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Задания по английскому языку для специальности «Связи с общественностью», 4 семестр.

1. Отработать чтение вслух нижеследующих текстов (1-4), перевести в печатном варианте. Для отработки правильного произношения и перевода можно использовать «озвучку» слов в электронном словаре, например: https://wooordhunt.ru/ 
2. Из этих текстов выписать слова (составить список слов и словосочетаний) по специальности с переводом, отработать произношение.
3. После текстов находятся лекции по специальности № 1-11 (текст в печатном варианте на фото). Задание по лекциям: прочитать, перевести письменно в тетрадь от руки. Уметь читать, правильно произносить слова, обсуждать содержание, отвечать на вопросы по содержанию лекций, уметь устно высказываться по обсуждаемым вопросам на основе представленной в лекции информации, то есть хорошо изучить содержание.
4. По каждой лекции уметь выделить главное и коротко представить информацию на слайдах презентации в виде текста, картинок, схем или таблиц (не более 3-5 слайдов по каждой лекции), то есть составить презентацию с указанием темы, основных вопросов, фактов и т.д.

Text 1
Public Relations Careers:
Options, Job Titles, and Descriptions

Public relations refers to the relationship between a company and the public. People working in public relations (PR) help a company project a positive image to the public in order to achieve its goals. If you are interested in a career in this field, read on for more information about PR job titles, descriptions, and career tips.
What Exactly Is PR?
Instead of paying for ads like advertising professionals, public relations pros try to draw media attention to their clients. 
Their goal is for journalists to decide that there is a story worth covering about a client in the journalists' paper, magazine, website, or TV/radio program.
PR professionals try to gain publicity for the clients of a PR firm, or for the corporate communications department with a particular organization. 
The idea behind public relations is that attention will lead people to purchase a client's product, promote a company or individual's idea, or to support the client's position. People in public relations also help to build and maintain a client's reputation with the public. 
What Public Relations Professional Do?
Public relations staffers get the job done by writing press releases, connecting key players at their client organization with the press for interviews, arranging press conferences and other events, composing web copy, and creating newsletters.
PR pros must have strong writing, verbal, and presentation skills; be well organized and detail oriented, and also be assertive and comfortable reaching out to others. Having a solid aptitude for marketing can also be very helpful.

Text 2
Public Relations Job Titles
You can travel a full career path in PR, so you will see titles for apprentice and entry-level employees as well as for frontline staff, supervisors, managers, and specialty areas.
Below is a list of some of the most common job titles from the public relations industry, organized by category.
General Job Titles. Who is who in PR.
Since public relations isn’t a licensed field, and draws professionals with many different backgrounds, there are job titles that you may not think of as relating strictly to PR. These can provide valuable experience as you pursue a successful PR career path, and will be attractive to hiring managers seeking public relations professionals. 
· Brand Ambassador
· Chapter Relations Administrator
· Content Manager
· Content Strategist
· Copy Writer
· Director of Public Affairs
· Director of Public Relations
· Editor
· Executive Assistant
· Event Coordinator
· Event Manager
· Lobbyist
· Manager
· Manager, Digital and Social Media
· Managing Editor
· Media Director
· New Media Coordinator
· Program Coordinator
· Public Affairs Manager
· Public Affairs Specialist
· Public Information Assistant
· Public Information Officer
· Public Information Specialist
· Public Relations Coordinator
· Public Relations Director
· Public Relations Manager
· Public Relations Specialist
· Publicist
· Relationship Manager
· Social Media Analyst
· Social Media Manager
· Social Media Specialist
· Technical Writer
Communications Job Titles
PR communications jobs involve developing and maintaining the public image of a client or company through appearances, press releases, and social media.
· Communications Coordinator
· Communications Director
· Communications Editor
· Communications Representative
· Communications Specialist
· Corporate Communications Specialist
· Director of Communications
· Director of Strategic Communication
· External Communications Manager
· Internal Communications Specialist
· Marketing Communications Director
· Marketing Communications Manager
· Media and Communications Manager
Development and Fundraising Job Titles
Public relations development focuses on designing and organizing events to raise money or awareness for an organization.
· Development Director
· Development Officer
· Director of Development
· Financial Public Relations Associate
· Fundraising Manager
· Major Gifts Officer
Marketing Job Titles
PR marketing involves maintaining a positive public image while developing promotions for products, and services for a company or organization.
· Marketing Associate
· Marketing Communications Director
· Marketing Communications Manager
· Marketing Coordinator
· Marketing Director
· Marketing Officer
· Social Media Marketing Coordinator
Media Job Titles
PR media specialists develop and maintain positive relationships with media outlets, write press releases, and plan and oversee press events.
· Manager, Digital and Social Media
· Media and Communications Manager
· Media Coordinator
· Media Director
· Media Relations Manager
· New Media Coordinator
· Social Media Specialist
Text 3
How to Use Public Relations Job Titles
When you’re searching for a job, knowing the common job titles used in the industry can help you to do a more effective online job search. If you are looking for a public relations job but you aren’t familiar with the job titles, you may end up with blank searches when there are jobs available.
For public relations, you may also use the terms marketing, communications, media relations, development, and fundraising when searching for jobs in the field. Note that the field of public relations does not have a strict hierarchy, as it is not licensed and regulated.
If you’re an employer who wishes to update your employee's job titles to keep up with changing titles in the field, use the following list for ideas. You can also use it to screen applicants and judge whether they have past public relations experience that may not be obvious at first glance. For example, job titles like “Account Manager” or “Gifts Operator” might not appear to be related to public relations at first, but they are.
If you’re the only public relations employee at your company, you may be an associate, specialist, coordinator, manager, director, and executive all rolled up into one. Use this list to consider whether or not you should ask your employer for a new job title that better reflects your responsibilities.
Even if public relations is just the part of your job, you may wish to ask for an appropriate title that you can list on your resume. You may be both an executive assistant and director of social media, for example.
Text 4
Tips for Starting a Career in Public Relations
Interested in a career in public relations? Public relations (PR) professionals try to gain publicity for their clients (if they work at a PR firm) or for their organization (if they work in a corporate communications department with a particular organization). 
What is it all about? 
Instead of paying for ads like advertising professionals, Public Relations pros try to draw media attention to their clients hoping that print, online and / or broadcast journalists will decide that there is a story worth covering through their paper, magazine, website or TV/radio program. 
Public relations staffers get the job done with tasks like writing press releases, connecting key players at their client organization to the press for interviews, arranging press conferences and other events, composing web copy and creating newsletters. 
PR pros must have strong writing, verbal and presentation skills; be well organized, detail oriented; be assertive and comfortable reaching out to others. Having a solid aptitude for marketing can also be very helpful. 
Tips for Starting a Career in Public Relations
College students can prepare for entry into the public relations field by doing some or all of the following: 
 Consider writing intensive majors such as English, Journalism, Communications or Marketing. 
 Develop and promote a blog on a topic of interest. 
 Develop and document your writing / communication credentials by working for university newspapers, magazines and TV stations. 
 Work as a public relations coordinator for different organizations. 
 Land a student job in offices where the university is promoted or events are organized like the university’s media relations / communications department, information office, admissions, events or alumni affairs offices. 
 Pursue positions with student clubs where you can organize concerts, speakers, fashion shows and other events. 
 Conduct informational interviews with PR professionals through alumni / family contacts and professionals in your home area. 
 Complete internships with PR firms, communication departments, media outlets and / or marketing firms. Contact small local firms through local chambers of commerce as well as targeting big name firms. 
 Build up your public relations skills.
 Consider starting your career with a paid post-graduate internship. 
By preparing in these ways you’ll distinguish yourself from the competition and lay the foundation for a rewarding career in public relations. 
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Part 1

Good morning everyone, and welcome to the
Public Relations Faculty. I'd like to begin this
morning’s lecture with a question. What is public
relations, or PR?

Right. Let’s start by looking at one of the earliest
definitions. In the early 20th century, Edward
Bernays defined public relations as ‘a management
function which tabulates public attitudes, defines
the policies and interest of an organization

followed by executing a program of action to earn
public understanding and acceptance’. Put simply,
for Bernays, PR is something which management
does. It's about recording the public’s attitude to

the key concerns for an organization, and then
doing things that will earn public acceptance of

the policies and interests of the organization. In

his book entitled Propaganda, published in 1928,
Bernays argued for the scientific manipulation of ‘
public opinion. He calls this scientific technique of
influencing opinions ‘the engineering of consent’; ‘
in other words, persuading people to agree with
you. Today, the term ‘propaganda’ generally refers
to biased information that is released, for ‘
example, under the conditions of biased |
censorship. Public relations practitioners argue that
propaganda uses unethical methods that generate
suspicion, whereas to be successful, PR must be
credible as well as ethical. ‘
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Too often, you hear disparaging terms used to
describe public relations. You'll have noticed, I'm
sure, negative words such as ‘hype’ and ‘spin’ that
imply that PR is about misleading the public. What
about the perception that PR agencies have the
best press contacts so as to get great editorials for
their clients? Without doubt, good PR agencies
build strong relationships with the press. But does
this mean that, in effect, PR is simply free
advertising? The answer is no — public relations is
about a lot more than that.
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Part 2

So what is PR about then? There are as many
definitions of PR as there are authors and
practitioners. However, a brief survey of definitions
from three well-known PR sources will take our
understanding forward.
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In 1978, the first World Assembly of National
Public Relations in Mexico City stated that ‘Public
relations practice is the art of social science in
analyzing trends, predicting their consequences,
counselling organizational leaders, and
implementing planned programmes of action
which will serve both the organization and public
interest’. Looking carefully at this definition, it
could be argued that the description ‘art of social
science’ is not specific enough.

But | believe asserting that PR is an art, in its
widest sense, is useful, since PR requires artistic
skills, along with language, writing and public
speaking. PR also uses the scientific instruments
and research methods of social science, including
monitoring, surveys and research, to understand
and predict human behaviour. This definition also
identifies four key elements of public relations,
namely, analyzing communication needs, advising
management, planning, and implementing
communication programmes.

The Institute of Public Relations in Britain describes
PR as: ... the deliberate, planned and sustained
effort to establish and maintain mutual
understanding between an organization and its
publics.’ Did you notice the plural there? The word
public is, of course, normally singular. But the use
of the plural tells us that organizations have more
than one public, or sector of the population, which
they have to convince. The emphasis in this
definition is on planning, although it also
identifies the aim of PR to create ‘mutual
understanding.’
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The Encyclopedia of Public Relations states that
‘For most of the 20th century, the idea of ‘public’
served as the central concept in public relations
theory and practice ...". Let's take the word
‘public’. We need to distinguish between ‘public’
as in the general public or all ordinary people, and
‘public’ as referring to a special or particular group
of people. PR then, involves two-way
communication between different parties, for
example an organization and either a particular
group or the community at large. It advises the
organization so that its policies are consistent with
the expectations of its publics. I'll come back to the
topic of publics in a later lecture, but for now, I'd
like to move on and talk about the importance of
PR and its relation to advertising and publicity.
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Part 3

So far, we've established that fundamentally, PR
aims to create understanding between different
parties. Today, modern mass media is everywhere.
Interest and pressure groups in politics and
business are all around us. This means that the
ability to influence public opinion and behaviour is
critical to the survival of organizations. This is
particularly true for organizations seeking public
attention, government support, funding, or
credibility in the community. Public relations plays
a key role in developing, understanding and
defining relationships between the different
parties. It narrows the gap between an
organization’s perception of itself and how others
perceive it.

Communication plays a vital role in PR. PR
practitioners use a variety of communication
techniques to communicate with their publics. One
of these is advertising, which is sometimes
confused with PR. With advertising, the sponsor
controls the words used, where and how often the
advertisement is placed and the cost. Advertising is
limited specifically to products and services and
brands, with the goal of generating sales. PR is
much broader than advertising.
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Of course, publicity is a central aspect of PR.
Publicity, in its broadest sense, refers to exposure
in any public media of individuals, organizations,
services or products. It can be positive or negative.
Publicity is often used in PR, but in a more limited
and defined sense. It refers to information
communicated in the media, as news or items of
public interest. In most cases these are not paid
for. Publicity, in a PR sense, is mainly about
independent editorial coverage. The recipient of
this publicity often has no, or very little, control
over the content and where or when it is received.
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Part4

In the final part of this lecture, we’ll be looking at
the communication techniques of marketing,
merchandizing, promotion and lobbying, and
where they fit in public relations.

PR may also be confused with marketing and sales
promotion. However, marketing and sales
promotions are concerned with product, price and
place, and are narrower in focus. In PR, marketing
is focused on creating a climate of acceptance for
launching promotional messages. In contrast,
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marketing, as part of production, includes all
aspects of production, promotion, and the
distribution or sales of goods and services.

Advertising is often a critical part of sales, as are
merchandizing and sales promotion.
Merchandizing refers to the creation of an
acceptable appearance for a product or person, so
as to win acceptance and patronage from the
public for a group, product, service, cause or idea.

Promotion involves mobilizing favourable opinion
for a product or a cause, often by offering the
consumer or public a benefit at no extra cost; for
example, offering a car as a lucky number prize for
people donating to a child cancer fund.

Lobbying is another concept related to PR. It often
has an undeserved negative connotation. Put
simply, lobbying can be described as a professional
attempt at building and maintaining relationships
with government or any authority. The purpose of
lobbying is to influence public legislation or policy
in favour of an organization, group, cause or
event. For example, a lobbyist may attempt to
persuade bureaucrats that a particular education
subsidy will be good for local constituents.

So in conclusion, marketing, merchandizing,
promotion and lobbying should be viewed not as
public relations in totality, but as important
elements of it. Public relations is more extensive
and comprehensive than these individual concepts.
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Introduction 1

Today, | want to discuss the ‘publics’ of public
relations. In the previous lectures, we looked at
some definitions of PR that suggested an
organization is dependent on its publics for its
success. This means that every public relations
effort needs to be aimed at a specific group of
people. We cannot discuss public relations without
an understanding of what constitutes a ‘public’.

Introduction 2

Today I'd like to follow on from last week'’s lecture
by looking in more detail at the categories of
‘publics’ in public relations. Guth and Marsh have
identified various types of publics. In this lecture,
I'll focus on some of the comparisons they make,
including internal and external publics, traditional
and non-traditional publics, primary and secondary
publics, and domestic and international publics. I'll
begin with internal and external publics.
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Introduction 3

Good morning, everyone. In today’s lecture, I'm
going to look briefly at the development of public
relations over the last few decades. Although some
historians and textbook authors trace the roots of
the profession back to ancient Rome, public
relations as a field can be traced back to the early
20" century in the United States, when the
development of the mass media changed the way
in which organizations communicated with groups.

Introduction 4

Good public relations needs good planning. A plan
helps the client identify their goals and objectives.
It also assists in identifying the means of achieving
these goals. Plans should be measurable and have
clear deadlines, while at the same time being
realistic. To achieve success, thorough planning is
necessary. So this morning, I'll be looking at the
different phases in implementing a PR programme.

Introduction 5

In this week’s lecture, I'm going to discuss some of
the functions performed by a public relations
practitioner. Public relations practitioners carry out
a variety of functions, the first of which is research.

PR practitioners carry out formal research. They
need to gather information from the public that
will keep them informed about changes in public
opinion, trends and emerging issues. They also
need to assess the political climate, environmental
concerns and the concerns of consumers. Detailed
research is vital in planning programmes that are
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responsive to publi’cs and ;;ri)ble-m situations.
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Lecture

As I've mentioned, the main focus of public
relations is influencing a specific public at a specific
time. I'd like to make a distinction between what
can be termed ‘the public at large’ or the
population as a whole, and segmented groups
within it. In contemporary public relations, these
segmented groups or ‘publics’ are the focus of
interest. They are audiences that are important to
the organization and that have, or may potentially
have, an impact on an organization. They include
customers, both current and potential; employees
and management; investors; media; government;
suppliers; and opinion-formers. Publics include
groups of people who share a common perception
of a situation or problem at a specific time, for
example men aged 30 to 40 years. They also
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include people who are connected by a common
interest, for example, the reading public.

But publics are not the only segmented group of
the population. A population also includes
markets, target groups and stakeholders. An
organization identifies a group of potential
buyers, or market, for a product or service they are
offering. For example, all coffee drinkers form a
market for coffee sellers. So how do a market and
a public differ? One important difference is that
markets are identified by the organization. Publics,
however, are characterized by a common interest
or shared concerns. Publics differ from one
organization to another, are inherently active and
may choose an organization, based on the way
that organization works. So just to go over that
again. Organizations choose markets, but publics
choose organizations.

A target group constitutes another segment of the
population as a whole. It is a very specific group of
people an organization is trying to reach with its
message. Also referred to as a target market, it is
defined by measurable characteristics or attributes.
For example, a particular socio-economic group.
Target groups are recipients of something and are
basically passive, as opposed to people who are
actively in the market for a product or service.

What about ‘stakeholders'? The term refers to
individuals or a group with an interest in an
organization. Stakeholders can be categorized as
those linked to an organization contractually or
financially, for example, employees, management,
investors, etc. Publics, on the other hand, are those
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existing outside the organization, with no direct
financial involvement.
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Lectureg

OK. Let’s start with internal and external publics.
Internal publics exist within an organization, while
external publics are those outside. Let me give you
a practical example. In an educational institution,
the internal publics would be non-academic staff,
academic staff and students. The external publics
could include the education department and other
relevant institutions, the community where the
institution is located, service providers and so on.

Next, traditional and non-traditional publics. The
term ‘traditional public’ refers to groups that an
organization has ongoing long-term relationships
with. Depending on the organization, they can
include, for example, employees, the new media,
governments, investors, customers and community
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groups. Traditional publics can have a positive or
negative relationship with an organization.

Non-traditional publics, on the other hand, are not
familiar to the organization, although they have
always been present in the public at large. They
often emerge due to changes in the organization,
society, or the publics themselves. It's worth noting
that non-traditional publics, after a period of
interaction with an organization, could become
traditional publics.

Publics can also be categorized as primary or
secondary publics, depending on the extent to
which they affect an organization’s goals. Publics
that have a significant influence on an
organization are primary publics. They may include
employees, the immediate community, the media,
the government and financial institutions.
Secondary publics, on the other hand, are
important to the organization but their effect on
the organization’s goals is minimal.

Finally, | want to look briefly at domestic publics,
those within your country, and international
publics, those outside your borders. International
public relations are about more than having a
relationship with a specific group in another
country. It also means having a broad knowledge
of that country, including everything from its
weather and public holidays to its culture, business
practices and ethics. Conversely, it is dangerous for
an organization to assume that it knows
everything about its domestic publics, just because
they are within its national borders.
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Lecture®

Key figures associated with the development of
public relations in America were Edward Bernays
and Ivy Lee. Some of their PR techniques are still
widely used today. With the opening of his
publicity office in New York City in 1904, Ivy Lee
established one of the first PR firms in the US. In
fact, Lee was the first PR professional to use a
news or press release for communication. Bernays
and Lee became members of the Committee on
Public Information, or the Creel Committee, which
organized publicity for the US during the First
World War. The Creel Committee was able to gain
support for the draft, a compulsory recruitment of
men for the army.

Slogans also played an important role in the
Second World War. Winston Churchill’s plea to
keep up the fighting until victory won the support
of British and Americans alike. During the Second
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World War, Britain’s Ministry of Information also
provided factual information to the public in order
to maintain morale.

The 1940s through to the 1960s saw growth in the
corporate sector of public relations. By the 1960s,
clients for public relations came from national, state
and local government, as well as industrial, labour,
professional and religious groups. By the 1990, as a
result of the newly created privatized companies,
public relations was a booming industry.

Unit 1, Lesson 4, Exercise D §4 1.9

Lecture“

Let’s begin by thinking about a PR programme to
develop an identity for an organization. How do
you go about planning that kind of activity? The
initial phase involves some research into the
background and activities of the organization,
identifying its goals, missions, aspirations, and
most importantly, the image it wants to project.
This first step, then, is focused on information
gathering and evaluation of the organization,
including an evaluation of the organization’s
current image. At this stage, it's also important to
define the target publics and identify the messages
and the media that will be used.

The second phase of any identity development
programme is to present the concepts and
programme to the client organization and
establish goals and objectives. It is critical to get
agreement on the goals of the programme and
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commitment to it. It’s also important to get
consensus on its overall direction before planning
goes ahead. Once the programme is approved,
planning in detail can start.

The third phase involves working with the chief
executive of the organization and specifying the
exact use of the visual items, developing a
strategy, and producing measurable goals and
objectives, then finally implementing the
programme. Following the implementation of the
programme, there should be an evaluation to
examine the degree to which the objectives were
met. The evaluation should include assessing the
extent to which the messages were successful. For
example, how successful were they in reaching the
organization’s publics? The budget should also be
evaluated to see whether it was used effectively,
and whether it was sufficient.
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The second function performed by a public
relations practitioner is media relations. In fact,
this is one of the key functions of the role. The
mass media, both print and electronic, are the
channels through which public relations
practitioners communicate with the public. This
function may also involve responding to media
requests for information.

My third point is strategic planning. For the PR
practitioner, essentially this means collaborating
with management or clients in identifying needs
and objectives, and in the planning of
organizational missions, policies and goals.

The fourth point is management. Public relations is
a distinct management function which helps an
organization and its publics maintain mutual lines
of communication. PR practitioners manage
people, budgets, events and businesses. They also
advise organizations on matters that affect their
relationships with their various publics.

Another important function is writing and editing.
The public relations practitioner needs to be skilled
at writing in different formats for different
purposes, from business writing to copywriting to
writing for websites. Business writing uses a formal
style and traditional language. Copywriting, on the
other hand, is more informal and more like spoken
language. Website writing again needs a different
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style, with bullet points, short uncomplicated
sentences and manageable chunks of text. Editing
can mean anything from checking the writing style
and grammar, to writing headlines and captions,
checking facts for accuracy and marking copy with
instructions for layout.

The sixth function is speaking. In representing
organizations, PR practitioners often carry out
speaking assignments of different kinds and for
different publics.

The final function is coaching. This involves
working with executives and top management of
organizations on public speaking and press
interview techniques. It may also involve assisting
with in-house staff development.




