lend credibility
to the facts being presented.

Designing Position Statements for Impact. Even well-written position
statements can fail to engage the reader if they look dull or bureaucratic. Public
relations practitioners try to enhance the presentation of their writing to help the
reader absorb the message. An effective approach is to use subheads to clearly
identify the key elements of the position statement. It also is helpful to highlight
key sections of your text with subheads, italic or boldface type, underlined type,
indented paragraphs or other typographical means. Bullets and numbered
sequences also can be effective. Computer software with flexible design
capabilities greatly simplifies this part of the public relations specialist's job.

At a glance
e Don’t start a sentence with a figure if you can help it.
e Spell out numbers up to and including ten within a sentence.
¢ Avoid the % sign in text; spell out per cent as two words.
¢ \When comparing years use either from/to or hyphenate; don’t mix.
e ‘Number’ takes the plural when referring to a group.
e For sets of initials spell out the full name at first reference or put it in
brackets.
¢ No stops in abbreviated company names or titles.
e The definite article (the) is not needed for branded products.
e Consult style guides (dictionaries) for guidance on abbreviations.

Writing for newsletters

Some confusion exists about the definition of a newsletter. In format, a
newsletter can be anything from 7 x 1 4 inches (a folded legal-sized sheet of
paper) to the size of a tabloid-sized newspaper. Most newsletters are 8-1/2 x 11
inches. Some are printed on newsprint (the low-grade paper used in newspapers);
others are printed on heavier stock paper.

Newsletters are time-honored publications, historically among the oldest
tools of public communication. Herodotus of Thurii, the first Greek historian,
published a trade newsletter 24 centuries ago; Julius Caesar published a daily
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handwritten newsletter in first-century Rome. The Tang dynasty in 11th-century
China circulated a newsletter, as did rulers in many of the medieval European
city-states. The recognized forerunner of American newspapers, Publick
Occurrences Both Forreign and Domestick, was a newsletter published in 1690.
Many colonial publications were social and political advocacy newsletters that
took up the cause for independence from Britain.

What defines a newsletter is not its size or paper stock but rather its
function. A newsletter is an in-house publication, produced on behalf of an
organization for the purpose of presenting its message to a particular public. It
may be directed primarily toward a particular group of readers—internally to
members, employees or volunteers; externally to customers, constituents, or fans.
It may address a special interest audience associated with a particular profession
or industry such as stamp collectors, owners of 21-foot racing sailboats, financial
investors or nuns. Or it may advocate for an environmental, political, social,
religious or other particular issue. Whatever the type, the purpose of newsletters
parallels the three levels of the persuasion process: to increase awareness, to
generate interest and support, and to foster a particular type of action. Newsletters
are too expensive to publish without a clear understanding of their mission and
objectives. That mission, to be effective, should focus on the newsletter's benefit
to readers, and its contents are best determined by the interests of readers.

For example, a company with 350 employees may realize that it is losing
money because of employee injuries and slower work patterns related to the use
of new equipment. The company may view its employee newsletter as a
convenient and cost-effective tool for disseminating training instructions and
safety procedures for its new equipment.

In general, employees are interested in seeing more than policies and
regulation in their newsletters. Articles likely to capture readers' interest are those
describing ways to do their jobs better, the company's plans, competitors and the
company's response to them, technological development within the industry, job
benefits and job security, and advancement information, as well as information
about new policies and procedures. "Fluff" and personal notes about birthdays,
vacations and the like are not appropriate for newsletters. An insightful
newsletter editor will include a variety of articles to interest readers, creating a
receptive audience for the functional information the company wishes to convey.

In the past, organizational newsletters were published top-down. They were
one-way communication vehicles that began with information of interest to
management. Today's effective organizational newsletters, however, are a more
open communication medium in which the employee has a role greater than that
of a passive receiver of information. Many newsletters include answers to
questions posed by employees to managers; others have columns and articles
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written by readers. Letters to the editor are not uncommon in newsletters. Some
organizations have editorial boards or reader panels to help identify topics and
approaches for articles, and many use research to determine topics of interest to
their readers.

Newsletter writing style

Newsletter writing is concise and crisp with a style that is informal but not
chatty. Although there is no standard length for newsletter articles, they often are
between 300 and 500 words; some items are only a paragraph or two.
Organizational magazines generally feature longer articles. Some newsletters
include journalistic-type reporting in the form of news articles, briefs and features
about people and programs related to the organization. Others have adopted a
style featuring bulleted items in terse businesslike language that capsulizes
information, referring readers to other sources for additional information.

Because most newsletters are sponsored by the leadership of particular
organizations, writers need to do everything possible to maintain credibility with
their readers. One way is to edit out subservient references to organizational
leadership, avoiding anything that appears trite, self-congratulatory or overtly
promotional. Another way of maintaining credibility with readers is to select
quotes with care, using quotes with impact and relevance rather than those that
are merely platitudes and cliches.

Additionally, writers and editors of newsletters should follow a stylebook
for consistency. The Associated Press Stylebook is a good beginning point,
although newsletters often modify it for their particular readers. For example,
newsletters may capitalize job titles and department names even though the
standard stylebook calls for lowercase. They also may use courtesy titles and
abbreviations common within their industry or profession. Likewise, newsletters
often use jargon commonly understood by their readers but not by the general
public

At a glance
¢ Be brief. Long, clumsy sentences only bore the reader.
e Cut out dross, verbiage, no matter what you write.
e Use short, simple words. Plain English communicates best.
e Don’t repeat yourself. That’s tautology.
e Choose active verbs, put the ‘doer’ first.
e Avoid Latin words and expressions.
e Kill redundant and wasted words.
e Write tight, prune ruthlessly.
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e Software programs can do it for you.
¢ Revise as you go along. And again at the end.

Suggested style for correspondence

Most firms and organisations have style rules for letters, envelopes and other
office stationery such as invoices, order forms, fax messages and internal memos.
A properly addressed and signed-off letter is the first point. Here are some of the
basics.

Style for emails

The key to successful emailing depends not on informality (u for you) as
once the case, but on treating emails just like a posted letter. By this | do not
mean that all the rules for addressing, date and file reference need to be ruthlessly
followed, rather there is room for a little levity that would otherwise not be
prudent or desirable. In some senses, the email is just as significant as the typed,
signed and mailed letter to clients, customers and suppliers. It demands the same
degree of care in presentation and writing style as following the rules of grammar
and punctuation. An email is a legal document as witnessed in recent court cases.
It therefore demands the same attention to detail in what and how the message is
expressed.

Layout for letters

File reference and date should be ranged left and aligned with an element of
the letterhead design. Do not put full stops, commas or other punctuation in
addresses typed at the top of the letter. The following specimen layout style is
commonplace:

Mr John Smith

123 Any Road

Anytown

Kent AN5 127

When addresses are set in a line, say in the body of a letter, then commas are
used to separate the components as in Mr John Smith, 123 Any Road, Anytown,
Kent AN5 1ZZ.

Courtesy titles

Titles at tops of letters and salutations are normally Mr/Mrs/ Miss/Ms. When
answering the telephone do not just say ‘Hello’ or even the modern but overused
and insincere response ‘This is Mandy, how can | help you?” Give just your
surname or add your first name if you want. Do not give yourself a courtesy title
and say ‘This is Mr Smith speaking.” Despite some past objections to the use of
Ms, there is little sign of its decline. It has the advantage of a simplified style, but
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there is a trend nowadays for all courtesy titles to be replaced by first name and
surname only.

Men are mostly given the title Mr in correspondence, but Esquire, Esq for
short, is almost dead. Banks, insurance companies, accountants and other
professional bodies retain it for fear of upsetting clients. Once Esquire denoted
social standing, but by the middle of the 20th century it ceased to possess any
sense of rank. Nowadays, it is hardly ever seen in the communications business.

The styles of Mr/Mrs/Miss/Ms are clean and uncluttered. But they are fast
disappearing in everyday correspondence.

Honours and qualifications

Where style calls for the inclusion of designations such as civil honours and
qualifications, these should follow the established abbreviations, ie, MBE, BA,
BSc. No stops go between characters or after separate designations.

Dates and times

Separate the day of the week from the month, as recommended by Fowler’s:
1 January 2008, not the American style January 1, 2008. The comma needed to
avoid collision with the year looks messy. The th/st/rd/nd style for dates has
mostly been dropped in business correspondence and printwork, along with deep
paragraph indents and punctuation in addresses and salutations. Nevertheless, the
style persists, principally in the professions and where there is no PR person to
give the right advice. Avoid nd/st/rd/th after the day numeral. When referring to
times of day, type these with no space between the figures and am/pm as in 9am,
9.30am. Do not put noughts after the figure: for instance 9.00am would look
cluttered and pedantic. The signee’s name should be ranged left with the person’s
title typed underneath when needed. Do not underline the name or title, or put
either in capitals. Use a fountain pen to sign letters. If you do, it is a sign that you
have taken the trouble to make your signature stylish and not just dashed off.

Letterheads

These should be printed in the same typeface, colour and style as all other
in-house stationery. Postal address, telephone, facsimile and email and the
website addresses should all be shown in a prominent position. Public relations
department headings should carry, where appropriate, out-ofhours telephone and
mobile numbers of senior executives, although many firms will prefer to show
this information separately rather than have it printed with the heading.

At a glance
e The full stop is your best friend. Use it liberally.
e Don’t put stops in sets of initials, they look old-fashioned.
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¢ Only three stops to show something left out, one more as a terminator.

e If you have more than three commas in a sentence you usually have one
too many.

¢ The colon introduces a quote. Don’t use a comma instead.

¢ Avoid semicolons in news stories.

e Exclamation marks are hardly ever needed.

e Don’t use a hyphen or even two together for a dash.

e Drop hyphens when possible. The closed-up form often looks and ‘feels’
better.

¢ Double quotes are for direct quotations, single for quoted passages inside.

e Journalists love quotes. Include at least one in main news stories.

Writing a CV (curriculum vitae)

Style for presentation of a curriculum vitae (CV) is important and could
affect an applicant’s chances of securing employment. It should be clear and
concise, consistent in style, accurate, without spelling errors or wrong
punctuation, use plain English and should concentrate on skills and
achievements. Ideally a CV should be typed on two sheets of plain white A4
paper, with plenty of space so that the words and headings are not jammed up
tight. If it is posted, the CV must have a covering letter. Always address it to a
named person, never Dear Sir(s) or Dear Madam. It only takes a minute to find a
name through a trade directory or from the organisation’s website. Unless you are
applying for a creative job, do not use coloured paper or any ink colour other than
black. Pay special attention to the way it is laid out: use either the chronological
style with latest job first and working backwards to junior positions, or the skills-
based formula with your personal details highlighting the particular attributes
needed for the job. Similar presentation styles can be used for emailed CVs, and
make sure there are no spelling or grammatical errors.

Basic information needed.

The basic details an employer needs are your name, home address,
telephone number and email address, followed by academic and professional
qualifications and the names of at least two referees. If your name does not
immediately signify your sex, you may like to say whether you are male or
female.

If your outside interests show that you have leadership quality, include those
as well. Don’t try to “gild the lily’, pretending that you are more important than
you really are and including irrelevant information such as family history. If you
talk about your ancestors, no matter how eminent they may have been, that is
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unlikely to influence the interviewers. All that will concern them is what you can
do and how you will perform.

There are plenty of books on the subject and there are organisations to help.
Trawl the internet for ideas.

What the employers look for.

CIPR Fellow Robert Harland, former vice-president and director,
international public affairs, the Coca-Cola Company, says the first thing he looks
for in a CV is how relevant the candidate’s current job is and length of service in
previous ones. ‘If someone only holds a job for around 18 months each time, |
tend to think there is something wrong.” And he always looks to see if a
candidate’s shoes are clean and polished.

Restaurateur Prue Leith says that while core competence is the first
essential, she asks herself if she would like to have dinner with them. ‘Not Mr
Angry, nor Miss Dragged-through-the-hedge backwards, but one who is
engaging, courteous and well-presented.” Their message is clear: manners, dress
and voice count for much in the selection process. And find out as much as you
can about the company before you go for interview. It works. | know.

At a glance
e Waitch the spelling when adding ‘s’ for plurals.
e Plural noun/adjective compounds need special care.
e Misuse of Latin plurals easily occurs.
e Collective nouns take singular or plural verbs but singular is usually best.
e Some nouns only take the plural.
e The apostrophe goes after the ‘s’ for plural possessives, before the ‘s’
when singular.
e Don’t confuse the possessive its (no apostrophe) with it’s for it is.
e The apostrophe can signify omitted characters.
e Look out for inconsistencies: Sainsbury’s but Harrods.

Writing reports and minutes

A report can run from a short memo to any number of closely typed pages in
a bound volume, perhaps an annual or interim report to shareholders. Minutes,
too, vary in length and style, from a contact report to notes of a meeting.

Essentials of a report

A report must contain the important facts and, ideally, end with a conclusion
and recommendations. Open with a title page, moving on to a list of contents,
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including illustrations or charts, acknowledgements and a short abstract. The
body of the report should give the key points from research or investigations,
quotations where appropriate and again be written in the third person. Conclude
with appendices, if any.

Keep to significant points and comments; otherwise the reader will skip the
detail and jump to the conclusions and recommendations. That is what journalists
do: only if there is something that appears to be particularly interesting or might
need additional information will they go back to the full text.

Start with a draft, then flesh it out with the detail, but only that which is
strictly essential to the purpose and objective of the report. Make sure that there is
a title and that the author(s) is/are shown on the cover and/or title page. Put the
body of the text into numbered sections. Produce the report on a word processor
or PC and use bold type for headings.

Restrict minutes to decisions

Minutes should be written and circulated within a week of the meeting,
earlier if possible. They should be concise and restricted to decisions unless there
IS good reason to go into details. They should not be long dialogues of who said
what. Use reported speech in the third person, and past and future past tenses. For
example, in reporting a committee decision, you would write ‘It was agreed that
the company would pay a dividend’ and not ‘It is agreed that the company will
pay a dividend’.

Set down the items in the order of the agenda. Distinguish between superior
and inferior headings by underlining or using capitals, or by using bold or larger
type sizes. Restrict italics to points of emphasis, though it is better to do without
them if you can. Include an ‘Action’ column as a reminder for those who have
agreed to do something. Put the list of attendees, date of meeting and date of
issue at the top and finish with date of next meeting. And get the chairman
trained in returning your draft promptly. If you fail to achieve a quorum, just
produce notes of the meeting, making it clear that it was not quorate. These notes
can subsequently be put to the next meeting and taken as minutes.

At a glance

e Establish a corporate style for everything.

e Omit courtesy titles (Mr/Mrs/Miss/Ms) on the telephone: just give your
name.

e ‘Esquire’ is hardly ever used these days; mostly by banks and financial
services companies.

e Agree style for dates, times, and correspondence format to befollowed by all
staff.
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e Develop a clear, clean layout for reports and documents.

e Restrict minutes to decisions: long dialogues are not needed.

e Use printed cards for formal invitations.

¢ Acknowledge all correspondence; respond the same day if possible.

e Update your CV regularly; keep it to two pages of A4.

¢ Ensure telephone calls are answered in no more than five or six rings.
e Keep voicemail messages brief, warm and welcoming.

Top 10 Tips for writers

e Brevity. Restrict sentences to 25 to 30 words, three per paragraph
maximum.

e Repetition. Never repeat a word in a single passage. Look for synonyms.

e Clichés. Kill stale, overused words and phrases. Consult a thesaurus.

e Jargon. Cut out mumbo-jumbo. Will the reader understand?

e Facts, Facts. Give facts, not waffle or comment, unless it’s a quote. Always
check your facts for accuracy.

e Qualifiers. Write with verbs and nouns, not adjectives and adverbs.

e Accuracy. Ensure the accuracy of everything. Watch for non sequiturs.

¢ Punctuation. The full stop is your best friend. Use it liberally.

¢ Readability. Make sure your copy is easy to read; does it look boring?

e Consistency. Keep style consistent throughout.
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Appendices
Appendix 1

A rough guide to the main activities in public relations

Public relations Explanation Examples

activity

Internal Communicating with|In-house newsletter, suggestion

communications  |employees boxes

Corporate PR Communicating on behalf of{Annual reports, conferences,
whole  organisation,  not|ethical statements, visual
goods or services identity, images,

Media relations Communicating with|Press releases, photocalls, video
journalists, specialists,|news releases, off-the-record

editors from local, national,

international and trade
media, including
newspapers, magazines,

radio, TV and web-based
communication

briefings, press events

Business to Communicating  with|Exhibitions, trade  events,
business other  organisations, e.g.|newsletters
suppliers, retailers
Public affairs Communicating with opinion|Presentations, briefings, private
formers, e.g. local/national|meetings, public speeches
politicians, monitoring
political environment
Community Communicating with local|Exhibitions, presentations,
relations/ corporatecommunity, elected|letters, meetings, sports

social responsibility

representatives, headteachers,
etc.

activities and other sponsorship

Investor relations

Communicating with
financial

organisations/individuals

Newsletters, briefings, events

Strategic
communication

ID and analysis of situation,
problem and solutions to
further organisational goals

Researching,
executing a
improve ethical
organisation

planning and
campaign to
reputation of

Issues management

Monitoring political, social,
economic and technological

Considering effect of US
economy and  presidential
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environment

campaign on UK organisation

Crisis management

Communicating clear
messages in fast-changing
situation or emergency

Dealing with media after major
rail crash on behalf of police,
hospital or local authority

Copywriting Writing for different|Press releases, newsletters, web
audiences to high standards|pages, annual reports
of literacy
Publications Overseeing print/media|Leaflets, internal magazines,
management processes, often using new|websites
technology
Events Organisation of complex|Annual conference, press
management, events, exhibitions launch, trade shows
exhibitions
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Appendix 2

Characteristics of four models of public relations
Source: Grunig and Hunt 1984.

Model
. Pr .

Characteristic 3 grsjtr / Public Two-way Two-way
Jemry information asymmetric | asymmetric
publicity

Dissemination | Scientific Mutual
Purpose Propaganda i . . .
of information | persuasion | understanding
ne-way:
One-way _ Two-way; Two-way;
Nature of complete One-way; .
. : imbalanced | balanced
communication | truth not truth important
: effects effects
essential
Source —> | Group —>
Communication | Source —> | Source —> Rec. Group
model Rec. Rec. <- <
Feedback
Little; Little; Formative; | Formative;
Nature of , . . . .
counting readability, evaluative of | evaluative of
research , ) . )
house readership attitudes understanding
Bernays,
Leading P.T. Edward L. educators,

S . vy Lee :

historical figures | Barnum Bernays professional

leaders
Sports, Government, .
: P . Competitive | Regulated
Where practised | theatre. non-profit . _ . _
.. business; business;
today product associations, i .
. : agencies agencies
promotion | business
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Appendix 3

Example of Layout for Minutes

Action
by
Present
The names, appointments and titles of those attending.
Apologies

Names etc of all those who have notified their absence.

1. Minutes of the last meeting.

These should be signed and dated as a true record by the Chair. All heading
thereafter to be numbered sequentially.*

2. Matters arising

2.1. Unfinished business.

Any business recorded in the minutes that has not been dealt with, or is not
on the agenda.

3. Agenda items

The main part of any minutes. The title of each item discussed should be the
same as the relevant agenda item.

3.1. Main headings.

These should be in capital letters.

3.2. Sub-headings.

In lower case and emboldened.

3.3. Names.

The names of individuals who raise matters should be recorded.

3.4. Action to be taken.

Where any action is required the appropriate person’s initials should be
recorded in the right-hand column.

4. Any other business

Any item of business that the Chair or a member wishes to raise, but has not
previously notified.

5. Date of next meeting

The date, time and venue for the next meeting.

*NB If a new committee has been set up and is meeting for the first time, all
minutes should be numbered sequentially from 1; otherwise numbering is
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continued from the last minute. This can be very important for future
reference.
Refer to any specific house style in use.
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Appendix 4

British Printing Industries
Federation

‘ - -
BP|F Press information
" Telephone 0870 240 4085

www.britishprint.com

PRESS RELEASE

12 September 2007

PRINTLONDON TOPS 150

Demand from London's printers for business improvement programmes
funded by PrintLondon has been ‘exceptional' according to its Director Chris
Patefield. "'The LDA has backed our industry with hard cash and London's
printers are responding in Kkind, recognising the need to move quickly whilst the
funding is still available. Over 150 projects are now registered with PrintLondon
across a very wide range of business areas, but, as you would expect,
environment, marketing and finance are proving very popular. With this level of
demand the message to London companies is simple: register your interest now if
you don't want to be left behind'.

PrintLondon has joined the exhibitors at Digital Print World, Earl's Court,
from Tuesday 16th to Thursday 181" October on stand 205.

END

For further information please contact

Chris Patefield Caroline Blanchard
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Director, PrintLondon Marketing Executive, BPIF

Phone: 020 7915 8347 Phone: (0207) 7915 8321

Email: chris.patefield@bpif.org.uk Email:
caroline.blanchard@bpif.org.uk
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