MunuctepcTBo o0pazoBanus U Hayku Poccuiickoit deneparuu
SpocnaBckuit rocygapctBeHHbl yHuBepcuteT um. I1. I'. [lemuaosa
Kadenapa nHOCTpaHHBIX S3BIKOB TYMaHUTAPHBIX (DAKYJIHTETOB

AHTIHUHUCKUMUN A3BIK

YueOHO-METOANYECKOE TOCOOUE
(171 CTYZICGHTOB HAIIPaBJICHHUS
«Pekitama 1 CBSI3M ¢ OOIIECTBEHHOCTBIOY )

SApocnasib
Apl'y
2017



VIIK 811.111(072)
BBK 111143.21573
A64

Pexomenoosano
Peoaxyuonno-uzoamenvckum cogemom ynugepcumema
6 kauecmeae yuebro2o uzoanus. Ilnan 2017 200a

Peuensent
kadeipa MHOCTPAHHBIX SI3bIKOB T'YMaHUTAPHBIX (PaKyJIbTETOB
SpocnaBckoro rocygapctBeHHOro yaupepceurera um. I1. I'. [lemuaosa

CocTaBUTED
M. I'. ManrpleBa

AHIIMACKMA $I3BIK | y4€OHO-METOJIMYECKOE TMOCOOUe
A64 (mns ctyneHToB HampaBieHus «Pekinama u cBsizum ¢ 0O0IIIe-
CTBEHHOCTbIO®») / cocT. M. I'. ManbiieBa ; Spocn. roc. yH-T

uM. I1. I'. lemuaoBa. — SApocnasns : Apl'Y, 2017. — 56 c.

[Tocobue ocBemaer crenuuKy aHTIUNWCKOTO —sI3bIKa
B chepe PR. Ocoboe BHMMaHuE€ aBTOp YIENISET H3YUYECHHIO
SI3BIKOBBIX OCOOCHHOCTEH B TaKUX aKTyallbHBIX pasnenax PR,
KaK COTPYJHUYECTBO CO CPEACTBAMH MaccOBOM MH(pOpMAIIUH,
IIPOBE/ICHUE JICTIOBBIX BCTPEU 1 KOH(DEPEHIIUH.

Texctbl cHaOXXEHBI TPUMEUAHUSIMU W Pa3BEPHYTOU
CUCTEMOM YIIPAKHEHUM.

[IpennasznaueHo TUISt CTYJICHTOB, M3YYaroInX

TUCHUTUINHY «AHTITUHACKUH SI3BIKY.

VJIK 811.111(072)
BBK 111143.21573

© SpT'y, 2017



WORKING WITH THE MEDIA
UNIT 1

Read and translate the text using the vocabulary after the text
(paragraphs 2, 4 in written form)

MEDIA DEPENDENCE ON PUBLIC RELATIONS

Public relations people work with the media in many ways. They
help to discuss how to prepare for press interviews, organize a news
conference, conduct a media tour, and write such materials as fact
sheets, press kits, and op ed articles.

Reporters and public relations people are mutually dependent
upon each other for accomplishing their respective goals. It also
mentions areas of friction that often contribute to an adversarial
atmosphere. An important part of the relationship is based on mutual
trust and credibility. For your part, you must always provide accurate,
timely, and comprehensive information. Only in this way can any
medium do its job of informing readers, listeners, or viewers about
matters of importance to them.

Public relations sources provide most of the information used in the
media today. Today’s reporters and editors spend most of their time
processing information, not gathering it. A number of research studies
have substantiated this 1,200 New York Times, Washington Post front
pages were studied as far back as 1973 and it was found that
58.2 percent of the stories came through routine bureaucratic channels
(official proceedings, news releases, and conferences or other planned
events). Just 25.2 percent were the products of investigative journalism,
and most of these were produced by interviews, the result of routine
access to spokespersons. As the report said, “The reporter cannot depend
on legwork alone to satisfy his paper’s insatiable demand for news. He
looks to official channels to provide him with newsworthy material day
after day”. In other words, public relations materials save media outlets
the time, money, and effort of gathering their own news.

Notes

New York Times — exenneBHas razera. Cuutaercsi Hambosee
BIUATENbHOW U MH(POpMHUpPOBaHHOU B cTpane. [Ipuaep:xuBaercs npo-
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I'PECCUBHBIX B3MJISIIOB M CIABUTCS JIOCTAaTOYHO OeCHpUCTpacTHOM
OLICHKO}1 cobbIThil. 3maercs B Hplo-Mopke. OcHoBana B 1851 T.

Washington Post — exenneBHast yTpeHHsisi razeta. Mzmaercs
B Bammurrone. OcuoBada B 1877 1. OnHO M3 caMBIX BIIMATEILHBIX
IuOepaIbHbIX U3IaHUN B CTpaHE.

Vocabulary

accomplish one’s goal — gocTuys cBoEH 11€TH

adversarial — BpaxxaeOHBIN, HETOOPOXKETATECIBHBIN

be dependent upon smb. — 3aBHCETh OT KOT'O-JI.

comprehensive — ncUepnbIBAIOIINIMA

contribute to smth. — crnoco0cTBOBaTh YeMYy-II.

credibility — B3aumMHbII

fact sheet — mombopka 1aHHBIX, «OOBEKTUBKA

friction — pa3Horiacue

insatiable — HeyeMHBIN, JKaTHBIM, HCHACBHITHBIN

media outlets — MecTHble TeleCTyauu, pPaAUOCTAHIINH,
peIaKINK, KTOYKW» CPEACTB MacCOBOM MH(POpMAITUU

medium — cpencTBo

mutual — 00O0rOIHBIN, B3aMMHBIN

op-ed page/article — mosoca rasersl, rje MyOJIUKYIOTCS CTaThH,
OTpaKaOIIIME TOUKY 3PSHUS Ha KaKOM-J1. BOIIPOC, KOJIOHKA YATaTeIICH

press kit — mpecc nombOopka, uH(MOpPMALMOHHAS MMOJ0OpPKa
JU1st Tipecchl (Habop pekiiaMHO-UH(OPMAIIMOHHBIX MAaTEPUAIIOB)

process information — o6pabdaTsiBaTh HHGOPMAIIHIO

provide information — npegocTaBisATh HHPOPMALIHIO

respective — COOTBETCTBEHHBIN

routine — OOBIYHBIN

satisfy demand — ynoBieTBOpUTH cripoc

story — ra3eTHbIN MaTepHua, COOOIICHUE B IeYaTH

substantiate — moOATBEPAUTH TaHHBIMU

timely — cBoeBpemMeHHBII

Text vocabulary practice
1. Translate the following word combinations into Russian:

to provide information
to gather



to process

media

investigative

accurate
timely
comprehensive

tour
outlets
advisories

journalism
report
work

information

2. Match the words. Use them in sentences of your own:

fact
op-ed
media
press
routine
news
insatiable

advisories
sheet

kits
articles
channels
demand
release

3. Match the words which are close in their meaning:

a goal
adversarial
friction

to respond
nearly

disagreement
objective
hostile
almost

to reach

4. Match the words having the opposite meaning:

trust
accurate
timely
metropolitan
save

waste

lack of faith
inopportune
Inexact
local



5. Complete the sentences with the following words (information;
friction; trust; sources; media; adversarial; credibility):

1. Public relations provide most of the
used in the today.

2. It also mentions the areas of that often contribute
to an atmosphere.

3. An mmportant part of the relationship is based on mutual
and

Text Discussion
6. Answer the following questions:

1. What are the main points of the chapter?

2. Are reporters and public relations people mutually dependent
upon each other?

3. What 1s an important part of their relationship based on?

4. What sort of information should be provided?

5. What have a number of research studies substantiated?

7. Can you explain the following?

“The reporter cannot depend on legwork alone to satisfy his
paper’s insatiable demand for news. He looks to official channels
to provide him with newsworthy material day after day”.

8. Agree or disagree:

Make sure to use the following expressions:
Yes, that’s true

There I agree completely

I don’t think that’s quite right

I’'m afraid I don’t agree

That’s not quite so...

As far as [ know...

1. Public relations sources provide most of the information used
in the media today.

2. Public relations materials save media outlets time, money,
and effort of gathering their own news.

9. Try to give the main idea of the text in one sentence.



UNIT 2
PUBLIC RELATIONS DEPENDENCE ON THE MEDIA

1. Before you read the text answer the following questions.

1.1. What is the purpose of public relations?

1.2. What is the role of the media nowadays?

1.3. What is required from a PR specialist?

1.4. How can a PR communicator reach specific audience?
1.5. Is media dependent from government control?

2. Scan through (read very quickly) the text and match
the paragraphs with the questions in ex. 1.

The purpose of public relations is to inform, shape opinions
and attitudes, and motivate. This can be accomplished only if people
receive messages constantly and consistently.

The media, in all their variety, are cost effective channels
of communication in an information society. They are the multipliers
that enable millions of people to receive a message at the same time.
Through the miracle of satellite communications, the world is a global
village of shared information. On a more specialized level, the media
are no longer just mass communication. Thousands of publications
and hundreds of radio, television, and cable outlets enable the public
relations communicator to reach very specific target audiences with
tailored messages designed just for them. Demographic segmentation
and psychographics are now a way of life in advertising, marketing,
and public relations.

The media’s power and influence in a democratic society reside
in their independence from government control. Reporters and editors
make independent judgement about what is newsworthy and what will
be disseminated.

Consequently, your dependence on the media requires that you
be accurate and honest at all times in all your public relations materials.

Notes

psychographic — knaccudukanus JojeHd IPEeUMYyIIeCTBEHHO
110 YMCTBEHHBIM YCTAHOBKAM M IIGHHOCTSM, a HE 0 (PU3MYECKUM
Ka4yecTBaM, YPOBHIO JI0XO0/1a WM MECTY MPOKUBAHMS; IICUXOrpadus.



Vocabulary

be designed for smb. — ObITh NpeHA3HAYCHHBIM JIJISI KOT'O-J1.

channels of communication — kaHaJbI CBSI3H

cost effective — penTabenbHBIM

disseminate — pacnpoCTpaHsTh

endorse  information —  moaJuep)KUBaTh,  pacCHpeeaTh
uH}opMaIuo

gate keeper — pegakTop

inference — 3aKJIFOYCHUE, BEIBO/I

make a judgement — caenarh 3aKII0YCHUE

reside in smth. — npuHagIeKaTh YEMY-J1., 3aKITIOYATHCA B YEM-JI.

satellite communications — CIIyTHUKOBasI CBA3b

shape opinions and attitudes — cdopmupoBaTh TOYKY 3pEHUA,
MHEHUE
tailored message — cooOuieHrne, COCTaBIEHHOE C YYETOM

CUTYaIUH; PaCCYUTAHHOE Ha OMPEICTICHHYIO ayTUTOPHIO
target audience — 1ieneBast ayauTopus
variety — pa3zHooOpaszue

3. Read and translate the text using the dictionary.

Text vocabulary practice

4. Translate the following word-combinations into Russian.
Use them in your own sentences:

channels of communication
satellite

mass

to endorse information
shared

screens and filters of

5. Translate the following sentences into Russian:

1. His talent resides in his story telling abilities.
2. They made a judgement without knowing all the facts.



3. Teenagers’ tastes, preferences and opinions are shaped by what
they see in the media.

4. The kitchen is designed for two cooks, with double work areas.

5. These massagers are being widely disseminated via the Internet.

6. These days, he endorses products including health foods
and sunglasses.

6. Match the words which are close in their meaning:

to disseminate precise

to perceive to spread
credibility to demand
to require trust
accurate to think of

7. Complete the sentences with the following words (target
audiences; mass communication; accomplished; level; messages;
outlets; designed; consistently):

1. This can be only if people receive
constantly and

2. 0On a more specialized , the media are no longer
just :

3. Thousands of publications and hundreds of radio, television,
and cable enable the public relations communicators
toreach very specific with tailored messages

for them.

8. Explain the grammatical structure of the sentence.
Write down two sentences of your own with the same form:

You dependence on the media requires that you be accurate
and honest.

Text discussion
9. Write down the questions for these answers:

1. The purpose of public relations is to inform, shape opinions
and attitudes, and motivate.



2. The media’s power and influence in a democratic society reside
in their independence from government control.

3. Media gatekeepers give your information credibility
and importance by deciding that it is newsworthy.

10. Can you explain the following?

1. Through the miracle of satellite communications, the world
is a global village of shared information.

2. Demographic segmentation and psychographics are now a way
of life in advertising, marketing and public relations.

3. The media, by inference, serve as third party endorsers of your
information.

11. Agree or disagree:

Make sure to use the following expressions:

I fully agree with it I disagree with it
Beyond all doubt There’s smth. in it, but...
I wouldn’t say so Oh, that’s all wrong, I’'m afraid

I agree with it on the whole but it
could be said that...

1. On a more specialized level, the media are no longer just mass
communication.

2. The media’s power and influence in a democratic society reside
in their independence from government control.

12. Write down one phrase showing the main idea of the text.
13. Develop the following points (units 1 and 2):

1. The jobs of public relations personnel and journalists
are mutually dependent.

2. The working relationship between public relations
and the media is built on trust, respect, and credibility.

3. A large percentage of the stories in a newspaper originate
from public relations sources.

4. Mass media have the capability of multiplying an organization’s
messages and reaching millions of people at the same time.

10



UNIT 3
AREAS OF FRICTION

Read and translate the text (paragraphs 2, 4 in written form).
Text A
Sloppy Reporting

A survey by the American Management Association found
that 83 percent of the public relations directors who participated
thought that sloppiness on the part of reporters was the major reason
for inaccurate stories. Reporters were also faulted for not doing their
homework or research before writing a story and not understanding
the topics they were writing about.

The same criticisms are echoed by business executives. Most
executives agree with the statement “If I talk to the press, I almost
invariably get misquoted”. Three fourths of the respondents also agree
with the statement “The knowledge base of business reporters leaves
a lot to be desired”. Other problems with the press, say the executives,
are tendencies to sensationalize, to overemphasize the negative,
and to make simplistic generalizations.

These surveys point up an important responsibility for you: it
is part of your job to educate top executives about how the media
operate and what they need to give a fair, objective story.

This education may include training executives to give
a 30 second “sound bite” answer to a complex question and even how
to handle aggressive reporters. At a more basic level, you have
to teach executives that news reports are “first drafts of history”
that occasionally get garbled or distorted as they go through several
levels of personnel at a newspaper, magazine, or broadcasting outlet.

You also have to take into consideration that many reporters
are generalists who have little or no background on the multitude
of subjects they are asked to cover. When you are dealing with
a reporter who is not familiar with your business or industry, you must
explain the subject thoroughly and provide background material.
This will help the reporter do a better job, and it gives you
a reasonable chance to ensure that the story will be accurate.
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Notes

The American Management Association — AMepUKaHCKas
accoruainusa MeHemkMmeHTa. OOiecTBeHHas opranuzaiuys. OcHoBaHa
B 1923 r. Oxouno 70 toic. wienos. llIta6-kBaptupa B Heto-Uopke.

Vocabulary

background — o6pa3oBaHue, OIbBIT

distort — nckaxarhb

echo — MoOBTOPATH

fault smb. — 0OBHUHSTH KOTO-JI., KPUTUKOBATH KOTO-JI.

garble — xoBepkarthb

generalization — 000011IeHHE

handle smb. — o0paraTbcs ¢ KeM-JI., CIIPaBIATHCS C KEM-JI.

invariably — HenzMeHHO

leave a lot to be desired — ocTaBisITh XKeaaTh MHOTO JYYIIIETO

misquote — HMCKa3UTh YbH-JI. CJIOBA

on smb’s part — co CTOPOHBI KOTO-JI.

overemphasize — U3JIUIIHE TOAYePKUBATh

sensationalize — ruaThbcs 3a CEHcallen

simplistic — ype3MepHO yHPOLIEHHBIN

sloppy — HepALUIUBBIN, HEOPEKHBIN

sound bite — kpaTkas BbIAEpKKA U3 PeUH, BHICTYILJICHHS, ITUTATA,
UCIIOJIb3yeMasl B paJiio U TeJenepenadax

survey — OIpoc

Exercises

1. Find the English equivalents in the text.
Use them in sentences of your own:

OOBEKTUBHBIN; YECTHBIA; HMMETh [JIeJI0 C KEM-JI.; HENpPaBUILHO
IIPOrHO3UPOBATh; NPUHUMATh YYaCTUE;, OCHOBHAs NPUYMHA YETO-IL.;
KPUTUYECKHE 3aMEUYaHUs, CKIOHHOCTh K YEMYy-J.; ITOJYEPKUBAThH
OTBETCTBEHHOCTb.

2. Find the words in the text which describe
or mean the following:

1) a very short part of a speech or statement, especially made
by a politician, that is broadcast on television or the radio —

12



2) smb. who answers questions —

3)a set of questions that you ask a large number of people
in order to find out about their opinions —

4) to make a mistake in reporting what smb. else has said —

3. Make up a few sentences with the following words
and word-combinations:

to cover a subject

to take into consideration

to make a generalization

a survey

to provide background material

4. Translate the following sentences into Russian:

1. The project has been faulted by some scientists who say it has
little research value.

2. The story has been sensationalized for the sole purpose
of selling newspapers.

3. He has a background in computer engineering.

5. Match the words which are close in their meaning:

objective (adj.) manage
tendency careless
handle take part
sloppy impartial
participate trend
6. Match the words having the opposite meaning:
familiar careless
occasionally contradict
thoroughly biased
agree regularly
fair superficially
accurate unaware

7. Insert prepositions where necessary (for, by, of, on, to):

1. This education may include training executives to give
a 30 second ‘“sound bide” answer a complex question
and even how to handle aggressive reporters.

13



2. A survey the American Management Association

found that 83 percent the public relations directors who
participated thought that sloppiness the part
reporters was the major reason inaccurate stories.

3. This will help the reporter do a better job.

8. Answer the following questions:

1. What did a survey by The American Management
Association find?

2. Who are the same criticisms echoed by?

3.How many respondents agree with the statement
“The knowledge base of business reporters leaves a lot to be desired”?

4. What are other problems with the press?

5. In what way can executives be educated?

6. What else should also be taken into consideration to ensure that
the story will be accurate?

9. Can you explain the following:

You have to teach executives that news reports are “first drafts
of history” that occasionally get garbled or distorted as they go
through several levels of personnel at a newspaper, magazine,
or broadcasting outlet.

10. Agree or disagree:

Make sure to use the following expressions:

True enough I’m not sure I quite agree
I couldn’t agree more I’'m afraid I don’t agree
Beyond all doubt [’m not so sure

Looks like that

1. Other problems with the press are tendencies to sensationalize,
to overemphasize the negative, and to make simplistic generalizations.
2...many reporters are generalists who have little
or no background on the multitude of subjects they are asked to cover.

14



Text B
Tabloid Journalism

Newspapers and broadcast shows are not all alike, and the level
of com mitment to journalistic standards ranges from wholehearted
to nonexistent. Some periodicals are highly praised for their objective
and fair reporting, whereas others are famous for headline stories
based on hearsay.

The same situation exists in television. Some shows are known
as “tabloid television” and “trash TV” because they concentrate
on the sensational and have used the facade of traditional journalism
on what is pure entertainment. This has been called “journaltainment”.

The proliferation of tabloid television means that you have to be
very careful.

In the race for ratings, some shows have started to offer more
sensation alism and the manipulation of events for greater effect.

Such lapses of journalistic standards are a major concern
for the media because the antics of an isolated few affect
the credibility of all journalists.

Your challenge 1s to make sure you don’t paint all media with
the same brush. You should continue to give service to responsible
journalists and provide information. However, if a reporter has
a reputation for sensationalism, you are probably better off if you
simply refuse to be interviewed or provide information.

If you do decide to work with a tabloid television reporter, there
are some points that can help you keep control of the situation.

* Never do an adversarial interview alone. One option is to have
a lawyer sit in on the interview.

* Research the interviewer’s record before facing the camera.
Know his or her method of questioning.

* Don’t accept any document on camera. Surprise documents can
be used to trip up subjects and make them look foolish.

*Get a commitment that you will be able to respond
to accusations made by others as part of the story.

* If cornered, counterattack. Take the offensive and accuse
the reporter of unprofessional conduct, incompetence, or a lack
of understanding of the subject.

15



Vocabulary

accuse smb. of smth. — OOBHHSATH KOr0-JI. B 4eM-J1.
adversarial — Hem0OpOXKeETATENBHBIN, BpaK1€OHBIN
commitment to smth. — npeaaHHOCTh YeMY-JI., 0053aTETbCTBO
corner smb. — «3arHaTh B yrol», «IIPUIIEPETh K CTCHE
lack of smth. — oTcyTcTBUE Yero-i.

lapse — manenue

make accusations — BbIJIBUTaTh OOBUHEHUE

hearsay — cinyxu

antics — MPOJEIKU, ITyTOBCTBO, KPUBIISTHHE
proliferation — pacnpoctpanenue

race for ratings — MOroHs 3a peUTUHTOM

sensationalism — CEHCAIIMOHHOCTh

tabloid — HU3KONPOOHBKIH, OYJILBAPHBIN

tabloid press — OynbpBapHas npecca

take the offensive — nepelitu B HacTymIeHHE

trash (material, writing) — 4TuBO, MaKynaTypa, JI€IIeBKa
trip up — 3amyThIBaTh

Text vocabulary practice
1. Find the English equivalents in the text:

OCHOBBIBaTbCS Ha CIIyXaX; IMPEIOCTaBIATh MHPOPMAIHIO;, ISPKATh
CUTyaIlMi0 TI0J  KOHTPOJIEM; HEKOMIIETCHTHOCTh, 3apy4YUThCS
00s13aTeIbCTBAMH; COCPEAOTOUMBATHCS HA YeM-JI.; KoJjiebaThCs
(BapbUpOBaThCA); MOAPHIBATH JIOBEPHE K YEMY-JI.; OKa3aThCsA IEpes
KaMepoii; HempodeccnoHaIbHOE MOBEACHUE.

2. Match the words, translate them and use in sentences
of your own:

provide stories
unprofessional standards
headline concern
major conduct
journalistic information

16



3. Translate the following sentences into Russian:

1. Hearsay i1s not allowed as evidence in court.

2. Reporters used extreme and adversarial methods to get their
information.

3. Her latest affair was splashed across the cover
of the supermarket tabloids.

4. The new comedy had the highest television rating this season.

5. Many people get tripped up over the new tax laws.

4. Match the words which are close in their meaning:

to refuse decline
sensational influence
wholehearted to decline
lapse exaggerated
affect sincere

5. Match the word which are opposite in their meaning:

sensational efficiency
incompetence obscure
wholehearted minor

famous run of the mill
major disinterested

6. Complete the sentences using the following words and
word-combinations (events; ratings; to trip up; sensationalism;
effect; to respond):

1. Surprise documents can be used subjects and make
them look foolish.
2. Get a commitment that you will be able to accusations
made by other as part of the story.
3. In the race for , some shows have started to offer more
and the manipulation of for greater

7. Insert prepositions where necessary (of; from; to; for):

1. ... accuse the reporter unprofessional conduct
incompetence, or a lack understanding
the subject.

17



2. ... the level commitment journalistic

standards ranges wholehearted nonexistent.
3. Such lapses journalistic standards are a major concern
the media, because the antics an 1solated
few affect the credibility all journalists.
Text discussion

8. Write down 5 questions to the text using the active vocabulary
of the unit.

9. Can you explain the following:

1. Your challenge is to make sure you don’t paint all media
with the same brush.

2. Such lapses of journalistic standards are a major concern
for the media because the antics of an isolated few affect
the credibility of all journalists.

10. Give the main idea of the text. Write down one phrase.
11. Develop the following.

There are several areas of friction among journalists and public
relations people, including name calling, excessive hype and promotion,
advertising pressures, sloppy reporting, and tabloid journalism.

UNIT 4

EFFECTIVE MEDIA RELATIONS
Text A

Read and translate the text using the vocabulary after the text
(guidelines 1-5 in written form).

There will always be areas of friction and disagreement between
public relations people and journalists, but that doesn’t mean
that there can’t be a solid working relationship based on mutual
respect for each other’s work, including journalists.

18



A good working relationship with the media 1s vital for a public
relations writer. Indeed, one definition of public relations is the building
of relationship between the organization and its various public.

Dealing with the Media

Many guidelines for dealing effectively with the media have been
compiled. Most of them are well tested and proven, but you must
always remember that there are no ironclad rules. Media people
are also individuals to whom a particular approach may or may not be
applicable. Here’s a list of general guidelines.

Know your media. Be familiar with the publications and broadcast
outlets that are regularly used. Know their deadlines, news format,
audience, and needs. Do your homework on other publications
and broadcast shows before sending a pitch letter or news material.

Limit your mailings. Multiple news releases are inefficient
and costly, and they alienate media gatekeepers. Send releases only
to publications and broadcast outlets that would have an interest
in the information.

Localize. Countless surveys show that the most effective
materials have a local angle. Take the time to develop that angle
before sending materials to specific publications.

Send newsworthy information. Don’t bother sending materials
that are not newsworthy. Avoid excessive hype and promotion.

Practice good writing. News materials should be well written
and concise. Avoid technical jargon in materials sent to nontechnical
publications.

Avoid gimmicks. Don’t sent T-shirts, teddy bears, balloon
bouquets, or other frivolous items to get the attention of media
gatekeepers.

Be environmentally correct. Avoid giant press kits and reams
of background materials. Save trees.

Be available. You are the spokesperson for an organization.
It is your responsibility to be accessible at all times, even
in the middle of the night. Key reporters should have your office and
home telephone number.

Get back to reporters. Make it a priority to respect your promises
and call reporters back in a timely manner. They have deadlines to meet.
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Answer your own phone. Use voice mail system as a tool
of service, not as a screening device. Reporters (like other people)
hate getting bogged down in the electronic swamp of endless button
pushing.

Be truthful. Give accurate and complete information even if it
is not flattering to your organization. Your facts and figures must be
clear and dependable.

Answer the questions. There are only three acceptable answer:
“Here it 1s”, “I don’t know but I’'ll get back to you within an hour”
and “I know but I can’t tell you now because...” “No comment” is not
one of the three alternatives.

Protect exclusives. If reporter has found a story, don’t give it
to anyone else.

Be fair. Competing media deserve equal opportunity to receive
information in a timely manner.

Help photographers. Facilitate their work by getting people
together in a central location, providing necessary props,
and supplying subjects’ full names and titles.

Explain. Give reporters background briefings and materials so
that they understand your organization. Tell them how decisions were
reached and why.

Remember deadlines. The reporter must have enough time
to write a story. One good rule is to provide information days
or weeks 1n advance. In addition, don’t call a media outlet to make
a pitch at deadlines time.

Praise good work. If a reporter has written or produced a good
story, send a complimentary note. A copy to the editor is also
appreciated.

Correct errors politely. Ignore minor errors such as misspellings,
inaccurate ages, and wrong titles. If there is a major factual error that
skews the accuracy of the entire story, talk to the reporter who wrote
the story. If that doesn’t work, talk to the editor or news director.

Notes

to screen one’s calls — «mpocenBaTh» 3BOHKH, HCIOJIb30BaTh
ONpeCIUTEIh HOMEPA U aBTOOTBETUYUK, YTOOBI HE TOBOPUTH C TEMHU,
KOMY HE MOEIIb WU HE XOYEIIb OTBEYATh.
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Vocabulary

alienate — oTnansATh, OTBpAIIATH

angle — Touka 3peHus1, MOAX0T

applicable — nmpuMeHUMBIH

avoild — n30erarb

compile — cocTaBUTH

concise — KPaTKUM, CHKAThIM

deadline — kpalinunii cpok

definition — ompezaenenue

device — npucnocobyieHue

exclusive — 3KCKIII03UBHOE COOOILIEHHE
facilitate — obneryars

flatter — nbCTUTH

guidelines — mpaBuiia, UHCTPYKIIMH, JTUPEKTUBBI
ironclad rules — «kene3nbie» mpaBuia

meet the deadline — BBIOIHUTH YETO-J1. B CPOK
pitch letter — peknaMHO-UHPOPMAIMOHHOE TUCHMO
priority — mepBOCTEINEeHHas 3a7a4a, MPUOPUTET
props — pEeKBH3UT

ream — rpyjaa

skew — HCKa3UTh

take the time — He ToponUTHCS

vital — )KHU3HEHHO BaXKHbBIN

voice mail system — aBTOOTBETUUK

Text vocabulary practice

1. Translate the following words and word-combinations
into Russian. Make up sentences of your own:

1) to meet a deadline

to miss a deadline

to set a deadline

to work under a tight deadline

at deadline time

2) to establish priorities

a top/high/first priority

to have/take/get priority

to get one’s priorities straight/right
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2. Match the words (there can be more then one variant).
Use them in sentences of your own:

news rules
ironclad answer
news letter
acceptable director
pitch release

3. Translate the following sentences into Russian:

1. Lawyers examined reams of documents.

2. Jackson’s comments alienated many baseball fans.

3. It depends on your definition of success.

4. Try approaching the problem from a different angle.

5. Dividing students into small groups usually helps facilitate
discussion.

4. Match the words which are close in their meaning:

regularly reliable
costly conflict
disagreement essential
solid constantly
vital expensive

5. Match the words which are opposite in their meaning:

frivolous redundant
timely flexible
flatter inopportune
ironclad criticize
concise sensible
Text discussion

6. Answer the following questions:

1. What should be done to know your media?
2. How can you limit your mailings?
3. Why is it important to localize you materials?
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4. What sort of information should be sent?

5. How should news materials be written?

6. Why should gimmicks be avoided?

7. What does “to be environmentally correct” mean?

8. Why should you be always accessible for the media?

9. Why can’t “no comment” be one of the possible answers
to reporters’ questions?

10. In what way should you be fair to competing media?

11. How can you help photographers ?

12. In what way should you react to errors?

7. Can you explain the following:

1. Reporters (like other people) hate getting bogged down
in the electronic swamp of endless button pushing.

2. Countless surveys show that the most effective materials have
a local angle.

8. Develop two or three items of the general guidelines
which you find the most important.

Start with:

From the point of view of...

It has been pointed out that...

I’d just like to say...

I think (suppose, guess, believe, dare say)...
Personally I believe...

In my opinion (view)...

As Iseeit...

Text B
Read and translate the text. Write down its main idea
Media Etiquette

In addition to the foregoing guidelines, there are several matters
of media etiquette that should be observed. A failure to observe
the following points often leads to poor media relations.

Irritating phone calls. Don’t call a reporter or an editor to ask
if your news release was received. Simply assume that it was 1f you
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used a regular channel of distribution such as first class mail, a courier
service, or fax.

Unfortunately, the practice of phoning reporters with such
an inane question is widely done as a pretext for calling attention
to the news release or making a pitch for its use.

Although the approach seems logical, it is better to call a reporter
to offer some new piece of information or a story angle that may not be
explicit in the news release. The telephone call then becomes
an information call instead of a plea to read the news release and use it.

Inappropriate requests. It is not appropriate to ask a publication
or broadcast station to send you a clipping of the story or news
segment. If you want such materials, you should make arrangements
with a clipping service or a broadcast monitoring firm.

It also 1s not a good i1dea to ask if you can check a story before it
runs. Publications rarely give such permission and consider
the request an infringement on their First Amendment rights. From
a practical standpoint, news is timely, and there often isn’t time
for outside sources to check stories. It is permissible to ask a reporter
if you can check any quotes attributed to you. In many cases,
however, you will still get a frosty no.

Notes

First Amendment — «llepBas nonpaska». [lonpaska B Konctu-
tyuuu CIIA, rapantupyromnias TpakIaHCKUE CBOOOIBI. SBisieTcs
yacThio buiuis o mpaBax.

Vocabulary

assume — MPENOJI0XKUTh, IOMyCTUTh
attributed to smb. — npunuceIBaeMbIi K.-JI.

call attention to smth. — npuBiIeYs BHUMAHUE K Y.-JI.
channel of distribution — kanan pacrpocTpaHeHus
courier service — KypbepcKas clry»o0a

explicit — sICHBIN, YETKUNA, TOYHBIN

fax — axkc

foregoing — BBINICYTTIOMSHYTHIN

inane — 0€CCMBICJICHHBIHN, ITyCTON

inappropriate — HEyMECTHBIN

infringement — HapyIeHue
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irritating — paszapakaroniui

make a pitch — mnbBITaTbC MNPOTONKHYTH HH(POpPMAIHUIO;
COBEPIINUTH CHCIKY

observe — co0O01aTh

permissible — Mo3BOJUTEIBLHO

permission — Mo3BOJICHUE

plea — mpocr0a

pretext — npeaior quote — nurTara

Exercises

1. Find the English equivalents in the text.
Use them in sentences of your own:

B J00aBlIeHHE K 4.-JI.; MPUBECTH K 4Y.-JI.; OOBIYHBIM KaHa; IMOIXO]I
(x mpoOJieMe); acmeKT COOOIEeHMS; paJluoCTaHlus; (upma 3BYyKO3a-
MUCH; TIPOBEPUTH COOOIIEHNE; TOYKA 3PEHUS; BHEIIHWE HWCTOYHHKHU;
ra3eTHHIC BBIPE3KHU.

2. Find the words in the text which describe or mean
the following:

1) a request that is urgent or full of emotion —

2) to try to make a business agreement, or to sell smth. by saying
how good it is —

3) a reason given for an action, used in order to hide your own
intentions —

3. Translate the following sentences into Russian:

1. He was glad to have a pretext to leave the party early.

2. The movie is inappropriate for children.

3. A health inspector gave explicit instructions on how to correct
the problem.

4. Tt 1s assumed that they will eventually join the EU.

5. Doctors attributed his quick recovery to his physical fitness.

4. Match the words which are close in their meaning:

inane violation
infringement above mentioned
explicit abide by
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foregoing stupid
observe unambiguous

5. Match the words which are opposite in their meaning:

outside forbidden
receive internal
appropriate turn down
failure improper
permissible success

6. Write down 5 questions to the text beginning with “Why...?”

Text discussion
7. Agree or disagree:

It is inappropriate to ask media outlets for clips of news articles or
to see the story before it is published or broadcast.

8. What are the main points of media etiquette? Do you agree
with all of them? Can you add anything of your own?

UNIT 5

CRISIS COMMUNICATION
Text A

Read and translate the text using the dictionary (in written form).

A good working relationship with the media is severely tested
in times of crisis. All the rules and guidelines about working effectively
with the press are magnified and intensified when something out
of the ordinary occurs and thus becomes extremely newsworthy.

Here is a sampling of major crises that have hit various
organizations.

* The safety of Dow Corning’s silicone gel breast implants comes
under fire from both the medical community and thousands of women
who claim that they were harmed by the product.
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* Sears is charged by consumer agencies in several states
for defrauding customers and making unnecessary repairs at its auto
centers.

* An outbreak of food poisoning, leading to the death of a 2 year
old, is traced to contaminated beef served by Jack In The Box
restaurants in Washington State.

* An activist environmental group claims that the pesticide Alar
used on apples 1s a health hazard to children. The claim is featured
on TV, causing major drop in apple sales, affecting thousands
of apple growers.

* A Florida man claims that his wife’s fatal brain tumor was
caused by her frequent use of a cellular phone. He files a lawsuit
and gets national exposure with an appearance on TV.

These situations, no matter what the circumstances are, constitute
major crises because the reputation of the company, industry,
or product is in jeopardy. Economic survival 1is at stake,
and a company can lost millions of dollars overnight if the public
perceives that a problem exists.

Johnson & Johnson, owner of the maker of Tylenol, saw
the brand’s market share shrink from 37 percent to barely 6 percent
in a matter of days after capsules laced with cyanide killed seven
people in Chicago. By the time it was established that someone had
tampered with the product after it had reached store shelves, the ordeal
had cost the campany more than $50 million to recall the product
and test all its manufacturing processes.

During such times of crisis, the media can be adversaries
or allies. It all depends on how you and your organization manage
the crisis and understand the media’s point of view. Keep in mind
some guidelines.

Notes

Dow-Corning — COBMECTHOE TMPEANPUITHE XUMHUYECKOTO
koHiepHa Dow Chemical Co u KoMnaHuu Mo MPOU3BOJICTBY CTEKJIA
u cTekyssHHOM mocy sl Corning Inc.

Sears — KOMIIaHMs IO TIPOKATy aBTOMOOMIJIEH TOProBoil (hUupMbl
«Cupc, Poyo6ak sua Ko» (Sears, Roebuck and Co).
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Jack-In-The-Box  —  ceTb  3aKyCOYHBIX,  TOPTYIOIIUX
ramOyprepamu. Paccuntana Ha oOciyKMBaHHE B aBTOMOOUJIE.

Johnson & Johnson — xumuko-apmarieBTudeckas kommnanus. Boi-
MyCKaeT MIMPOKUN Kpyr (hapMalleBTUUECKUX MPErapaToB, B YaCTHOCTH
«Taiinenomy, MaTeHTOBAHHOE CPEJICTBO OT TOJIOBHOM OO U MPOCTY/IBI.
B okts16pe 1982 r. cTpaHy moTpsciu COOOIICHUS O CITydasX OTPaBIICHUS
CO CMEPTENbHBIM HCXOJOM, BBI3BAHHOIO TEM, YTO HEHANJECHHbBIN
3JIOYMBIIIJIEHHUK TTOJJIOAKUJI B KAICYJIbl TAWJICHOA IIMAHUCTBINA KaJIn.
KeprBamu cTammm Bocemb 4enioBek B I. Uukaro u B mtate Kamudopausi.
B pe3ynbrare 3ol Tpareauu denepaibHbie BIACTH BHIPAOOTATIM HOBBIC
ITPaBUJIA IIPOBEPKH BBIITYCKAEMBIX JICKAPCTB.

Vocabulary

adversary — NMpOTUBHHK

ally — coro3Huk

barely — eznBa

be at stake — ObITh TOCTaBICHHBIM Ha KapTy

brain tumor — omyxoJib Mo3ra

brand — mapka, copt

claim — yTBepx)1aTh, 3asBISATh

cellular phone — coToBbIli TenePoH

charge smb. for smth. — 0OBHUHSTH KOT0-JI. B 4eM-JI.

come under fire — BbI3BaTh Ipaj] HaIMaI0K

consumer — MOTpeOuTeNb

contaminated — 3apa)KeHHBIM

crisis, crises (pl.) — kpu3uc

crisis communications — 3KCTpeMajbHbIE CBSI3M C OOIIECTBEH-
HOCTBIO

defraud — oOmaHbIBaTH

evasive — YKJIIOHUYMBBIN

file a lawsuit — BO30yauTh CyaeOHOE AEIIO

food poisoning — nuieBoe oTpaBICHUE

fuel — pazxurathb

harm — npuuuHATH Bpea

health hazard — omacHocTb 1171 3710pOBBS

hit — nopazurs

hostility — Bpaxae6HOCTb

implant — UMIIJIaHTaHT
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jeopardy — OmacHOCTH

lace — nmoanuBath

magnify — yBeIU4YuBaThH

market share — f0J1s1 Ha pBIHKE
misconstrue — HEMPaBUIbHO UCTOJIKOBATH
occur — MPOUCXOJIUTh, Cy4aThCs

ordeal — ucnwiTanue

outbreak — Bcmbiiika

perceive — MOYyBCTBOBATh, OLYTUTh
recall — oTo3BaTh

safety — 0e301acHOCTb

sampling — BeIOOpKa

shrink — yMeHb1arbcs

tamper — HapOYHO TAaWKOM IMOPTUTH YTO-JI.
trace — MpOCICaUTH

Text vocabulary practice

0NN A WN —~ N

9.

Translate the following sentences into Russian:

. Police revealed that the telephone line had been tampered with.
. The killings could put the whole peace process in jeopardy.

. The hostages described their terrifying six week ordeal.

. He wanted to ensure success against his political adversaries.

. Her husband was charged with her murder.

. Profits have been shrinking over the last year.

. Thousands of lives are at stake if a war is not avoided.

. He was convicted of conspiracy to defraud the government.

Polluted water sources are a hazard to wild life.

10. The auto industry has many allies in Congress.

2. Match the words which are close in their meaning:

barely cooperative
helpful elusive
shrink cheat
evasive hardly
defraud diminish
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3. Match the words which are opposite in their meaning:

ally play down
magnify expand
evasive profusely
barely forthright
shrink antagonist

4. Complete the following sentences (survival; a lawsuit; fuels;
hits; crises; charged):

1. Get to know the journalists in your area before a crisis

2. “No comment” hostility.

3. He files :

4. Economic is at stake.

5. These situations constitute major

6. Sears is by consumer agencies.

5. Explain the grammatical structure of the sentence:

Johnson & Johnson saw the brand’s market share shrink
from 37 percent to barely 6 percent.
Make up two sentences of your own with the same structure.

6. Make up ten questions to the text.

Text discussion
7. Can you explain the following:

1. “No comment” fuels hostility.
2. During such times of crisis, the media can be adversaries or allies.

8. Agree or disagree:

A good working relationship with the media is severely tested in
times of crisis.

9. Develop in writing the following statement.
Use about 120 words.

Communication during a crisis requires cooperating with
the media and promptly providing honest, factual information even
if 1t 1s unflattering.
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Text B

Read and translate the text. Choose two paragraphs for reading
and translation presentation.

The key to successful dealings with the media during a crisis
is to become credible source of information. The following can be
suggested.

» Appoint a spokesperson whom the media can trust and who has
authority to speak for the company. It also is a good idea to designate
one central spokesperson so that the organization speaks with one voice.

* Set up a central media information center where reporters can
obtain updated information and work on stories. You should provide
telephone lines, modular jacks so that reporters using computers can
reach their offices, and facsimile machines. Provide food
and transportation if necessary.

* Provide a constant flow of information, even if situation
is unchanged or negative. A company builds credibility by addressing
bad news quickly, when information i1s withheld, the cover up
becomes the story.

* Be accessible by providing after hours numbers or carrying
a cellular phone with you at all times.

* Keep a log of media calls, and return calls as promptly as possible.
A log can help you track issues being raised by reporters and give you
a record of which media showed the most interest in your story.

* Be honest. Don’t exaggerate, and don’t obscure facts. If you’re
not sure of something or don’t have the answer to a question, say so.
If you are not at liberty to provide information, explain why.

These guidelines reflect plain common sense, but when a crisis
hits, it is surprising how many organizations go into a defensive mode
and try to stonewall the media. Dow-Corning, for example, got
considerable negative coverage by treating the media as an enemy.

Corporate spokespeople accused the media of reporting only
the “sensationalistic, anecdotal side of the breast implant story, which
has unnecessarily frightened women across the country”. At a news
conference, the head of Dow’s healthcare business continued
the attack by telling the assembled reporters that they took “memos
out of context and distorted reality”. It would be an understatement
to say that this is a poor way to get the press on you side.
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Jack-In-The-Box also violated the tenets of crisis communications
in the first days of the reported food poisonings. The company initially
said “no comment” and then waited three days to hold a news
conference, at which the company president tried to shift the blame
to the meatpacking company.

There are two principles: accept responsibility and take action.
Even if you are not directly, at fault the organization should take
responsibility for its product and the public safety.

Johnson & Johnson did this with Tylenol, but Dow Corning chose
to defend its product even after evidence had mounted that the company
knew the product had a history of causing medical problems. Experts
also say that Jack-In-The-Box fumbled early on by not showing concern
for the poisoned customers. The company would have won more public
goodwill and favorable press coverage by more quickly offering to pay
all medical bills, which it eventually did.

Two considerations can be emphasized in the crisis
management plan:

* Demonstrate your commitment to good corporate citizenship
by taking prompt and decisive actions to control problems in your
operations.

« Communicate swiftly, constantly, and consistently to all
appropriate audiences in clear, straightforward, nontechnical language.

Vocabulary

after hours (adj.) — mocne pabouero aHs

be at fault — ObITE BUHOBHBIM

be at liberty to do smth. — umeTh BO3MOXHOCTH (IIPaBO)
cIeaaTh 4TO-JI.

common sense — 3paBblid CMBICII

Cover up — TOMbITKA CKPBITh YTO-J1.

credible — HameXHBII

designate — Ha3HAYUTH

exaggerate — IpeyBEINYNBATH

eventually — B KOHIIE KOHIIOB

evidence — J10Ka3aTeIbCTBO

flow of information — moTox nHpopmanmu

fumble on — moptuTth gen0

go into a defensive mode — 3aHATH OOOPOHUTENBHYIO TO3ULINIO
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have authority — uMeTh oTHOMOYUS

hold a news conference — npoBecTu npecc KoHPEpPEHIIHUIO
initially — nmepBoHadanbHO

log — xypHan 3anucei

memos — 3/IeCh «3aMEUYaHusD»

modular jacks — OJIOKH TTOAKITFOYCHUS

mount — Bo3pacTaTh, NOBBIIIATHCS

obscure — CKpbIBaTh

obtain — MoOay4UTh, TOOBITH, MPUOOPECTH

set up — co31aTb, OPpraHu30BaTh

shift the blame to smb. — nepenoxutk BUHY Ha KOTO-JI.
show concern — mposSBUTH 03a00YEHHOCTH

stonewall — oTmanuuBaThCs

straightforward — oTKpoOBEHHBI, PSIMOI

tenet — mpuHIKUI, JOKTPHUHA

understatement — npeyMeHbIIICHHUE

updated — 0OHOBJICHHBIN, CaMbIii HOBBIH

win smb.’s goodwill — g0OUTHCS YbETO-J1. PACTIONIOKEHHUS
withhold information — npunepxuBars nH(pOpMaLKIO

Text vocabulary practice

1. Find the English equivalents in the text.
Use them in sentences of your own:

OIUIATUTh CYETA; TMOJYEPKUBATH; WCKAXaTh JIECTBUTEIbHOCTB;
IIPUBJIEYb MIPECCY HA CBOIO CTOPOHY; OCBEIICHUE B MPECCE; MUIIEBOEC
OTPABJICHUE; KJIUEHTHI, BHICTYNaTh OT MMEHHM KOMIIAHWU, BOIPOCHI,
NOJHUMAEMbIE  KYpPHAJIIUCTaMH;  OOBIYHBIM  37paBblii  CMBICI;
oOpamaTbCs ¢ KEM-JI. Kak ¢ Bparom.

2. Translate the following word-combinations into Russian.
Use them in sentences of your own:

credible information
to obtain
updated

to withhold
flow of
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3. Translate the following sentences into Russian:

1. The report confirms that be withheld important evidence.
2. To say I was surprised would be an understatement.

3. Eventually, the sky cleared up and we went to the beach.
4. The accident report found both drivers at fault.

5. We are not at liberty to discuss it.

4. Match the words which are close in their meaning:

evidence conceal
eventually honest
accessible proof
obscure after all
atraight forward available

5. Match the words having the opposite meaning:

favorable fraudulent
obscure insignificant
honest doubtful
considerable expose

sure derogatory

6. Complete the following sentences (common sense; goodwill;
promptly; tenets; coverage; to designate):

1. It is a good idea one central spokesperson.
2. Return calls as as possible.

3. These guidelines reflect plain :
4. Jack In The Box violated the of crisis communication.
5. The company would have won more public

and favorable press

7. Insert prepositions (to; for; on; at):

to demonstrate commitment smth.
to get the press one’s side

to be fault

to show concern smb.

the key smth.

to speak the company

to be liberty to do smth.
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8. Explain the grammatical structure of the following sentence:

The company would have won more public goodwill
and favorable press coverage.
Make up your own sentences with the same structure.

Text discussion
9. Answer the following questions:

1. What is the key to successful dealings with the media during
a crisis?
2. What authority should an appointed spokesperson have?
. Why should a central media information center be set up?
. Why should a constant flow of information be provided?
. How can you be accessible at (in) afterhours time?
. What sort of log must be kept?
. Do organizations always follow these guidelines?
. What happened during Dow Corning’s crisis?
.How did Jack-In-The-Box violate the rules of crisis
communication?
10. In what way must an organization communicate to all
appropriate audiences during a crisis?

O 0 1 ON L KW

10. Can you explain the following:

1. When a crisis hits, it is surprising how many organizations go
into a defensive mode and try to stonewall the media.
2. When information is withheld, the cover-up becomes the story.

11. Sum up the main idea of the text. Write down
only one sentence.
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UNIT 6

MEETING THE PRESS
Text A

1. Before reading the text answer the following questions:

1. Why are press interviews, news conferences etc., so important
to public relations people?

2. Why may company executives sometimes view direct one
to one contact with the media as a nightmare?

3. What is the key to a successful interview?

4. Who can initiate a press interview?

5. What questions should be asked before a reporter interviews you?

6. What can be achieved by doing this kind of questioning?

7. What are dangers of a telephone interview?

8. What should reporters be provided: with in advance
or at the time of the interview?

2. Read the text and find the answers to the questions
from ex. 1. Write them down.

Press interviews, news conferences, media tours, and other kinds
of gatherings provide excellent opportunities to communicate your
message to a variety of audiences. They are more personal than just
sending written materials and allow reporters to get direct answers
from news sources.

Company executives prone to stage fright may view direct one to
one contact with the media as a nightmare. They fear that they will say
something. stupid, be misquoted, or be “ambushed” by an aggressive
reporter who will slant the interview to imply that the organization is
guilty of some wrongdoing.

Nevertheless, media interviews help the organization accomplish
the objectives of increasing visibility, consumer awareness, and sales
of services or products. The key is preparation.

Individual Interviews

Most press interviews are set up in advance. They can be initiated
by you as the public relations representative, or they can be requested
by a reporter who is looking for credible experts to fill out a story.
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If a reporter calls requesting an interview, you should interview
the reporter before the reporter interviews you. Some common
questions are “What’s the nature of your story?”, “Why did you call
me?”, “What are you looking for from me?”

By doing this kind of questioning, you can decide if you
are qualified to answer the questions or whether someone else
in the organization would be a better source. You may also decide
that the context of the story is not appropriate for your organization
and decline to be interviewed. For example, the reporter may ask
you to comment on some topic that has nothing to do with your
organization.

One danger 1n a telephone interview is that you’re caught off guard
and don’t have time to formulate your thoughts. But before you know it,
you and the reporter are chatting away like old friends about a number of
topics. This is fine, but do remember that name and a quote will
probably appear in the article or as a sound bite on a newscast. It may be
accurate, or it may be completely out of context.

A better approach for a major interview, whether initiated by you
or by the reporter, is to schedule it in advance. If you know
the purpose of the story, this will help you prepare yourself or other
spokespersons for the session.

There are some tips:

1. Define your key points. Know the three most important points
you want to get across to the interviewer.

2. Anticipate difficult questions. Make a list of questions that
might be asked — and be prepared for them.

3. Rehearse. It 1s normal to feel uncomfortable when you’re
in the “hot seat” when reporters start questioning you. Practice
making your key points and answering difficult questions. If you’re
preparing an executive for the interview, you role — play
as the reporter.

4. Follow up. After the interview, provide any material promised
to the reporter. Respect a reporter’s deadlines. Getting back
to a reporter in several days often isn’t good enough.

Another common suggestion is to provide reporters with
company background materials in advance or at the time
of the interview. This will help them get facts and names correct.
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Body language is also important: be confident and relaxed, always
look a reporter in the eye and never look away, keep your hands
open, smile, and lean forward when you’re talking.

Vocabulary

ambush — 3aMaHUTh B JIOBYIIIKY

accomplish the objective — noctuusb 1ienu

in advance — 3apaHee

anticipate — 0XUJaTh, MPEIABUIECTD

appropriate — MOAXOIAITUIN

be in the hot seat (col.) — ObITh Kak Ha UTOJKAX

body language — s13bIK J)KeCTOB

catch smb. off guard — 3acTUrHYTh KOT0-JI. BpacIuiox

chat away — Oonrtath

consumer awareness — MOTPEOUTEIbCKast OCBEIOMJICHHOCTD

decline — oTBeprHyTh, OTKa3aThCS

follow up — noBectu 10 KOHIIA

get across to smb. — JOHECTH 40 KOTr'o-JI.

imply — HameKkaTh, IpeanosaraTh

newscast — mocieaHue n3BecTus (1o pajaro Ui TEJICBUICHUIO)

nightmare — kommap

prone to smth. — CKJIOHHBIH K yeMy-JI.

rehearse — perneTupoBathb

slant — mnepenepruBath (akThl; HEOOBEKTHUBHO MPEACTABIATH
uH(popmMaIuo

stage fright — cTpax nepea myOaukoi

View — paccMaTpuBaTh

visibility — 0030p, BUIUMOCTH

Exercises

1. Find the English equivalents in the text. Use them
in sentences of your own:

OBITb KOMIIETEHTHBIM; C(POPMYITUPOBATH MBICIb; 1I€J1b Y.-JI.; 3HAIOIIUE
CHEHMAIUCTBI; OOBIYHBIE BOMPOCHI, MPEIOCTABUTH MPEKPACHbBIC
BO3MOKHOCTH; CJIYy’Kalllue KOMITAHWHM; WMCTOYHUK (MHPOpMAIINN);
MPOKOMMEHTUPOBATH Y.-JI.; HE UMETh HUYETO OOIIEro C 4.-J1.
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2. Match the words. Use the expressions in sentences of your own:

body conference
sound language
background points
news bite

key materials

3. Translate the following sentences into Russian:

1. She 1s prone to say exactly what she thinks.

2. It was a nightmare driving home in the snow.

3. The report was heavily slanted toward the city council’s
version of events.

4. The sudden snowstorm caught weather forecasters off guard.

5. The movie is appropriate for children over 12.

6. Sales are better than anticipated.

7. It was difficult to get his idea across to the committee.

8. The salesmen implied that the cars were safe.

9. He declined their invitation to take part in the conference.

10. If it 1s viewed from an environmental perspective,
the factory’s closing is a good thing.

4. Match the words which are close in their meaning:

aggressive competent
personal ordinary
common individual
qualified explicate
comment hostile

5. Match the words having the opposite meaning:

personal oral
qualified friendly
major unskilled
aggressive insignificant
written public

6. Complete the following sentence (prone; appropriate; major;
schedule; decline; initiated; view; nightmare):
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1. A better approach for a interview, whether

by you or by the reporter, is to it in advance.
2. You may also decide that the context of the story is not
for your organization and to be interviewed.
3. Company executives to stage fright may

direct one to one contact with the media as a

7. Insert the prepositions (for; on; with; in; forward; up; away;
by; out). Translate the sentences into Russian:

1. Most press interviews are set advance.
2. They can be requested a reporter who is looking
credible experts to fill a story.
3. The reporter may ask you to comment some topic
that has nothing to do your organization.
4. Be confident and relaxed, always look a reporter
the eye and never look , and lean when

you’re talking.

8. Write these words with correct negative prefixes (un, in, im).
Translate the pairs of adjectives into Russian:

qualified; personal; written; direct; appropriate; credible; common;
accurate; important; confident.

9. Translate in writing four paragraphs describing the tips
which would help you prepare for an interview.

10. Can you explain the following:

Respect a reporter’s deadlines.
The key is preparation.

11. Agree or disagree:

1. Body language is also important.
2. If a reporter calls requesting an interview, you should interview
the reporter before the reporter interviews you.

12. Write down the main stages of the preparation
for an individual interview.
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Text B
Read and translate the text using the vocabulary .
News Conferences

A news conference is a setting where many reporters ask
questions. It 1s called by an organization when there is important and
significant news to announce, news that would attract major media
and public interest.

Here i1s a list of instance that are appropriate for news
conferences:

* An announcement of considerable importance to a large number
of people in the community is to be made.

» A matter of public concern needs to be explained.

* Reporters have requested access to a key individual, and it
is important to give all media equal access to the person.

* A new product or an invention of the public interest is to be
unveiled, demonstrated, and explained to the media.

* A person of importance is coming to town, and there are many
media requests for interviews.

* A complex issue or situation is to be announced, and the media
need access to someone who can answer their questions.

The two major reasons for having a news conference are to give all
media an opportunity to hear the announcement at the same time and
to provide a setting where reporters can ask follow up questions. Many
announcements, particularly ones involving research breakthroughs,
major corporate decisions, and crises, raise numerous questions
as reporters seek information on all aspects of all issue or event.

Your role as a public relations professional is to determine when
and if a news conference is needed. All too often, executives in an
organization want to call a news conference just to stir up publicity
and make routine announce ments that can just as easily be handled
with a news release. Not only is this an expensive proposition, but it
also alienates the media, who have better things to do than attend
news conferences where there is no news.

Vocabulary

access — JOCTYT
alienate — oTHaIATh, OTUYXAATh
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announce news — co00IIaTh HOBYIO HH(POPMAIIUIO
attract interest — npuBieYs, BHUMAHHE

breakthrough — ycnex, noctuxenue

call a news conference — co3Bath pecc KOH(EPEHITUIO
follow up (adj.) — momoaIHUTENBHBIN, TOCIETYOITUN
instance — ciy4aii

raise a question — MOJHATH BOMPOC

setting — oOcTaHOBKa

stir up — OpoOyAUTH, BHI3BATH

Exercises
1. Find the English equivalents in the text:

MOJIYUYUTb JOCTYII; 3HAYUTCIAbHAA JIMYHOCTBL, CJIOKHAA HpO6H€Ma;
npeaoCcraBuTb BO3MOKHOCTb, OJHOBPCMCHHO, TIJIaBHAA IIPpHUYHHA,
KOJUICKTUBHBIC  PCIICHUS, OIIPCACIINTD q.-J1.; O6HapOI[OBaTB;
CJIMIIKOM 4acCToO.

2. Match the words. Use them in sentences of your own:

corporate breakthrough
research interest

news questions
public release
follow-up decisions

3. Translate the following sentences into Russian:

1. Walkways allow easy access to the beach.

2. Scientists have made an important  breakthrough
in the treatment of heart disease.

3. His speech really stirred up the crowd.

4. In this instance, I have decided there is not enough evidence
to bring the case to court.

5. He is doing a follow up study to his research on children raised
in single parent families.

4. Match the words which are close in their meaning:

provide multitudinous
equal specifically
numerous main
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key supply
particularly fair

5. Match the words having the opposite meaning:

expensive insignificant
equal endear

key biased
alienate deprive
provide low-priced

6. Write down 6 questions to the text beginning with:
who; what; how; when; where; why.

7. Write down one sentence summarizing the text.

Text C
Read the text and write down the main ideas in English.
Scheduling a News Conference

The conference should be scheduled at a time that is convenient
for the reporters — that is, with an eye on the deadlines of the media
represented. In general, mornings or early afternoons are best for both
print and broadcast media. This allows sufficient time for reporters
to get stories in the next morning’s daily or on the 6 p. m. news.
If the primary audience is the trade press — reporters representing
publications in a particular industry — late afternoon news
conferences may be more convenient.

You should avoid Saturdays and Sundays, as well as major
holidays. Most media operate with skeleton staffs on these days and
hence don’t have the personnel to cover news conferences.

Another consideration which often can’t be planned for, is to
schedule the news conference on a day when there aren’t a lot of
conflicting news events. It’s always wise to avoid election days, for
example.

Selecting a Location

A location for a news conference must meet several criteria. First,
it must be convenient for the media invited and relatively close to their
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places of work. Second, the room selected must have the necessary
facilities to accommodate both print and broadcast media.

Organizations often use hotels and conference centers for news
confe rences, as well as the corporate headquarters. It is important
for the room to have plenty of electrical outlets, particularly for radio
and television news. Television people may prefer a room on a ground
floor near an entrance so that they can park a mobile communications
center outside the room. In some cases, they will want to run cables
from the truck to the room for live broadcast.

You should make the room available one or two hours in advance
so that radio and television crews can set up. Have a general seating
plan to make sure that the equipment doesn’t obstruct the view
or hinder the work of the print reporters. An elevated platform for TV
cameras in the back of the room is helpful.

Another consideration is to have several smaller rooms reserved
nearby for print and broadcast reporters to conduct an exclusive
interview with a company representative after the general news
conference.

Vocabulary

accommodate — pa3MecTuThb

broadcast media — cpecTBa BemaTeabHON HHPOPMAITUH
conflicting — npoTuBoOpeyammii

electrical outlets — anmekTpuyeckue po3eTku

elevated — mpunogHATHINA

equipment — 000pyI0BaHUE

hinder — npensiTcTBOBaTH, MENIaTh

live broadcast — mpsimast mepeaya, «IpsMou 3Pup»
location — mecTo npoBeneHUs

meet criteria — oTBevYaTh TpeOOBaAHUIM

necessary facilities — HeoOXoauMBbIE YCIOBHUS

obstruct the view — 3aropaxuBatb 0030p

print media — cpeAcTBa NEPUOANYECKON MeHaTH

primary audience — nepBUYHas ayIUTOPUSI

schedule — Hameuats cpoku

set up — pa3MeraTbes

skeleton staff — MuHMMaNBHBIN HITAT

trade press — cnernuanu3upoBaHHas (oTpacieBasi) npecca
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Exercises

1. Find the English equivalents in the text. Use them
in sentences of your own:

CJI€OBATENbHO; JIEHh BBIOOPOB; CPaBHUTEILHO; IITAa0-KBAPTUPA;
B KOHIIE KOMHAThI; HEMOJANIEKY; MPEANOYUTATh; €KEIHEBHAS ra3era;
JIOCTATOYHO BPEMEHH; N30€raTh.

2. Find the words in the text which describe or mean
the following:

1) only enough workers or services to keep an operation
or organiza tion running —

2) to provide enough space for a particular number of people
or things —

3)to make it difficult for smb. to do smth. or for smth.
to develop —

4) to plan that smth. will happen at a particular time —

5) a concert, sport events etc. that is seen or heard on television
or radio at the same time as it is happening —

3. Translate the following word-combinations into Russian. Use
them in sentences of your own:

1) to meet criteria

to meet requirements
to meet interests

to meet wishes

to meet commitments
to meet a bill

to meet expenses

2) to set up

to set up a monument
to set up a committee
to set up a company
to set up a home

to set up a record

Find some more expressions in the dictionary.
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4. Match the words:

corporate platform
elevated outlets

print day
electrical headquarters
election media

5. Translate the following sentences into Russian:

1. We have a rehearsal scheduled for four o’clock.

2. The high cost of the vaccine has severely hindered its use.
3. The hotel can only accommodate 200 people.

4. On the weekend, we only have a skeleton crew.

5. The college has excellent research facilities.

6. Match the words which are close in their meaning:

exclusive accommodating
prefer unique

mobile indispensable
convenient movable
necessary fancy

7. Match the words having the opposite meaning:

helpful unsuited
elevated common
convenient messential
exclusive lowered
necessary worthless

8. Answer the following questions:

1. What is the best time for a news conference and why?

2. In which cases are late afternoons more convenient?

3. Why should Saturdays and Sundays be avoided?

4. What criteria should a location for a news conference meet?

5. What kind of room may television people prefer?

6. Why should the room be made available one or two hours
in advance?

7. For what purpose may some smaller rooms be reserved nearby?

8. Who can give an exclusive interview?
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9. Can you explain the following:

1. The conference should be scheduled at a time that is convenient
for the reporters — that is, with an eye on the deadlines of the media
represented.

2. It’s always wise to avoid election days.

3. Most media operate with skeleton staffs on these days
and hence don’t have the personnel to cover news conferences.

Text D
Invitations

The invitation list should include all reporters who might be
interested. It is better to invite too many than to omit some who may feel
slighted. Invitations, which may take the form of letter, should be mailed
or faxed seven to ten days in advance. The telephone can be used
if the conference is being scheduled on short notice. In any case,
the invitation should state the time and place, the subject to be discussed,
and the names of the principal spokespeople who will attend.

Invitations should be marked “RSVP” so that you can make
appropriate decisions regarding the size of the meeting room,
the number of press kits or other materials, and any special equipment
that will be needed. Reporters are notorious for not responding
to RSVPs, so it is usually necessary to phone them several days before
the event as a reminder and to get a tentative answer.

Handling the Conference

It is important that a news conference be well organized, short,
and punctual. It is not a symposium or a seminar. A news conference
should run no more than an hour, and the statements by spokespeople
should be relatively brief, allowing reporters time to ask questions.

You should brief your employers or clients on what they
are going to say, how they are going to say it, and what visual aids
will be used to illustrate the announcement. Reporters should receive
copies of the text for each speech and other key materials such
as slides, charts, and background materials. These are often given
to reporters in the form of a press kit. Short bios with the accurate
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names and titles of the participants can be added to the press Kkit,
as can general news releases.

Coffee, fruit juice, and rolls can be served prior to the opening
of a morning news conference. Avoid trying to serve a luncheon
or cocktails to reporters attending a news conference. They have
deadlines and other assignments, they don’t have time to socialize.

After the Conference

At the conclusion of the news conference the spokespeople
should remain in the room and be available for any reporters who need
one on one interviews. This can be done in a quiet corner or in a room
adjacent to the site.

As the public relations person, you should be readily accessible
during the remainder of the day in case reporters need more
information or think of other questions as they prepare their stories.
You should know where the spokespeople are during the day and how
they can be reached, just in case a reporter needs to check a quote
or get another.

Another duty is to contact reporters who expressed interest
but were ultimately unable to attend. You can offer to send them
the printed materials from the news conference and, if you have
recorded the news conference, offer excerpts of videotape or sound
bites. Another possibility is to arrange a one on one interview
with one of the spokespeople.

Vocabulary

bio — Ouorpadus

brief — uHCTpYKTUpPOBATH (V.)

chart — cxema, Tabnuia, uarpaMmma

notorious — MEYAJIbHO M3BECTHBIM, MOJB3YIOIIMICS ITypHO
CJIaBOU

omit — MpOIyCKaTh

one on one interview — JMYHOE UHTEPBBIO

prior to — nepe, npeaBapuTeIbHO

reminder — HallOMUHAHUE

RSVP (abbr. of “repondez, s’il vous plait”) — OynbTe 1100€3HBI
OTBETUTH

on short notice — ObICTpO, 0€3 IPEABAPUTEIIHHOTO YBEIOMIICHUS
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socialize — oOmIarbcs

tentative — npeBapuUTEIbHbBIN
ultimately — B KOHEYHOM cYETE, B UTOTE
visual aids — Bu3yanbHbIE CpeJICTBa

Exercises

1. Find the English equivalents in the text. Use them
in sentences of your own:

u30eraTh 4.-J1.; 3aJ]aHusl; BKIIOYATh B Ce0sl; CrelMaibHOE 000pY10Ba-
HUE; OTBEYaTh HA 4.-J1.; OBITh 3aMHTEPECOBAHHBIM; YYBCTBOBAThH CEOs
OOM)KEHHBIM; OTIPaBUTh MO TOYTE WIM (Pakcy; 3a0aroBpeMEHHO;
CPaBHHUTEILHO.

2. Match the words:

tentative release
press aids
news materials
visual kit
background answer

3. Find the words in the text which describe or mean
the following:

1) not to include smb. or smth., either deliberately or because you
forget to do it —

2) to offend smb. by treating them rudely or without respect —

3) to spend time with other people in a friendly way —

4) to give smb. all the information about a situation that they will

need —
5) known for smth. bad —

4. Match the words which are close in their meaning:

include indefinite
notorious mix
tentative infamous
slighted contain
socialize offended
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5. Match the words having the opposite meaning:

principal miss
notorious omit
attend certain
include renowned
tentative auxiliary

6. Complete the following sentences (brief; marked; invite; run;
omit; notorious; slighted):

1. It is better to too many than to some
who may feel :

2. A new conference should no more than an hour.

3. You should your employers or clients on what
they are going to say.

4. Reporters are for not responding to RSVP.

5. Invitations should be RSVP.

7. Insert prepositions if necessary (to; on; for):

prior smth.

to brief smb. smth.

short notice

to respond smth.

to include smth.

to be notorious smth.

8. Explain the grammatical structure of the sentence:

It is important that a news conference be well organized.

Write down two sentences of your own with the same structure.
9. Answer the following questions:

1. Who should the invitation list include?

. When should invitations be mailed or faxed?

. When can the telephone be used?

. What should the invitation state in any case?

. What are reporters notorious for?

. How long should a news conference run?

. In what form are key materials given to reporters?
. What can be added to the press kit?

0O 1 ON DN b~ W
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10. Say what new facts and ideas you have learned from the text
about news conference. You may start like this:

I didn’t know that...
I knew... in general but...
The text mentioned... which was new to me...

11. Develop the following statements:

1. It is not a symposium or a seminar.
2. They have deadlines and other assignments, they don’t have
time to socialize.

12. Write down one sentence summarizing the text.

13. Translate the following text in written form:

News Conference by Satellite

The news conference of the 1990°s is increasingly being done via
satellite.

Johnson & Johnson set the standard in 1982 by calling a 30 city
video news conference that attracted 500 journalists. The purpose was
to announce the return of Tylenol with new tamperproof packaging
after an unknown killer had put cyanide in eight of the old-style bottles.

In addition to statements from Johnson & Johnson’s president and
demonstrations of the new packaging, two way audio was set up so
that reporters in key cities could ask follow-up questions.

Sear used a satellite news conference to announce its plans
to discontinue its famous mail order catalog and to close 113 of its
stores. The news feed was used by 290 different stations.

Satellite news conferences are set up in much the same way that
video news releases are sent to stations via satellite. Essentially,
spokespeople give a news conference in a television studio,
and the picture is up linked to a satellite that distributes the signal
to dish antennae at newspapers and broadcast stations. Reporters can
speak to the spokespeople via telephone.
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Text E
Media Tours

An alternative to the news conference, which i1s held in one
location, is the media tour. This involves multiple sites and a number
of media outlets throughout the region or the nation. There are three
kinds of media tours, which range from interviews on talk shows
to visiting editors at their place of work.

Local Talk Shows and Newspapers. In many cases,
the spokesperson for an organization is on a media tour and is booked
on local shows in a number of cities, the publicist will try to book
local print media.

Business and Trade Press. The second kind of tour has a longer
range in terms of results. An organization’s officials make calls
on publications that reach important audiences that can invest
in the company or purchase the product or service. In this case,
the news conference comes to the publication.

It would be very difficult to get representatives from national
business and trade publications to visit the offices of a small company.
Yet by taking the president, the director of public relations, and
perhaps the chief financial officer to the publication, it 1s possible to
arrange for a one-on-one news conference with the publication’s
principal editors.

Regular background briefings of the business and trade press may
not result in immediate publicity, but they can build relationships
that will pay dividends in the future.

Satellite Media Tours. A media tour doesn’t have to involve
long plane trips, countless nights in hotel rooms, and rented cars
in unfamiliar cities, in fact, you needn’t leave home at all.

Satellite media tours are becoming increasingly commonplace.
Not only is a satellite media tour cost-effective, but one can set up
with a minimum of preparation time. When Hurricane Hugo hit
Jamaica in 1989, the nation’s tourism industry had the problem
of reassuring prospective vacationers that the island’s resort had
suffered only minor damage. Consequently, Jamaica minister
of tourism went in a satellite media tour to be interviewed by travel
editors and TV talk show hosts.
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Vocabulary

book smb. — aHraxxupoBarb KOro-i.
commonplace — 0OBIYHBIN, TPUBBIYHBIN
hit — nopa3uth

invest in smth. — WHBECTUPOBATH BO YTO-II.
media tour — npecc-Typ

purchase — coBepIIUTh TOKYIIKY

range — BapbUPOBATHCSA

reassure — yOeIUTh

resort — KypopT

result in smth. — npuBectu k yemy-I.
suffer damage — notepmnerts yiepo

talk show host — Beaymuii Te1€BU3MOHHOTO TOK-11I0Y
in terms of smth. — 4T0 Kacaercs yero-i.
vacationer — OTAbIXaIOIIUI

Exercises

1. Find the English equivalents in the text and use them
in sentences of your own:

B3sTasl HAPOKAT MaIlMHA; CO3JaTh B3aMMOOTHOIICHUS; SKOHOMHUY-
HBIN; HE3HAYMTEIBHBIA YIIEepO; CleAoBaTeNbHO, BKJIIOYATh B CeOs;
OpPraHU30BaTh JMYHOE HHTEPBBIO;, AJIbTEPHATHBA Y.-JI.; OTpacieBas
MpeCca; MHCTPYKTUBHOE COBEIIAHUE.

2. Find the words in the text which describe or mean the
following:

1) happening or existing in many places, and therefore not special
or unusual —

2) to include many different subjects, ideas —

3) a place where many people often go for vacation with hotels,
swimming pools etc. —

4) to make smb. feel calmer and less worried or frightened about
a problem or situation —

5) a television or radio show on which people talk about their
lives and are asked questions —
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3. Match the words. Use them in the sentences of your own:

talk media tourism industry shows
print  trade tour publications  media

4. Translate the following sentences into Russian:

1. They apologized and reassured us that the matter would be
dealt with immediately.

2. What alternatives are likely to reduce traffic?

3. Expensive foreign cars are commonplace in this Chicago suburb.

4. He invested $ 70,000 of his savings in a new store.

5. Many stores will let you make a purchase by telephone.

5. Find the Russian equivalents of the following expressions:

a spokespeople for an organization —
a publicist —

the director of public relations —

the chief financial officer —
principal editors —

travel editors —

Explain the meaning of these expressions in English.
6. Match the words which are close in their meaning:

multiple alternative countless  innumerable  option
invest involve comprise  diverse endow

7. Match the words having the opposite meaning:

commonplace  countless unfamiliar  known discourage
reassure minor numbered  significant exceptional

8. Insert prepositions where necessary (in; to; of; on; for):

to go a tour

an alternative smth.

to involve smth.

a spokesperson an organization
terms results

to make call smb.

to reach smb.

to invest smth.
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9. Explain the grammatical structure of the sentence:

It would be very difficult to get representatives from national
business and trade publications to visit the offices of a small company.

Write down two sentences of your own with the same structure.
10. Write down 6 questions covering the contents of the text.
11. Can you explain the following:

Regular background briefings of the business and trade press may
not result in immediate publicity but they can build relationships
that will pay dividends in the future.

12. Develop the following point:
Satellite media tours are efficient and save traveling time.

13. Sum up what the Unit says about:

Individual Interviews
News Conferences
Media Tours
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