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15. comprehensive | ucuepnsBaromuii | 46. to remain 0CTaBaThCs
16. constant TOCTOSIHHBIN 47. review 0030p
17. conscious OCO3HAHHBIH, 48. to serve CILY)KHUTb
CO3HATENIbHBII
18. consistent IIOCIIeIOBATENIbHBIN | 49, provision obecmeueHue,
CTOMKHI TOJ0XKEHHUE,
TIOCTaHOBJICHHE
19. to contribute to | BHOCUTE BKIIaJ B 50. to recruit Habuparts,
HAHAMATb
20. cost-effective peHTa0eNbHbIH 51. to shape ¢$hopmupoBaTth
21. deceive 00MaHBIBaTh 52. routine OOBIYHBIH,
. = WHHBIN
22. deceptive 00MaHYMBBII pYyT
23. credibility JIOCTOBEPHOCTB, 53. stakeholders | 3amHTEepecoBaHHBIE
IIPaBAMBOCTh CTOPOHBI
24. to disseminate | pacIpocTpaHsITb 54. to TIOATBEPIUTH
substantiate AHHBIMH
25. gatekeeper penaxkTop A
26. inference BBIBO/] 55. to tailor npucnocabiuBarh
JIs1 OTIPEICIICHHON
27.fact sheet moxpbopka He ped
JTAHHBIX Tem
28. to foster BOCIHTHIBATb, 56. trust JI0BEpHE
o0y4aTh,
57. worth, CTOSIINI
CTUMYIIHPOBATh y m
29. friction TpeHue, 58. tailored coOOIICHHE,
pasHoriacue message paccuuTaHHOE Ha
30. to gain puodpeTars, OIIpEICTICHH YO
IIOJIy4aTh AyIUTOPHIO
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- Glad to meet you, Mr. Fischer.

Theme 1.
Revision. Introduction into professional English.

1. Read and translate. Put the phrases in a correct order to make up a dialogue.

So, you’re a newcomer from Russia. How long have you been in New York?
I’m pleased to meet you. My sister has often spoken about you.

Yes, I do. New York is a fascinating city.

Do you have a job?

I’'m happy to meet you.

I've been living here about ten months.

If you have a good professional background, sooner or later you’ll get a job in
your special field. Do you have a resume?

Do you like living here?

Yes, [ do. But it is a sad story. I'm an electronics engineer without American
experience. Now I'm a cab driver.

Yes, I do. I have it with me.

Could you show it to me?

I happened to work for the personnel department of a large company.

What'’s the reason for it?

Here it is.

That kind of resume won’t get you a high-level job.

You describe yourself as an electronics engineer. That’s not enough. But
what’s your objective? What kind of position do you want? What abilities
qualify you for a job as an electronics engineer? You should tell about your
strengths and experiences. Write another kind of resume and show it to me.
Thank you very much.

You are welcome. Call me as soon as your resume is ready.

2. Read, make up a summary, find English equivalents for Russian words and
expressions. Write down polite and less direct words and expressions.

At the office.
- I'd like you to meet Mr. Fischer, our - PaspemmTe mo3Hakomuts Bac ¢
Director General. MUCTEPOM dumepom, HAaIlIUM

T'CHCPAJIbHBIM JTUPEKTOPOM.

- Paxg mnosHakomuthcs ¢ Bamu, M-p
Ourep.

3. What is the most popular channel of recruiting to PR

sphere?

4. What did stimulate the development of PR as a

profession?
Who were the pioneers of PR?

5
6. Whatis a “two-way street” approach?

7. Why did Edward Bernays see PR as an “applied social

science”?

9. Vocabulary.

1. (to) demand TpeboBaHue; 31. insatiable HEYEeMHBIH
TpeOoBaTh

2. (to) lobby rpynna Jimi, 32. front page «TIepeIoBas»
"obOpabarsiBaromux"” CTpaHulla ra3eThbl

YJICHOB napnaMeHTa/

- Glad to meet you too. Have you ever
been to Warsaw before, Mr. Cartwright?

- No, it’s my first visit to Warsaw.

- What are your first impressions of
Warsaw?

- 51 Toxe. Bbl xorma-HuOyne ObIBaM B
Bapmase, m-p Kaptpaiit?
- Her, 3T0 moii nepBbIii BU3uT B Bapmiasy.

- Kakue Bamm nepble BHEYaTIeHUs OT
Bapasei?

KOHIpecca B o3y 33. to investigate | mccienosars
TOT'0 MJIX HHOTO
3aKOHOIIPOCKTA, 34. investigative HCCJIEIOBATENbCKUN
BO3JEHCTBOBATh HA
YJICHOB ITapJIaMeHTa
35.to make a clenaTth
judgment 3aKJIIOUCHHE
3. (to) rule MpaBUIIO; 36. media outlet mectHBie CMU,
YIPABJIATH «toukn» CMU
4. (to) spin BpallleHHE; 37. news release | HOBOCTHOE
KPYTUTb, BpaIaTh, coobmenue (st
pa3pabatsiBaTh TeyaTh)
5. (to) support TIOZIIEPKKA; 38. mutual B3aMMHBIN
MOAICPIKUBATD
6. to accomplish | gocTurate nenu 39. on behalf of OT UMEHHU
one’s goal
7. activity JIESITEIbHOCTD 40. practitioner npodeccroHal,
UCTIONHUTEIb
8. to appeal obpamarbes
9. to appreciate LIEHUTH 41. op-ed article | KonoHKka ynTaTENCH
10. attitude OTHOIIICHHE 42, press kit uHPOPMAIIMOHHAS
11. to be OBITH CO3aHHBIM monGopica s
. Ipecchl
designed for ULt
12. to believe BEPUTH 43. preference MPEANOYTEHUE
13. campaign KaMIIaHus 44. recruiting Habop, HaliM
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Engineering of Consent (1947). Bernays saw public relations as an "applied social
science" that uses insights from psychology, sociology, and other disciplines to
scientifically manage and manipulate the thinking and behavior of an irrational and
"herdlike" public. "The conscious and intelligent manipulation of the organized
habits and opinions of the masses is an important element in democratic society,"
he wrote in Propaganda. "Those who manipulate this unseen mechanism of society
constitute an invisible government which is the true ruling power of our country."

One of Bernays' early clients was the tobacco industry. In 1929, he
orchestrated a legendary publicity stunt aimed at persuading women to take up
cigarette smoking, an act that at the time was exclusively equated with men. It was
considered unfeminine and inappropriate for women to smoke; besides the
occasional prostitute, virtually no women participated in the act publicly. (Indeed,
in some countries this is very much still the case.)

Bernays initially consulted psychoanalyst A. A. Brill for advice, Brill told
him: "Some women regard cigarettes as symbols of freedom... Smoking is a
sublimation of oral eroticism; holding a cigarette in the mouth excites the oral zone.
It is perfectly normal for women to want to smoke cigarettes. Further the first
women who smoked probably had an excess of male components and adopted the
habit as a masculine act. But today the emancipation of women has suppressed
many feminine desires. More women now do the same work as men do....
Cigarettes, which are equated with men, become torches of freedom."

Upon hearing this analysis, Bernays dubbed his PR campaign the:
"Torches of Liberty Contingent".

It was in this spirit that Bernays arranged for New York City débutantes to
march in that year's Easter Day Parade, defiantly smoking cigarettes as a statement
of rebellion against the norms of a male-dominated society. Publicity photos of
these beautiful fashion models smoking "Torches of Liberty" were sent to various
media outlets and appeared worldwide. As a result, the taboo was dissolved and
many women were led to associate the act of smoking with female liberation. Some
women went so far as to demand membership in all-male smoking clubs, a highly
controversial act at the time.

For his work, Bernays was paid a tidy sum by George Washington Hill,
president of the American Tobacco Company.

In 1950 PRSA enacts the first "Professional Standards for the Practice of
Public Relations," a forerunner to the current Code of Ethics, last revised in 2000 to
include six core values and six code provisions. The six core values are "Advocacy,
Honesty, Expertise, Independence, Loyalty, and Fairness." The six code provisions
consulted with are "Free Flow of Information, Competition, Disclosure of
Information, Safeguarding Confidences, Conflicts of Interest, and Enhancing the
Profession."

1. What measure were taken by Duchess of Devonshire on
behalf of Charles James Fox?

2.  What was promoted in the US in the beginning of the era
of PR?
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- I like Warsaw, it’s a very beautiful city
and quite different from London.

- I hope you’ll enjoy your visit, Mr.
Cartwright

- Let me introduce my staff to you. This
is my secretary, Miss Chmielewska.

- Nice to meet you, Miss Chmielewska.

- I also want you to meet Andreas
Hoffmann, our Sales Manager. You've
already met Mr. Waida.

- What does Mr. Waida do?

- He is our Export-Import Manager...
Do take a seat. Would you like a cup of
coffee?

- Yes, thank you.

- By the way, Mr. Cartwright, what’s
your profession?

- I'm an engineer, but at Continental
Equipment I work as a Sales Manager.
Here’s my card.

- Let’'s get down to business, Mr.
Cartwright. We’re extending our
business and want to buy equipment for
producing some goods in Poland, rather
that importing them from western
companies as we do now. We know that
some companies, including yours,
produce the sort of equipment we need.
Your company provides advanced
technology and efficient service, which
small companies can’t provide. That’s
why we’re interested in your company.

- Yes, I see. You'll be pleased to hear
that the service life of our equipment has
been increased, and also prices have
been reduced

- BapmmaBa MHe mMOHpaBHIAach, OYCHB
KpacHBEIA TOPOX W COBCEM HE MOXOXK HE
JlonmoH.

- Hanetocs, Bam monpasutcst y Hac, M-p
Kaprpair.

- Pa3pemmte MHe npenctaBuTh Bam Moux
COTPYIHUKOB. JTO — MOW CEeKpeTaps,
MuCC XMEJICeBCKasL.

- [IpusiTHO O3HAaKOMHUTBCS ¢ Bamu, mucc
XMeJeBcKasl.

- Sl xouy Tarke MO3HAKOMUTH Bac ¢
AngpeacoM  XohpMaHHOM,  HAIIUM
MeHe/prepoM 110 cobiTy. C M-poM Baiinoit
Bbl y2xe 3HaKOMBIL.

- Yewm zarnmaetcst M-p Baiina?

- OH paboTaeT y Hac MEHEKEpPOM IO
JKCIOpTy U umiopty. Ilpucaxusaiitecs.
Yamieuky kode?

- Ia, crracu6o.

- Kcratn, m-p Kaprpaiit, xto Ber mo
npodeccuun?

- 1 mmxenep. Ho B kommanwm Continental
Equipment s paboraio MeHEHKEpOM IO
cObITy. BOT MOsI BU3MTHAsI KAPTOYKA.

- [aBaifte mepeiiieM K Jieny, M-p
Kaprpaiit. MbI pacumpsem cdepy Haruei
NESITEIBHOCTH M XOTUM  3aKyIHTh
obopysoBaHMe A HPOM3BOJNCTBA B
[Nosplre He-KOTOPBIX TOBApOB, KOTOPHIC
MBI ceifuac MMIOPTHPYEM W3 3alaJHbIX
cTpad. MBI 3HaeM, 4TO psii KOMIIAHHUH,
BKJIIOYas Barry, OPOW3BOIMT TOT THII
000py-/I0BaHMs, KOTOPBI HAM HYXEH.
Bamia kommaHus BHEAPSACT IEPEIOBBIC
TEXHOIOTHH u obecrie-unBaeT
apdeKTHBHYIO  CHCTEMy  CEpBHCHOM
MOJIEP)KKK,  9TO  HE  IMOJ  CHIIy
HEeOONBIIINM KOMITaHUSAM. BOT mouemy MbI
3aMHTEepecoBaIMCh Bameil koMnaHuen.

- Ma, s nonumaro. [ymaro, uro Bam
OpusATHO  OymeT  y3HaTh, 4YTO MBI
YBENMYMIA  CPOK  CIyxOBI  HaIlero
000pyIOBaHHUS U, KPOME TOTO, CHU3WIIH
LCHBL



- Would you mind speaking a bit slower,
Mr. Cartwright? 'm not very good at
English.

- Sure. I said we had increased the useful
life of our equipment.

- It’s very interesting, but first I would
like to know if it’s possible to adapt your
equipment to our needs.

- To answer your question, Mr. Fischer, I
have to visit your factory and study your
requirements.

- I'll show you our factory tomorrow.
- What time?

- Let me see. I have an appointment with
my lawyer at 9 a.m. How about 10?

- That’s fine.

- At the moment we are looking for a
Commercial Director for this project so
in the future you’ll have to deal with
him. If we decide to buy your
equipment, he’ll visit tour company and
you’ll discuss the contract with him in
detail.

- He mormm ©Obl Bbl roBoputs uyTh
niomeieHHee, M-p Kaprpaitr? S He ouenn
XOPOILIO 3HAI0 AHTJIMIUCKUI SI3BIK.

- Koneuno. S roBopws, YTO MBI
YBEIMYMIM _ CPOK  CIyKOBI  HaIero
000pyIOBaHUSL.

- Oro oueHb wuHTepecHo. Ho mpexne
BCcero s OBl XOTEN 3HATh, MOXKHO JIH
ajlanTupoBath Bame o00opynoBaHHE K
HalIUM TpeOOBaHUSIM.

- JInst Toro, 4TOOBI OTBETUTh Ha Barir
Boripoc, M-p Dwumrep, S IOMKEH
ocMoTpeTh Barry (aOpuky W HM3yddTh
Bamm tpeboBanus.

— 51 mokaxxy Bawm Hairy aOpuky 3aBTpa.
- B xakoe Bpems?

- [aiite MHe mnomymarb. Y  MEHs
Ha3Ha4yeHa BCTpeYa C IOPUCTOM Ha 9

gacoB yrpa. JlaBaiite BcTpermMmcst B 10
9acoB.

.- Xopowio.

- Ceiluac MBI WIIEM dYelOBeKa Ha
JIOJDKHOCTh  KOMMEPUYECKOr0 JMPEeKTOopa
JTAHHOTO TIPOEKTa, TI03TOMY B OyIyIemMm
Br1 Oynete umets aeno ¢ uuM. Ecimu Mbl
npUMeM pelleHHe o 3akynke Barero
obopynoBanus, oH mpueneT kK Bam u B
moJpoOHO OOCYIUTE C HUM OCHOBHBIC
TIOJIOXKEHUST KOHTPAKTa

3. Grammar revision. Make up negative, interrogative and negative-interrogative

form of the following sentences.
Example: That’s good.
That isn’t good.
Is that good?
Isn’t that good?
1) That’s a good idea.
2) He could decide what to do.
3) It’s difficult to make a decision.
4) He was planning to go with her.
5) She’d like to go with you.

6) They were making an attempt to plan their future.
7) He spent a few days in the mountains.
8) She would consider going back east.

for using their inside understanding of news media to help clients receive favorable
media coverage.

In the United Kingdom Sir Basil Clarke (1879-12 Dec 1947) was an early
pioneer of public relations (PR).

Despite many journalists' discomfort with the field of public relations,
well-paid PR positions remain a popular choice for reporters and editors forced into
a career change by the instability and often fewer economic opportunities provided
by the print and electronic media industry.

Examples of prominent PR service companies staffed by former
journalists and television/radio producers include organizations like Medialink, DS
Simon Productions, West Glen Communications, and Mediahitman which produce
video and audio programming, including public service announcements, on behalf
of PR firms and PR departments in business, government and nonprofit enterprises.

The First World War also helped stimulate the development of public
relations as a profession. Many of the first PR professionals, including Ivy Lee,
Edward Bernays, John W. Hill, and Carl Byoir, got their start with the Committee
on Public Information (also known as the Creel Committee), which organized
publicity on behalf of U.S. objectives during World War 1. Some historians regard
Ivy Lee as the first real practitioner of public relations, but Edward Bernays is
generally regarded today as the profession's founder. In describing the origin of the
term Public Relations, Bernays commented, "When I came back to the United
States, I decided that if you could use propaganda for war, you could certainly use
it for peace. And propaganda got to be a bad word because of the Germans... using
it. So what I did was to try to find some other words, so we found the words
Council on Public Relations".

Ivy Lee, who has been credited with developing the modern news release
(also called a "press release"), espoused a philosophy consistent with what has
sometimes been called the "two-way street" approach to public relations, in which
PR consists of helping clients listen as well as communicate messages to their
publics. In the words of the Public Relations Society of America (PRSA), "Public
relations helps an organization and its publics adapt mutually to each other." In
practice, however, Lee often engaged in one-way propagandizing on behalf of
clients despised by the public, including Standard Oil founder John D. Rockefeller.
Shortly before his death, the US Congress had been investigating his work on
behalf of the controversial Nazi German company IG Farben.

In the 1890s when gender role reversals could be caricaturized, the idea of
an aggressive woman who also smoked was considered laughable. In 1929, Edward
Bernays proved otherwise when he convinced women to smoke in public during an
Easter parade in Manhattan as a show of defiance against male domination. The
demonstrators were not aware that a tobacco company was behind the publicity
stunt.

Bernays was the profession's first theorist. A nephew of Sigmund Freud,
Bernays drew many of his ideas from Freud's theories about the irrational,
unconscious motives that shape human behaviour. Bernays authored several books,
including Crystallizing Public Opinion (1923), Propaganda (1928), and The
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18. If I had lost that much money, they would have fired me.

6. Grammar revision. Complete each sentence using a passive construction.

a) 'I'm glad that horrible man ............ (catch - Present Perfect Simple).
'Yes, I'm sure he .......... to prison.' (send- Future)

b) 'When I saw himhe .......... by the police.'(question - Past Continuous)
Tthink he .......... a very long sentence.' (give— should)

c¢) 'The postman told me he .......... by a dog." (bite- Past Perfect Simple)

.......... to hospital?' (take (he) - Past Simple)
d) T hear that a lot of Irish jokes .......... in tonight's show." (included- Present
Perfect Simple)

'Oh no! I hate it when insulting jokes .......... about other nationalities." (fell-
Present Simple)

7. Grammar revision. Put the verbs in the correct form of the passive.

The date of Buddha's birth (now, think) ..... to be 563 BC.

I'm sure if you left a note, you (not, disturb)...... .

So far this year thousands of pounds (raise).... . for famine relief.

I doubt if your President (elect)..... for another term of office. He's too old.
I feel sorry for you. Nobody likes (give)..... the sack.

R.K. Narayan's third novel (first, publish)..... in 1945.

When I got home, I found my car (steal)..... .

Do you remember I called to see you once while your office (repaint)..... .

PN B L=

8. Read, analyze, write down key stages, names and events of PR

development. Answer the questions after the text.

History of public relations.

Evidence of the practices used in modern day public relations are scattered
through history. One notable practitioner was Georgiana Cavendish, Duchess of
Devonshire whose efforts on behalf of Charles James Fox in the 18th century
included press relations, lobbying and, with her friends, celebrity campaigning
(Forman, 2001).

A number of American precursors to public relations are found in
publicists who specialized in promoting circuses, theatrical performances, and
other public spectacles. In the United States, where public relations has its origins,
many early PR practices were developed in support of the expansive power of the
railroads. In fact, many scholars believe that the first appearance of the term
"public relations" appeared in the 1897 Year Book of Railway Literature.

Later, PR practitioners were—and are still often—recruited from the ranks
of journalism. Some reporters, concerned with ethics, criticize former colleagues
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9) He will establish a new enterprise.
10) There’s a chance he’ll go.

4. Grammar revision. Ask questions about Ed and Liz.
Examples: (Ed and Liz/ be / married?) Are Ed and Liz married? ‘Yes, they are.’
(They / have / any children?) Have they got any children? ‘Yes, three.’

1) (where/Edand Liz live?)...................... ‘In Nottingham.’
2) (how long/they/be/married?)...................... ’15 years.’
3) (they/goout very often?).................. "No, not very often.’
4) (what/Ed do for living?)................... "He’s a policeman.’
5) (he/enjoy his job?)........c.coiiiiiiiinn.. "Yes, very much.’
6) (he/arrest anyone yesterday?)..............ocviiiiniiin "No.’
7) (they/have/acar?).......cccooeviiiiiiiiiiiiiiiiiiiinninn "Yes.’
8) (when/they/buyit?)........cocooiiiiiiiiiiinin. ’A year ago.’
9) (how much /it CoSt?)........ccvviiniiiiiiiiiniiieannn.. ’£3,000.
10) (they/ go/ on holiday next summer?)..................... Yes.’
11) (where/they/ g0?).....cccooviiiiiiiiiiiiiiie "To Scotland.’

5. Grammar revision. Put a question tag on the end of each sentence.
Examples: Tom won’t be late, will he 7 They were very angry, weren’t they ?

1) Ann’son holiday, ............... ? 7) Let’s have dinner,............ ?
2) You weren’t listening,.......... ? 8) I'mtoofat,................... ?
3) Sue doesn’t like onions, ........ ? 9) You wouldn’t tell anyone,...?
4) Jack’s applied for the job, ...... ? 10) Listen, «....coovevvveineneinnn. ?
5) Youcantype, ...........ocuennn ? 11)Don’tdropit, ....covuvuenenee ?
6) There are a lot of people here,..? 12)He’d never seen you before,.?

6. Grammar revision. Make up negative and interrogative sentences of all types.

1) Careless students never do their work well.

2) Whenever we go to that office they welcome us very warmly.
3) We produce different products.

4) Your business proposal is very interesting.

5) Iam too busy to stay with you.

6) The manager calls to his partners every day.

7) They often discuss their business matters with clients.

8) The company sells its goods all over the world.

7. Make up a dialogue using the words of this lesson. The dialogue should contain
at least 2 negative and 2 interrogative sentences.



8. Read and translate the text. Make up a summary. Make up 7 questions to the
text. Answer the questions after the text.

Communication.

What is communication? The dictionary defines it: “‘giving or exchanging information
or news by speaking or writing”.

In today’s world, long-distance communication is easy. We can call people on the
telephone, send them telegrams, or write them letters. We receive news and information
on radio or television every day. Our modern inventions allow us to communicate with
people in every part of our planet.

In early times, how did people communicate over long distances? How did they tell
other people about a storm that was coming or an enemy who was planning to attack?

At first, people probably used their feet. When the people of one village wanted to
send a message to someone who was far away, they gave the news to a runner. This
messenger ran to the nearest village and gave the message to another runner. Then the
second runner took it to a third runner, and so on.

This was a very slow method of communication, and the messages didn’t always
reach its destination. The messengers had to run through forests and fields, cross rivers,
and climb mountains. Sometimes they met with animals and never arrived at the next
village. And the messages frequently became mixed up because each person who
relayed the information changed it a little.

People used other methods of communication, too. Cyrus the Great, who founded the
Persian Empire, built a series of towers. A man with a very strong voice stood on each
tower. When the king wanted to send a message, he gave it to the man on the first
tower, who shouted it to the man on the second tower, who relayed it to the man on the
third tower. These messengers usually used megaphones, which made their voices
louder.

The use of fire and smoke was another primitive way of communication. People used
blankets or leafy branches to control the puffs of smoke that came from a fire. The
number and size of the puffs made a kind of code. This method wasn’t very efficient on
rainy days or at night, and little wind could mix up the message very badly.

A few old methods of communication are still in use today. One of these methods is
the use of drums. Some drums are made of hollow logs and animal skins. When the
drummer hits the drum, it makes a noise that sounds a little like human speech.
Drumbeats travel quickly, but they can travel only a little way.

In 1790, a man in France invented the semaphore, which was a tall pole with “arms”
at the top. Ropes moved the arms up and down to form letters of the alphabet.
Semaphore operators were able to relay messages very quickly. A kind of semaphore is
still in use on railroads.

Efficient long-distance communication had to wait for the discovery of electricity.
Questions:

1)  What is the definition of communication that gives the dictionary?

2) What are the means of modern long-distance communication?

3) What was the problem with using feet and runners to relay messages in early
times?

4) What method of communication did Cyrus the Great use?

6

KOT'0-TO/4ero-To; pekjiama; TpeOoBaTh.

b) bringing the best possible profits or advantages for the lowest possible costs;
important or interesting enough to be reported as news; a person at a publishing or
broadcasting institution who decides whether to use news supplied by outsiders,
typically public relations personnel sending material on behalf of their clients or
employers.

4. Render the following item in English.

OTHOLICHUS CO CpeJCTBAMH MacCOBOM MH(OPMAIMU WM MPECCOH, MoXKanyH,
SIBJISTIOTCS] CAMOW BayKHOH M IIEBHOM YacThIO CBsI3el ¢ 00IIeCTBEHHOCTHIO.

OTHOLIICHUSI CO CPEACTBaMH MaccoBOW WH(GOpPMAIMK, IO CYTH CBOEH,
MIPEACTABISIOT COOO0M JBYCTOPOHHHH Mporiecc. ITO — CBA3b MEX/y OpraHu3aiuei
U 1npeccod, pamuo u TeneBuneHueM. C OOHOM CTOPOHBI, OpraHU3ALUA
MpeAOCTaBIseT UHPOPMALUI0 M 1O MPOChOE CPEeICTB MaccoBOW HWH(opManuu
CO3aeT UM PEXUM OJIaroNpHsATCTBOBAHUS, C IPYrOH CTOPOHEI, CPEICTBA MacCOBOM
nHGOPMaIUy NPEANPUHUMAIOT [Iard A BBITyCKAa KOMMEHTapHeB M HOBOCTEH.
B3auMHoe noBepue M yBaK€HHE MEXIY OpraHu3alllel U CpelcTBaMH MacCOBOM
HH(POPMAIINH SIBISIOTCS HEOOXOIUMOH OCHOBOIA 11 XOPOIIUX OTHOIICHHH.

Jlaxke B BEK paano M TEIECBUACHHS OOLIECTBEHHOE MHEHHE BCE €IIle ITIaBHBIM
obpasom ¢dopMmupyeTcss TOX BO3IEHCTBHEM  TOro, YTO JIIOOM YHTAlOT B
HAIIMOHAIBHOW, MECTHOH W oTpacieBoi medatu. HeoOxomuMo yBaxaTh
HENPUKOCHOBEHHOCTh M TPAJULMOHHYIO CBOOOAY TIIpecchl, KOTopas B
3HAUUTEIBHON CTENEHU OMpEeNeNsieT € 3HAaYUMOCTh, OJHAKO BCE 3TO HE MEMIAeT
HCKaTh COTPYAHHYECTBA C IMPECCOM JUIS JaNbHEHIIEro pemeHns mpodieM cBs3eil ¢
00IIeCTBEHHOCTHIO.

5. Grammar revision. Turn into Passive voice.

A guide will show the visitors the new buildings.

Someone told him to make a report on ancient architecture.

I will tell you another story next time.

They invited the rest of us to go sightseeing.

My friend took me round the city yesterday.

Peter took care of his younger sister.

The professor told the listeners a wise story.

This PR agency can create any kind of advertisement.
Tomorrow our director general will make an appointment.
They established a new office in Moscow.

. We could not cancel the order because they had already sent it.
. The inflation influenced our business in the Middle East very badly.
They will make their advertisement soon.

. We are printing our catalogues by Friday this week.

. He has not fixed the date for the next appointment.

. We can pay in advance if you want.

. They had to discuss the contract before his departure.
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b) Find the words in the text which describe or mean the following:

1. firm belief, confidence —

2. regular and usual —

3. always wanting more of smth. —

4. people who have been chosen to speak officially for a group,
organization or government —

5. an occasion when a famous person is asked questions about their life,
experiences, or opinions for a newspaper, magazine, television programme etc. —
¢) 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”.

3. Read and translate. Prove that public relations depend on media.

Public relations dependence on the media.

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 governmental control. Reporters and editors make independent
judgments about what is newsworthy and what will be disseminated. They serve as
screens and filters of information, and even though not every one is happy with
what they decide, the fact remains that media gatekeepers are generally perceived
as more objective than public relations people who represent a particular client or
organization.

This is important to you because the media, by inference, serve as third-
party endorsers of your information. Media gatekeepers give your information
credibility and importance by deciding that it is newsworthy. The information is no
longer from your organization.

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

Find the English equivalents in the text. Use them in sentences of your own.
a) CremoBaTesbHO; IPENCTaBIATh KIMEHTa WM OPraHH3aIHIO; CIYKHTh 4eM-TO;
Leb Yero-To; JaTh BO3MOXKHOCTh, OOBEKTHBHBIN; BIMSHHE, HE3aBUCHMOCTH OT
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9. Discussion

5) Why wasn’t efficient the use of fire and smoke?
6) Is it true that drums as method of communication are still in use today?

7) How did the semaphore look like?

10. Vocabulary

“Advantages

and disadvantages

of modern means of
communication”. Defend a point of view that Internet / TV / radio / newspapers
is/are the best means of communication.

1. ability CIOCOOHOCTh 26. firm ¢dupma
2. to adapt aJIANTUPOBATh 27. to increase YBEJUYUTD
3. advanced nepeoBbIe 28. in detail B JIETAIISIX
technology TEXHOJIOIMHU 29. job pabota
4. advertise pexnamupoBats | 30. lawyer IOpUCT
5. advertising/ad | pexnama 31. let’s get JlaBaiTe nepengemMm
6. agreement COrJalIeHue down to K JIeiry
business

7. appointment Ha3HaYeHUe, 32. to mix (up) CMENINBATH,

BCTpeda TIepeIyTHIBATh
8. tomake an Ha3HAYUTh 33. position JIOJDKHOCTb
appointment (BcTpeuy) 34. product TIPOJLYKT
9. business JIETI0BOE 35. production IPOM3BOJCTBO
proposal TpeyIoKeHHe 36. to produce | MPOM3BOANTE
10. to buy MIOKYTIaTh 37. profession nipodeccust
11. commercial KOMMEPUECKHIA 38. professional | npodeccuoHaTbHbII
director JIUPEKTOP background OIIBIT
12. company KOMITaHUS 39. project MIPOEKT
13. contract JIOTOBOP 40.to relay a nepeaaTh CooOLeHue
14. to deal with UMETB JIENIO0 C message
15. to decide pemaTh 41. to provide obecnieunBaTh
16. to decrease YMEHBIIUTh 42. to reduce YMEHBIIUTh
17. to discuss o0CyXI1aTh 43. requirement | TpeboBaHue
18. efficient 3¢ PeKTHBHBII 44. resume, CV | pestome
19. enterprise MIPEINPUATIE 45.sales MEHeDKEp 10
20. equipment obopynoBaHue manager TpoJakam
21. experience OIIBIT 46. to sell NIpOJaBaTh
22. executive WUCTIONMHUTENBHBIN | 47. to solve a periats npodiemMy
director JTIUPEKTOP problem
23. to extend paciMpsTh 48. staff COTPYIHUKH
24. (to) 9KcHopT/uMnopTt, | 49. strength CUJIBHOE KaueCcTBO
export/import SKCIIOPTUPOBATH/

umnoptupoBats | 50.to take MIPUHKUMATH PEIICHNE
25. field cepa, obnacTh decision




Theme 2.
Company and organizational structure. Composing documents.

1. Read and retell the text. Discuss the advantages and disadvantages of each type
of culture. Define the prevalent type of culture in Russia.

Classification of Organization Cultures
(Adapted from Prof.C.Handy)

1. Power cultures

In these cultures self-reliant and highly competitive self-development provides
the basis of relations. A manager's success is related to their charisma and
influence, rather than to their knowledge and experience. The style of the chief
executive is the model for other managers. In organizations of this type managers
need to be tough-minded and aggressive.
2. Role Cultures

In these cultures a manager's role is completely related to their place within a
centralized system. Their success depends on how well they adhere to roles,
procedures, and precedents. Individualism and aggression are not valued in these
cultures. Employees in these organizations should not exceed the limits of their
roles.
3. Task Cultures

In organizations of this type they value everything that makes it possible 'to get
the work done'. The main concern in these organizations is with successful
completion of their projects. A manager's success is related to their knowledge and
experience required to achieve tasks, rather than to meet the requirements of their
role.
4. Individual Cultures

In organizations of this type freedom of expression is valued the most.
Effectiveness of any activity in these organizations is rated by how much the
activity satisfies the staff, rather than by how well it conforms to business plans.
Independence, creativity, and experiment are also valued in these organizations.

2. Read and translate the text. Define the structure of an ad agency, aims and
specific features of each department. Analyze the structure and aims of some
Russian ad agencies.

Types and structure of an advertising agency.

An advertising agency or ad agency is a service business dedicated to
creating, planning and handling advertising (and sometimes other forms of
promotion) for its clients. An ad agency is independent from the client and provides
an outside point of view to the effort of selling the client's products or services. An
agency can also handle overall marketing and branding strategies and sales
promotions for its clients.

Typical ad agency clients include businesses and corporations, non-profit

to encourage employees or members to participate.

There are opposing schools of thought as to how the specific mechanics of
a Meet and Greet operate. The Gardiner school of thought states that unless
specified as an informal event, all parties should arrive promptly at the time at
which the event is schedule to start. The Kolanowski school of thought, however,
states that parties may arrive at any time after the event begins, in order to provide
a more relaxed interaction environment.

2. Read and translate. Complete the tasks after the text.

Media dependence on Public Relations.

Public relations people work with media in many ways. This unit
discusses 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.

The unit begins with a review of how 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. A number of research studies have substantiated this, including the finding
that today’s reporters and editors spend most of their time processing information,
not gathering it.

1200 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 top 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”.

A New York public relations firm, Jericho Promotions, sent questionnaires
to 5,500 journalists worldwide and got 2,432 to respond. Of that number, 38
percent said they get at least half of their story ideas from public relations people.
The percentage was higher among editors of lifestyle, entertainment, and health
sections of newspapers but much lower among metropolitan reporters, who spent
most of their time covering “hard” news.

In other words, public relations materials save media outlets time, money,
and effort of gathering their own news.

a) Find English equivalents in the text. Use them in sentences of you own.

VcTounuky; ¢ Bameld CTOPOHBI; YMTATEIH, CIYIIATENN U 3PUTENH; IO
BCEMY MHpY; NepBas CTPaHHUIA ra3eTbl; MEPONPHITUS; U3 3TOrO KOJIUYECTBA; 11O
KpaiiHei Mepe; OCBeIaTh COOBITHS.
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a cure for a disease. The charity and the people with the disease are stakeholders,
but the audience is anyone who is likely to donate money.

Sometimes the interests of differing audiences and stakeholders common
to a PR effort necessitate the creation of several distinct but still complementary
messages. This is not always easy to do, and sometimes — especially in politics — a
spokesperson or client says something to one audience that angers another audience
or group of stakeholders.

Lobby groups are established to influence government policy, corporate
policy, or public opinion. These groups claim to represent a particular interest.
When a lobby group hides its true purpose and support base it is known as a front
group.

In public relations, spin is sometimes a pejorative term signifying a
heavily biased portrayal in one's own favour of an event or situation. While
traditional public relations may also rely on creative presentation of the facts,
"spin" often, though not always, implies disingenuous, deceptive and/or highly
manipulative tactics. Politicians are often accused of spin by commentators and
political opponents, when they produce a counter argument or position. In the
modern world, most PR practitioners are discouraged to use spin because it is
fundamentally counterproductive to the industry's ultimate goal of building
relationships with constituents.

The techniques of "spin" include selectively presenting facts and quotes
that support one's position (cherry picking), the so-called "non-denial denial,"
phrasing in a way that assumes unproven truths, euphemisms for drawing attention
away from items considered distasteful, and ambiguity in public statements.
Another spin technique involves careful choice of timing in the release of certain
news so it can take advantage of prominent events in the news. A famous reference
to this practice occurred when British Government press officer Jo Moore used the
phrase It's now a very good day to get out anything we want to bury, (widely
paraphrased or misquoted as "It's a good day to bury bad news"), in an email sent
on September 11, 2001. The furor caused when this email was reported in the press
eventually caused her to resign.

Skilled practitioners of spin are sometimes called "spin doctors", though
probably not to their faces unless it is said facetiously. It is the PR equivalent of
calling a writer a "hack". Perhaps the most well-known person in the UK often
described as a "spin doctor" is Alastair Campbell, who was involved with Tony
Blair's public relations between 1994 and 2003, and also played a controversial role
as press relations officer to the British and Irish Lions rugby union side during their
2005 tour of New Zealand.

State-run media in many countries also engage in spin by selectively
allowing news stories that are favorable to the government while censoring
anything that could be considered critical. They may also use propaganda to
indoctrinate or actively influence citizens' opinions.

Many businesses and organizations will use a Meet and Greet as a method
of introducing two or more parties to each other in a comfortable setting. These
will generally involve some sort of incentive, usually food catered from restaurants,
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organizations and government agencies. Agencies may be hired to produce single
ads or, more commonly, ongoing series of related ads, called an advertising
campaign.

Ad agencies come in all sizes and include everything from one or two-
person shops (which rely mostly on freelance talent to perform most functions),
small to medium sized agencies, large independents, and multi-national, multi-
agency conglomerates such as Omnicom Group, WPP Group, Publicis, Interpublic
Group of Companies and Havas.

Full-service, or Media-neutral advertising agencies produce work for
many types of media (creating integrated marketing communications, or through-
the-line (TTL) advertising). The "line", in this case, is the traditional marker
between media that pay a (traditionally 15%) commission to the agency (mainly
broadcast media) and the media that do not. Most Full-Service agencies work on a
combination of fee-based (to help offset the cost of non-commission production
and planning) and commission based (the traditional 15% for electronic)
compensation.

Interactive Agencies may differentiate themselves by offering a mix of
Web Design/Development, Search Engine Marketing, Internet
Advertising/Marketing, or E-Business/E-Commerce consulting. Interactive
agencies rose to prominence before the traditional advertising agencies fully
embraced the Internet. Offering a wide range of services, some of the interactive
agencies grew very rapidly, although some have downsized just as rapidly due to
changing market conditions. Today, the most successful interactive agencies are
defined as companies that provide specialized advertising and marketing services
for the digital space.

Not all advertising is created by agencies. Companies that create and plan
their own advertising are said to do their work in house.

The creative department - the people who create the actual ads - form the
core of an advertising agency. Modern advertising agencies usually form their
copywriters and art directors into creative teams. Creative teams may be permanent
partnerships or formed on a project-by-project basis. The art director and
copywriter report to a creative director, usually a creative employee with several
years of experience. Although copywriters have the word "write" in their job title,
and art directors have the word "art", one does not necessarily write the words and
the other draw the pictures; they both generate creative ideas to represent the
proposition (the advertisement or campaign's key message). Creative departments
frequently work with outside design or production studios to develop and
implement their ideas. Creative departments may employ production artists as
entry-level positions, as well as for operations and maintenance.

The other major department in ad agencies is account services or account
management. Account Services or account management is somewhat the sales arm
of the advertising agency. An account executive (one who works within the
account services department) meets with the client to determine sales goals and
creative strategy. They are then responsible for coordinating the creative, media,
and production staff behind the campaign. Throughout the creative process, they



keep in touch with the client to update them on the ad's progress and gain feedback.
Upon completion of the creative work, it is their job to ensure the ad's production
and placement.

The creative services department may not be so well known, but its
employees are the people who have contacts with the suppliers of various creative
media. For example, they will be able to advise upon and negotiate with printers if
an agency is producing flyers for a client. However, when dealing with the major
media (broadcast media, outdoor, and the press), this work is usually outsourced to
a media agency which can advise on media planning and is normally large enough
to negotiate prices down further than a single agency or client can.

In small agencies, employees may do both creative and account service
work. Larger agencies attract people who specialize in one or the other, and indeed
include a number of people in specialized positions: production work, Internet
advertising, or research, for example.

An often forgotten, but still important, department within an advertising
agency is traffic. The traffic department regulates the flow of work in the agency.
It is typically headed by a traffic manager (or system administrator). Traffic
increases an agency's efficiency and profitability through the reduction of false job
starts, inappropriate job initiation, incomplete information sharing, over- and
under-cost estimation, and the need for media extensions. In small agencies without
a dedicated traffic manager, one employee may be responsible for managing
workflow, gathering cost estimates and answering the phone, for example. Large
agencies may have a traffic department of ten or more employees.

Advertising interns are typically university juniors and seniors who are
genuinely interested in and have an aptitude for advertising. Internships at
advertising agencies most commonly fall into one of six areas of expertise: account
services, creative, interactive, media, public relations and traffic.

An internship program in account services usually involves fundamental
work within account management as well as offering exposure to other facets of the
agency. The primary responsibility of this position is to assist account managers.
Functions of the account management intern may include:

* Research and analysis: Gathering information regarding industry, competition,
customer product or service; as well as presenting findings in verbal/written form
with recommendations

* Involvement in internal meetings and, when appropriate, client meetings

* Assisting account services in the management of creative projects

Interns often take part in the internal creative process, where they may be
charged with creating and managing a website as well as developing an advertising
campaign. Hands on projects such as these help interns learn how strategy and
well-developed marketing are essential to a sound advertising and communications
plan.

During their internship, the intern will experience the development of an
ad, brochure and broadcast or communications project from beginning to end.
During the internship, the intern should be exposed to as much as possible within
the agency and advertising process.

10

Theme 6.
Public Relations.

1. Read the text, translate. Find in the text:
—  The difference between PR and publicity
—  Peculiarities of demographics
— Basic techniques used in public relations
—  Function of lobby groups
— Peculiarities of technique of spin
—  Function of a Meet and Greet

Public relations.

Public relations (PR) is the practice of managing the flow of information
between an organization and its publics. PR aims to gain an organization or
individual positive exposure to their key stakeholders, while downplaying any
negative exposures. Common activities include speaking at conferences, winning
industry awards, working with the press and employee communications.

Edward Louis Bernays, who is considered the founding father of modern
public relations along with Ivy Lee, in the early 1900s defined public relations as a
“management function which tabulates public attitudes, defines the policies,
procedures and interests of an organization. . . followed by executing a program of
action to earn public understanding and acceptance”.

Today, "Public Relations is a set of management, supervisory, and
technical functions that foster an organization's ability to strategically listen to,
appreciate, and respond to those persons whose mutually beneficial relationships
with the organization are necessary if it is to achieve its missions and values."
(Robert L. Heath, Encyclopedia of Public Relations). Essentially it is a
management function that focuses on two-way communication and fostering of
mutually beneficial relationships between an organization and its publics.

Public relations and publicity are not synonymous but many PR campaign
include provisions for publicity. Publicity is the spreading of information to gain
public awareness for a product, person, service, cause or organization, and can be
seen as a result of effective PR planning.

A fundamental technique used in public relations is to identify the target
audience, and to tailor every message to appeal to that audience. It can be a general,
nationwide or worldwide audience, but it is more often a segment of a population.
Marketers often refer to economy-driven "demographics," such as "white males 18-
49," but in public relations an audience is more fluid, being whoever someone
wants to reach. For example, recent political audiences include "soccer moms" and
"NASCAR dads." There is also a psychographic grouping based on fitness level,
eating preferences, "adrenaline junkies," etc...

In addition to audiences, there are usually stakeholders, literally people
who have a "stake" in a given issue. All audiences are stakeholders (or presumptive
stakeholders), but not all stakeholders are audiences. For example, a charity
commissions a PR agency to create an advertising campaign to raise money to find
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3. Grammar revision. Irregular verbs. Fill in the gaps with the verbs in Past
Simple tense.

1. They for a private meeting. (arrange)

2. He for a new appointment. (look)

3. Charles his name at the employment agency. (list)

4. She her appointment with the Transport Department Manager. (keep)
5. The agency some more employees. (hire)

6. Jack and Mike for jobs as sales representatives. (apply)
7. 1 my doctor's appointment. (cancel)

8. He the application form. (fill in)

9. 1 my door when I went to work. (lock)

10.He the meeting until next Friday. (postpone)

11.1 Mary Cooper for a permanent position. (interview)
12.They us when they were ready. (call)

13.Mary a date for Saturday. (make)

4. Grammar revision. Irregular verbs. Find corresponding forms of irregular
verbs. Make up your own sentences with 10 irregular verbs from the lists.

20. event coObITHE 50.to depend (on) | 3aBuCeTH (OT)
21.feedback obpaTHas CBS3b 51.to determine OIpENEIITh
22.frequency 4acToTa 52.to exist CYyLIECTBOBATh
23.impact (on) BO3/EHCTBUE, 53.to happen ciry4yaTtbcs,
BJIMSHUE HA TIPOUCXOJTUTh
24. to inspire BJIOXHOBIISITh 54.to occur CITy4aThes,
IIPOUCXOUTD
25. inspiration BJIOXHOBEHUE 55.to locate OIpeNesITh
MecTo,
pacnosarats B
OIpeesIeHHOM
MecTe
26.legal TIPaBOBOH, 56.to reach JIOCTUraTh
IOPUTTYECKU N
27. official odunmanbHbIA; 57.to separate OT/ENSATh
JIOJDKHOCTHOE
JIALIO
28. ordinary OOBIYHBIH, 58.to verify TIPOBEPSITH,
0OBIKHOBEHHBIH MIOITBEPIKAATh
29. to perceive BOCIIPUHUMATH 59.traffic JIBUKCHUE
30. perception BOCTIpHUSITHE 60. periodical TIepHOANYECKOe
W3JIaHue
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sew sawed sewn cost lent withdrawn
find sold born forecast meant paid
buy lay laid lend rose made
lean sowed sought spend kept led
seek taught thought deal undertook sent
think sewed sawn leave dealt risen
bind bore found mean forecast meant
teach learnt bought keep sent become
see found learnt send paid undertaken
lay bought bound pay cost met
bring leant taught lead made left
sell laid seen withdraw led cost
bear sought leant undertake became kept
learn thought brought rise spent dealt
saw brought sold make left spent
lie bound lain meet withdrew lent
SOW saw sown become met forecast
11




5. Read and translate this sample covering letter. Compose your own covering
letter using clichés and phrases from the text.
Mark Diamond
4701 Pine Street, #K-13
Philadelphia, PA 19143
Tel. 1-(215)-748-3037
April 2, 2007

Dear Mr. Klein:

I am a first-year student in the M.B.A. program the me Wharton
Business School in Philadelphia.

I understand that you are heading the private independent airline. I have
heard from my friend Mr. Bill Eastmann, a student at Duke University's Fuqua
School of Business, that you might wish to have an M.B.A. student work with your
airline this summer as an intern. I am very interested in the possibility of such an
internship during the summer of 2009.

My professional experience has given me an in-depth knowledge of the air
transportation industry. I have, in particular, worked for American Airlines, the
Federal Aviation Administration, and Kurth & Company, Inc., an aviation
consulting firm where I was Manager of Airline Analysis. My responsibilities
included the study of schedules, fares, equipment selection, and financial results.
Notably, I prepared numerous feasibility studies for both jet and turboprop routes,
including passenger and cargo flights, for proposed transatlantic and transpacific
services.

I wish to place this experience at the disposal of your airline. I believe
strongly that my knowledge of the deregulated air transportation industry in the
United States could be quite beneficial to your carrier.

I have enclosed a copy of my resume. If my background and qualifications
are of interest to you, please telephone me on (215) 748-3037. I would be
interested in meeting you in mid-April in New York to discuss further the
possibility of such a summer position, and your requirements.

I look forward to hearing from you soon.

Yours sincerely,
Mark Diamond

6. Read the semi-formal letter and decide who is writing to who and the
purpose of the letter.

3. Mr Adam Crew MP, 1. 25 Green Avenue
4. Conservative Club, Salisbury

South Road,

SALISBURY.

2. 19th March 2008
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aforementioned along with any game made for any other device, including, but not
limited to, mobile phones, PDAs, advanced calculators, etc.

10. Vocabulary.

1. (to) link CBSI3b, 31. permanent TOCTOSIHHBIN
COCIMHEHNUE;
CBSI3BIBATE 32. power CHJIa, BIIaCThb

2. (to) record 3aIlUCh, 33. recipient azpecar,
JIOCTHXKEHHUE; MOJTy4aTesb
3aITUCHIBATD,
(duKCcUpoBaTh

3. (to) report OTUEeT, JOKJIAN; 34. to recognize MIpU3HABATH,
JIOKJIaIbIBATh, pacrio3HaBaTh
c0001aTh

4. (to) schedule pacrnucaHue; 35. recognition MpU3HaHUE
TUIAaHUPOBATH,
pACTHCHIBATS 36. to regulate peryinmupoBaTh

5. accurate TOYHBIH 37. regulation HOpMa

6. advocacy 3alUTa 38. rough draft YEepPHOBHK, IPYObIii

7. application MIPUIIOKEHUE, HaOpOCoK
IIPUMEHEHHE

8. broad HIUPOKUI 39. significant 3HAUMMBII

9. narrow 3K 40. to subscribe MO CHIBATH(CST)

10. choice BBIOOD 41. subscription MOJTHUCKA

11. circulation TUPAX 42. survey 0030p

12. to connect CBA3BIBATh, 43.to advance MIPOABHUraTh
COCIMHSATH

13. connection CBSI3b, 44.to animate BOOJYIIEBIIATH,
COeIMHEHHE CTUMYJIHPOBATh,

14. current TEKyILUi JienaTth

MYJIbT(QUIEMBI

15. device YCTPOMICTBO, 45.to claim TpeboBarsb,
MPHUCIIOCOOIICHHE, 3asIBIISITH
crocod

16. digital unQpoBoi 46.to code KOJIMPOBaTh

17. edition H3J1aHKe 47.to decode JIEKOIUPOBATh

18. (to) endeavour TOIIBITKA, 48.to consider CUUTATb,
CTapaHue; oJarars,
IBITATHCS Pa3MBIILIATH

19. essential CYIIECTBEHHBIN 49.to contain coliepKaTh
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E. Magazine and newspaper.

A magazine is a periodical publication containing a variety of articles,
generally financed by advertising and/or purchase by readers.

Magazines are typically published weekly, biweekly, monthly, bimonthly
or quarterly, with a date on the cover that is in advance of the date it is actually
published. They are often printed in color on coated paper, and are bound with a
soft cover.

Magazines fall into two broad categories: consumer magazines and
business magazines. In practice, magazines are a subset of periodicals, distinct
from those periodicals produced by scientific, artistic, academic or special interest
publishers which are subscription-only, more expensive, narrowly limited in
circulation, and often have little or no advertising.

Magazines can be classified as:

¢ General interest magazines (e.g. Frontline, India Today, The Week, etc)

¢ Special interest magazines (women's, sports, business, scuba diving, etc)

A newspaper is a publication containing news and information and
advertising, usually printed on low-cost paper called newsprint. It may be general
or special interest, most often published daily or weekly. The first printed
newspaper was published in 1605, and the form has thrived even in the face of
competition from technologies such as radio and television. Recent developments
on the Internet are posing major threats to its business model, however. Paid
circulation is declining in most countries, and advertising revenue, which makes up
the bulk of a newspaper's income, is shifting from print to online; some
commentators, nevertheless, point out that historically new media such as radio and
television did not entirely supplant existing.

F. Video games.

A video game is a computer-controlled game where a video display such
as a monitor or television is the primary feedback device. The term "computer
game" also includes games which display only text (and which can therefore
theoretically be played on a teletypewriter) or which use other methods, such as
sound or vibration, as their primary feedback device, but there are very few new
games in these categories. There always must also be some sort of input device,
usually in the form of button/joystick combinations (on arcade games), a keyboard
& mouse/trackball combination (computer games), or a controller (console games),
or a combination of any of the above. Also, more esoteric devices have been used
for input. Usually there are rules and goals, but in more open-ended games the
player may be free to do whatever they like within the confines of the virtual
universe.

In common usage, a "computer game" or a "PC game" refers to a game
that is played on a personal computer. "Console game" refers to one that is played
on a device specifically designed for the use of such, while interfacing with a
standard television set. "Arcade game" refers to a game designed to be played in an
establishment in which patrons pay to play on a per-use basis. "Video game" (or
"videogame") has evolved into a catchall phrase that encompasses the
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5. Dear Mr Crew,

6. I am writing to express my concern that our country still continues to give money to
organizations that are helping to destroy tropical rain forests.

7. For various reasons these rain forests have an ideal climate for plants and animals, so it
is essential that we help preserve them. Firstly, they house over half the world's wildlife,
such as tigers, mountain gorillas and birds of paradise. Secondly, one in every four
products obtained from the chemist contains compounds from these rain forests and more
are being discovered every year. Thirdly, and perhaps most importantly, these forests play
an important role in the world's climate.

8. Rain forests are usually only found in the Third World, countries with weak
economies which often owe large sums of money to the more developed countries. In
some places, areas of forest are cut down to provide farmers with space to breed cattle.
This earns valuable currency and gives us cheap beef for our hamburgers.

9. The only answer is for Britain to cancel the debts that these countries owe us. We need
to try to influence those policies which result in forest destruction. If we do not act soon,
we will destroy millions of years of evolution. This catastrophe must be stopped!

10. Yours sincerely,

11. Sarah Trebbit (Mrs)

7. Match the parts of the letter (1 to 11) with the following. Example: a) -7
a) Background information: saying why the rain forests are useful to us.
b) The date of the letter.
¢) Concluding the letter by suggesting a solution and requesting action.
d) The name of the Member of Parliament (MP).

e) The formal close of the letter.

f) Saying what the reason for writing is.

g) The address of the person writing the letter
h) Explaining why rain forests are destroyed.
i) The name of the person writing the letter.
j) The address of the Member of Parliament.
k) The formal start of the letter.

8. Sarah Trebbit is not a personal friend of her MP, Mr Crew, and so she has
written to him using a fairly formal (semi-formal) style.
a) Say whether the following statements are True or False about writing semi-
formal letters. One has been done for you.
i) We use contractions (e.g. it's, I've). False.
ii) The letter begins with an introduction and ends with a conclusion.
iii) The close of the letter is something like Best wishes.
iv) Each paragraph usually contains a different topic.
v) When we start the letter with the person's name (Dear Mr/Mrs/Ms, etc.) we
close with Yours sincerely.
b) How do we start and close a semi-formal letter to a person whose name we
don't know?
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9. The phrase / am writing to express my concern... is appropriate in a semi-formal
letter. In a more personal, informal letter we might say, The reason I'm writing is to
tell you I'm worried about... The phrases in list A come from semi-formal letters.

Match the words in italics in list A with their informal equivalents in list B.

A
1) As requested...
2) Please send it at your earliest
convenience.
3) How can I obtain...
4) When can I make an
appointment...
5) Iam very dissatisfied with ...
6) Ineed to see you concerning...
7) [ apologise for...

B
a) get hold of
b) about
c) as you asked
d) I'm sorry
e) as soon as possible

f) arrange to come and see you
g) unhappy

10. Write a letter to your business partner using the following phrases:

I enclose the description of...

I am enclosing a folder with
information on our new ...

Our new (trade list) will be available
in a week and we are making a note to
send you one as soon as (it comes off
the press).

We would like to draw your attention
to the attached (press release
announcing the launch of... products
and services).

Our new catalogue will be published
soon, and I shall send you a copy when
it appears.

As you requested, we are enclosing (a
copy of our latest catalogue).

I am enclosing our price-list which
gives you some idea of the range of
areas we promote so that you can see
whether, or not we could be of service
to you.

[Ipunarato onucanue

[Mpunarato nogmueky ¢ uHMOpManuen
0 HAIlIUX HOBBIX ...

Harr HoBBIH (IEepedeHb TOBapoB) Oymer
TOTOB 4Yepe3 HEeAEN0, U MBI BBIILIEM
Bam ox3emmsip, kak Tombko (OH
BBIMJICT U3 IIEYATH).

Xotenocs  Obl  oOparuth  Bame
BHMMaHUE Ha IIpuiaraeMelii (mpecc-
penu3, KOTOPhIM MBI H3BEUIAEM O
Hallell TNpOAYKIMM M  yCIyrax B
00J1aCTH ...)

Hamr HOBBIM KaTajor Bckope Oymer
W3JIaH, U 5 BRHIIUTIO Bam sxk3emmuisp, kak
TOJIEKO OH TTOSIBUTCSL.

I[Io Bameii mnpockbe mnpumaraem
(9K3eMIuLAp HAIlleTo TIOCTIETHETO
KaTaora).

51 nmpunararo Harl nMpeHcKypaHT, 4TOObI
Bl cMmormm  momydnTh  HEKOTOpOE
MPE/ICTABIICHUE O TOM, B KaKHX 00J1acTsX
MbI paboTaeM W MOXEM JIH MbI OBITh
moJie3HbpIMH U Bac.

ringback tones, truetones, MP3 files, karaoke, music videos, music streaming
services etc); over 5 billion dollars worth of mobile gaming; and various news,
entertainment and advertising services. In Japan mobile phone books are so popular
that five of the ten best-selling printed books were originally released as mobile
phone books.

Similar to the internet, mobile is also an interactive media, but has far
wider reach, with 3.3 billion mobile phone users at the end of 2007 to 1.3 billion
internet users (source ITU). Like email on the internet, the top application on
mobile is also a personal messaging service, but SMS text messaging is used by
over 2.4 billion people. Practically all internet services and applications exist or
have similar cousins on mobile, from search to multiplayer games to virtual worlds
to blogs. Mobile has several unique benefits which many mobile media pundits
claim make mobile a more powerful media than either TV or the internet, starting
with mobile being permanently carried and always connected. Mobile has the best
audience accuracy and is the only mass media with a built-in payment channel
available to every user without any credit cards or paypal accounts or even an age
limit. Mobile is often called the 7th Mass Media and either the fourth screen (if
counting cinema, TV and PC screens) or the third screen (counting only TV and
PC).

D. Publishing. Book.

Publishing is the industry concerned with the production of literature or
information — the activity of making information available for public view. In some
cases, authors may be their own publishers.

Traditionally, the term refers to the distribution of printed works such as
books and newspapers. With the advent of digital information systems and the
Internet, the scope of publishing has expanded to include websites, blogs, and the
like.

As a business, publishing includes the development, marketing,
production, and distribution of newspapers, magazines, books, literary works,
musical works, software, other works dealing with information.

Publication is also important as a legal concept; (1) as the process of
giving formal notice to the world of a significant intention, for example, to marry
or enter bankruptcy, and; (2) as the essential precondition of being able to claim
defamation; that is, the alleged libel must have been published.

A book is a collection of sheets of paper, parchment or other material with
a piece of text written on them, bound together along one edge within covers. A
book is also a literary work or a main division of such a work. A book produced in
electronic format is known as an e-book.

In library and information science, a book is called a monograph to
distinguish it from serial publications such as magazines, journals or newspapers.

Publishers may produce low-cost, pre-proof editions known as galleys or
'bound proofs' for promotional purposes, such as generating reviews in advance of
publication. Galleys are usually made as cheaply as possible, since they are not
intended for sale.
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image for a fraction of a second after the source has been removed. Also of
relevance is what causes the perception of motion; a psychological effect identified
as beta movement.

Film is considered by many to be an important art form; films entertain,
educate, enlighten and inspire audiences. Any film can become a worldwide
attraction, especially with the addition of dubbing or subtitles that translate the film
message. Films are also artifacts created by specific cultures, which reflect those
cultures, and, in turn, affect them.

B. Internet.

The Internet (also known simply as "the Net" or "the Web") can be briefly
understood as "a network of networks". Specifically, it is the worldwide, publicly
accessible network of interconnected computer networks that transmit data by
packet switching using the standard Internet Protocol (IP). It consists of millions of
smaller domestic, academic, business, and governmental networks, which together
carry various information and services, such as electronic mail, online chat, file
transfer, and the interlinked Web pages and other documents of the World Wide
Web.

Contrary to some common usage, the Internet and the World Wide Web
are not synonymous: the Internet is a collection of interconnected computer
networks, linked by copper wires, fiber-optic cables, wireless connections etc.; the
Web is a collection of interconnected documents, linked by hyperlinks and URLSs.
The World Wide Web is accessible via the Internet, along with many other services
including e-mail, file sharing and others described below.

Toward the end of the 20th century, the advent of the World Wide Web
marked the first era in which any individual could have a means of exposure on a
scale comparable to that of mass media. For the first time, anyone with a web site
can address a global audience, although serving to high levels of web traffic is still
relatively expensive. Although a vast amount of information, imagery, and
commentary (i.e. "content") has been made available, it is often difficult to
determine the authenticity and reliability of information contained in web pages (in
many cases, self-published).

The internet is quickly becoming the center of mass media. Everything is
becoming accessible via the internet. Instead of picking up a newspaper, or
watching the 10 o'clock news, people will log onto the internet to get the news they
want, when they want it. Many workers listen to the radio through the internet
while sitting at their desk. Games are played through the internet.

C. Mobile
Mobile phones were introduced in Japan in 1997 but became a mass media
only in 1998 when the first downloadable ringing tones were introduced in Finland.
Soon most forms of media content were introduced on mobile phones, and today
the total value of media consumed on mobile towers over that of internet content,
and was worth over 31 billion dollars in 2007 (source Informa). The mobile media
content includes over 8 billion dollars worth of mobile music (ringing tones,
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Enclosed you will find the latest listing
of our products.

I will send you (our catalogues) on a
regular basis.

Konmoska ¢ 61aro1apHoCThIO.
PasanuaroT o61IKMe U KOHKPETHBIE
BBIDAKEHHS 01aro1apHOCTH.

Hanpuwmep, obmue:

We appreciate your cooperation.

Thank you for your continued support.
Thank you for your cooperation.
Thank you for your interest in...

KonkpeTHere:

May I take this opportunity to thank
you for ...

May I thank you, once again, for
giving me the opportunity to ...

I wish to thank you for...

[IpurianieHue OTBETUTHL HA IMHUCHMO
SABIAETCA OOBIYHOM KOHIIOBKOM.

Would you please let me have your
comments at your earliest
convenience.

We are looking forward to hearing
from you soon.

IIpennoxkeHre IOMOIIY B
nadbHEUIIEeM:

Should you have any questions, feel
free to contact me at...

IIpunaraercs CcaMBIit HOCIEIHUN
TepeyeHp Hallel HOBOM NPOAYKLIUU

S Oymy BeichulaTh Bam  (Hamm
KaTajJoru) Ha peryasipHOH OCHOBE.

MBI BBICOKO OIIEHHM COTPYIHHUYECTBO C
Bamu.

Cnacu60 3a HOCTOSHHYIO MOJIICPIKKY.
brarogapum Bac 3a corpynHruecTso.

brnaronapum Bac 3a unTepec k...

Tonp3ysice ciyuyaem, Onaromapro Bac
3a...

TTo3BonbTe eme pa3 nodaarogaputs Bac
3a IPeI0CTaBICHHYIO BO3MO)KHOCTb...

S xoren 61 moOnarogaputs Bac 3a...

Xorenock ObI npu nepBo
BO3MOXHOCTH  yCIbIIaTh  OT  Bac
KOMMEHTapHH.

C HETCPIOCHUEM KIAEM OTBETA.

Ecim y Bac mnosBiaTrcs Kakue-To
BOIIPOCHI, Cpa3y K€ CBSXKHUTECH CO
MHOM....



Please do not hesitate to write if you
require additional information

If you have any other questions, please
get in touch with ...

If you require further assistance, please
do not hesitate to write...

If you require further information, we
would be most pleased to supply it.

We consider this activity as one of
extreme importance, not only to
provide technology transfer, but to
further understanding and cooperation
between our countries.

3aKIII0YEHUs ¢ BEIpAXKEHHEM J00POH
BOJIH:

I trust this to be to your satisfaction.
I hope that this is to your satisfaction.

I trust that these arrangements meet
with your approval.

I hope that this information will be of
some assistance to you.

[Moxanyiicra, 6e3 KoneOaHWA MHIITUTE
MHE, ecu Bam TOHAI00UTCS
JIOTIOJIHUTENbHAsT MH(OpMAaIus.

Ecan y Bac mosBstcs kxakue-nmu6o
npyrue BOIIPOCHI, CBSXKUTECH,
MoXKanyucra, c...

Eciu Bam monagoOuTcs oOT  Hac
oMo1Ib, cpazy e coobmmre 0e3
KOJICOaHMiA. ..

Ecimm Bam MOHaI00UTCS
JIOTIONIHUTENbHAS ~ MH(GOPMALUS, MBI
OyIeM CYACTIIMBEI €€ MPEJOCTABHTE.

Msl paccMaTpHBaeM 3Ty JESTENbHOCTD
KaK 4pe3BblUaliiHO BaKHYIO HE TOJIBKO B
IUIaHe Mepesladydl TeXHOJIOTMH, HO U B
nene JlanpHeHIero pa3BUTHUS
B3aMMOIIOHUMAaHHS U COTPYIHHUYECTBA
MEKAY HalllUMHU CTPaHAMH.

A Bepio, uto 310 Bac ynoBnerBopur.
4 nonarato, yto Bel onoOpwiu Obl 3Ty
pabory.

Haneroch, nannas nadopmarus Oynet
MoJIE3HA JIJIs Bac.

11. Read and answer the questions after the text. Discuss the text.

The Spirit of an Organization
Adapted from Peter Drucker "The Practice of Management"

Two sayings sum up the "spirit

ITonsTHE «IyX OpraHU3AIMH» MOXHO

of an organization." One is the TOABITOXHUTH JABYMS BBICKa3bIBAHUSIMH.
inscription on Andrew Carnegie's OmHO W3 HUX — 9TO HA/ANHKCH Ha TAMSITHHUKE
tombstone: Ouapro Kaprern:
Here lies a man 31€ech JIEKUT YEIOBEK,
Who knew how to enlist 3HAIOIINH, KaK MMPHUBIICYb
In his service K cebe Ha paboTy JrojieH,
Better men than himself. TyYIINX, YeM OH CaM.
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Broadcasting forms a very large segment of the mass media. Broadcasting
to a very narrow range of audience is called narrowcasting. The term "broadcast"
was coined by early radio engineers from the midwestern United States.

Mass wire media is a new frontier of news reporting in the high-tech age.
A few decades ago news reporting was through newspapers and radio and
television. The radio broadcasts that were made famous by Franklin D. Roosevelt
during World War II changed the way radio was looked at. These fireside chats
made the radio news and news radio. Things are different now as we are witnessing
a revolution of people-oriented reporting in real time and other times. This element
of intimate knowledge of the event or story being reported has dramatically
changed the way we all view news stories.

This is called by some the Social Media Revolution. This revolution has
intrinsically altered the way news is reported almost the way it happens. The trend
of people-oriented reporting is only on the rise as reporting news becomes more
personal and more accurate - although also more subjective.

What is mass media?

What is the difference between mass media and public media?

What are the purposes of mass media?

Name a discipline of collecting, analyzing, verifying, and presenting
information regarding current events, trends, issues and people.

What is the problem of media accountability?

Give a detailed description of a broadcasting.

Name and characterize types of a broadcasting.

What did become a new frontier of news reporting in the high-tech age?
What is called “the Social Media Revolution”?

bl N
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8. Make up a dialogue, using not less that 15 words from the vocabulary.

9. Read the texts. Prepare a summary of each text and brief retelling.
— Do you agree with the information stated in the texts?
— What is the best mass medium in your opinion?

A. Film.

Film is a term that encompasses motion pictures as individual projects, as
well as the field in general. The origin of the name comes from the fact that
photographic film (also called filmstock) has historically been the primary medium
for recording and displaying motion pictures. Many other terms exist — motion
pictures (or just pictures and "picture"), the silver screen, photoplays, the cinema,
picture shows, flicks — and commonly movies.

Films are produced by recording people and objects with cameras, or by
creating them using animation techniques and/or special effects. They comprise a
series of individual frames, but when these images are shown rapidly in succession,
the illusion of motion is given to the viewer. Flickering between frames is not seen
due to an effect known as persistence of vision — whereby the eye retains a visual
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events, producing news articles on short deadlines. While under pressure to be first
with their stories, news media organizations usually edit and proofread their reports
prior to publication, adhering to each organization's standards of accuracy, quality
and style. Many news organizations claim proud traditions of holding government
officials and institutions accountable to the public, while media critics have raised
questions about holding the press itself accountable.

Electronic media and print media include:

— Broadcasting, in the narrow sense, for radio and television.

— Various types of discs or tapes. In the 20th century, these were mainly used for
music. Video and computer uses followed.

— Film, most often used for entertainment, but also for documentaries.

— Internet, which has many uses and presents both opportunities and challenges
(blogs and podcasts, such as news, music, pre-recorded speech and video).

— Publishing, in the narrow sense, meaning on paper, mainly via books,
magazines, and newspapers.

— Video games, which have developed into a mass form of media since cutting-
edge devices such as the PlayStation 3, XBox 360, and Wii broadened their use.

— Mobile phones, often called the 7th Mass Media, used for rapid breaking news,
short clips of entertainment like jokes, horoscopes, alerts, games, music, and
advertising.

Broadcasting is the distribution of audio and/or video signals (programs)
to a number of recipients ("listeners" or "viewers") that belong to a large group.
This group may be the public in general, or a relatively large audience within the
public. Thus, an Internet channel may distribute text or music world-wide, while a
public address system in (for example) a workplace may broadcast very limited ad
hoc soundbites to a small population within its range.

The sequencing of content in a broadcast is called a schedule. With all
technological endeavours a number of technical terms and slang are developed.

Television and radio programs are distributed through radio broadcasting
over frequency bands that are highly regulated by the Federal Communications
Commission. Such regulation includes determination of the width of the bands,
range, licencing, types of receivers and transmitters used, and acceptable content.

Cable programs are often broadcast simultaneously with radio and
television programs, but have a more limited audience. By coding signals and
having decoding equipment in homes, cable also enables subscription-based
channels and pay-per-view services.

A broadcasting organization may broadcast several programs at the same
time, through several channels (frequencies), for example BBC One and Two. On
the other hand, two or more organizations may share a channel and each use it
during a fixed part of the day. Digital radio and digital television may also transmit
multiplexed programming, with several channels compressed into one ensemble.

When broadcasting is done via the Internet the term webcasting is often
used. In 2004 a new phenomenon occurred when a number of technologies
combined to produce podcasting. Podcasting is an  asynchronous
broadcast/narrowcast medium.
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The other is the slogan of the drive
to find jobs for the physically
handicapped: "It's the abilities, not
the disabilities, that count."”

Management by objective tells a
manager what he ought to do. The
proper organization of his job
enables him to do it, but it is the
spirit of the organization that
determines whether he will do it or
not. It is the spirit that motivates,
that calls upon a man's reserves of
dedication and effort, that decides
whether he will give his best or do
just enough to get by.

It is the purpose of an
organization to "make common men
do uncommon things" — said Lord
Beveridge. No organization can
depend on genius; the supply is
always scarce and always
unpredictable. But it is the test of an
organization that it makes ordinary
human beings perform better than
they are capable of, that it brings out
whatever strength there is in its
members and uses it to make all
other members perform better. It is
the test of an organization that it
neutralizes the weaknesses of its
members.

Altogether the test of a good
spirit is not that "people get along
together"; it is performance, not
conformance. "Good human
relations" not grounded in the satis-
faction of good performance and the
harmony of proper working relations
are actually poor human relations
and result in poor spirit. They do not
make people grow; they make them
conform and contract. I shall never
forget the university president who

Jpyrum  Oymer  Jo3yHr  100Y-
UTEIBHOTO MOTHBA TIOMCKa paGoTBI ISt
HHBAJIMJOB: <«JIJI9 HAc BaXKHBI TOJBKO
CIIOCOOHOCTH, a HE HECIIOCOOHOCTH».

PykoBoacTBO (GUpMBI CTaBUT mepen
MEHE/DKEpOM  OIpe/ieJIeHHbIe 3a/aud B
COOTBETCTBUH C LIEJISIMH, CTOSIINMH IEPEL
Hero. Xopolrasi opranu3anus padboTsl 1aeT
€My BO3MOXHOCTb MX BBINOIHUTH OHAKO
HMEHHO AyX MOTHBHPYET U OJIHMLETBOPSET
OCBOOOK/ICHUE 4YEJIOBEYECKUX DECYPCOB,
BJIOXHOBIISIET, HarpaBisieT yceunus
4eJoBeKa M B KOHEYHOM MTOIE pelIaerT,
OyleT 1M OH <«BBIKJIAJBIBATBCA» HIIH

caciact POBHO CTOJIBKO, YTOOBI
«OTACIATBCSA».
LIGJIL OpraHu3aluu —  «3aCTaBUTH

OOBIYHBIX JIFOACH JieNaTh HEOOBIYHBIC
Bemn» (9Ta (ppasa MPHUHAMICKUT JIOPIY
Besepumky). Hu onna n3 oprannzanuii He
MOXKET TIoNaraTbCsd Ha TEHHEB, - HX
Npe/UIOKEHUEe BCETAAa OTrpaHHUYEHO U
Hempenckazyemo.  OpHako  TecT  Ha
OpraHU3alHIO 3aKII0YaeTCsl B TOM, YTOOBI
3aCTaBUTh OOBIYHBIX JIOJEeH paboraTh
Jy4lle, YeM OHHU MOTYT, MOJHOCTBIO
peanu3oBaTh JOCTOMHCTBA BCEX €€ YICHOB
U WCHONB30BaTh MX TakK, 4YTOOBI BCE
paGoraiu Gonpuie u gyduie. [Tokasarenem
Xopoled opraHuzauuu paboTsl Oyner
BBICOKAs CTEIEHb HeUTpanu3anuu
HE/I0CTaTKOB paOOTHHKOB.

B mmpokom cMbicie TecT Ha
MIPABUIIBHBIN JyX HE O3HAYAET, YTO «IIOAU
IanAT ApYr ¢ Apyrom», 3To pabora, a He
B3alIMHOE corJyacue. «Xopo1ue
YeJIOBEUECKUE OTHOUICHUS», OCHOBAaHHBIE
HE Ha YIOBICTBOPEHMHM OT XOpOLICH
paboOTBl M  TapMOHHH  HOPMAJBHBIX

pabounx OTHOILICHHH, B
NEWCTBUTENPHOCTH ~ OyOyT  IIOXHMH
YeJI0BEUECKIMHU OTHOUICHUSIMU u

IpUBENYT K HeHaanexamemy nyxy. OHH
HE CIIOCOOCTBYIOT POCTY JIFOJEH, a IeNaloT
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once said to me: "It is my job to
make it possible for the first-rate
teacher to teach. Whether he gets
along with his collegues or with me
— and very few really good teachers
do either — 1is irrelevant. We
certainly have a collection of
problem children here — but, boy,
do they teach." When his successor
substituted this for a policy of "peace
and harmony," both the performance
and the spirit of the faculty rapidly
went to pieces.

There are five areas in which
practices are required to ensure the
right spirit throughout management
organization.

1. There must be high performance
requirements; no condoning of poor
or mediocre performance; and
rewards must be based on
performance.

2. Each management job must be a
rewarding job in itself rather than
just a step in the promotion ladder.

3. There must be a rational and just
promotion system.

4. Management needs a "charter"
spelling out clearly who has the
power to make life-and-death
decisions affecting a manager; and
there should be some way for a
manager to appeal to a higher court.
5. In its appointments manage-ment
must demonstrate that it realizes that
integrity is the absolute requirement
of a manager, the one quality that he
has to bring with him and cannot be
expected to acquire later on.

U3 HAX KOH(OPMHCTOB U COTNANIATENICH.
Sl Hukorma He 3a0yny YHHBEPCHTETCKOTO
MPE3UICHTA, CKA3aBIIETO MHE OJHAaXKIbI:
«JT0 Moe geno — JaTh BO3MOXKHOCTB
MePBOKIACCHBIM podeccopaM Tmpemnopa-
BaTbh. Ml HEBaXKHO, OYIYT JM OHH JIAAUTH CO
CBOMMH KOJUIETaMH M CO MHO# (JIMIIB
OYCHb HEMHOTHE MO-HACTOSIIEMY
XOpOIINE YUYUTENS YMEIOT 3TO JejaTh).
HecoMHEHHO U TO, 4TO Y HAC 3/€Ch Iienast
KOJUIEKIMS TPYAHBIX ACTEH, - HO FOHOLIA,
oHM ke y4aT!». U Korma ero mpeeMHHK
3aMEHUJI ATy MOIUTHKY MOJUTUKON «MHUpa
W TapMOHHM», TO W paboTra, H HAyX
(daxynpTeTa OBICTPO COLITH Ha HET.

CymiectByeT 5 TpeOOBaHHIA, KOTOpPBIC
HYXXHO BBINOJNHATh, 4YTOOBI COXPAaHHTH
Ha/JIKAIIYI0 aTMOc(epy B OpraHU3allHH.
1. TpeOoBanus Kk paboTe JOIKHBI OBITH
OYEeHb BBICOKH; HUKAaKOW TEPIUMOCTH K
IUIOXOW WIIM  TIOCPECTBEHHOH pabore;
nr00bIe (POPMBI TIOOIIPEHU TOKHBI OBITH
OCHOBaHbBI Ha KauecTBE paboThI.

2. JlroGas pykoBojsmas pabora JOIDKHA
paccMarpuBaThCs Kak Harpaja caMa Io
cebe, a He Kak HOBasg CTyIEHbKa
CITyKeOHO# JIECTHHIIBI.

3. JlomokHa CyecTBOBaTh palliOHAIbHAS U
CIpaBeUIMBasl CUCTEMa IIPOJBIKEHHUS IO
CITy’)KeOHOH JISCTHHIIE.

4. s pyKkoBOACTBa  HEOOXOAHMMA
«XapTUs» C YETKUM OIpe/ieIeHUe TOro,
KTO UMEET NPaBO NMPHUHUMATh PELICHUS 10
BOIIPOCAM <« KH3HU M CMEpPTH» TeX WIH
WHBIX ~MeHemkepoB. Jlns  mocieqHux
JIOJDKHBI CYIIECTBOBATD ITYTH ATICIUISINH B
GoJiee BEICOKHE MHCTAHIIUH.

5. Ilpmu  HazHayeHHMH  MEHEIKEPOB
PYKOBOAMTENH  OPraHU3alM{d  JJOJDKHBI
TOKa3aTh CBOE ITOHMMaHHE TOTO, YTO
TIOPSAIOYHOCTH TUTSE MeHeKepa
abCOIIOTHO Heobxoauma, u 3TO
€IMHCTBEHHOE KaueCTBO, KOTOpPOE OH
IOJDKEH WMeTh H3HAa4JallbHO, a He
TIPHOOPECTH €ro IMOTOM.
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4. My sister was very ........ with her exam results. She had expected better.
5. Ifell asleep early. Ithad beena .......... day.
6. Hewas........... with me for not telling him about Jasper’s birthday.

6. Grammar revision. Complete two sentences for each situation. Use an
adjective ending in -ing or -ed to complete each sentence.

1. 1It's been raining all day. I hate this weather. (depress-)

a) This weather is............... b) This weather makes me..............
2. Astronomy is one of Tom's main interests. (interest-)
a) TOM 1S cceevviiieeiiciiiieieeee, in astronomy.

b) He finds astronomy Very .........ccocceeveeveeeeeieenieenieeneenne .
3.1 turned off the television in the middle of the programme. (hot-)

a) The programme wWas.........cc.ccocueecuereiencueennennne. D) I Was...ccovirereeeinecec e
4. Annis going to America next month. She has never been there before. (excit-)
a) Sheisreally .....ccooevieneniiininiiienee, about going.

b) It will be an .......ccoevveveenencncnicienne experience for her

5. Diana teaches young children. It's a hard job. (exhaust-)
a) She often finds her job ..........cccccccceiinne
b) At the end of the day's work she is often

7. Read and answer the question after the text.

Mass media and their types.

Mass media is a term used to denote a section of the media specifically
envisioned and designed to reach a very large audience such as the population of a
nation state. It was coined in the 1920s with the advent of nationwide radio
networks, mass-circulation newspapers and magazines, although mass media were
present centuries before the term became common. The term public media has a
similar meaning: it is the sum of the public mass distributors of news and
entertainment across media such as newspapers, television, radio, broadcasting,
which may require union membership in some large markets.

Mass media can be used for various purposes:

— Advocacy, both for business and social concerns. This can include advertising,
marketing, propaganda, public relations, and political communication.

— Enrichment and education.

— Entertainment, traditionally through performances of acting, music, and sports,
along with light reading; since the late 20th century also through video and
computer games.

— Public service announcements.

Journalism is a discipline of collecting, analyzing, verifying, and
presenting information regarding current events, trends, issues and people. Those
who practice journalism are known as journalists.

News-oriented journalism is sometimes described as the "first rough draft
of history" (attributed to Phil Graham), because journalists often record important
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on children's learning. These studies have found that vocabulary levels and general
cultural awareness of youngsters starting school seem to be much higher than those
of television-deprived children of the same age. Some TV programs for children,
such as Sesame Street and The Electric Company (both on PBS), are designed to
teach youthful viewers.

Another concern over the impact of television on children came from the
explosion of the space shuttle Challenger. Millions of children were watching the
shuttle's takeoff in their classrooms because it was carrying the first teacher,
Christa McAuliffe, into outer space. McAuliffe was to have given some lessons to
the nation's school children from space. Concern was expressed that the explosion
may have inflicted some long-lasting psychological damage on many of the young
viewers.

Follow-up observations, however, have so far shown that some forgot
about the incident within days, while others still remember the incident than single-
parent children, who related to it as a case of other children losing parents.

Child psychiatrist Robert Coles says that what children do with television
depends on the nature of their own lives. He points out that if a child has an
unstable family life, he or she may be more vulnerable to the emotional and moral
power of TV.

4. Grammar revision. Use the required form of the adjective in the following
sentences.

1. He was the (amusing) lad you ever met. 2. He's a far (intelligent) person than
my brother. 3. She was the (practical) of the family. 4. When they told me I was
cured and could go, I can tell you I was (afraid) than glad. 5. I wanted to ask you
both what you thought of my (late) films if you saw them. 6. He is (talkative) than
his sister. He won't tire you so much. 7. He turned out to be (angry) than I had
expected. 8. Today I'm no (wise) than yesterday. 9. This wine is the (good) I ever
tasted. 10. Jack is the (clever) of the three brothers. 11. I don't think it matters in the
(little) which seat I choose. 12. He felt (bad) yesterday than the day before. 13. The
(near) house is three miles away. 14. Of the two evils let us choose the (little). 15.
He was the (late) man to come. 16. She waited until her silence became the
(noticeable) thing in the room. 17. The (near) item on the program is a piano
sonata. 18. He is the (tall) of the two. 19. She is (amusing) in a small company. 20.
Uncle Nick was the (old) son of the family.

5. Grammar revision. Complete the sentences below using the verbs in the box
to make adjectives with -ing or -ed.

|amuse annoy bore tire disappoint interest |

1. The film was very ......... and I fell asleep.
2. His jokes weren’t very ......... and nobody laughed.
3. Andy said he was very ........ in hearing about your trip abroad.
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A man should never be appointed
to a managerial position if his vision
focuses on people's weaknesses
rather than on their strengths. He
should be a realist; and no one is less
realistic man the cynic. A man
should never be appointed if he is
more interested in Management
should never in the question: "Who
is right?" appoint a the question:
"What is right?" than man who
considers intelligence more
important than integrity.

The men with whom a man works,
and especially his subordinates,
know in a few weeks whether he has
integrity or not. They may forgive a
man a great deal: incompetence,
ignorance, insecurity or bad manners,
but they will not forgive a lack of
integrity, management for choosing
him nor will they forgive higher.

1. What is the “spirit of organization”?

Hukorna HEIb3s Ha3HA4YaTh Ha
PYKOBOISIIYIO TOJKHOCTH YEJIOBEKa, ECIIN
€ro BHUJCHUE HAINpaBJICHO TOJIBKO Ha
HEJOCTAaTKM JIIOJIel, a He Ha uX
IOCTOMHCTBA. Takoil 4elIOBEK, KOHEUHO,
JIOJDKEH OBITh PEaMCTOM, HO HET HUYEro
MEHEee PpEeaNMCTHYHOr0, HYeM [HHHUK.
Hukorma Henws3s Ha3HauaTh deJIOBEKa
KOTOpPOro OOJbIlle WHTEPECYeT BOIPOC:
«KTo mpaB?», yuem «UTo ecTb UCTUHA?».
Henp3s Tarxke Ha3HayaTh  4YeEJIOBEKA,
CUHTAIOIIETO,  YTO YyM  BakHee
MOPSIOYHOCTH

JIromu, ¢ KOTOpBIMH OH paboTaer, H
0COOEHHO €ro IONYMHEHHBIE CITYCTS
HECKOJIbKO  Heleslb  TOYHO  Y3HAIOT,
nopsiqoueH oH w Her. OHU cMmoryr
IIPOCTUTH YEJIOBEKY MHOIoe: HEKOMIIe-
TEHTHOCTb, TPYOOCTb, HEYMEHUE XPAHHUTH
CeKpeThl WM IuIoxue MaHepsl. OpHako
OHM HE MpPOCTAT €My HEJOCTaTOK
MOPSIIOYHOCTH. JTOr0 KE OHU HE MPOCTAT
U BBICIIEMY PYKOBOACTBY, KOTOpPOE €ro
Ha3HAYMJIO.

2. What role does the spirit of organization play?

3. What is the aim of organization?

4. Why can no organization rely on geniuses?
5. What is the indicator of a good work organization?
6. Why is it not enough to have good human relations and the harmony of proper

working relations?

7. What are 5 rules to obey to ensure the right spirit in organization?
8. What people should not be appointed to a managerial position?
9. What is the most important managerial quality?

12. Vocabulary
pacder, TOproBbIi 27. to exceed the | BBIXOIUTH
1. account ..
OayaHc limits 3a paMKH
2. to adhere to MPUACPKUBATHCS 28. to expect ORILTATH
rules TIPABHII
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01aBaTh
3. to apply 3asIBJICHUE; 29. to fire YBOJIBHSTH
MIPUMEHSTh
. . MIpUMEHEHHE .
4. application P ’ 30. freelance BHEIITaTHBIN
3asBJICHUE
MIPUKIIAIBIBATh ABIISITH
5. to attach P 31. to handle yip
(K IUCHMY) yeM-JIn00
6. attachment TIPUIIOKEHUE 32. to hire HAHUMATh
7. to be available OBITh TOCTYITHBIM 33. influence BITUSTHHE
OBITh CBSI3aHHBIM C .
8. to be related to > | 34. intern CTaXxKep
MMETh OTHOLICHHE K
9. to be valued OBbITh OLIEHEHHBIM 35. internship CTa)KMPOBKa
10. campaign KaMITaHUs 36. non-profit HEKOMMEPYECKHN
i . BO3MOXXHOCTh
11. competition KOHKYPEHIIUS 37. opportunity - ’
i . TIPEICTABIATD
12. competitive KOHKYPEHTHBIN 38. to perform P ’
BBITIOJHSITh
. BBITIOJTHEHUE
13. completion 3aBepIIeHne 39. performance ’
HCIIOJIHEHUE
- BO3MOXXHOCTh
14. to complete 3aBepIIaTh 40. possibility ’
CIIOCOOHOCTh
COIJIaCOBBIBATHCS
15. to conform to ’ 41. to propose mpeiaraTh
COOTBETCTBOBATh
COCTaBUTEIh
16. copywriter PEeKIIaMHBIX 42. proposition TIpeITI0KEHNE
TEKCTOB
17. to depend on 3aBHUCETD OT 43. to rely 110J1araTbCs
. . MIpUMEHEHHE .
18. implementation p ’ 44. to require TpeboBaTh
BHEJIPpCHUE
. BHEIPATH .
19. to implement PATE, 45. requirement | TpeOoBaHUE
MIPUMEHSTh
COTPYIHHK S OTBETCTBEHHOCT
20. employee PYARY 46. responsibility
(HAHSATBIN) b, 00SI3aHHOCTD
47. to be OBITH
21. employer paboronarens .
48. responsible OTBETCTBCHHBIM
BKJIaIbIBaTh .
21. to enclose 49. to satisfy YIOBIIETBOPSITH
(B MUCBMO)
23. enclosure BJIOKEHHE 50. success ycrnex
24. to include BKJIIOYATh 51. to succeed TpEeyCIeTh
rapaHTUPOBaTh .
25. to ensure P P ’ 52. supplier TTOCTABIIUK
YJIOCTOBEPSTH
26. executive HCIOJIHUTENbHBIN 53. to supply CHa0XaTh
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Early program-length commercials featured such lovably dolls as
Strawberry Shortcakes and the Smurfs, but by 1985 they included such aggression-
oriented products as He-Man and the Masters of the Universe, G.I.Joe: A Real
American Hero, Transformers, She-RA: Princess of Power, M.A.S.K. (Medical
Armoured Strike Command), Thunder Cats, Voltrol and Rambo.

Children, who at early ages have difficulty distinguishing between
commercials and programs, now found that there was no difference. Efforts by
Peggy Charren, founder and president of Action for Children's Television (ACT),
to get the FCC to enforce its own regulations, which sponsors to be identified, fell
on deaf ears. The FCC philosophy of the 1980s was that the marketplace, not
government regulations, should determine what was in the public interest. In any
case, by the end of the 1987-88 season, ratings for the animated superhero shows
began to decline, as children tuned in to new live action game shows, like cable
network Nickelodeon's Double Dare and Lorimar's Fun House, or watched their
own videocassettes.

Concerns about children's TV programming did not start with the product-
oriented children's shows, however. They are as old as the medium itself. Early
concerns centred around physiological effects (will staring at a picture tube ruin a
child's eyesight?) as well as on emotional or psychological effects. Numerous
studies have been conducted over the years to examine TV's effects on children.
Early research by the National Television and Radio Centre in the late 1950s and
early 1960s concluded: "For some children, under some conditions, some television
is harmful. For other children, under the same conditions, it may be beneficial. For
most children, under most conditions, most television is probably neither harmful
nor particularly beneficial."

Most research seems to indicate that children do learn behaviour and that
television does play a role in teaching that behaviour. In her book Mind and Media,
Patricia Greenfield says that children often take well-known TV characters as
examples to be imitated. She points out that the day after "Fonzie" took out a
library card on Happy Days, there was a fivefold increase in the number of children
applying for library cards in the United States. She contends that TV can be a very
positive force in the lives of children if it is used constructively and if parents
actively see to it that their children interact with the programs' content through
discussions and parental explanations.

Such parental involvement is not always possible, however. Recent
changes in our culture regarding the traditional nuclear family are creating new
problems. The traditional family where the father works and the mother stays home
has been replaced with situations where either both parents are working or the
household created a new kind of child in the United States - the "latchkey kid."
Millions of American children today go home from school to fend for themselves.

Many observers of this new trend contend that today's American child no
longer obtains his or her cultural values from the traditional family structure, but
instead gets them from the mass media. And some critics say that what they are
getting is a popular culture filled with sex and violence.

However, some research studies have shown that TV has a positive impact
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Because there is so much variety offered, newspapers try to package the
information in a form you can easily recognize and use. They separate “hard news”
- that is, news about important events - from information dealing with familiar
everyday living. For this reason, the newspapers are divided into sections. In large
daily newspapers there may be ten sections or more. National and international
news will fill the first section, with the most important news of the day usually
found on page one. Local news stories are usually reported in another section in
large metropolitan newspapers; however, they will also be found throughout the
paper. The local stories the paper thinks are most important will be located on or as
close to the front page as possible.

Sports news often has its own special section within the paper, as do the
“want ads.” Social news, householdliving advice, and women’s features are often
placed in special sections, as are automotive news and comics.

Within these sections, as with the first page, it’s relatively easy to detect
which stories the newspaper feels are most important. Those stories will be found
at the top of the page and have headline type size which catches your immediate
attention. Often, a picture signals an important story in the view of the newspaper.
A smaller headline or a location on one of the inside pages indicates that the news
in a particular story isn’t as important as that in more eye-catching stories the
newspaper is carrying.

To locate a story quickly, it is important to learn the pattern your
newspaper follows in presenting the news in a way that is most convenient.

3. Read the following magazine article to learn more information on the
problem “Television and children”. Discuss the impact of TV on different age
and social groups.

Television and Children.

Parents and other groups are not concerned only with TV violence aimed
at children. They are also bothered by some non-violent content. Research by the
National Council on Alcoholism, for example, found that before a child reaches
the age of 18, he or she will watch someone drink alcohol on television an average
of 100,000 times. George Gerber, dean of the Annenberg School of
Communications at the University of Pennsylvania, points out that having a drink
is an effective dramatic device for TV programming.

Another concern regarding TV's influence on children developed in the
1980s when commercial enterprises began exploiting children by reaching into
actual program content to sell their products. This new concern developed after the
FCC began deregulating the television industry in the 1980s. This hands-off policy
toward TV encouraged toy makers to begin producing their own programs, a
practice that had been abandoned after the quiz-show scandal of 1959. Such toy
manufacturers as Hasbro, Bradley, Mattel, Coleco, Kenner, Tomy, Tonka, Selchow
& Righter and even CBS Toys joined forces with animation houses to produce
children's shows that featured planned and existing toys. These product-oriented
entertainment shows were in reality 30-minute commercials.
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Theme 3.
Trade. Money. Marketing.

1. Read and translate the text. Answer the questions after the text.

What Is International Trade?

When Honduras exports bananas to Switzerland, they can use the money
they earn to import Swiss chocolate — or to pay for Kuwaiti oil or a vacation in
Hawaii. The basic idea of international trade and investment is simple: each
country produces goods or services that can be either consumed at home or
exported to other countries.

The main difference between domestic trade and international trade is the
use of foreign currencies to pay for the goods and services crossing international
borders. Although global trade is often added up in U.S. dollars, the trading itself
involves various currencies. Japanese videocassette recorders are paid for in Euros
in Berlin, and German cars are paid for in U.S. dollars in Boston. Indian tea,
Brazilian coffee, and American films are sold around the world in currencies as
diverse as Turkish liras and Mexican pesos.

Whenever a country imports or exports goods and services, there is a
resulting flow of funds: money returns to the exporting nation, and money flows
out of the importing nation. Trade and investment is a two-way street, and with a
minimum of trade barriers, international trade and investment usually makes
everyone better off.

In an interlinked global economy, consumers are given the opportunity to
buy the best products at the best prices. By opening up markets, a government
allows its citizens to produce and export those things they are best at and to import
the rest, choosing from whatever the world has to offer.

Some trade barriers will always exist as long as any two countries have
different sets of laws. However, when a country decides to protect its economy by
erecting artificial trade barriers, the result is often damaging to everyone, including
those people whose barriers were meant to protect.

The Great Depression of the 1930s, for example, spread around the world
when the United States decided to erect trade barriers to protect local producers. As
other countries retaliated, trade plumered, jobs were lost, and the world entered into
a long period of economic decline.

What is the basic idea of international trade?

What is the main difference between domestic and international trade?
How can you consider trade barriers?

What is the difference between trade and investment?

What were the sequences of the Great Depression of the 1930s?

Nk W
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2. Read, make a brief retelling.

The history of trade.

Trade is the exchange of goods, services, or both. Trade is also called
commerce. A mechanism that allows trade is called a market. The original form of
trade was barter, the direct exchange of goods and services. Modern traders instead
generally negotiate through a medium of exchange, such as money. As a result,
buying can be separated from selling, or earning. The invention of money (and later
credit, paper money and non-physical money) greatly simplified and promoted
trade. Trade between two traders is called bilateral trade, while trade between more
than two traders is called multilateral trade.

Trade exists for many reasons. Due to specialization and division of labor,
most people concentrate on a small aspect of production, trading for other products.
Trade exists between regions because different regions have a comparative
advantage in the production of some tradable commodity, or because different
regions' size allows for the benefits of mass production. As such, trade at market
prices between locations benefits both locations.

Trading can also refer to the action performed by traders and other market
agents in the financial markets.

The history of international trade chronicles notable events that have
affected the trade between various countries.

In the era before the rise of the nation state, the term 'international' trade
cannot be literally applied, but simply means trade over long distances; the sort of
movement in goods which would represent international trade in the modern world.

Trade originated with the start of communication in prehistoric times.
Trading was the main facility of prehistoric people, who bartered goods and
services from each other before the innovation of the modern day currency. Peter
Watson dates the history of long-distance commerce from circa 150,000 years ago.

There is evidence of the exchange of obsidian and flint during the stone
age. Materials used for creating jewelry were traded with Egypt since 3000 BC.
Long-range trade routes first appeared in the 3rd millennium BC, when Sumerians
in Mesopotamia traded with the Harappan civilization of the Indus Valley. From
the beginning of Greek civilization until the fall of the Roman empire in the 5th
century, a financially lucrative trade brought valuable spice to Europe from the far
east, including China. Roman commerce allowed its empire to flourish and endure.
The Roman empire produced a stable and secure transportation network that
enabled the shipment of trade goods without fear of significant piracy.

The fall of the Roman empire, and the succeeding Dark Ages brought
instability to Western Europe and a near collapse of the trade network.
Nevertheless some trade did occur. For instance, Radhanites were a medieval guild
or group of Jewish merchants who traded between the Christians in Europe and the
Muslims of the Near East.

The Sogdians dominated the East-West trade route known as the Silk
Road after the 4th century AD up to the 8th century AD. They were the main
caravan merchants of Central Asia.
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Theme 5.
Mass Media.

1. Read the article and complete the task which follows.

What is news?

What is news? The kind of event that becomes news depends on several
factors. When did it happen? To be news it must be immediate and current; today’s
newspaper is a record of what’s happening now. What happened? Was the event
significant or important? - if so, it’s news. How and where did it happen? Whom
did it happen to, and what may happen as a result? The answers to these questions
make up what we call news. News is the history of the day in the making, and
newspapers are the recorders of that history.

What kinds of stories make news? Accidents, murders, robberies, awful
fires - do only bad or sad events make news? It depends on what is happening on a
particular day. At first glance it may seem that newspapers print more “bad” news
than “good” news. On certain bad days that may be true, but if you survey the
stories in a typical edition of the newspaper, you may be surprised at the amount of
good news newspapers contain.

While it would be nice if only good news was reported, events make news
because they are out of the ordinary. To most people, a story that describes an
unusual happening is far more interesting than one about an ordinary event. It’s
important to remember that news is about what’s happening and if a significant
event happens, it’s news, good or bad.

1. Can you summarize what makes news?
2. What do you like reading about in newspapers?

2. Read and translate the text. Compare a newspaper to any other mass
medium. What are advantages and disadvantages of different mass media?

What is a newspaper?

A newspaper is a printed record of events that is made available to a large
number of people.

A newspaper does not make events happen. What it does is takes the raw
material - the facts - from an event and presents it as news, in a way that its readers
can understand.

But news is not everything a newspaper contains. There is an old saying
that you can’t please everyone, so don’t try to. A newspaper can’t please everyone
either, but it does try very hard to have something interesting for everyone to read.

Newspapers are magic. They have the power to take you anywhere in the
world. They introduce you to other people and invite you to try something new.
Compared with any other medium of communication, the newspaper offers the
widest choice of information to the greatest number of people.
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18. broadcasting TpPaHCIISALNS, 57. self-interest | coOCTBEeHHas BBITOZIA,
pajrioBeIaHuye, 3aMHTEPECOBAaHHOCTh
HOBOCTHOE BEIIAHUE
19. byproduct COITYTCTBYIOIIUI 58. to usher COIPOBOXATH,
TPOIYKT MPE/ICTABIISTh, BBOIUTD
20. hallenge BBI30B 59. to tend HMETh TEH ICHIIHIO
21. comprehensive |opuruHan-makeTB | 60. to promote | IpoaBUraTh
HATYPaTbHYIO
BEJIMUUHY
22. content colepKaHue 61. response OTBET
23. to cause BBI3bIBAaTh 62. revenue JIOXOTT
(cnencTBue)
24. to classify Kknaccudunuposath | 63. relevant COOTBETCTBYIOIIUI
25. to compare CpaBHHUBATb 64. to quit IIpeKpanaTh
26. to concentrate  [koHIIeHTpHUpoBaTH(Cs)| 65. toll-free OECTODTUHHBIN
27. to convince yoexaaTh 66. to suggest npeJiaratb
28. display TIOKa3, 67. trend HaIpaBIICHUE
JIEMOHCTparLys, s pm—
10y, AUCTIIEH - means pea
29. donation TI0)KEPTBOBAHNE 69. teaser pexiiaMHOe
- 00BsBIIEHHE;
30. easy-to-read JIETKO YUTAeMBbIi «IPA3HHIKA»
31. editor penakrop (pexnamnoe
cooOIIeHne, HE
32. to emphasize TIOAYEPKUBATB, coofuarolee Bcei
BBIJIETIITD Heo0XoIuMOi
33. to encourage 0007pATE, uHpOpMaLuH, HO
TIOOLIPSTH coxepikamee
34. entertainment | pa3BiedeHue yKa3aHHE Ha TO, 4TO
. - OTCYTCTBYIOIIHE
35. entire LIENIbIH, BECh CBeIeHHs OYIyT
36. to entertain PpasBieKaTh AaHbl B
MOCJIEYIOIIUX
37. to establish YCTaHABJIMBATD MyOJIMKALHIX )
38. to expand pacumpsTh(Cs)
39. to feature Hn300paXaTs,
XapaKTepHU30BaTh
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From the 8th to the 11th century, the Vikings and Varangians traded as
they sailed from and to Scandinavia. Vikings sailed to Western Europe, while
Varangians to Russia. The Hanseatic League was an alliance of trading cities that
maintained a trade monopoly over most of Northern Europe and the Baltic,
between the 13th and 17th centuries.

Vasco da Gama restarted the European Spice trade in 1498. Prior to his
sailing around Africa, the flow of spice into Europe was controlled by Islamic
powers, especially Egypt. The spice trade was of major economic importance and
helped spur the Age of Exploration. Spices brought to Europe from distant lands
were some of the most valuable commodities for their weight, sometimes rivaling
gold.

In the 16th century, Holland was the centre of free trade, imposing no
exchange controls, and advocating the free movement of goods. Trade in the East
Indies was dominated by Portugal in the 16th century, the Netherlands in the 17th
century, and the British in the 18th century. The Spanish Empire developed regular
trade links across both the Atlantic and the Pacific Oceans.

In 1776, Adam Smith published the paper An Inquiry into the Nature and
Causes of the Wealth of Nations. It criticised Mercantilism, and argued that
economic specialization could benefit nations just as much as firms. Since the
division of labour was restricted by the size of the market, he said that countries
having access to larger markets would be able to divide labour more efficiently and
thereby become more productive.

In 1817, David Ricardo, James Mill and Robert Torrens showed that free
trade would benefit the industrially weak as well as the strong, in the famous theory
of comparative advantage. In Principles of Political Economy and Taxation
Ricardo advanced the doctrine still considered the most counterintuitive in
economics:

When an inefficient producer sends the merchandise it produces best to a

country able to produce it more efficiently, both countries benefit.

The Great Depression was a major economic recession that ran from 1929
to the late 1930s. During this period, there was a great drop in trade and other
economic indicators.

The lack of free trade was considered by many as a principal cause of the
depression. Only during the World War II the recession ended in United States.
Also during the war, in 1944, 44 countries signed the Bretton Woods Agreement,
intended to prevent national trade barriers, to avoid depressions. It set up rules and
institutions to regulate the international political economy: the International
Monetary Fund and the International Bank for Reconstruction and Development
(later divided into the World Bank and Bank for International Settlements). These
organizations became operational in 1946 after enough countries ratified the
agreement. In 1947, 23 countries agreed to the General Agreement on Tariffs and
Trade to promote free trade.

Free trade advanced further in the late 20th century and early 2000s:
e 1992 European Union lifted barriers to internal trade in goods and labour.
e January 1, 1994 NAFTA took effect.
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1994 The GATT Marrakech Agreement specified formation of the WTO.
January 1, 1995 World Trade Organization was created to facilitate free
trade, by mandating mutual most favoured nation trading status between
all signatories.

e EC was transformed into the European Union, which accomplished the
Economic and Monnetary Union (EMU) in 2002, through introducing the
Euro, and creating this way a real single market between 13 member states
as of January 1, 2007.

e 2005, the Central American Free Trade Agreement was signed; It includes
the United States and the Dominican Republic.

3. Discussion. Read this newspaper extract about an old lady who left
£500,000 when she died.

a) What is strange about the way the old lady lived?

b)Why do you think she chose to live like that? Give your opinions.

¢)Do you prefer to spend or to save money? Give reasons, and say: either what you
spend your money on; or what (if anything) you are saving your money for.

When she died she had lived alone in a six-bedroom home for fourteen
years, and dressed in second-hand clothes from jumble sales, She only went out
twice a day - early in the morning, to look for useful things on the beach to take
home, and then for a session on the fruit machines later on, Among the rubbish
found in her house after her death were her diaries. She had written down every
penny she spent, including jumble sale bargains, and anything she won on the fruit
machines.

Grocer, George Bumstead, 70, says: 'Every Monday she used to come into
my shop and buy her weekly order of six eggs, seven bananas and seven pounds of
potatoes. The order never changed, and all she had to cook with was an old gas
cooker with two rings - the oven didn't work.'

The irony of the story is that this eccentric old lady, who used to love
watching American soap operas, could have lived in the extravagant style of her
favourite soap opera, Dallas, if she had wanted to. (from Titbits)

4. Read and analyze the text. Make up a plan of the text also using the key
definitions and notions. Try to use your own words while making the plan.

The history of money.

The history of money is a story spanning thousands of years. Related to
this, Numismatics is the scientific study of money and its history in all its varied
forms.

The English word "money" dates to ¢.1290, "coinage, metal currency,"
from old French moneie, from Latin monéta "mint, coinage," from Moné&ta = "she
who warns", a title of the Roman goddess Juno, as money was coined in or near the
Capitoline Temple of Juno in Rome.

Money itself must be a scarce good. Many items have been used as money
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include a toll-free telephone number, an address to write for more information, or a
suggestion that people visit a local dealer.

Artwork. An ad can consist of just a headline and copy, but ads usually have
a strong graphic element. This may be a striking photo, a line drawing, or a computer -
generated design. Artwork attracts the reader to the ad and breaks up large blocks of

type.

Layout. The headline, copy, and graphic elements need to be integrated
into an attractive, easy-to-read advertisement. A layout can be a mock-up of the
planned ad, or it can be a detailed comprehensive that includes the actual type and
artwork that will be used.

10. Vocabulary.

1.(in)dependent (He)3aBUCUMBII 40. headline 3aroJI0BOK

2.a block of type 610K Habopa 41. immediate | HEenocpeACTBEHHBII

3.access JIOCTYI 42. insurance CTpaxOBKa

4.action TIeHCTBHE 43. to integrate | CBsI3bIBATD,

5.aim Heb (into) HHTETPUPOBATh B

6.goal LENb 44. to intend HaMepeBaThCs

7.purpose LENb 45. layout HaOPOCOK, MaKeT

8.to announce OOBSBIISATD 46. line-drawing | IITPUXOBOH PUCYHOK

9.announcement 00BsBIICHNE 47. print TIEYaTHBIH

10. to appeal to o0parathest K 48. to persuade |ybexmarth

11. approach TIOZIXOJ 49. mock-up HaOpPOCOK MakeTa

12. artwork PHCYHOK 50. long-term/ | 1oMTOCpPOYHBI/
short-term | KpaTKOCpOYHBII

13. awareness ocBeOMJIEHHOCTE | 51. to place pa3merarb

14. to be aimed at | ObITh HauleneHHbIM | 52. medi(um)a | cpencTBo(a) MaccoBOM
Ha nHpopmarmu

15. behaviour TIOBEJICHUE 53. target LeseBas ayIuTOpHs

audience

16. body copy OCHOBHOM TEKCT 54. to modify MOI(HIMPOBATH

17. to break up pa30uBars, 55. to offer TIpeAJIaraTh
pa3pbIBaTh 56. to operate OIEpHPOBATH,

o0pararbest
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the companies are, the bigger their relation becomes, maximizing control over a
single piece of information.

Advertisers may try to minimize information about or from consumer
groups, consumer-controlled purchasing initiatives (as joint purchase systems), or
consumer-controlled quality information systems.

Another indirect effect of advertising is to modify the nature of the
communication media where it is shown. Media that get most of their revenues
from publicity try to make their medium a good place for communicating ads
before anything else. The clearest example is television, where broadcasters try to
make the public stay for a long time in a mental state that encourages spectators not
to switch the channel during advertisements. Programs that are low in mental
stimulus, require light concentration and are varied best for long sitting times.
These also make for much easier emotional transition to ads, which are
occasionally more entertaining than the regular shows. A simple way to understand
objectives in television programming is to compare the content of programs paid
for and chosen by the viewer with those on channels that get their income mainly
from advertisements.

In several books, articles and videos, communication professor Sut Jhally
has argued that pervasive commercial advertising, by constantly reinforcing a
bogus association between consumption and happiness and by focusing on
individual immediate needs, leads to a squandering of resources and stands in the
way of a discussion of fundamental societal and long-term needs.

9. Read and translate the text. Make up 5 negative sentences and 5 questions
for additional information to the text. Retell the text.

The basics of a print ad.

There are several key elements in a print advertisement. They are headline,
text, artwork, and layout.

Headline. Advertising expert John Caples says, "The headline is the most
important element in most ads - and the best headlines appeal to the reader's self-
interest or give news".

Headlines should be specific about a benefit, or they can be teasers that
arouse interest. Here is a headline about a specific program: "The Phoenix Mutual
Insurance Retirement Income Plan". Caples thought this was all right, but he created
a headline that sold much more successfully: "To Men Who Want to Quit Work Some
Day". This was accompanied with an illustration of a smiling senior citizen fishing in
a mountain stream.

Text. The headline is followed by what is known as text or body copy. This
is the words that persuade the reader to do something. In general, copy should be
limited to only one or two major points. Sentences should be short and punchy. A
declarative sentence is much better than one that includes a dependent or an
independent clause.

The copy should invoke emotion, provide information of value to the
reader, and suggest a way that the reader can act on the information. You might
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from naturally scarce precious metals and shells to entirely artificial money such as
banknotes. Modern money (and most ancient money too) is essentially a token —
in other words, an abstraction. Paper currency is perhaps the most common type of
physical money today. However, goods such as gold or silver retain many of
money's essential properties.

The use of proto-money may date back to at least 100,000 years ago. In
cultures where metal working was unknown, shell or ivory jewellery were the most
divisible, easily storable and transportable, scarce, and hard to counterfeit objects
that could be made.

Bartering has several problems, most notably the coincidence of wants
problem, but even if a farmer growing fruit and a wheat-field farmer need what the
other produces a direct barter swap is impossible for seasonal fruit that would spoil
before the grain harvest. A solution is an indirect trade through a third,
"intermediate”, commodity: the fruit is exchanged for this when it ripens. By
overcoming the limitations of simple barter, a commodity money makes the
market in all other commodities more liquid.

Where trade is common, barter systems usually lead quite rapidly to
several key goods being imbued with monetary properties. The emergence of
monetary goods is a quite natural market phenomenon.

From early times, metals, where available, have usually been favored for
use as money over such commodities as cattle, cowry shells, or salt, because they
are at once durable, portable, and easily divisible.

The use of gold as money has begun in the fourth millennium B.C. when
the Egyptians used gold bars of a set weight as a medium of exchange. The first
gold coins were introduced about 650 B.C. in Lydia (now western Turkey).

Coins were typically minted by governments in a carefully protected
process, and then stamped with an emblem that guaranteed the weight and value of
the metal.

Metal based coins had the advantage of carrying their value within the
coins themselves — on the other hand, they induced manipulations: the clipping of
coins in the attempt to get and recycle the precious metal. A greater problem was
the simultaneous co-existence of gold, silver and copper coins in Europe. English
and Spanish traders valued gold coins more than silver coins, as many of their
neighbors did, with the effect that the English gold-based guinea coin began to rise
against the English silver based crown in the 1670s and 1680s.

Stability came into the system with national Banks guaranteeing to change
money into gold at a promised rate; it did, however, not come easily. The Bank of
England risked a national financial catastrophe in the 1730s when customers
demanded their money be changed into gold in a moment of crisis. Eventually
London's merchants saved the bank and the nation with financial guarantees.

Another step in the evolution of money was the change from a coin being
a unit of weight to being a unit of value. A distinction could be made between its
commodity value and its specie value. The difference is these values is
seigniorage.

The system of commodity money in many instances evolved into a system
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of representative money. It didn't take long before the receipts were traded as
money, because everyone knew they were "as good as gold". Representative paper
money made possible the practice of fractional reserve banking, in which bankers
would print receipts above and beyond the amount of actual precious metal on
deposit.

Fiat money refers to money that is not backed by reserves of another
commodity. The money itself is given value by government fiar (Latin for "let it be
done") or decree, enforcing legal tender laws. Governments through history have
often switched to forms of fiat money in times of need such as war, sometimes by
suspending the service they provided of exchanging their money for gold, and other
times by simply printing the money that they needed. When governments produce
money more rapidly than economic growth, the money supply overtakes economic
value. Therefore, the excess money eventually dilutes the market value of all
money issued. This is called inflation.

In 1971 the US finally switched to fiat money indefinitely. At this point in
time many of the economically developed countries' currencies were fixed to the
US dollar, and so this single step meant that much of the western world's currencies
became fiat money based.

Credit money often exists in conjunction with other money such as fiat
money or commodity money, and from the user's point of view is indistinguishable
from it. Most of the western world's money is credit money derived from national
fiat money currencies.

In a modern economy, a bank will lend to borrowers in excess of the
reserve it carries at any time, this is known as fractional reserve banking. In doing
so, it increases the total money supply above that of the total amount of the fiat
money in existence. While a bank will not have access to sufficient cash (fiat
money) to meet all the obligations it has to depositors if they wish to withdraw the
balance of their cheque accounts (credit money), the majority of transactions will
occur using the credit money (cheques and electronic transfers).

5. Grammar revision. Use the Present Indefinite or Continuous.

1. Ican tell you that generally he (to sing) very well, but I think the song which he
(to sing) now is just not for his voice.

2. Your younger son usually (to do) much reading? — Oh, yes, he (to read) a lot.
As far as I know, he now (to read) a collection of fairy-tales.- Unfortunately my
children (not to read) as often as I would like them to.

3. What is it you (o play) now? Something familiar. — Oh, just some popular song,
I (not to remember) its name. You see, I (to try) to play this song from memory.
And I (not to play) the piano often nowadays.

4. When we (to say) “translator”, and when “interpreter”? Well, a translator s a
person who (to make) written translations, while an interpreter usually (to
translate) some speech orally, while somebody (to speak).

5. He has suffered a great deal of pain. You (not think) he (to behave) very well,
though?
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I had a letter from him today.
6. Have you seen him this afternoon?
Did you see him this afternoon?
7. We haven't corresponded for months.
We didn't correspond for months.
8. He has called me up from London three times this week.
He called me up from London three times this week.
9. I've met them both this afternoon.
I met them both this afternoon.

6. Grammar revision. Underline the most likely form of the verb in each
sentence.

a) When they lived in Morocco they f) I heard/ 've heard that record.
ate/have eaten in restaurants every day. Put something else on.

b) She only went/ 's only been to a g) When did you hear / have
hypnotist once in her life. you hear it?

¢) Did you go / Have you been to the h) He met/ 's met Judi Dench last
opening night of 'Miss Saigon' last week.

week?

d) I watered / have watered the plants 1) I never went/ 've never been on
yesterday. Concorde. I'd like to.

e) Your mother telephoned / has j) Did you ever have / Have you

telephoned while you were out. ever had malaria before?

7. Grammar revision. Make sentences from these groups of words. Put the
verbs in the Past Simple or the Present Perfect, using the time expressions in
brackets.

a) live / Indonesia? (ever)

b) play golf? (yesterday)

¢) meet my wife / Poland (ten years ago)

d) have / cup of coffee (already)

e) plane / not leave (yet)

f) see any good films? (recently)

g) Kay / not phone / mother (last week)

h) visit / Paris (never)

8. Read the text. Think about other negative effects of advertising.

Negative effects of advertising.

An extensively documented effect is the control and vetoing of free
information by the advertisers. Any negative information on a company or its
products or operations often results in pressures from the company to withdraw
such information lines, threatening to cut their ads. This behaviour makes the
editors of the media self-censor content that might upset their ad payers. The bigger
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advertisements more tempting to consumers' eyes. The Volkswagen ad campaign
featuring such headlines as "Think Small" and "Lemon" (which were used to
describe the appearance of the car)--ushered in the era of modern advertising by
promoting a "position" or "unique selling proposition" designed to associate each
brand with a specific idea in the reader or viewer's mind. This period of American
advertising is called the Creative Revolution and its poster boy was Bill Bernbach
who helped create the revolutionary Volkswagen ads among others. Some of the
most creative and long-standing American advertising dates to this incredibly
creative period.

The late 1980s and early 1990s saw the introduction of cable television
and particularly MTV. Pioneering the concept of the music video, MTV ushered in
a new type of advertising: the consumer tunes in for the advertising message, rather
than it being a byproduct or afterthought. As cable and satellite television became
increasingly prevalent, specialty channels emerged, including channels entirely
devoted to advertising, such as QVC, Home Shopping Network, and ShopTV.

Marketing through the Internet opened new frontiers for advertisers and
contributed to the "dot-com" boom of the 1990s. Entire corporations operated
solely on advertising revenue, offering everything from coupons to free Internet
access. At the turn of the 21st century, a number of websites including the search
engine Google, started a change in online advertising by emphasizing contextually
relevant, unobtrusive ads intended to help, rather than inundate, users. This has led
to a plethora of similar efforts and an increasing trend of interactive advertising.

A recent advertising innovation is "guerrilla promotions", which involve
unusual approaches such as staged encounters in public places, giveaways of
products such as cars that are covered with brand messages, and interactive
advertising where the viewer can respond to become part of the advertising
message. This reflects an increasing trend of interactive and "embedded" ads, such
as via product placement, having consumers vote through text messages, and
various innovations utilizing social networking sites (e.g. MySpace).

4. Compose a crossword, using not less than 12 words from the vocabulary at
the end of the theme.

5. Grammar revision. Make up the situations where the use of the offered
tense could be justified.

1. I haven't read the paper this morning.
I didn't read the paper this morning.

2. We haven't seen them for years.
We didn't see them for years.

3. He hasn't gone to bed for two days.
He didn't go to bed for two days.

4. He has been a teacher for ten years.
He was a teacher for ten years.

5. I've had a letter from him today.
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I never (to change) my shoes even when I (to get) my feet wet.

“By the way,” I asked Arthur, “what Bill (to do) now?”

The guard stared at him. “You (to have) a pass?”

9. I(to believe) she (to feel) foolish this morning.

10. If there is one thing I (not to like) on a voyage it is the unexpected.

11. The doctor (not to see) the patients today.

12. “If you (to feel) so strongly”, she said, “why you (not to do) something about
it?”

13.I’'m about to move to London and I (to try) to decide which books and records
to take along.

14. Jill (to be) rude to me. Why you (not to stop) her?

15. She (not/belong) to a political party.

16. Hurry! The bus (come). I (not/want) to miss it.

17. The River Nile (flow) into the Mediterranean.

18. The river (flow) very fast today - much faster than usual.

19. (it/ever/snow) in India?

20. We usually (grow) vegetables in our garden but this year we (not/grow) any.

21. A: Can you drive?, B: No, but I (learn). My father (teach) me.

22. You can borrow my umbrella. I (not/need) it at the moment.

23. Tusually (enjoy) parties but I (not/ enjoy) this one very much.

24. George says he's 80 years old but I (not/believe) him.

25.Ron is in London at the moment. He (stay) at the Hilton Hotel. He usually

(stay) at the Hilton Hotel when he's in London.

N

6. Grammar revision. Develop situations to justify the use of the offered tense.

1. They dance every style. 5. You are putting the umbrella in the wrong
They are dancing every style. place.
You put the umbrella in the wrong place.

2. I think they are both silly. 6. All these people come here to see the

I think they are both being silly. races.
All these people are coming here to see
he races.
3. Who is sleeping in this room? 7. 1don’t eat fish.
Who sleeps in this room? I’'m not eating fish.
4. He played tennis. 8. She will write a new ad.

He was playing tennis. She is writing a new ad.
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7. Read the text. Define key notions and regulations of marketing.

Marketing.
Generalities.

One of the areas of management is marketing. Marketing is the process of
planning and executing the conception, pricing, promotion and distribution of
ideas, goods, and services to create exchanges that satisfy individual and
organizational objectives.

Marketing makes available where customers want them by transferring the
ownership of products to buyers. The entire business organization is involved in a
dual process of satisfying customer needs and achieving organizational goals.

Implementation of marketing concept begins and ends with marketing
information about customers — first to determine what customers need, and later to
evaluate how well the firm is meeting those needs.

A market consists of people with their needs, the ability to buy, and the
desire and ability to sell. Markets are classified as consumer and industrial markets.

A marketing mix.
A business firm controls four important elements of marketing which are

called a marketing mix.

A firm’s marketing mix is the combination of the product, the price of the
product, the means for its distribution, and the promotion of the product to reach a
firm’s target market.

A firm can vary its marketing mix by changing any one or more of these
ingredients. Thus a firm may use one marketing mix to reach one target market and
a second, somewhat different marketing mix, to reach another target market. For
example, most automakers produce several different types of vehicles and aim
them at different market segments based on age and income.

1) The product ingredient of the marketing mix includes decisions about the
product’s design, brand name, packaging, warranties, and the like.

2) The pricing ingredient includes both base prices and discounts of various
kinds. Pricing decisions are intended to achieve particular goals, such as to
maximize profit or even to make room for new models. The rebates offered by
automobile manufactures are a pricing strategy developed to boost low auto sales.

3) The distribution ingredient involves not only transportation and storage
but also the selection of intermediaries.

4) The promotion ingredient focuses on providing information to target
markets. The major forms of promotion include advertising and publicity.

The “ingredients” of the marketing mix are controllable elements. A firm
can vary each of them to suit its organizational goals, marketing goals, and target
markets.

A marketing strategy.
A marketing strategy is a plan for the best use of an organization’s
resources to reach its objectives. Developing a marketing strategy involves
selecting and analyzing a target market and creating and maintaining a marketing
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As the economy expanded during the 19th century, advertising grew
alongside. In the United States, the success of this advertising format eventually led
to the growth of mail-order advertising. In 1841, the first advertising agency was
established by Volney Palmer in Boston. At first, agencies were brokers for
advertisement space in newspapers. N. W. Ayer & Son was the first full-service
agency to assume responsibility for advertising content. N.W. Ayer opened in
1875, and was located in Philadelphia. At the turn of the century, there were few
career choices for women in business; however, advertising was one of the few.
Since women were responsible for most of the purchasing done in their household,
advertisers and agencies recognized the value of women's insight during the
creative process. In fact, the first American advertising to use a sexual sell was
created by a woman — for a soap product. Although tame by today's standards, the
advertisement featured a couple with the message "The skin you love to touch".

When radio stations began broadcasting in the early 1920s, the programs
were however nearly exploded. This was so because the first radio stations were
established by radio equipment manufacturers and retailers who offered programs
in order to sell more radios to consumers. As time passed, many non-profit
organizations followed suit in setting up their own radio stations, and included:
schools, clubs and civic groups. When the practice of sponsoring programs was
popularized, each individual radio program was usually sponsored by a single
business in exchange for a brief mention of the business' name at the beginning and
end of the sponsored shows. However, radio station owners soon realized they
could earn more money by selling sponsorship rights in small time allocations to
multiple businesses throughout their radio station's broadcasts, rather than selling
the sponsorship rights to single businesses per show.

This practice was carried over to television in the late 1940s and early
1950s. A fierce battle was fought between those seeking to commercialize the radio
and people who argued that the radio spectrum should be considered a part of the
commons — to be used only non-commercially and for the public good. However,
in the United States, the capitalist model prevailed with the passage of the 1934
Communications Act which created the Federal Communications Commission. To
placate the socialists, the U.S. Congress did require commercial broadcasters to
operate in the "public interest, convenience, and necessity". Nevertheless, public
radio does exist in the United States of America. In the early 1950s, the Dumont
television network began the modern trend of selling advertisement time to
multiple sponsors. Previously, Dumont had trouble finding sponsors for many of
their programs and compensated by selling smaller blocks of advertising time to
several businesses. This eventually became the norm for the commercial television
industry in the United States. However, it was still a common practice to have
single sponsor shows, such as the U.S. Steel Hour. In some instances the sponsors
exercised great control over the content of the show - up to and including having
one's advertising agency actually writing the show. The single sponsor model is
much less prevalent now, a notable exception being the Hallmark Hall of Fame.

The 1960s saw advertising transform into a modern approach in which
creativity was allowed to shine, producing unexpected messages that made
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3. Read, make up a summary. Make a brief retelling.

Advertising.

Advertising is a communication whose purpose is to inform potential
customers about products and services and how to use and obtain them. Every
major medium is used to deliver these messages, including: television, radio,
movies, magazines, newspapers, video games, the Internet (see Internet
advertising), and billboards. Advertising is often placed by an advertising agency
on behalf of a company.

Advertisements can also be seen on the seats of grocery carts, on the walls
of an airport walkway, on the sides of buses, heard in telephone hold messages and
in-store public address systems. Advertisements are usually placed anywhere an
audience can easily and/or frequently access them.

Some organizations which frequently spend large sums of money on
advertising but do not strictly sell a product or service to the general public include:
political parties, interest groups, religion-supporting organizations, and militaries
looking for new recruits. Additionally, some non-profit organizations are not
typical advertising clients and rely upon free channels, such as public service
announcements.

Advertising spending has increased dramatically in recent years. In the
United States alone in 2006, spending on advertising reached $155 billion, reported
TNS Media Intelligence. That same year, according to a report titled Global
Entertainment and Media Outlook: 2006-2010 issued by global accounting firm
PricewaterhouseCoopers, worldwide advertising spending was $385 billion. The
accounting firm's report projected worldwide advertisement spending to exceed
half-a-trillion dollars by 2010.

While advertising can be seen as necessary for economic growth, it is not
without social costs. Unsolicited Commercial Email and other forms of spam have
become so prevalent as to have become a major nuisance to users of these services,
as well as being a financial burden on internet service providers. Advertising is
increasingly invading public spaces, such as schools, which some critics argue is a
form of child exploitation.

Commercial messages and political campaign displays have been found in
the ruins of ancient Arabia. Egyptians used papyrus to create sales messages and
wall posters, while lost-and-found advertising on papyrus was common in Ancient
Greece and Ancient Rome. Wall or rock painting for commercial advertising is
another manifestation of an ancient advertising form, which is present to this day in
many parts of Asia, Africa, and South America. As printing developed in the 15th
and 16th century, advertising expanded to include handbills. In the 17th century
advertisements started to appear in weekly newspapers in England. These early
print advertisements were used mainly to promote: books and newspapers, which
became increasingly affordable with advances in the printing press; and medicines,
which were increasingly sought after as disease ravaged Europe. However, false
advertising and so-called "quack" advertisements became a problem, which
ushered in the regulation of advertising content.
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mix that will satisfy that market.

A target market is chosen through the market segmentation approach. A
market segment is a group of individuals or organizations within a market that have
similar characteristics and needs. The market segmentation approach directs a
marketing mix at a segment of a market.

Market measurement and sales forecasting are used to estimate sales
potential and predict product sales in specific market segments. Strategies are then
monitored and evaluated through marketing research and marketing information
system, which stores and process internal and external data in a form suitable for
marketing decision making.

8. Fill the gaps with a suitable word from the list below.

A. Marketing.

In recent years marketing has ... (1) a driving force in most companies.
Underlying all marketing strategy is “The Marketing Concept”, explained in this
diagram:

THE MARKETING CONCEPT
(We must ... (2) what people want, not what we want to produce)

This means that we PUT THE CUSTOMER FIRST
(We ... (3) the company so that this happens)
\2

We must FIND OUT WHAT THE CUSTOMER WANTS
(We ... (4) market research)

We must SUPPLY exactly what the customer wants
\2
We can do this by offering the right MARKETING MIX: “The Four P’s ”
= the right PRODUCT
at the right PRICE
available through the right ... (5) of distribution: PLACE
presented in the right way: PROMOTION
Nowadays, all ... (6) of a company are urged to “Think Marketing”:
To think marketing we must have a clear idea of:
\2
what the customers need
what the customers want
what causes them to buy
what the product is to the customer: functional, technological, economic, aesthetic,
emotional, psychological ... (7).
FEATURES (what the product is) + BENEFITS (which means that...)
A company that believes in ... (8) is forward-thinking and doesn’t rest on its past
...(9): it must be aware of its strengths and weaknesses as well as the ... (10) and
threats it faces in the market.
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1. carry out 6. channels
2. become 7. achievements
3. produce 8. organize
4.  divisions 9. marketing
5.  aspects 10. opportunities

B. “The Marketing Mix” and the “4 P’s”: Product, Price.

PRODUCT = the goods or service that you are marketing. The product is
not just a ... (1) of components, but includes its design, quality and reliability.

Products have a ... (2) and forward-thinking companies are continually
developing new products to ... (3) products whose sales are declining and coming
to the end of their lives. A total product ... (4) the image of the product as well as
its features and ... (5). In marketing terms, political candidates and non-profit-
marketing public ... (6) are also ‘products’ that people must be persuaded to ‘buy’
and which have to be presented and ... (7) attractively.

PRICE = make it easy for the customer to buy. The marketing view of
pricing takes ... (8) of the value of a product, its quality, the ability of the customer
to pay, the volume of sales ... (9), the level of market saturation and the prices ...
(10) by the competition. Too low a price can ... (11) the number of sales just as
significantly as too high a price. A low price may ... (12) sales but not as profitably
as fixing a high, yet still popular, price.

1. includes 5. packaged 9. account
2. benefits 6. life-cycle 10. increase
3. collection 7. reduce 11. required
4. services 8. replace 12. charged

C. “The Marketing Mix” and the ‘4 P’s”: Place.

PLACE = getting the product of the customer. Decisions have to be made
about the channels of distributions and ... (1) arrangements. Retail products may
go through various channels of ... (2).

1. Producer — sells directly to end-users via own sales force, direct
response advertising or ... (3) mail (mail order).
Producer — retailers — end-users.
Producer — wholesalers/agents — retailers — end-users.
Producer — wholesalers — ... (4) to end-users.
Producer — multiple store groups/department stores/ mail ... (5)
houses — end-users.

6. Producer — market — wholesalers — retailers — end-users.

Each stage must add ‘value’ to the product to justify the ... (6). The middle-
man is not normally someone who just takes his ‘cut’ but someone whose own ...
(7) force and delivery system can make the product more easily and cost-effective
available to the largest number of ... (8). One principle behind this is ‘breaking
down the bulk’: the producer may sell in minimum quantities of, say, 10, 000 to the
... (9), who sells in minimum quantities of 1000 to the retailer, who sells in
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2. Sometimes products don’t sell well in a new market. Suggest what went
wrong in these cases.

1. Western companies had problems selling refrigerators in Japan until they
changed the design to make them quieter.

2. In Saudi Arabia, a newspaper ad for an airline showed an attractive
hostess serving champagne to happy passengers. A lot of passengers cancelled their
flight reservations.

3. A soap powder advertisement had a picture of dirty clothes on the left, a
box of soap in the middle and clean clothes on the right. The soap didn’t sell well
in the Middle East.

4. A company had problems when it tried to introduce instant coffee to the
French market.

5. Several European and American firms couldn’t sell their products in
Dubai when they ran their advertising campaign in Arabic.

6. An airline company called itself Emu, after the Australian bird. But
Australians didn’t want to use the airline.

7. A TV commercial for a cleaning products showed a little girl cleaning up
the mess her brother made. The commercial caused problems in Canada.

8. A toothpaste manufacturer couldn’t sell its product in parts of South East
Asia.

9. An American golf ball manufacturer launched its products in Japan
packed in boxes of four. It had to change the pack size.

10. A ladies’ electric shaver sold well throughout Europe, but not in Italy.

Here are the reasons for the problems, but they are in the wrong order. Number
them from 1 to 10.

a) In Japanese the word “four” sounds like the word for “death”. Things
don’t sell well packed in fours.

b) People thought the commercial was too sexist and reinforced old
male/female stereotypes.

¢) Unveiled women don’t mix with men in Saudi Arabia and alcohol is
illegal.

d) 90% of the population came from Pakistan, India, Iran and elsewhere, so
Arabic was the wrong language.

e) It seems Italian men prefer ladies’ legs unshaven.

f) The advertisers forgot that in that part of the world , people usually read
from right to left.

2) The people in this area didn’t want white teeth. They thought darkly-
stained teeth were beautiful and they tried to blacken them.

h) Japanese homes were small and sometimes walls were made of paper. It
was important for the refrigerators to be quiet.

i) Making “real” coffee was an important part of the French way of life.
Instant coffee was too casual.

j) The emu can’t fly.

35



By Geographic Area.

A neighbourhood store (or fine restaurant) usually uses local advertising in
its immediate trading area because that’s where the majority of its customers come
from. Local advertisers face a variety of special challenges.

On the other hand, a business that is part of a well-known chair, might use
any of the four classifications of advertising based on geography — local, regional,
national, or even international.

By Medium.

Advertising can be classified on the basis of the medium used to transmit
the message (e.g. radio, television, or newspaper). An advertising medium is any
paid means to present an advertisement to its target audience. Word-of-mouth,
therefore, is not an advertising medium.

By Purpose.

Advertising can also be classified on the basis of the sponsor’s objectives.
Some ads promote goods or service; others promote ideas. Some advertising is
meant to generate profits for the advertiser; some is sponsored by non-profit
groups. Some ads try to spur the target audience to action, others to create
awareness or understanding of the advertiser’s goods or service.

Product versus Non-product Advertising.

Product advertising promotes goods and services. Non-product advertising
sells ideas. An ad for gasoline is a product ad. So are ads for banking insurance, or
legal services. But an ad that promotes a company ‘s mission or philosophy (e.g.
how the company protects the environment while drilling for oil), is considered
corporate, non-product, or institutional advertising.

Commercial versus Noncommercial Advertising.

While commercial advertising seeks profits, noncommercial advertising is
used around the world by governments and non-profit organizations to seek
donations, volunteer support, or a change in consumer behaviour.

Action versus Awareness Advertising.

Ads may be categorized on the basis of expected consumer response.
Some ads are intended to bring about immediate action on the part of the reader,
whereas others have a long-term goal.

The objective of awareness advertising, for example, is to create interest
in, and image for, a product and to influence readers or viewers to select a specific
brand.

A direct-mail ad, on the other hand, exemplifies action advertising because
it seeks an immediate, direct response from the reader.

Most ads on TV and radio are awareness ads, but some are a mixture of
awareness and action. For example, a 60-second commercial may devote the first
50 seconds to image building and the last 10 to a local phone number for
immediate information.
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minimum ... (10) of 1 to the end-user. A confectionary manufacture doesn’t deliver
individual bars of chocolate to consumers: distribution is done through wholesalers
and then ... (11) who each ‘add value’ to the product by providing a good service
to their customers and stocking a wide ... (12) of similar products.

1. order 5. distribution 9.sales

2. direct 6. wholesaler 10. range
3. directly 7. quantities 11. delivery
4. customers 8. costs 12. retailers

D. “The Marketing Mix” and the “4 P’s”: Promotion.

PROMOTION = ... (1) the product to the customer. Promotion involves
considering the packaging and ... (2) of the product, its image, the product name,
advertising and slogans, brochures, literature, ... (3) lists, after-sales service and
training, trade exhibitions or ... (4) public relations, publicity, and personal selling,
where the seller develops a ... (5) with the customer.

Every product must possess a ‘unique selling proposition’ (USP) - ... (6)
and benefits that make it unlike any other product in its ... (7).

In promoting a product, the attention of potential customers is ... (8) and an
interest in the product aroused, ... (9) a desire for the product and encouraging
customers to take ... (10) action (‘AIDA’).

1. fairs 6. prompt
2. features 7. relationship
3. presenting 8. market
1. presentation 9. attracted
5. price 10. creating
9. Vocabulary
1. (to) charge 3aps, neHa; | 30. fiat money HEpa3MEHHbICE  Ha
3apshKaTh, 1aBaTh JIparoleHHbIe
MOpYYCHHUE METaJlTbI
2. (to) decline craf, OyMaxkHbIC JICHBTU
yXynatbest 31. fair/exhibition | BeicTaBka
3. (to) order npukas,  3akas; | 32.funds GboHxEI, cpencTea
TpHKA3bIBATE, 33. goods TOBAp
3aKa3bIBaTh
34. to guarantee rapaHTHpPOBaTh
4. (to) rate omnenka; Hopma, | 35.inflation UHOISIHS
Tapud; MPOLEHT,
JTOTISt
5. (to) value IICHHOCTD, 36. to invest HHBECTUPOBATH
OLICHUBATH
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6. amount cymma, 37. investment WHBECTULIMH
igﬁi?g?:};o 38. jumble sale | GuarorBopHTENbHAS

7. artificial HCKYCCTBEHHBIN pactponaxa

8. bargain clIeNIKa 39.to lend OaJ’KUBATh,

9. barter Gaprep JlaBaTh B3alMBbI

10. to borrow 3aHnMaTh, Opath | 40.life-cycle JKU3HEHHBIH UK
Ha BpeMs

11. cash HaJINYHBIE 41.liquid JIMKBHJHBIA
JICHBTH

12. coin MOHETa 42. market HaCBIIICHNAE PBIHKA

13. commerce TOPTOBIIS saturation

14. commodity npeaMeT 43. merchant TOProBer|
noTpebieHus,
TOBap I 44, to TOProBaTh,
TIpOJaKu merchandise pEKIaMUpPOBaTh

15. to consume OTPeOJIATh 45. monetary MOHETHBIH,

16. consumer MOTPeOUTENH JICHEKHBIH,

17. currency BaJIOTA BATIOTHBII

18. delivery JOCTaBKa 46. to monitor MPOBEPSITS,

19. to distribute pacupoCTpaHsTh KOHTPOJIUPOBATS,

20. distribution pacopocTpaHeHHe CIEeIUTh

21. to divide JEIUTh 47. to pay IJIaTHTh

22. division (non)pasnenenue | 48. property COOCTBEHHOCTb

23. to dominate JOMHHHPOBATh 49. to protect 3alIMIIATh

24. domestic JOMALIHSs 50. to replace 3aMelaTh

(internal)/ (BHYTpeHHssT)/ 51. retail PO3HHYHBII

international MeXIyHapoaHas | 52, to suit COOTBETCTBOBATH

(external) trade ii};:-gl;ﬁl ) 53. tax/taxation | Haior,

HAJIOT000JIOKEHHE

25. to earn 3apabaThIBaTh

26. to enable JIaBaTh 54. transaction | cmenka
BO3MOXHOCTB, 55. unit eINHUIA
Jienatb 56. to vary H3MEHSATR(CS)
BO3MOYKHBEIM

27. evaluate OLICHMBATh 57. warranty TapaHTHs

28. exchange o0MeH 58. wholesale OITOBBIN

29. execute BBINIOJIHSTh
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Theme 4.
Advertising.
1. Read and translate. List main criteria of classification of advertising and
characterize the respective target audiences and aims. Retell the text.

Classifications of advertising.

Advertising can be classified by four main criteria: target audience,
geographic area, medium, and purpose.

By Target Audience.

Advertising is usually aimed at a particular segment of the population —
the target audience. When you see an ad that doesn’t appeal to you, it may be
because the ad is not aimed at any of the groups you belong to. For example, a TV
commercial for denture cream isn’t relevant to young adults. They are not part of
the target audience, so the ad isn’t designed to appeal to them.

There are two main types of target audiences: consumers and businesses.

Most ads in the mass media — TV, radio, newspapers, and magazines — are
consumer advertisements. Sponsored by the manufacturer of the product or the
dealer who sells the product, they are typically directed at consumers — people who
buy the product for their own or someone else’s personal use.

The majority of consumer advertising appears in mass-consumer media.
Business advertising, on the other hand, tends to be concentrated in specialized
business publications or professional journals, in direct-mail pieces sent to
business, or in trade shows. Since business advertising rarely uses the mass media,
it is often invisible to consumers.

There are four types of business advertising: industrial, trade, professional,
and agricultural.

Industrial advertising is aimed at individuals in business who buy or
influence the purchase of industrial products, including goods and services used in
the manufacture of other goods (plants, machinery, equipment) or that become part
of other products (raw materials, semi-manufactured goods, components).
Industrial products also include goods or services used to conduct business — i.e.
capital goods (office machines, computers, desks, operating supplies) or business
services (insurance, bookkeeping, maintenance).

Companies use trade advertising to obtain greater distributions of their
products by developing more sales outlets or selling more products to existing
outlets.

Professional advertising, aimed at teachers, accountants, doctors, dentists,
architects, engineers and lawyers, typically appears in official publications of
professional societies. Professional advertising has three objectives: 1) to convince
professional people to buy particular brands of equipment and supplies for use in
their work; 2) to encourage professionals to recommend or prescribe a specific
product or service to their clients or patients; and 3) to persuade the person to use
the product personally.
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