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IMpeaucaoBue

B yueOHOM mocoOum «AHTIMHACKUN SI3bIK B cdepe mpodeccuoHamTbHOM
KOMMYHUKAIIMU» COOpaH ayTEHTUYHBIA MaTepual W3 Pa3JIUYHbIX HCTOYHUKOB.
Cucrema yOpaXHCHMH W 3aJaHui, pa3paboTaHHas K ydeOHOMY IOCOOHIO,
CIOCOOCTBYET (POPMHUPOBAHUIO CIEAYIOIIUX KOMIETEHIIMI B COOTBETCTBUHU C
paboynuMu MporpaMMaMy JAUCLMILIMH HAMPaBICHUM NOATOTOBKH «KypHATUCTHKA» U
«Peknama u cBsi3u ¢ 00mecTBeHHOCThIO»: (YK-4) - crtocoOeH 0CyIIECTBIATh JCIOBYIO
KOMMYHHUKAIIMI0O B YCTHOM M NHUCBMEHHOM (opMax Ha TOCYJAapCTBEHHOM S3bIKE
Poccwuiickoii @enepannu u nHocTpanHOM si3bIke; (YK-5) - crocoOeH aHau3upoBaTh U
YUYUTBHIBATh Pa3HO0Opa3ue KyJIbTyp B MPOIECCE MEXKKYJIbTYPHOTO B3aUMOJCHCTBUS;
(OIIK-1) - cmocobeH co3daBaTh BOCTPEOOBAHHBIE OOIIESCTBOM W HMHIYCTpUEH
MEIUATEKCThl U (MJIM) MEIUANPOIYKThl, U (WJIM) KOMMYHUKAIIMOHHBIE TPOIYKTHI B
COOTBETCTBUM C HOPMaMHU PYCCKOTO M MHOCTPAHHOTO SI3bIKOB, OCOOCHHOCTSIMU MHBIX
3HakoBbIX cucteM; (ITIK-1) - cmocoOeH mpoBOAMTH HAaydyHOE HCCIe0BaHue B cdepe
KYPHAJUCTUKM W MeIua Ha OCHOBE CaMOCTOSITEIBHO pa3pa0OTaHHOW WM
aIalITHPOBAHHOMN MeToo 0T B MeToauku 1 ap. (ITK-2) - cnocobeH ocymecTBIATh
MPOEKTHO-aHAIUTUYECKYIO JIEATEIIbHOCTh C yU4eToM crnenuduku npodeccuoHaabHOM
chepnl u 1p.

[enpro JaHHOTO Y4eOHOTO OCOOUS SIBIISETCA PA3BUTHE YMEHUIN KPUTHUECKOTO
OCMBICJICHUSI ~ MH(OpPMALIUM,  UCCIIEIOBATEIILCKOW  JNESATEIBbHOCTH,  Pa3BUTHS
JIMHTBUCTUYECKON KOMIETEHIIMU U MPUMEHEHUS 3TUX NMPO(ECCUOHAIBHO 3HAUYUMBIX
YMEHUH ISl YCIIEITHOTO PeieHus: MPOPECCHOHAIBHO KOMMYHUKATUBHBIX 3a]1a4.
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i . L B.T
English in the sphere of professional communication (I-)I.B. ng:g::

Unit 1. PR and CSR

Ex. 1. Read the statement and answer the questions:
1) What is the difference between the areas of PR and CSR (Corporate Social
Responsibility)
2) Do you think PR-managers and CSR-managers are rivals and competitors or
comrades-in-arms?

“Public relations is ideally positioned to help organizations make communities more
fully functioning because of its close interdependency with CSR” (Robert L. Heath).

Ex. 2. Read the text and complete it with the necessary text snippets (from a to I).
Make a glossary of professional terms.

a) the limits of industrial welfare

b) profit sharing for his employees

c) itis a mechanism for the inequitable redistribution of wealth

d) on moral, ethical, religious and legal grounds

e) the Industrial Welfare Movement

f) covered by their profit-and-loss statements’

g) for job losses

h) for a church, library and school for employees

i) for improving employee relations

j) of the modern environmental movement

k) a social consciousness

[) lambasts

The evolution of CSR

Much like the origins of philanthropy, we can go back many thousands of years to
discover the wellspring of responsible business practices. One of the clearest threads
of ethical debate relating to business has been the practice of giving loans and, more
specifically, charging excessive interest on loans, which became known as ‘usury’.
The practice of usury can be traced back approximately four thousand years and during
its subsequent history it has been repeatedly condemned, prohibited, scorned and
restricted, mainly---1).

There are six principle arguments against the practice of usury, namely that: it
represents unearned income; it is a form of double-billing; it exploits the needy;---2);
it is an agent of economic instability; and it results in discounting the future.

Thus, there has been a raging debate about the ethics of business for millennia.
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The responsible business movement has more recent, direct and concrete roots through
the emergence of ---3) in Victorian times, of which Cadbury was a part. One of the
pioneers was John H Patterson, founder of National Cash Register in the 1884. Much
like Cadbury, he ensured the provision of hospital clinics, bathhouses, lunchrooms,
recreational facilities and even---4). He became especially known for constructing the
first ‘daylight factory’ buildings in 1893, with floor-to-ceiling glass windows that let
in light and could be opened to let in fresh air.

Around that time, ---5) were being challenged and tested in the courts. In a landmark
case of 1883, West Cork Railroad tried to compensate employees --- 6) when the
company was closing down. However, the court forbade any payments, ruling that it
could only spend money on the purposes of carrying on the business.

Around the same time, the piano manufacturer Steinway was also taken to court,
because he had bought a tract of land to be used--- 7) . In this case, however, the court
condoned the expenditure, since it could be regarded as a strategy--- 8).

By the late 1930s, we see the seeds of an intellectual movement being sown, with the
first books exploring social responsibility emerging, including Chester Barnard’s
(1938) The Functions of the Executive, J.M. Clark’s (1939) Social Control of Business
and Theodore Krep’s (1940) Measurement of the Social Performance of Business.
These were not simply academic ramblings, but rather reflected the growing sentiments
in the populace at large. Asked in a 1946 Fortune Magazine survey, ‘Do you think that
businessmen should recognise responsibility for the consequences of their actions in a
sphere wider than that---9), 93.5% of the public said ‘yes’. And asked, ‘What
proportion of the businessmen you know would you rate as having --- 10) of this sort?’
most responded either ‘about half” or ‘about three quarters’.

However, it wasn’t until the 1960s that business received its first serious critique for a
failure of social responsibility, in the form of Rachel Carson’s (1962) Silent Spring. In
this scientific treatise, Carson --- 11) the chemical industry for the accumulation of
toxins like DDT in the environment, and their deadly bio-accumulative consequences
up through the food chain. Indeed, many today regard Silent Spring as the birth sign
---12). Her poetic words still haunt and echo down the ages:

‘It was a spring without voices. On the mornings that had once throbbed with the dawn
chorus of robins, catbirds, doves, jays, wrens and scores of other bird voices, there was
now no sound; only silence lay over the fields and woods and marsh. Even the streams
were now lifeless. No witchcraft, no enemy action had silenced the rebirth of new life
in this stricken world. The people had done it themselves.’

Big business received its second shock attack, from legal activist Ralph Nader (today
better known as a serial minority candidate for the U.S. Presidency). In Nader’s (1965)
book, Unsafe at Any Speed: The Designed-In Dangers of the American Automobile, he
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went to war with the auto industry in general and General Motors in particular. ‘A
major

contemporary problem’, he said, ‘is how to control the power of economic interests
which ignore the harmful effects of their applied science and technology.’

(adapted from “Corporate sustainability and responsibility” by Wayne Visser)

Ex. 3. Find in the text the words and word combinations which denote the
following.

HUCTOYHHK, OCYkaaTh (2 WOrds), 3anpemniaTh, Mpe3upaTh, POCTOBIINYECTBO, MUPUTHCS
C, conmajibHasds OTBCTCTBCHHOCTD, 06H1€CTB€HHO€ CO3HAHHUC, paCTylICC HACTPOCHUC
cpcau HaCCJICHUA, OTBETCTBCHHOCTDH 3a IHOCJICACTBUA CBOHUX I[CﬁCTBPIfI,
6J'IaFOTBOpI/ITeJ'IBHOCTB, MCXaHHU3M HCECIIPABCAJIMBOIO IICPCPACIIPCACICHUA 6OFaTCTBa,
NBOMHAs OyxraiaTepusi, 3KOHOMHYECKass HECTaOWJIBbHOCTh, OypHas AHCKYyCCHS,
3HAKOBBIN CITy4ail, paMKu 0J1aroTBOPUTEIILHOCTH.

Retell the text using the vocabulary from the exercise.

Ex. 4. Read the text and complete it with the words in brackets in the correct form.
Make a glossary of professional terms.

CSR Theory

Business was not deaf to these criticisms and warnings, nor completely (response). In
the West, labour conditions were (steady) improving, the discipline of Human
Resources was (emergence) and in 1977, Revered Leon Sullivan launched what
might be regarded as the first CSR code — the Sullivan Principles, which set out the
minimum (accept) labour practices for companies to remain in the (discriminate)
apartheid South Africa. Several companies had also begun (tackle) the issues of waste.
For example, 3M’s Pollution Prevention Pays programme began in 1975, (avoid) more
than 2.6 billion pounds of pollutants and saving more than $1 billion over the next 30
years. Germany was also a (forerun), launching its Blue Angel eco-label in 1978. What
was still missing, however, was widespread (agree) of what exactly business’s
obligations to society were.

This void was filled by American academic Archie Carroll (1979) who provided the
first popular (define) of corporate social responsibility (CSR), (name) that it is the
economic, legal, (ethics) and (discretion) or (philanthropy) expectations that society
has of business. Based on subsequent empirical work, the definition was later presented
as a pyramid of weighted importance, with economic responsibility at the base (i.e.
most important), followed by legal and ethical dimensions and final philanthropy at the
apex (i.e. least emphasised). Despite (consider) evolution in theory and practice since
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the ‘CSR Pyramid’ was first published, it has — together with Carroll’s four-part
definition — endured (remark) well.

One of the reasons for the CSR Pyramid’s (long) — besides its (intuition) logic and
business-friendly conceptualisation — is that it can be applied in practice. For example,
Unilever did two studies to investigate its economic impacts, in Indonesia.

(Clay, 2002) and South Africa (Kapstein, 2008). What they found was that in
Indonesia, while they employed over 7,000 directly, they also created over 293,000
jobs indirectly through the supply chain. In South Africa, the ratio of direct to indirect
jobswas 1: 22. That in itself is a (remark) economic contribution, but it represents only
one of (number) ‘economic multipliers’ identified by the International Business
Leaders Forum (Nelson, 2003).

According the IBLF, in addition to creating jobs, companies generate (invest), produce
safe products and (serve), pay taxes, invest in human capital, establish local business
(link), spread international business standards, support technology transfer, and build
physical and (institution) infrastructure. Recognising this greater set of economic
impacts and contributions, beyond simply generating returns for shareholders, many
companies are now including Economic Value Added statements in their annual
reports.

The legal dimension of Carroll’s CSR Pyramid is more (controversy), since many
regard social responsibility as a (pure) voluntary activity. (Pragmatism) speaking
however, many (govern) are weak, failing or corrupt and without the capacity to
(effective) police or enforce (implement) of their legislation. Hence, voluntary legal
(comply) becomes genuine social responsibility. Legal responsibility also raises issues
like tax (avoid), negative political lobbying and (bribe) and (corrupt), all of which
should be (know) and addressed by responsible companies.

(adapted from “Corporate sustainability and responsibility” by Wayne Visser)

Ex. 5. Find in the text the words and word combinations which denote the
following.

N0OpOBOJILHOE  COOJIIOICHHE  3aKOHOJATENIbCTBA, MOJYYEHHE TPUObUIM  JJId
AKIIMOHCPOB, IIOAJIMHHAA COIIMaJIbHAaA OTBCTCTBCHHOCTD, KOHTPOJHUPOBATH
cOOJII0ICHUE 3aKOHO/IaTeNIbCTBA, 00ECIIEUNTD BBITIOJTHEHUE, MTpeITeua, 0e3pa3InyHbIi,
YCTaAaHOBUTb MHHUMAJIIBHO IIPUCMIICMBIC YCIIOBUA Tpy/la, 06H33T€J'IBCTBa 6H3Heca
nepesl OOIIEeCTBOM, 3alOJHUTh BaKyyM, JIEHUCTBYIOIIMHA MO CBOEMY YCMOTPEHHIO,
NHOOACPIKNBATE PACIIPOCTPAHCHUC TEXHOJOTUH U MCKAYHApPOJAHBIX CTAHIAPTOB
BEJICHUS OM3HEca.

Retell the text using the vocabulary from the exercise.
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Ex. 6. Read the text and answer the questions. Make a glossary of professional
terms.

1) Do you agree with Carroll’s inclusion of economic and legal dimensions as part of
the definition CSR?

2) What are the strengths and weaknesses of Carroll’s CSR Pyramid model?

3) Some argue that CSR be mandatory. What are the pros and cons of this argument?

Legislating CSR

Of course, legal issues vary by region and by country. I can still remember a safety,
health and environmental governance audit on a chemical company that I did when |
was Director of Sustainability Services at KPMG. We visited facilities in five
countries — South Africa, Germany, Netherlands, Italy and the USA — and one of the
things we asked was for their records of legal non-compliance, including fines and
penalties. This was a relatively trivial matter in all countries but one, the United States.
First, they had not just a few but thousands of non-compliances, which probably said
more about the country’s onerous legal requirements than the company’s negligence.
For instance, when we asked to see their air pollution permit documentation, they
pointed to an entire bookshelf of lever arch files. Second, they didn’t know what
liability these non-compliances represented, because they were in constant negotiation
with the government (applying the Federal Sentencing Guidelines principles) over the
exact settlement amount of these.

On the question of legal responsibilities, | am often asked when | give talks whether
CSR should be legislated. My answer is always the same: That depends on what you
mean. If you mean, should the government require companies to spend a

certain percentage of their profits on CSR-related activities, as is being proposed in
India and Nigeria, the answer is no.

After all, that’s just another kind of tax. What we need is for governments to have
effective regulation of the issues that CSR is trying to tackle — pollution, labour
conditions, environmental degradation, human rights and corruption.

One such issue where there is extensive legal reform happening is transparency.
According to 2010 research across 30 countries by KPMG, GRI & UNEP (2010), there
are already 142 country standards or laws with some sustainability reporting
requirement or guidance, of which 65% are mandatory.

With ancient roots in philosophy, business ethics has exploded as area of study and
practice, especially since it became strongly linked to the corporate governance
movement of the 1990s. The financial scandals of Enron and WorldCom in 2001 (and
many others since, like Parmalat and Lehman Brothers) have only served to
concentrate the spotlight on business ethics, especially in America. We have seen the
recruitment of armies of Ethics Officers, the drafting of endless Codes of Conduct and
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the widespread introduction of management tools like whistle-blowing. Many seem to
forget the fact that many similar ethics policies and procedures already existed in the
companies that so spectacularly imploded. This should serve as a warning about the
limitations of the cult of management when it comes to responsibility.

The final element of Carroll’s CSR Pyramid, philanthropic responsibilities, is already
a familiar subject in CSR circles. | will just say that it is to his credit that Carroll
represents philanthropy as the least significant part of CSR, as it serves as a useful
reminder to many of those, especially in developing countries, who still equate CSR
with philanthropy.

ISO 26000 Guidance on social responsibility is launched from ISO, the International
Organization for Standardization. Is an International Standard providing guidelines for
social responsibility (SR) named 1SO 26000 or simply ISO SR. It was released on 1
November 2010. Its goal is to contribute to global sustainable development, by
encouraging business and other organizations to practice social responsibility to
improve their impacts on their workers, their natural environments and their
communities.

(adapted from “Corporate sustainability and responsibility” by Wayne Visser)

Ex. 7. Find in the text the words and word combinations which denote the
following.

COCpPENOTOYUTh BHHMMAHHME HA JEJIOBOM JTUKE;, PEBU3UOHHAS IPOBEPKA MeEp
0€e30MacHOCTH, 30POBbS W OXpaHbl OKPYXKAIOLIEH Cpeabl; JUPEKTOpP CIIyKObl
YCTOMYMBOIO pa3BUTHUS; OOpPEMEHUTENIbHbIE MPAaBOBbIE TpPeOOBaHUA;, XaJlaTHOCTb
KOMIIaHHUH, 3aIllMCH O HCCO6JHO)ICHI/II/I 3aKOHOAATCIIbCTBA,; KAaKYI0 OTBCTCTBCHHOCTDH
BJIEYET HECOOIIIOIEHNE 3aKOHOIATEILCTBA.

Retell the text using the vocabulary from the exercise.

Grammar revision.
The Gerund and The Infinitive after some words and word combinations.

1. The Gerund and The Infinitive are used after the following verbs and word
combinations without prepositions:

The Gerund The Infinitive The Gerund and

The Infinitive
1.admit npusnats (cs1) | 1.afford mossomuts cebe | 1. no change of the meaning (The
2.avoid u3beratp 2.agree coriaacuTbes Gerund sometimes has a more general
3.consider monarats 3.arrange 1oroBopuThCs | character)
4.delay 3anepxatb 4.bother 6ecriokounTh(cs)

MUE
HARI https://izd-mn.com/ 11


https://en.wikipedia.org/wiki/International_Organization_for_Standardization
https://en.wikipedia.org/wiki/International_Organization_for_Standardization
https://en.wikipedia.org/wiki/Social_responsibility
https://en.wikipedia.org/wiki/Sustainable_development

E.l'. JiaxoBa
0.B. TpyHOBa
H.B. TpyHoBa

AHrnumiickni a3bik B cchepe npocpeccuoHanbHOil KOMMYHUMKaLMK
English in the sphere of professional communication

5.deny orpunats
6.detest nenaBueTH
7.enjoy mony4arhb
YIOBOJILCTBHE
8.escape n30aBUTHCS
9.exCUSe U3BUHSATH

5.Care uMeTh KeaaHue
6.claim mperennoBaTh
7.consent natb coriacue
8.dare nep3arb

9.decide pemuts
10.demand tpeboBath

attempt, begin, can’t bear, cease,
continue, dread, fear, hate, intend, like,
loathe, love, prefer, start, tend.

2. change in the situation

2.1. The Infinitive denotes a preplanned
“future” action; The Gerund — an action

10.fancy 11.determine pemats(cs) | that precedes that denoted by the verbs
[IPEACTABIIATh, 12.endeavour crapatscs | remember, forget, regret
JTFOOUTH 13.fail ve cymern He regretted saying that.

11.finish 3axonunTh
12.forgive npocTuth
13.include Bxmrouarn
14.involve Bosiekars

14.guarantee
rapaHTupoBaThb
15.hesitate konedarbes
16.hurry (hasten)

OH coorcanen o mom, wmo cKazaji mo.
She regrets to leave.

OHa coocaneem o mom, 4mo eti HyHCHO
yesoicamo.

15.imagine CIIEIIHUTh 2.2. change of the meaning
[PEICTaBIATh 17.long ctpeMuThCs 2.2.1. The Gerund denotes passive
16.justify 18.manage cymertsb meaning although its form is active
000CHOBBIBATH 19.offer npemnoxuTh need (want, deserve, require) doing:

17 .keep npoaomkarh
18.mention
YIIOMSIHYTh

19.mind Bo3paxatb
20.miss cky4aTh

20.presume B3sTH Ha
ce0st CMeNocTh
21.pretend npuTBOpPSATHCS
22.proceed npruHUMATHCS
23.propose npeniarathb

The house needs painting. fom nyarcro
nokpacumes.

need, want to do — HyXHO c/ie/IaTh.
2.2.2. Different cases

go on doing — mepelTH K Apyromy

21.neglect 24.refuse otkaspiBaTh(Cs1) | ACHCTBHUIO

npeHeoperaThb 25.resolve pemuth go on to do — mpomoILKaTh ACHCTBUE;
22.postpone 26.seek crpemMuThCs stop doing — mpekpaTuTh YTO-TO AEIaTh
OTKJIaJbIBATH 27.strive crapaTbes stop to do — ocTaHOBUTHCS, YTOOBI YTO-TO
23.practice 28.swear KIIsIcThCs clienarh;

3aHUMATbCS 29.tend umethb propose doing — BHECTH TPEIOKEHHE

24 recall szanomuHaTh
25.recollect
BCIIOMUHATH

CKIIOHHOCTh
30.threaten yrposxats
31.trouble

YTO-TO C/IEJATh, TPEIIIOKHUTH
propose to do — mpeamnosarate 4To-TO
CeNaTh CaMOMY;

26.resent HerogoBaTh | 3aTPyIHATH(CS) try doing — mompo6oBaTh YTO-TO C/AENAThH
27.risk orBaxkuBatecst | 32.undertake try to do — mpuIIOKKUTE YCHITUS YTO-TO
28.1t is no use - MpeANPUHUMATH CIeNaTh, MOCTapaThCs;

0ecroe3Ho 33.volunteer be afraid of doing —omacarbcs yero-To
29.cannot help — ue JT0OPOBOJIBHO CJIENIATh MJI0X0T0

MOT'Y HE 34.vow nath ober be afraid to do — He xoteTh (0OSITHCS)

30.feel like - xoTeTncs
31.be worth - crouts

J€J1aTb 4YTO-TO

2. The Gerund is usually used after verbs and word combinations with prepositions,

for example:

Verbs + prepositions

4
HAGRN
AdKu
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Accuse of, apologize for, approve of, blame smb for, forgive for, congratulate
on, count on, depend on, hear of, inform of, insist on, object to, persist in, prevent
from, result in, stop from, succeed in, suspect smb of, thank for, think of.
Nouns + prepositions

Art of, experience in, harm of, idea of, interest in, mistake of, plan for, point in,
preparations for, purpose of, reason for, skill in.

Word combinations + prepositions

Be angry for, be aware of, be bored with, be clever at, be disappointed at, be
engaged in, be grateful for, be interested in, be guilty of, be keen on, be pleased
at, be sorry for, be worried about, be responsible for.

Ex. 8. Translate the sentences into English using The Gerund or The Infinitive
(Columns “The Gerund” and “The Infinitive”) and vocabulary from Ex. 2.
1) OH mpu3HaNCS B TOM, YTO TIO3BOJHJ CeO€ COTJIACHUTHCS Ha HAIU YCIOBHSI

[JIaBHBIM 00pa3oM IO MOPAJIbHBIM, 3TUYECKUM, PEJIUTHO3HBIM U TPABOBHIM
npuurHaMm. 2) Thl HE MOXeENIb OTPUIIaTh TOT (PaKT, YTO Halla KOMIAHUS
HEOAHOKPATHO OCYyXkJajia, OrpaHUYMBaja 1 3arpeniaina pocToBumyectso. 3) He
ycrelu Mbl U30aBUTHCS OT MPAKTHKU AKCILTYaTUPOBAHUS HYXIAIOUTUXCS, KaK
Hallle PYKOBOJICTBO JIaJi0 cOTJIache Ha OOOCHOBaHHWE MEXaHU3Ma JABONHOIO
BBICTaBJICHHUs cueTOB. 4) He mpuTBOpSICS, YTO THI B3sJICS M3YyYaTh ABHKCHHE 32
MIPOMBIIICHHOE 0JJATOCOCTOSIHUE B BUKTOPUAHCKYIO AIIOXY, MOTOMY YTO XOTE
YIOMSHYTH 00 3TOM B Jiokiiajzie. 5) Cya yrposkaeT 3anpeTUTh Jt00bIe MIATeXH,
€CJIM OHM OyAyT OCIIOPEHBI HAIIMMU 3aKa3uMKaMH. 6) DTOT 3HAKOBBIN Cirydai
HallOMHHWJI MHE, KaK Mbl HEroJOBaJM MO MOBOAY TOr0, YTO Thl HE CyMell
00ecreunTh CBOMX COTPYIHUKOB CaMbIM HEOOX0IUMBIM. 7) JlupekTop cTapascs
BO3MECTUTh COTPYIHUKAM MOTEPI0 paboThl. 8) OH MPOCTHI TO, YTO MPEEIbI
MIPOMBIIICHHOW OJIArOTBOPUTEILHOCTH B TO BpeMs OCHApUBAINCh U
MpoBepsIUCh B cynax. 9) Thwl B3s1 Ha ce0sl CMEIOCTh TOPOBHY paclpeeIuThb
NpUOBLIB 17151 COTPYAHUKOB. 10) McioaHUTENbHBINA TUPEKTOP KOJIeOaCsl, CTOUT
U TPUTBOPUTHCS, YTO OH HHUYEr0 HE 3HAET O BpeAe, NPUUYNHEHHOM
OKpY’KaloLIEl Cpeie, WIH OTBAXKUTHCA U OCYIUTh XUMUYECKOE MPEANPUATHE 32
3aCOPECHUE PEUYKH TAKUMU TOKCUHaMu, Kak JIJIT.

Ex. 9. Translate the sentences into English using The Gerund or The Infinitive to
translate the words in italics (Column “The Gerund and The Infinitive”) and
vocabulary from Ex. 4, 6.

1) Bl nomnume, aro 0usHec ObUT TIyX K HallleH KPUTHKE W TpeaynpexaeHusm? S

XOpOIIIO HOMHIO, YTO HAZIO CHeNaTh cerofHs. 2) He 3a06y0b MpeasioxKuTh IOMOYb

By
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eMy ¢ pabotoil. S Hukorga ne 3a6ydy, uyto CamnuBaH BIEepBble CHPOPMYITHUPOBAT
IPUHIUIIBI, YCTaHABIMBAIOIINE MUHUMAIBHO MPUEMIIEMbIE YCIOBHS TpyAa s
koMmmanuii B FOxxHoM Adpuke. 3) HUkto He coosrcanen o Tom, 4TO BakyyMm B 001aCTH
COLIMAJIbHOM OTBETCTBEHHOCTH NPENNPHUATUN Tepesa oOIecTBOM ObUT 3aIl0JIHEH
amepukaHckuM akaneMukoM Apun Kspomom. Tel coowcanreews o Tom, uto Tebe
npUAETCS BBIYYUTh HAW3YCTh ONpEICICHHUE KOPIOPATUBHON  COIMATBHOU
oTBeTCTBEHHOCTH? 4) Heobxooumo mnpuU3HATh SKOHOMHYECKUE TMOCIEACTBUSA
BIIMSHUS OU3HECa HA OOIIECTBO MOMHUMO MIPOCTOTO T€HEPUPOBAHUS MPUOBLIN IS
aKkiuoHepoB. PR Hado cOBMECTUTH ¢ pa3BUTHEM COIMATBHON OTBETCTBEHHOCTH Ha
npeanpuatusax. S) OH nonpobosan ONPEACIUTh COIUATBHYIO OTBETCTBEHHOCTD
KaK UCKJIIOYUTENILHO I0OPOBOJIbHYIO ACSTENBHOCTD. [ [paBUTENBCTBO nbimanocs us3
BCEX CHJI PaCIIpOCTPAHSITh MEXIyHAPOIHbIE CTAaHAAPTHI B chepe BeaeHus On3Heca.
6) JlupekTop ciyObl YCTOWYHBOTO PAa3BUTHS 0NACAEMCs, YTO TPABUTEIHCTBO
BBe/IET 0OpEMEHUTEbHBIE MTPaBOBbIE TpeOOBaHUS. Thl HouuibCs PEBU3UN MEP TIO
0€30MacHOCTH, OXpaHe 370POBbs U 3alIUTE OKpyxarolieil cpeant? — la, g b6orocs,
yTo Hac omTpadyrT. 7) OHU npodordxcunu BCTpedy OOCYKIEeHUEM MpodieMm,
BBI3BAHHBIX XaJaTHOCTBIO KOMMAHUU. MBI npodoadcanu OOCYXIaTh, KaKylO
OTBETCTBEHHOCTh 3T HECOOTBETCTBHUSI MPEACTABISIIOT. 8) OH 6Hec npednodicenue
COCpPEOTOYNTh BHUMAaHHE Ha JenoBoi stuke. OHA npednodcunra moKa3aTb HaAM
3alUCH O HecoONIoNeHuN 3akoHonmatenbcTBa. 9) Hayuwnancs cuHer. OH
ocmarosuics, 9T006l TOKypuTh. Korma oH nepecman KypuThb, OH 8CHOMHUTL, ITO
3a6vbin 3aKpbITh ABeph. 10) Bee nommuunu, 4To npaBUTEILCTBO OBLIIO HE CLIOCOOHO
2 PEKTUBHO KOHTPOJHUPOBATH COOJIOJICHHE 3aKOHOJATENbCTBA. Sl HUKOT/A HE
3a6b16a10 NPEO0IHCUMb CBOIO TIOMOILLb.

Ex. 10. Fill in the gaps with prepositions where necessary.

1) Corporate ethics depend --- added dimensions when a company succeeds --- becoming a
multinational organization. While standards for ethical behavior vary --- country --- country,
companies must stop --- thinking only about the values of their home country and be well
aware --- showing tolerance and acceptance --- practices --- foreign regions where they do
business. Business owners may find it difficult --- result --- complying --- a single set 0---
universal values, but they can count --- practices that work --- the global marketplace.

2) A company doing business --- another nation is not an invader; it is a guest and must strive -
-- accept traditions that may not be familiar. This can be a reason --- creating ethical
dilemmas. For example, an American company can be responsible --- offering the same
wages --- the same work regardless --- the ethnicity or gender --- the worker. If this goes ---
a tradition --- a foreign country, the company should be keen --- justifying that it will honor
its home value while accepting --- the host country's differences. In short, a multinational
company should be engaged --- accepting, but not embracing foreign customs.

MUAP
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3) American companies presume --- ensure the safety, health and well-being of their workers,
no matter where their workers are employed. While a U.S. company may offer --- contract
with a foreign company that has different practices, all employees practice working --- the
American company enjoy --- having the same basic rights as its American personnel. The
company can endeavour --- pay lower wages --- another country if the prevailing cost of
living is lower, but taking advantage --- foreign workers --- offering lower-than-subsistence
wages goes --- the company's responsibilities.

4) Many companies may resent --- abiding --- U.S. burdensome environmental restrictions, but
that doesn't mean they cannot help --- preventing --- willfully destroying the environment ---
another country. American companies have a responsibility --- honor the host nation's
environment to the greatest extent possible, even when local laws don't persist --- doing so.
Multinational companies may not be accused --- ignoring the environment abroad, but they
could face --- a public relations crisis if word gets out and they won’t be forgiven --- the
harm inflicted.

5) Many companies engage --- philanthropic activities, and some multinational companies
elect --- take on the responsibility --- spreading their social initiatives --- host countries
where they do business. For example, multinationals may fund initiatives --- supply
vaccines --- countries --- poor health care, or they may create task forces --- teach locals
how --- maintain a clean water supply. In more developed countries, a multinational
corporation may contribute --- neighborhood beautification projects or purchase supplies ---
local schools. This kind --- charity can result --- good business. Positive public relations are
just as important --- a host country as they are --- a home country.

Ex. 11. Read the text and rewrite it using as many verbs and word combinations
+ Verbals from the grammar revision as possible.

PR v CSR

Q: What is the relationship between CSR (Corporate Social Responsibility) and PR
(Public Relations)?

A: The short answer is PR can be both a blessing and a curse to CSR. It is a matter of
which comes first and what is the intention.

Done properly and with a company that embraces the strategic and integrated nature of
CSR, PR is a vehicle of sharing with the world the progress they are making, or what
the world may not know about them. Done improperly, for example when CSR is seen
by the company as a marketing problem, the latest market fad, or a PR fix — PR is
tantamount to “greenwashing” the “sins” of a company. True CSR guides the company
away from making the “sins” or mitigating them in the first place.

CSR should be an integrated, sustainable, and systematic approach to business. It
belongs as a core component to the strategies and structure of companies. CSR is about
being good corporate citizens to all stakeholders — stockholders, employees, customers,
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community, supply chain, and the environment. It is the old social contract idea, the
right to exist as a company. It is about the sustainability of the business through
integrity and smart business decisions that recognize and integrate the impact on and
influence of all stakeholders. | like CSR International ‘s reworking of the CSR acronym
as Corporate Sustainability & Responsibility as it speaks to the integrational aspects of
CSR. They are calling it CSR 2.0.

Companies who do not understand that CSR is about business sustainability and
integrity as much as it is about social programs, often make the mistake of making CSR
a marketing or PR program/problem. By doing so they essentially “green-wash” their
company. In my opinion, PR should lightly handle CSR initiatives until the CSR
program has momentum and there is something to actually celebrate and brag about.
Celebrating decency and expected behavior is not good PR on CSR. It is artificial and
could cause more harm than good. PR should let the public know that there is a CSR
program, that there will be a report, and what some of the programs are that are under
development, or highlight ongoing/historical CSR efforts. Report on the activities but
not out of proportion to the other activities of the company.

As a career long change agent, | know that steering change in organizations takes time,
embedding, and momentum. New CSR programs take time to mature and years to yield
significant, sustainable results though quite often there are substantial shifts that occur
in the first year. What you measure gets paid attention to. So often the first steps of
CSR is measurement — taking an inventory on where the company stands with respect
their impact on society, economy, and the environment. This is often accomplished
through a GRI (Global Reporting Initiative) checklist report or a GHG (Green House
Gas) report. This is merely a starting point. The true test of sustainability and a
company committed to CSR is history of improvement and performance.
Unfortunately, these initial documents tend to be fodder for PR and Marketing
departments, which in their need for short term results and fantastic figures tend to
overstate or understate the findings as they try to make the company look good. In
CSR, however, the proof is in the year-to-year changes, the response from stakeholders,
the integrity of the companies actions and words.

CSR is about smart business practices. It is about constant improvement and integrity.
PR is about reporting on the events as they occur or showcasing a history of events and
trending. The danger is when the showcasing precedes the actual work.

(adapted from https://opportunitysustainability.com/?p=323)
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Ex. 12. Effective public relations can foster mutually beneficial relationships, the
main features of which are:

1) Openness and transparency.

2) Trustworthiness.

3) Cooperation.

4) Alignment.

5) Compatibility of views/opinions.
6) Commitment.

Match these points (1-6) with their definitions (a-g). There are more
definitions than you need.

Discuss which feature is the most important and which is the least important
to build a good reputation of the organization.

a) Although CSR and public relations are not identical they must be
interdependent to be effective: being the good organization is a prerequisite for
being a good communicator.

b) Enacting collaborative decision making regarding what standards should be
met and the measures needed to achieve them.

c) Co-creating (socially constructing) through dialogue the standards and
implementation of CSR.

d) Planning and operating in ways that achieve a balance between the interests
of the organization and those of the persons whom the organization affects
and whose support the organization needs for its success.

e) Demonstrating that the organization uses CSR principles to be seen as
reliable, non-exploitative, and dependable.

f) Letting others see whether the organization has sound CSR principles and
whether it meets them.

g) Showing that the organization is responsible, responsive, and able to
achieve rectitude through shared interests, rewards, and goals with its
stakeholders.

(adapted from https://instituteforpr.org/corporate-social-responsibility/
(Corporate Social Responsibility Posted on September 25, 2008 by Robert
L. Heath and Lan Ni)
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Ex. 13. Read the text and render it in English. Use the following word
combinations: be engaged in, persist in, count on, inform of, prevent
from, be aware of, be keen on, be responsible for.

CounajibHasi 0OTBETCTBEHHOCTb OPraHu3anuii

CornacHo HIMPOKO PaCIPOCTPAHEHHOMY MHEHUIO CUUTAETCS, YTO CBSI3aHHAS C
COLIMAJIbHOM OTBETCTBEHHOCTBIO JECSATEIBHOCTh TPEOYyeT OONBIIMX JE€HEr U MHOIO
BpemMeHH. BecbmMa  4acTo  COUMAIBHYKO  OTBETCTBEHHOCTh  IYTAKOT €
OmaroTBopuTenbHOCTRIO. Ha  camom  fgene  comuanbHas — OTBETCTBEHHOCTH
OpTraHu3alyy - 3TO HENPEPBIBHBIM IMPOLECC, MOBCEIHEBHAS AECATEIBHOCTh, KpallHE
HeoOXxouMas JIsl MOJAEP>KaHUSI B3aUMOBBITOJHBIX OTHOIIEHUM, COTPYAHUYECTBA U
Pa3BUTHS, U OHA JIOJKHA COCTABIIAThH YaCTh CTPATETMYECKON AEATEIHbHOCTH.

Pa3BuTue couManbHONM OTBETCTBEHHOCTH OpPraHU3ALMH MOXXHO CPaBHUTH C
MOpPAJIbHBIM Pa3BUTHEM YEJIOBEKA, KOrJa IOHA4Yally MOTHBOM JIEUCTBUI WIH
0e31eiCTBUA MAJICHBKOTO pPEOEHKA SABIAETCS ATOUEHTPUYHOCTh, IOXBAJIa WIIU
HaKa3aHue, jKeJIaHuEe MOIYYUTh YTO-TO OT KOro-to. C BO3pacTOM YEJIOBEK HAUMHAET
Bce OoJibllie AyMaTh O JAPYTrux. BO3HUKAET jKeJlaHWe CTaTh YWICHOM TPYMIbI BaXKHBIX
11 T€Os r0/1eH, BECTH ce0sl U IEWCTBOBATh B COOTBETCTBUU C MIPUHATHIMU B UX KpyTe
HOpMaMu U oOblHasMU. B3pocneHne U yMCTBEHHBIH MIPOLECC COACHCTBYET
BO3HMKHOBEHHIO 00JIe€ MIMPOKOr0 OOMIECTBEHHOTO M  KOHCOJUAMPYIOLIETO
M3MEPEHHUs], BKIIFOYAIOIIETO yUeT HHTEPECOB O0IIECTBA U OKpYy Katoulei cpeabl. B aTom
OTHOLIEHUHU MOKHO IPOBECTH MapaJlIEIN C OpraHu3alue.

Briienenue ToJbKO SKOHOMHUYECKOTO 1MOAX0/1a (OpUEHTAlUsl Ha aKIIUOHEPOB U
BHYTPEHHIOIO BBITOJTy OPTaHU3AIMH ) UITU COLUATIBHOTO MOIX0/Ia PACCMAaTPUBAIOIIIETO,
B OCHOBHOM, TOJIbKO HaIpaBJIEHHOCTb HAa B3aUMOJECICTBUE C BHELTHUMHU CyObEKTaMH,
Ha Hall B3MJsJ, HE OOOCHOBaHO. B COBpEMEHHBIX YCIOBHUSIX Ba)XHO YUWUTHIBATH
OTBETCTBEHHOCTh TEPEJl BCEMHU 3aMHTEPECOBAHHBIMU JIMLAMU: TMEpe]l paOOTHUKOM,
aKlMOHEpaMH, MapTHEpaMu, MOTPEOUTENSIMU, T[OCYJIapCTBOM,  OOIIECTBOM.
HeoOxomumo pemate BOIPOCHI COCTOSIHUSL OKpYXaroIlel cpeabl, OTBETCTBEHHOCTD
nepen OyIylIMMU TOKOJEHUSIMU. PeallbHble mnpeumyiiecTBa ObITH COLMAIBHO
OTBETCTBEHHBIM JOCTATOYHO OIIYTUMBI - OTO, U COKpALIEHUE TABJICHUS CO CTOPOHBI
roCyJapCTBEHHBIX OpPraHOB, 3TO U OO€CIEYEHUE JYYIIEro COOTHOIICHHS II€Hbl U
JI0X0/1a IO CBOMM aKTHUBaM, CO3/IaHHME YCJIOBUW OyAYyLIEro YCIENIIHOTO pa3BUTHS, U
ITOBBIIEHNE Ka4€CTBa HAHITOTO IIEPCOHAJIA U3-3a PELIEHUS] BOIPOCOB KAUYE€CTBA JKU3HU
B CBOEM I'OpOJIE, MOBBIILIEHUE TOBEPUS U UHBECTULIUH.

(adapted from:https://studwood.ru/802195/menedzhment/sotsialnaya_otvetstvennost_organizatsii)
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Ex. 14. Role play. Work in groups of three. Each of you is a PR-manager who has
to write a pitch about your company’s achievement in the area of CSR.

1) Choose your company from the list of 14 organizations below.

2) Read the introduction and prepare your speech in which you will have to focus on
the Seven Key principles of CSR. Deliver you speeches in your group and decide
whose company has the best PR-CSR campaign. Share the results of your group with
the other students.

3) When you write a speech, you are to use at least ten verbs and word combinations
from the Grammar Revision.

Introduction: Many of today's consumers care about more than just the quality of your
products. They are paying attention to what your company supports, how you create
your products and the impact you have on the environment. It's important to consumers
that companies demonstrate corporate social responsibility. In fact, a 2015 Neilsen
survey found that nearly two-thirds of global consumers are willing to pay more for
sustainably made products. Customers want to know that their money is going toward
something good. Many businesses will advertise charitable initiatives, such as annual
fundraisers for a cause or a volunteer project their staff worked on. But consumers love
companies that weave social responsibility into their entire business model.

The Seven Key Principles, advocated as the roots of socially responsible behavior,
are: accountability, transparency, ethical behavior, respect for stakeholder interests
(stakeholders are individuals or groups who are affected by, or have the ability to
Impact, the organization's actions), respect for the rule of law, respect for international
norms of behavior, respect for human rights.

The list of the companies: Here are 14 examples of organizations that put social good
at the heart of their business.

1.Accessibility Partners. Many people take their computers, smartphones and tablets for granted,
but for those with disabilities, using these technologies can present significant
challenges. Accessibility Partners works with private and public information technology
manufacturing companies, federal agencies and other organizations to test and review products that
make IT accessible to individuals with disabilities. More than 70 percent of the company's employees
have disabilities themselves, so the company promotes disability advocacy in all of its operations.

2.Bravelets. When Stephanie Hanson learned her mother had breast cancer, she tried to put on a brave
face. She wanted to create something for her family to remind them to be courageous in the wake of
this cancer diagnosis. That's when she created Bravelets. Its mission is to help people be strong during
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tough times. They achieve this by selling jewelry with the words "Be brave™ etched on it. The
company donates 10 percent of each sale to a cause you select at checkout. Some causes Bravelets
supports include the Cure Alzheimer's Fund, the National Alliance on Mental Ilinesses, the Lung
Cancer Alliance, the American Cancer Society, Anxiety Awareness, the National Autism Association
and much more. To date, Bravelets has donated about $3 million to different charities.

3.Children Inspire Design. Artist and mother Rebecca Peragine began selling her whimsical wall
art, cards and posters to promote environmental education for children. In addition to using recycled
materials, eco-friendly inks and biodegradable packaging for Peragine's original designs, Children
Inspire Design sells handcrafted paper ornaments made by a women's cooperative in Mexico as well
as a special poster whose full proceeds go to support the Global Alliance for Improved Nutrtition.

4.The Elephant Pants. The Elephant Pants sells pants, accessories, cardigans and dresses made in
Chiang Mai, Thailand, by a team paid twice the minimum wage. Most products are made with bright
fabrics with elephants printed on each item. The company donates one dollar for every product sold,
and has donated more than $145,000 to organizations dedicated to saving elephants since it was
founded in 2014.

5.The Giving Keys. As a "pay it forward company,” The Giving Keys employs people who are
transitioning out of homelessness and provides full-time jobs at a living wage. With each job, the
company offers benefits as well as paid time off for housing, education and case-management
appointments. The company sells jewelry with an inspirational word engraved on the item, such as
"Dream,"” "Create," or "Inspire." The Giving Keys encourages people to embrace their word and then
pay it forward by giving the product to someone who needs the message.

6.Headbands of Hope. After a life-changing internship at the Make-A-Wish Foundation, Jessica
Ekstrom wanted to continue helping children with life-threatening illnesses by starting her own
business. Her company, Headbands of Hope, sells made-in-the-U.S. headbands. For every headband
sold, it donates 10 percent to childhood cancer charities and gives a headband to a child with cancer.
HOH has donated headbands to every children's hospital in the United States.

7.Juntos. This ethically conscious fashion startup designed a shoe inspired by traditional Ecuadorean
canvas shoes. For each pair sold, Juntos donates a supply-filled backpack to an at-risk Ecuadorean
child to help him or her participate more fully and effectively in school.

8.Krochet Kids. Years ago, three high school friends with a shared love of snow sports learned to
crochet their own headwear. Though they sold custom creations to classmates, Krochet Kids fizzled
out when the guys went to college — until they realized teaching their skill in developing countries
could help break the cycle of poverty. The company earned its nonprofit status in 2008, and today,
Krochet Kids is helping more than 150 Ugandans and Peruvians earn a fair wage through the sale of
crocheted goods.

9.Love Your Melon. Love Your Melon's mission is to give a hat to every child in America who is
battling cancer and to support nonprofit organizations researching a cure for pediatric cancer. The
company sells hats and scarfs, and donates 50 percent of their profits to cancer research initiatives.
The company has donated more than $2.8 million and 120,000 hats since it was founded in 2012.
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10.0Out of Africa. Customers of cosmetics company Out of Africa do more than just purchase high-
quality shea butter skin care products; they also help improve the quality of life for West African
women and children. A portion of Out of Africa's proceeds is donated to organizations that provide
education and medical care to children, and the company regularly donates to women's cooperatives
that create jobs in West Africa.

11.Prime Five Homes. Homes built by Prime Five Homes aren't your typical houses. Each of these
modern, sustainable homes is equipped to use less energy, gas and water, so buyers know they're
moving into a property that's better for the environment. A portion of all sales goes to the company's
nonprofit arm, the Dream Builders Project, which provides services and monetary donations to select
charities.

12.Rainbow Light. Founded in 1981, Rainbow Light started out selling spirulina nutritional
supplements to health-conscious consumers. In addition to expanding its line of natural supplements,
the company has been committed to improving the health of its customers, trade partners, global
community and the planet. As part of its Circle of Care initiative, Rainbow Light helps fight global
malnutrition with its supplements through Vitamin Angels, a nonprofit that delivers vitamins to at-
risk mothers and babies. It uses 100 percent recycled and recyclable BPA-free packaging. Rainbow
Light has donated more than 40 million prenatal tablets since its inception.

13.Sand Cloud. Sand Cloud is a beach lifestyle company that sells beach towels, blankets and other
accessories. Founded in 2014, Sand Cloud donates 10 percent of profits back to marine life
preservation. It has partnered with nonprofits such as the Marine Conservation Institute, the Surfrider
Foundation, the Pacific Marine Mammal Center, San Diego Coastkeepers and the Hawaii Wildlife
Fund.

14.Wanderer Bracelets. Wanderer Bracelets sells products that are hand carved in a hut in Bali by
local artists. Since the company was founded in 2014, Wanderer Bracelets has created jobs for more
than 150 people living in Bali who are paid three times the local standard wage. Each bracelet is
created with all-natural, repurposed water buffalo bone.

(adapted from: https://www.businessnewsdaily.com/5499-examples-socially-responsible-
businesses.html)

Ex. 15. Present a case study illustrating an example of PR-CSR teamwork.
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Unit 2. Implementing CSR by PR-managers

Ex. 1. Read the quotations and comment on them.
“Either write something worth reading or do something worth writing about”.
Benjamin Franklin

“Next to doing the right thing, the most important thing is to let people know you are
doing the right thing”.

John D. Rockefeller

Ex. 2. Read the text. Put the paragraphs (from a to f) in the correct order. The first
two paragraphs (1 and 2) and the last one (9) are already done for you. Make a
glossary of professional terms.

Values of CSR

1.Here we will explore seven critical dimensions in which ‘shapeshifting’ (i.e.
transformation) needs to occur in order to create sustainable and responsible
companies. To make things more fun and interesting, the metaphor of elephants and
lions is used. Elephants are used as symbols of sustainable and responsible companies,
I.e. those with good CSR, and lions represent unsustainable and irresponsible
companies, i.e. those with bad CSR or no CSR.

The seven elements where CSR implementation needs to take place are in
relation to: values, vision, work, governance, relationships, communication and
services.
2.Unfortunately, a lot of companies still embody values of exclusion. Many big
corporates are, in fact, anti-competition? Profit maximisation rests on domination and
monopoly control. Hence, alive and well in a wide variety of boardrooms are the
principles of self-preservation, paranoid secrecy, cold-blooded rationality, materialistic
greed, egotistical empire building, distrustful stakeholder relationships, organised
pack-hunting, strict don’t-step-out-of-line hierarchies and inequitable class and gender
divisions.

a) Of course, many pension funds and other investors argue that, given the current rules
of the game, they want their investments to behave like carnivores because that way
they get the best returns. They would be horrified if the CEO got up at an annual general
meeting and announced he was going to give half the growth in earnings towards
fighting the war against HIV/AIDS. For this very reason, we need multi-level
shapeshifting. A lonely elephant has little if no chance of beating the lions, especially
If the odds are stacked against her. The tragedy is that most people spend their
childhood being taught to become elephants — to be kind, considerate, gentle, generous,
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trusting, fair, friendly, selfless and cooperative. Then they get snatched away from their
supportive family environment and find themselves in the clutches of a more ruthless
master — the economy, the company, the boss, the bank. Very quickly, they unlearn
their homemade values. They are taught to distrust their caring instincts and to forsake
their former beliefs as feeble naivety. They are shown how dangerous and unfriendly
the world is, full of hungry competitors and harsh conditions. They are bullied into
‘getting tough’ in order to survive.

b) This may sound overly like a Disney caricature of the evil antagonist. But if you
step back and think about the corporate environment and the way in which managers
behave and acquisitions happen, it starts to feel uncomfortably true. Don’t get me
wrong. | am not saying that business is the root of all evil, or that business people are
devils in disguise. | am part of the scene myself. What | am saying is that the economy
and business have adopted the lion persona so completely that the life of hunger and
hunting and killing has come to feel perfectly natural. You see, the lion is not cruel; it
IS just being what it is — a carnivore. The difference is that business is not genetically
programmed to be a predator. Neither are the people who make up companies.

c) In fact, | believe that most people - even people like General Electric’s former CEO
‘Neutron Jack’ - are elephants at heart. One thing Jack Welch did, which you simply
don’t see from other CEOs, was to handwrite thank-you notes to his employees when
he thought they’d done something special. Most CEOs only communicate with staff
lower down if they’re in for a roasting. Sadly, the majority of management take off
their elephant masks as they leave home in the morning and put on their lion masks. It
may not feel natural or comfortable; but it is expected. When in the lion country,
pretend to be a lion or you may get spotted and end up as someone else’s lunch!
Keeping up our feline facade is only possible because we find ways to dissociate
ourselves from our harmful actions. We trick ourselves into thinking that decisions —
like sacking people in the interests of efficiency, refusing a charity request or killing
off a piece of nature — are not personal. We rationalise that we are pawns on the
chequer-board of the economy,

the international markets, the shareholders, the budget, the performance appraisal form,
or the corporate bonus system. Hence, while dishing out pain to others, we go on to
accept a healthy salary increase and additional perks for ourselves.

d) Elephant companies do not allow their people to hide behind convenient corporate
masks. They do not profess values that they do not believe in or practice. Instead, they
make it uncomfortable to think or act like a lion. Not by writing warm fuzzy value
statements, or by throwing the rulebook at transgressors. Instead, they use two old-
fashioned, tried and tested techniques — leading by example and applying collective
moral pressure.
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e) Take America’s popular ice-cream chain, Ben & Jerry’s Homemade Inc., for
example. Since equity in the workplace was one of their fundamental values, the
founders insisted on a top to bottom salary ratio of 7:1. Although the arrival of a new
CEO in 1995 pushed up the ratio to 14:1, this was still commendably egalitarian
compared with the rest of corporate America where CEOs were earning on average 85
times more than their employees (today it is more like four times that ratio). Staff
diversity was another value, but not just on paper. By the mid-1990s, the number of
minorities employed at Ben & Jerry’s was 3%, almost double the 1.8% that made up
the Vermont population. Three per cent of professionals and managers were also from
minority groups, including the CEO. The percentage of women in senior and
professional positions was 40% and the company paid senior women 37.5% more than
the national average.

f) Then we feed on another course of equally self-serving illusions — like the idea that
managers are more valuable than workers; or that only those who create the wealth
should share in the spoils; or that there have to be winners and losers; and if there were
no material incentives, who would work? Giving is another instance in which Ben &
Jerry’s put their money where their values are. In one year they committed as much as
7.5% of pre-tax profits in donations to charity, compared with around 1% for the U.S.
food and manufacturing sector as a whole. Seeking to live up to their social
responsibility values, Ben & Jerry’s have also invited a succession of social
responsibility experts over the years to publish an independent commentary on the
company’s social performance.

9. Another great example of elephant values in action is Brazil’s largest marine
and food-processing machinery manufacturer, Semco. Under the innovative leadership
of company president Ricardo Semler, Semco lives and breathes three fundamental
values — democracy, shared prosperity and transparency. These values are based on the
notion of giving employees control over their own lives. ‘We hire adults,’ says Semler
(1993) in his autobiography Maverick, ‘and then we treat them like adults.” Semco has
done away with hourly pay and now everyone gets a monthly salary, which they are
allowed to participate in setting themselves. Semco distributes a half-yearly salary
market survey and says: ‘Figure out where you stand on this thing. You know what
you do; you know what everyone else in the company makes; you know what you need;
you know what’s fair. Come back on Monday and tell us what to pay you.” Twice a
year, they put aside over 20% of the after-tax profit on each division and decide — by
simply majority vote — what to do with it. In most units the decision has ended up being
one of equal distribution among all the workers in the division. Hence, the person who

sweeps the floor gets as much as the division’s partner.
(adapted from “Corporate sustainability and responsibility” by Wayne Visser)
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Ex. 3. Find in the text the words and word combinations which denote the following:
III0TOSAIHOEC XKUBOTHOC, CaMOBH}O6HéHHLIﬁ, MaKCHUMMHM3alus l'IpI/I6BIJ'II/I OCHOBBIBACTCA
Ha AOMHUHHUPOBAHHHN KW MOHOIIOJIBHOM KOHTPOJIC, IMPHUACPKHUBAIOINUCCA CTPOIroro
ImopsakKa MOHOIIOJIHMH, OXOTa HAa HCYTOAHBLIX, UX IIPUHYXIAIOT CTATb KCCTOKHMHU,
MIEIITKA Ha MaXMaTHOW JTOCKE DKOHOMHKH, OlleHKa 3()(PEKTUBHOCTH, MPUHOCUTH OOJIH
IpYrUM, 3HAUUTENIbHAsI MpuOaBKa K 3apIuiatre, JOEIUThCS J0ObIYEH, MCIOBENOBATH
OEHHOCTH, paBHOHpaBHbIﬁ, YCTOP'I‘IHBOCTB N OTBECTCTBCHHOCTbD.

Retell the text using the vocabulary from the exercise.

EX. 4. Let’s discuss:

1. How would you describe the values that are reflected by the majority of companies
in your country or city? Are they elephant-values or lion-values?

2. What would you choose as the top 3 values that are most important for practicing
genuine CSR?

3. Can you describe an organisation (other than those cited above) that fully embraces
the elephant-like values of sustainability and responsibility?

Ex. 5. Work in groups of three. Each of you will read his or her part of the text, write
down professional terms from his or her part of the text and get ready to retell the
part to the members of the group.

Work: An Elephants Playground?

Part 1. Having a leader’s inspiring vision is one thing, but it is like whistling in the
wind unless people in the workplace are able to express their own inherent magic —
their creativity and imagination, their values and passions. As Anita Roddick once said,
‘People become motivated when you guide them to the source of their own power.’
And yet lion companies don’t seem all that interested in the personal magic of their
employees. The problem is that magic is, well, a bit unpredictable (and a tad scary too).
It cannot be reliably channelled in service of the almighty buck. And it usually involves
a lot of flaky intuition and gooey emotions. After all, how can hunting be efficient if it
Is subject to the whims of a muse or constantly distracted by feelings of compassion
for the other animals? No, when employees are at work, they must be constantly
reminded of their mission: that they are lions hunting down prey — be it customers,
market share, profits, or anything that glitters. They must focus on the corporate
mission, the sales objectives, the quarterly review. Time is money. Therefore, they
must be strongly discouraged from spending any work-time on socialising, resting,
playing, eating, or attending to personal matters. They must do those things after hours
(as if life after work doesn’t really take place in real time).
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The ideal employee of the lion company is one who arrives at work (early),
checks in his or her personal life at the door, and goes straight into profit-making
overdrive. It helps with the focus if they can switch off their feelings as well, since
work is a place for rational individuals. And as for creativity and intuition, it’s not that
they are bad as such. It’s just that they are so difficult to control, and they don’t translate
easily into data tables and bar charts. If the truth be told, they’re just not very macho.

There is a problem of course — humans! We are not machines or computers. In
fact, we almost insist on being unfocused. And, as a general rule, we are not very
rational either. We have emotions, not to mention all our distracting demands — no
work on weekends, big chunks of idle leave, irresponsible bouts of illness and pension
payments when we become worn out. That’s why lion companies have ingeniously
invented a multitude of bribery mechanisms (incremental salary increases, incentive
bonuses, pretentious job titles, offices with a door and even a view) and behavioural
rules (policies, procedures, systems). In return, of course many employees  of
lion companies adopt their own version of lion-like behaviour. When they go to the
office, they ‘go to war’ with all their rivals. Or they work to rule. Or they chisel extras
out of their travel and expense accounts on the basis that if the company is going to be
a predator, they can be too.

Elephant companies, on the other hand, do something that is almost
unimaginable. They accept humans as humans. They don’t try to turn us into machines.
In fact, they encourage us to express all aspects of our humanness. For example, they
realise that we function according to natural rhythms, not artificial clock time — we all
have cycles of productivity over the course of a day. We are also remarkably good at
multi-processing and multi-tasking: it stimulates us and keeps us from getting tired,
bored and unproductive. In an elephant work environment, there is no fussing about
start times and end times, or being in the office versus working at home. There is no
need to feel guilty about attending to the odd ‘distraction’. Employees don’t build up
stress as they do in lion companies where various bits and pieces of life are being
neglected — like family and household chores and personal banking.

Don’t get me wrong: elephant companies do not offer a licence for slackness and
corruption. By treating their staff as responsible adults, people apply their codes of
conduct to themselves that are probably stricter than the external rules would be. They
feel a sense of duty. They have self-discipline. Thus, it is often hard to tell ‘work’ apart
from ‘personal’ or ‘fun’ or any other lifestyle choice in an elephant company, whereas
lion companies prefer to put us in boxes.

Part 2. Elephants’ fuzziness is very frustrating to a lion manager of course. Elephants
seem to just mosey around all day, nibbling a bit of this, dusting a bit of that, chatting
to some friends here, splashing around in a mud hole there. They are not focused on
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the prey at all. Look at all that time they take for family bonding, for having fun in the
water, for catching up with the gossip from passing friends. There’s none of the stress
of being a hunter. Mind you, they don’t starve. In fact, they seem to do very well despite
not being obsessed about food. Mmm, interesting! One CEO of an elephant company
has Walt Disney mementoes all around his office which he calls his play-room. In
particular, he has a large effigy of Mickey Mouse next to his desk. This is to remind all
the important people that come to see him that he is head of a Mickey Mouse company
that wants to have some fun!

Semco allows its employees to control their own working conditions. Time
clocks have been eliminated, and people come and go according to their own
schedules — even on the factory floor. The result is greater spontaneous coordination
between workers, and more people who can now do several jobs. Interestingly,
although they set their own schedules and targets (or perhaps because they do), they
tend to work longer hours to meet them. The success of this ‘factory floor flexi-time’
Is summed up by one of Semler’s comments: ‘When we introduced flexible hours, we
decided to hold regular follow up meetings to track problems and decide how to deal
with abuses and production interruptions. That was years ago, and we haven’t yet held
that first meeting.’

So, working like an elephant is not about becoming completely scattered and
ineffective. It is about being flexible, discovering the most appropriate times to work
and play and socialise, or to do a combination of these. When we reconnect with our
natural rhythms and apply them to our work, we play to our own individual strengths.
At the same time, we work out ways to find a harmonious blend with each other’s
natural cycles. This increases, not decreases, our productivity. The reason is that we
are not spending vast amounts of energy fighting our own natural tendencies.

At the moment, most of us in lion workplaces feel obliged to persevere with
rolling rocks up a hill in the morning, even though we know that in the afternoon the
landscape will be flatter and the rocks will feel lighter. Shapeshifting will mean
sloughing off some of the lion’s control-freak habits, trusting others more, and having
a less regimented environment.

Being human at work is also about being able to be ourselves — our whole selves.
Lion companies take their cue from neo-classical economics and assume that people
are ‘free rational utility-maximizing individuals’. It is not difficult to diagnose whether
your company is a lion or an elephant. Just count the number of times words like ‘love’
and ‘caring’ and ‘morality’ crop up in management meetings; or how often people feel
comfortable enough to cry at the office.

Former head of chemical giant ICI once said that the word ‘love’ was as threatening in
business as talking about an unexpected liability on the balance sheet.
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Part 3. For lions, displaying toughness is all-important. And toughness means
dominating meetings and markets, intimidating suppliers and competitors, controlling
situations and people. Toughness means showing intellectual superiority and
aggressive ambition and not letting emotions cloud your judgement. Elephants, on the
other hand, are led by matriarchs. Emotions are openly displayed within the herd — be
they affection, grief or delight. Extrasensory perception is constantly relied upon.
Nurturing intimate relationships is all-important.

Trying to turn complex, variable humans into rational, predictable machines has
left many people feeling like prisoners, trapped in their jobs, unable to be who they
really are. Certainly, given the choice, it is not how they would choose to spend their
life. But there’s the mortgage to think about, the school fees, the parents’ expectations.
Even beyond that, so many people | talk to experience feelings of existential crisis in
their work.

One thing that would help with the existential crisis in business would be a
switch from the present focus on ‘jobs’ to the old idea of ‘vocations’. A job is
something you do to earn money to get by. It is a means to an end. Thus, people often
end up ‘living for the weekend’ or counting down the days to their retirement. A
vocation, on the other hand, is a life pursuit that you do out of a sense of calling, a
feeling of being uniquely suited for performing a certain kind of work. Mythologist
Joseph Campbell talked about ‘following your bliss’ (Campbell & Moyer, 1991). How
many people can use that word — bliss — to describe their work? Pursuing a vocation
should not be mistaken for some kind of hallucinatory happiness trip, free of all cares,
worries, stresses or difficulties. In many ways, following your bliss is more difficult,
because it entails soul searching, tenacious endurance, constant questioning, facing
fears, shrugging off securities and stretching every fibre of your being. The difference
is that it feels like a personal quest, a freely chosen path, a journey with a purpose.
Intuitively, we are all searching for this Holy Grail in our careers, hobbies or voluntary
work.

The experiences of Victor Frankl (2006), outlined in his book “Man’s Search for
Meaning”, provide some insight into this heartfelt yearning of ours to make something
meaningful of our work. Frankl, a trained psychiatrist, survived four Nazi
concentration camps, and noticed that people can endure the most trying and horrific
circumstances if they can discover and nurture a sense of personal meaning. When
there is something to believe in, the human spirit triumphs over physical hardship or
emotional trauma. The ‘something’ can be anything — the achievement of a personal
goal, the development of a particular skill, the creation of something unique or
beautiful, or the pursuit of a spiritual quest. But the essential thing is that it is a personal
belief. No one can tell you what should inspire you or motivate you. No one can
brainwash you into discovering meaning in your work. No one can pre-select your
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vocation for you. Of course, the lion economy makes the pursuit of vocations very
difficult. Round people are put in square holes because nobody consulted them about

their true desires. Hence, once again, the need for multi-level shapeshifting.
(adapted from “Corporate sustainability and responsibility” by Wayne Visser)

Ex. 6. Find in the text the words and word combinations which denote the following:
BpO)KI[éHHaSI Maruvsi, HEMHOI'0O CTpalIHo, BCGMOFyHII/Iﬁ aoJjuiap, CCHTUMCHTAJIBHBIC
OMOIWH, MPUYYJIMBAsT UHTYWULMA, KallpU3bl BAOXHOBCHMA, COCTPAJaHUC K JIPYI'UM,
IMpCCICI0BATb I[O6BI‘{y, COCPCOOTOUYHUTHCA Ha KOpHOpaTHBHOﬁ MUCCHUHU, 3aHUMATHCA
JIUYHBIMU OCJTaMH, OCTAaBUTb JIMYHYIO JKU3Hb 34 ABCPBMHU, Cpa3y IIPUCTYIIUTH K
U3HYPSAIOIIEH TOHKE 3a MPUOBLIBI0, padoTaTh MO MpaBUIaM, peryJisipHas nprudaBKa K
3apIuiaTe, KOMAHAMUPOBOYHLIC W IIPCACTABUTCIIBCKHUC pPACXOAbI, ITOOIIPUTCIILHBIC
OOHYCHI, 0OMaHBIBATb.

EX. 7. Let’s discuss:

1. What tasks in the workplace are most suited to right-brain thinking and what requires
more left-brain orientation?

2. Describe what a truly caring workplace would look like. How would it differ from
an uncaring workplace?

3. What is the link between the pursuit of CSR and the search for meaning or purpose
in life by employees?

Grammar Revision
The Infinitive Constructions. The Complex Subject

The complex subject consists of a subject, a predicate and an infinitive, for example:
Philanthropy is known to have been practiced for centuries. U3BecTHO, 4TO
6JIaFOTBOpl/ITe.]ILHOCTLIO 3aHUMAIOTCHA C JJaBHUX I10P.

The Complex Subject is used with the following verbs and word combinations:

1.verbs in the | be seen, be heard, be noticed, etc. | The car was seen to
Passive be speeding up.
denoting Bungenu, kak MarivHa
sense HaOMpaeT CKOPOCTh.
perception
2. verbs in the | be thought, be expected, be He is considered to
Passive considered, be believed, be have been one of the
denoting supposed, be known, etc. forerunners of CSR.
mental CuwnTaercsi, 4To OH
activity: OBLI OJIHUM U3
OCHOBATeEJICH
HREE, .
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KOPIIOPATUBHOMU
COIIMAJILHOM
OTBETCTBEHHOCTH.
3. verbs in the | be said, be reported, be She is said to

Passive
denoting the
message idea:

announced, be asked, be allowed,
be stated, etc.

establish local
business linkages in
the area.

I'oBopsT, uTo oHa
yCTaHaBJIMBAET
MECTHBIC ICJIOBBIC
CBsI3U B 3TOM
PCTHUOHC.

4.word groups
denoting the
event
probability

be (un)likely (Bpsia i1, BeposiTHO),
be sure (HaBepHsika, OecCrOpHO),
be certain (HecomuenHo), be
bound (o0s3aTensHO)

You are unlikely to
have seen her
yesterday.

ThI Bpsiz 11 BUIEIICS
C HEU BUepa.

5.verbs in the
Active

seem,appear (kaszatbcst) happen,
chance (ciygaitHo oka3aThcs,
CITy4aThCsl)

turn out (HeOoXXUIAHHO
OOHAPYKUTHCS)

prove (oOHapy>KUTHCS B
pe3yJIbTaTe UCTIBITAaHMS HITH
WCITIOJIb30BAHNS )

They seem to have
forgotten about
business’s obligations
to the society.
Kaxercs, onu
3a0b1IH 00
00s13aTeNIbCTBAX
Ou3Heca nepes
0011IeCTBOM.

The Infinitive in the Complex Subject is used in all its forms:

1) A future action: She is certain to see me tomorrow. Mkl ¢ Helt 00s13aTeIbHO
BcTpeTuMces 3aBTpa. A future action can be expressed only with: be expected,
be sure, be certain, be (un)likely.

2) A past action (an action which is prior to the action expressed by the finite
verb): He is bound to have seen you yesterday. On HaBepHsIKa BUae TeOs

BUEpA.

3) A present action: The task proves to be urgent (The task proves urgent).
OxkassiBaeTcs, 3agada cpounas. After the verbs: prove, seem, appear the verb to
be can be omitted.

4) An action in progress: You seem to be looking at me. Kaxkercs, 4uto Tb
CMOTpHIIb HA MCHA.

5) An action which is prior to the action expressed by the finite verb and
continues up to now: The child is known to have been learning English since
childhood. U3BecTHO, 4TO 3TOT peOCHOK M3yYaeT aHTJIMHCKHIA C IETCTBA.

4
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Ex. 8. Translate the sentences into English, using The Complex Subject Infinitive
Constructions and the active vocabulary from Ex. 1.

1) Uzeecmno, 9TO MaKCUMU3ANWsA TPUOBLIM OCHOBBIBACTCS HAa MOHOIIOJHLHOM
JOMUHUPOBAHUU U KOHTpole. 2) Heoowcuoanno obnapyscunocy, dUTO
reHEpAJIbHBIN JIUPEKTOP BBICTYMHI HA €KEr0JHOM COOpaHUM KOJIJIEKTHBA. 3)
Bpsi0 1y oH OOBSBUT 0 CBOEM PEIICHUH OTJATh IMOJIOBUHY MPUOBLTA KOMITAHUH
Ha O0oprOy ¢ BUY. 4) ['osopsam, uTo B neTCTBE OOJBIITUHCTBO JIFOACH ydaTcs
OBITH JOOPBIMH, BHUMATEIIbHBIMU, YYTUBBIMU, IICIPBIMH, CIIPABEITUBBIMH |
npyxeno0oHbiMHA. 5) Cuumarom, 9TO, KOTJA YETOBEK W3 TEIUION CeMEHHOM
00CTaHOBKM MOIMNAJaeT B KECTOKYI0 PEabHOCTh OHM3HECa, €My MPUXOJUTCA
3a0BITh O CBOMX JIOMAITHUX IEHHOCTX. 6) ITO TOJBKO Kad#cemcsi, 4TO JJIsl TOTO,
YTOOBI BBDKUTD, YEJIOBEKA HA/I0 IPUHYIUTH CTATh )KECTOKUM U 0€3KaT0CTHBIM.
7) Ha cobpanuu 06wsa6uiu, 9T0 HAIIM COTPYAHUKU MOTYYAIOT 3HAYUTEIIbHYIO
npuOaBKy K 3apruiate yxke Oounblue roaa. 8) Oxasvigaemcs, 4TO OH ceryac
TOBOPUT O METOJIax OIEHKU d(PPEKTUBHOCTU PabOTHI COTPYAHUKOB. 9) Panbiie
noziazanu, 4To CIpaBeUIMBOCTh Ha paboyeM MecTe Oblia OJHOM U3 OCHOBHBIX
HeHHoCTe »Toi Kopmopainuu. 10) Hecomuenno TO, 4TO Halll T€HEPATbHBIN
JUPEKTOP BCE JTO TOAbl HCIOBEIOBAT ILIEHHOCTH YCTOMYMBOCTH U
OTBETCTBEHHOCTH.

Ex. 9. Paraphrase the sentences using the model:
Model: It is unlikely that you will return the day after tomorrow.
You are unlikely to return the day after tomorrow.

1) It appears that good employees express their own inherent magic, their creativity,
values and passion at work. 2) It is sure that it was a tad scary for the employer to allow
people to rely on their flaky intuition and gooey emotions. 3) It was unlikely that he
had attended to his personal matters at the meeting. 4) It is thought that in the 30-ies
the ideal employee of the company was one who arrived at work early and went straight
into profit-making overdrive. 5) It seemed that | was able to check in my personal life
at the door. 6) It has always been believed that work is a place for rational individuals.
7) It happens that by treating their staff as responsible adults, people apply their codes
of conduct to themselves that are probably stricter than the external rules would be.
8) Many years ago it was supposed that the more pretentious job title a man had, the
higher salary he deserved. 9) It is reported that he has chiseled out his company of
travel and expense accounts. 10) It turns out that although we worked to rules, we
didn’t have incentive bonuses.
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Ex. 10. Recognizing how important social responsibility is to their customers, many
companies now focus on and practice a few broad categories of CSR:
1.environmental efforts, 2.philanthropy, 3.ethical labor practices, 4.volunteering.

Match these points (1-4) with their descriptions (a-d). Discuss which category of CSR
Is the most important and which is the least important in Russia.

a) Businesses can also practice social responsibility by donating money, products
or services to social causes. Larger companies tend to have a lot of resources that
can benefit charities and local community programs.

b) By treating employees fairly and ethically, companies can also demonstrate their
corporate social responsibility. This is especially true of businesses that operate
in international locations with labor laws that differ from those in the United
States.

c) One primary focus of corporate social responsibility is the environment.
Businesses regardless of size have a large carbon footprint. Any steps they can
take to reduce those footprints are considered both good for the company and
society.

d) Attending volunteer events says a lot about a company's sincerity. By doing good
deeds without expecting anything in return, companies can express their concern
for specific issues and support for certain organizations.

Ex. 11. Read the text and rewrite it using The Complex Subject Infinitive
Constructions wherever possible.

CSR in Russia

Formation of the Russian national model of corporate social responsibility
(CSR) to meet contemporary conditions, principles and requirements in doing
business, is just at the initial stage. In native publications, due attention to this issue
has been paid only in the last few years, therefore in Russia there is insufficient number
of analytical and statistical studies, compared with those that are regularly held in the
West. The lack of detailed studies on the mentioned problems is also stipulated by
historical features of association between government and business.

During Soviet times, the entire burden of social responsibility laid on enterprises:
they exercised socially significant projects in the regions, where they directly operated.
With the transition to a market economy, these responsibilities were delegated to the
municipal and regional authorities and most of the social programs were virtually
stopped.
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At the beginning of XXI century, with the growth of budget revenues and people
welfare, the issue concerning business role in the implementation of socially important
projects regained its relevance. It can be stated that in Russia not just theory, but the
practice of corporate social responsibility is in the making. Just several years ago, the
Russian business community did not recognize the value of corporate responsibility
and the practice of companies in this area was limited to occasional claims on
adherence to the principles of ethics and to one-time charity.

Today, however, the idea of social responsibility is known to Russian business
to some extent and in some companies it is understood not only in words but in deeds.
Based on an assessment of nonfinancial reporting one can summarize the scores in
order to make companies’ tentative rating. Most full are the reports of OJSC "Tatneft"

and OJSC "MMC Norilsk Nickel", the third is OJSC "Nizhnekamskneftekhim™.

(adapted from:
https://www.researchgate.net/publication/285752611 Evaluation_of _corporate_social_responsibility_of Ru
ssian_companies_based_on_nonfinancial_reporting)

Ex. 12. Read and render the text into English using The Complex Subject Infinitive
Constructions to translate the words in italics.

H36ecmuo, 4TO TEpexo] K PHIHOYHOM 3KOHOMMKE IIOBIUSI Ha pPa3BUTHE
POCCHICKMX KOMIAHWM, KOTOpbIE OCO3HAIM MOTPEOHOCTh B IOJIOXKHUTEIIbHBIX
OTHOLIEHUSX C rocyJapCTBEHHBIMU opraHamu, CTEHKXOJIIepaMu
(3aMHTEpEeCOBaHHBIMM JIMIIAMH), & TaKXK€ NPU B3aUMOACUCTBUU C 3apyOeKHBIMU
naptHepamu. [lonazaiom, 4TO OAHUM M3 TAKUX HHCTPYMEHTOB IOJIOKHUTEIBHBIX
B3aMMOOTHOULIEHUI CTaJIM COLMAJIBHBIE OTYETHI KPYIHBIX KOMITAHUN. beccnopHo, 4To
JUIS HUX OHU TaK)Xe CTajlu OCOObIM MHCTPYMEHTOM MapKETHHIa, IUIAaHWPOBAHUS U
OLICHKH JESATENBHOCTH OpraHU3alHH.

Ha npaxkxmuxe o6Hapyscunoco, 4to COLMANIBHBIM OTYET — HTO HE TOJBKO
MyOJIMYHBIA MTHCTPYMEHT HH(MOPMHUPOBAHMS 1IEJICBBIX ayJAUTOPHA U OOIIIECTBEHHOCTH
B II€JIOM O TOM, KaK, KAKUMH TEMIIAMH U C KAKUMH PE3yJIbTaTaMU KOMIIAHUS PEATIU3yET
3aJI0)KCHHBIC B CBOMX CTPAaTETMYECKHUX IUIAHAX PAa3BUTUSA 1EJIM B OTHOUICHUU
COIMAIBHON TIOJIUTUKH, YKOHOMHUYECKON YCTOMYMBOCTH W CTAaOUIILHOCTH, HO 3TO H
MpOIECC, B KOTOPOM OOBEAMHEHBI HCCIIECIOBATEIILCKUE, YIPABICHYECKUE U
aHAJIMTUYECKUE TIPOLIEAYphl, HAMpaBJICHHbIE Ha TMOBBIIMICHHE 3PHEKTUBHOCTH
COIIMAJILHOM, TMPOW3BOJCTBEHHOM U  (PUHAHCOBOM  JACATEILHOCTH  KOMITAHUU
MOCPEJICTBOM COCTaBJICHUSI W MYOIHKAIMA KOPIOPATUBHOTO COIMAIIBHOTO OTYETa.
Ommeuarom, 94TO COUUAIIBHBIA OTYET CTAHOBUTCS PE3YJIbTATOM JIUTEIBHOrO IUaJIora
C pPa3IMYHBIMU TPYNTIaMU 3aUHTEPECOBAHHBIX CTOPOH, B HEM 00001Iat0TCs pa3IundHbIC
MHEHUSI, (DUKCUPYIOTCS OIpEACIICHHbIE 00s3aTeIbCTBA KOMIAHUU TIEpe]l BCEMHU
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3aMHTEPECOBAHHBIMU CyOBEKTaMU: TOCYJAPCTBOM, TIOTPEOUTENIEM, ITAPTHEPAMU U JIP.
Takxxe KoprmopaTHUBHAas COLMAJIbHAS OTYETHOCTb 00s3amesbHO BKIOYAaeT B ceOs
JIOCTOBEpHBIE U TOJIHBbIE CBEIECHUSI 00 OOIIECTBEHHOU AESITENIbHOCTH KOPIOPAIIMA,
MO3BOJISIET CTATh CBS3YIOIIMM 3BEHOM B LIeTIH «OU3HEc-TocynapcTBo». Kak coobwarom
MCCJIEI0BATENN, COUMAIbHAs OTYETHOCTh MO3BOJSAET: 1) KOMIUIEKCHO IMPEACTABIISTH
OOIIIECTBEHHOCTH 53KOHOMHUYECKHE, HKOJOTMYECKHE U COLHUAIbHbIC PE3YJIbTaThl
NEATeIbHOCTH KOMIIaHWM; 2) BECTH JAHAJIOr CO BCEMHU 3aMHTEPECOBAHHBIMU
CTOPOHAMM, BBISBIISATh UX OLEHKHU U Oxkuaanus. Kommnanuu, npeacTaBisionue COlu-
QIbHBIA OTYET, HECOMHEeHHO TIONY4Yal0T BO3MOXKHOCTh Y3HATh OHUJIAHUS CBOUX
KJIFOUEBBIX MApTHEPOB (B MEPBYIO OYEPE/Ib — TOCY/IapCTBa); 00ECIEeUUTh YUET ITUX
OKUJIaHUW TPU KOPPEKTUPOBKE COIMAIBHBIX MPOTrpamMM; MOKa3aTh B MPAKTUYECKOU
NEATEeIbHOCTU, YTO KOPIOpalys YYUTHIBAET MHTEPECHl CBOMX JICJIOBBIX MapTHEPOB;
3) mojyyaTh JIONOJHHUTEIIbHbIC KOHKYPEHTHBIC MPEUMYIICCTBA; 4) YIYYIIUTH
pPEeUTUHIU, B YAaCTHOCTH PEUTUHIU KOPIMOPATUBHOTO YIIPABICHHS, YTO, B CBOIO
ouepeqlb, CIOCOOCTBYET TMPHUBJICUCHUIO 3a€MHOr0 KamuTajla JJid KOMIIaHWH;
5) NOMy4YUTh BO3MOXKHOCTH IPHBJICYCHUS OOJCe IEIICBBIX M “JUIMHHBIX’ 3aiMOB
(Hanmpumep, MOJIy4eHHE KPEIUTOB OT OAHKOB, CIEAYIOIMMX “IpUHIIMIAM DKBaTopa’,
HEBO3MOKHO 0€3 OILIEHKH YPOBHS IKOJOTHYECKON OTBETCTBEHHOCTH); 6) MOBBICHUTH
CTEIEHb JIOBEPUSI B OTHOIICHUSIX KOMIIAHUU C 3aMHTEPECOBAHHBIMU CTOPOHAMU, YTO
MO3BOJISIET ~ MPEAOTBpAIllaTh  MOTEHIUAIbHBIE  YIPO3bl U KOH(MIUKTHI  C
3aMHTEPECOBAHHBIMU CTOPOHAMM; 7) CO3/1aBaThb OCHOBY JJIA Pa3pabOTKH CTpaTeruu
pPa3BUTHS KOMITAHHH.

Oka3zanocb, 4TO Takas OTYETHOCTb BHOCUT KOPPEKTHUBBI M B caM IPOLECC
yIpaBlieHUs] OM3HECOM: TOXKeIaHUsl OOIIECTBAa JJII KOMIIAHUM, HCMOJB3YIOIIUX B
CBOEH JEATEIbHOCTH COLUUAIBHYIO OTYETHOCTh, CTAHOBSITCSI OCHOBOM JIJIsI IPUHATHS
YIIPABJIEHYECKUX PELICHUM.

(Adapted from: https://sovman.ru/article/6604/)

Ex. 13. Read the paragraph below and try to predict which CSR award is the most
popular among businesses in the world.

Business awards. Your business could also look at entering business awards that
recognise and promote businesses that excel with corporate social responsibility
projects. Potential awards your business could enter include:

- International CSR Excellence Awards

- Global Good Awards

- Business in the Community’s Responsible Business Awards
- Guardian Sustainable Business Awards
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Ethical Corporation Responsible Business Awards

Find and present background information about one of the awards. Discuss whether
your predictions were correct.

Ex. 14. Role play. Global Good Company of the Year Award.

You will need from 2 to 4 judges and from 6 to 12 PR representatives of the
organizations that would like to enter the award.

»

Step 1 — 5 minutes. Judges and PR managers read the text “Category description
about the criteria of the award.

Step 2 — 15 minutes. Students may prepare for this step at home or may just work on
spot with the information which they have in the exercise.

Judges work together and write down ten questions which they are going to
ask the PR managers. They should add comments to their questions and use The
Complex Subject Infinitive Constructions. They should also prepare a form to fill
with the business’ information about 4 criteria of the award during the interview.

PR managers choose their organizations from the list below and prepare an
application describing the merits of their businesses taking into account the criteria
of the award. You can come up with as much information about your business as
possible.

Step 3 —an interview — 10 minutes. Each judge works with from 2 to 3 PR managers
simultaneously asking them questions and filling in the form with the information
about 4 criteria of the award.

Step 4 — 10 minutes.

Judges work together discussing the results of the interview. They should call
the winner.

PR managers change their partners and tell their new partners about their
interview trying to predict the results.

Step 5 — 5 minutes. Frontal discussion of the results.
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Category Description

If your corporation, of over 250 staff, has developed an effective and
comprehensive purpose driven sustainability programme that is credible, results
driven, addresses your core business function and reinforces your commitment to
operating in an economically, socially and environmentally responsible manner, then
your organisation, is eligible to enter this award.

The award is for the organisation which has developed multiple aspects of its
sustainability and social impact initiatives and will be judged primarily on activities
and progress within a new or existing programme in 2016-18 although activities started
before and those ongoing will be taken into account if significant development has
been achieved within the 2016-18 time frame. The scope of relevant activities includes
innovation, promotion of employee well-being, reduction of carbon footprint,
improving the sustainability of processes in the workplace, community engagement,
protection of the natural environment, supply chain, partnership, governance and
leadership.

The award will be presented to the organisation delivering effective activities
and initiatives creating a powerful corporate sustainability and socially impact. This
can include recently started activities to change processes, to benchmark successes with
an emphasis on whole-life impact of products and services, and to encourage clients
and third parties to incorporate sustainable practices into the delivery of their processes,
services and resources.

Judges will be looking for evidence of the following points within the supplied
application form (weighting percentages in brackets):

1. The organisation’s initiatives and activities demonstrating their commitment to
purpose driven sustainability for innovation and creativity, improving core
business practices and showing support at senior management level; (40%)

2. The measurement of impact on employee well-being (learning, development,
skilled volunteering and behaviour change) and the wider positive impact on the
local community through their social impact, pro-bono charity support and
donations; (25%)

3. The measurement and reduction of the organisation’s carbon footprint, waste
management and overall positive impact on the environment; (20%)

4. The motivation, engagement and participation of partners, supporters and supply
chain to change organisational practices as a result of being involved in projects;
(15%)
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The list of the businesses
1.Penguin Random House UK

WriteNow. WriteNow is a nationwide campaign created by Penguin Random House UK to
ensure the books and authors we publish better reflect the society we live in. It aims to find,
mentor and publish new writers from communities under-represented on the nation’s
bookshelves, including writers from BAME (Black, Asian, Minority Ethnic) or LGBTQ (Lesbian,
Gay, Bisexual, Trans, Queer) communities, writers who have a disability, or come from a socio-
economically marginalised background. Established in 2016, the programme has welcomed 300
writers to six regional events across the UK, received nearly 5,000 applications from writers
around the country and led to 3 writers so far being published.

2.Thames Water and Action for River Kennet (ARK)

Water Matters. Thames Water and Action for the River Kennet (ARK) have run a successful
community partnership programme since 2011, under the titles ‘Care for the Kennet’ and ‘Water
Matters’. The overall aim is to encourage long-term behaviour change to keep the water
environment healthy by raising awareness of the value of water, reducing water consumption and
reducing river pollution to promote biodiversity. There are a variety of innovative and creative
workshops available to schools and community groups including river field trips, water matters
talks and raising trout/eels to be released into the River Kennet.

3.Because International

The Shoe that grows. The Shoe That Grows is an innovative shoe that grows right along with
growing kids. It expands 5 sizes and lasts for years — protecting feet and helping kids challenged
by extreme poverty in developing nations to be more healthy, attend school more often, and be
more confident. The Shoe That Grows is produced at a local factory in Ethiopia and brings
employment to families through production, warehousing, and distribution. We fight the negative
cycle of poverty with the positive cycle of innovation.

4 Binti International

Every Girl Deserves Dignity. We design community projects that manufacture sanitary towels
that are: DISPOSABLE — By locally producing and selling low-cost, affordable and disposable
sanitary towels that are biodegradable and eco-friendly. Raw materials for production will be
sourced locally and they will be manufactured alongside disposable towels to increase cost
efficiency. REUSABLE — By locally producing hygienic sanitary towels that can be reused and
recycled through a simple wash and dry, making them practical and cost effective.
SUSTAINABLE - Binti focuses on increasing sustainability by hiring local women to produce
and sell sanitary towels using Solar energy to power most of our workshops. Alongside our
production facilities, Binti aims to educate by providing educational programmes with long term
goal to change perceptions and dispel shame and taboos around periods.
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5.Tata Consultancy Services

TCS Digital Explorers — ‘Experience Work’. Work experience for a typical 16 year-old is
synonymous with photocopying, making drinks and chair swivelling at ones parents/relatives
work place. Not so at TCS Digital Explorers. Aimed unashamedly at talented young people from
disadvantaged backgrounds who lack social networks, we run an intensive boot camp for students
to learn core IT skills though real-world projects, participate in cutting-edge workshops, rub
shoulders with industry professionals, explore future tech trends, network with entrepreneurs and
graduate from the week equipped with the confidence and abilities needed to succeed in the world
of digital work.

6.0VO Energy

OVO Gives Back. OVO Gives Back is an employee-led initiative that empowers the OVO team
to nominate and vote for the four local charities they’d like OVO to support for the year. These
charities receive a £20,000 grant each and year-round volunteer support from OVO employees.
Now in its second year, OVO employees completed over 2,000 hours of volunteering at 37
volunteer events and supported eight local charities. OVO Gives Back enables OVO employees
to give something back to the neighbourhoods they call home — building a happy workforce and
a stronger community too.

7.Do Nation

Helping sustainability leaders to drive behaviour change. Following research into environmental
pledge schemes, we identified the need for a platform that anyone could use to inspire behaviour
change within their own companies and communities, without forfeiting the costly features
required to turn pledges into lasting behaviours. We developed an online platform where anyone
can run a campaign to raise pledges from their colleagues — to do things like wasting less food or
using reusable bottles. Do Nation has now helped 670 people to lead effective behaviour change
campaigns within organisations ranging from Network Rail to Pukka Herbs. Together they’ve
helped +16,000 people to adopt new habits, directly saving +2,000 tCO2 pa. All while
empowering sustainability leaders to lead even greater change.

8.Cred Jewellery

Bringing sustainable and ethical practises to African Gold mining. Cred is a social enterprise
helping the poorest and most disadvantaged communities in developing countries: small scale
artisanal miners. In 2011 Cred established the first traceable and independently audited mine to
market supply chain for precious metals. This unique model involves exporting, wholesaling and
retailing to raise awareness and demand for responsibly mined gold. In 2017 Cred brought the
first African Fairtrade Gold from Uganda to market, doubling the miner’s income and bringing
health and safety, community representation and environmental protection up to Fairtrade
Standards. Cred works in partnership with other organisations to increase efficiency and
sustainability of gold reclamation.
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9.Macrebur

Plastic Roads. MacRebur’s products are made from 100% waste plastic materials and are used
to replace part of the bitumen in any asphalt mix. As fossil fuels are constantly being consumed,
alternatives to bitumen must be considered to improve sustainability. MacRebur’s products
replace part of the bitumen in asphalt, giving a significant reduction in fossil fuel usage. We are
seeing the negative effects of a plastic epidemic throughout the world and this is especially true
in UK now that China has stopped taking our UK plastic waste. But as MacRebur’s products are
all made from 100% recycled plastic materials, they help reduce unwanted, discarded plastics
from landfill and from oceans. MacRebur use local waste for local roads.

10.10:10

Riding Sunbeams. Pioneering project discovered that solar power could be connected directly to
electrified railways to power trains, was commercially feasible and where precisely it would work
best in UK. Technology not yet used anywhere in the world but with vast potential.

11.Delphis Eco

Circular innovation: 100% UK PCR plastic packaging. Recycling plastic is not a new science.
However, we know that at least 93% is not recycled and with the vast amount ending up in landfill
or our oceans. What Delphis Eco has achieved is to prove the concept that it is possible to procure
UK recycled plastic and produce a 100% recycled plastic bottle. Not only does this product reduce
C02 by 70%, it is globally scalable across almost every industry and it reduces plastic into the
environment, helps the UK/China waste crisis.

12.APS Metal Pressings

Enviro-cup: The Cup for Life. As result of a demand for an alternative to Plastic Cups and the
need to reduce landfill, Birmingham based APS Metal Pressings Ltd has designed and
manufactured “Enviro-Cup”. Designed and manufactured in the UK from Recycled Food Grade
Stainless Steel and is not only durable and user-friendly, but is also totally Recyclable. Perfect for
use at Outdoor Events & Festivals. Enviro-Cup is a great example of the “Circular Economy” in
that the process starts with a sheet of 235mmx235mm Recycled Stainless Steel and at the end of
its life is totally recyclable, ready to start again.
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13.Delipac

Zero plastic, sustainable barrier packaging for food & drink. The problem — The U.K. consumes
circa 5+ billion single use plastic lined board food-to-go packs & 3.5+ billion single use plastic lined
coffee cups. For disposal, approximately 98% is consigned to landfill or pollutes the seas. Existing
plastic laminated waste remains inert in landfill and won’t begin to degrade much before 500 years.
A solution...Delipac. Unique & innovative zero plastic barrier packaging, engineered to replace
existing pe/plastic laminated hot/cold cups/food-to-go packs. Existing laminated barrier packaging is
NOT easily recyclable & NOT biodegradable. Delipac packaging, IS completely recyclable in ANY
paper waste stream, + biodegradable.
14 Nature Workshops

Nature-based learning. An established not-for-profit training agency providing nature-based
learning and well-being opportunities. Roll on roll off training designed to have minimum carbon
use. Using woodlands on public bus routes, where our learners live, recruiting local Trainers to keep
transport to a minimum and the cash flowing in these communities. As a nonprofit we are already
different to most of our competitors. In 2014/15 we decided to start training groups and individuals,
instead of just delivering. We found gaps in the market of nature based learning. We use other
nonprofits, secondhand kit and shop locally if it all and now help others develop their sustainable
development policies and processes.

15.ClientEarth & BMB Agency

Poisoned Playgrounds. ClientEarth with the agency BMB, launched the Poisoned Playgrounds
campaign in September 2017, which focuses on the impact of air pollution on children’s health. It
maps schools that are within 150 metres of illegally polluted roads in the UK, inspiring the public to
voice their concerns to Members of Parliament.

(adapted from: https://globalgoodawards.co.uk/global-good-company-of-the-year/)

Ex. 15. Find and present background information about one of Russian companies
which is socially responsible. Discuss the responsibilities of the PR managers
working for this company.
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Unit 3. Media and Politics

Ex. 1. Read the quotations and comment on them.
“Political marketing needs to regenerate itself in the form of political PR and not fear
change or ambiguity in its quest to seek the truth. It needs to avoid shibboleths, false
and unarmed prophets, learn from history and show passion and courage or be deemed
beyond redemption” (Phil Harris).
“Politicians are in the business of selling hope to people” (Jenny Lloyd).
Ex. 2. Let’s discuss:

1) What is the difference between selling the soap and advertise the politician?

2) What do political marketing and mainstream marketing (product, service, not-

for-profit, and relationship) have in common?

Ex. 3. Study the differences between political and mainstream types of marketing.
Do you agree with all of them? Can you add other peculiarities of the political
marketing in your country?

Political marketing Mainstream marketing
1.The ultimate goal is strengthening The ultimate goal is financial success.
democracy through voting processes.
2.A candidate’s own philosophy often | Using various marketing strategies in
influences the scope of marketing economic practice is the result of
strategies. This means that although conducting market research that
marketing research may suggest that a | promises satisfactory financial profits.
politician’s chances will improve if she
or he concentrates on particular
political or economic issues, she or he
does not have to follow these
suggestions if her or his own
conception of political reality is
incongruent with these issues.

3.Voters choose their candidate or Customers purchase their products at
political party on the same day that the | different times, depending on their
voting takes place. needs and purchasing power.

4.For voters there is no price attached | The consumer purchasing a product

to their ability to make a voting always knows its price.

decision.

5.Voters realize that the choice is The purchasing decision is independent
collective and that they must accept of the attitude toward a given product

that other consumers may have.
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the final voting result even if it goes
against their voting preference.

This is a social rather than an
individual choice.

6.The winner takes all in political The closest equivalent to commercial
elections. marketing in this case would be
gaining a monopoly on the market.
7.The political party or candidate isa | The consumer can usually unpack
complex, intangible product that and check while buying products and
the voter cannot unpack to see what is | services.

inside. If voters decide to change their | Consumers may change their minds
minds, they have to wait till the next and exchange products or services

election. almost immediately for others.
8.Introducing a new brand in the form | There are many brands that
of a political party is quite difficult have acquired international status.

and always remote in time and it
always takes place only at the national
level.

9.Political parties begin to lose support | Brand leaders tend to stay in front.
in public opinion polls after winning
the election, because the new ruling
party often makes decisions that are not
well received by various social groups
(e.g., unfavorable budget decisions or
tax increases)

Ex. 4. Try to give the definition of political marketing. Then read two definitions
given below. Do they look like yours? Which of them is better and why?

1) Political marketing is the processes of exchanges and establishing, maintaining, and
enhancing relationships among objects in the political market (politicians, political
parties, voters, interest groups, institutions), whose goal is to identify and satisfy their
needs and develop political leadership.

2) Political marketing is the process by which political candidates and ideas are
directed at the voters in order to satisfy their political needs and thus gain their support
for the candidate and ideas in question.
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Ex. 5. Political marketing is concerned with communicating with party members,
media, and prospective sources of funding as well as the electorate. There are five
voting market segments playing key roles in organizing political campaigns and
establishing a political market: 1. active voters, 2. interest groups, 3.the media, 4. party
organizations and 5.sponsors. Match the segments (from 1 to 5) with their descriptions
(from ato e).

a) social activists, and organized voter groups who
collect funds for election campaigns (e.g., labor unions, business
organizations, human rights groups, civil rights groups, ecological
movements);
b) who are in the habit of casting ballots in elections;

¢) who are private persons making donations for the candidate
and the campaign;

d) that nominate candidates, express opinions about
them, and provide the resource base for the campaign;

e) that make candidates visible by “foregrounding” them during
the campaign or keeping them in the shadows of the campaign.

Ex. 6. Read the quotation and comment on it:

“A wide variety of media messages act as teachers of values, ideologies, and beliefs,
providing images for interpreting the world whether or not the designers are conscious
of this intent. It seems, however, that in relation to politics, developers of media
messages are fully aware of what content and in what form they are trying to
communicate to society” (Robert M. Entman).

Ex. 7. Explain the difference between these synonyms:

Interject — put one’s oar in; slant - ramp; expansive - comprehensive; prime - coach;
consequences - repercussions; deselect - retract; relaying - rebroadcasting;
reinterpretation - rethinking; collapse - thud; column - pillar; selective - discriminatory;
comparative - relative; incumbent - holder; biased - prejudiced.

Read the text and complete it with these words. Make a glossary of professional
terms.
Media Bias

Content bias is consistent patterns in the framing of mediated communication
that promote the influence of one side in conflicts over the use of government power.
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These patterns of --- regularly --- audiences, consciously or unconsciously, to support
the interests of particular holders or seekers of political power. There are three types of
media bias: gatekeeping bias, coverage bias, and statement bias.

The gatekeeping bias means that editors select from a body of potential stories
those that will be presented to the public and, by extension, also --- those stories of
which the mass audience will hear nothing. Thus, the gatekeeper is any person or
formally organized group that is directly involved in --- or transforming information
from one individual to another through a mass medium. The gatekeeper’s activities
consist in limiting information by --- editing, increasing the amount of information
by--- editing, or reorganizing the information through ---. Such activities should be
implemented not only by the editor but also by the moderator—not only for television
programs, but also for blog or chat on the Internet. Another modern form of
gatekeeping is using Internet search engines as gatekeepers of public communication.
Despite the fact that the number of channels the citizen can get information from
increases, this may lead to the --- of media gatekeeping; its forms change evolving
more and more subtle forms. An example may be applying gatekeeping for online
newspapers that use hyperlinks as a gatekeeping device because they are unlikely to
offer external hyperlinks.

One of the --- of gatekeeping is media bias toward supporting
or not supporting particular political parties. For example, Tim Groseclose
and Jeffrey Milyo found a systematic tendency for U.S. media outlets
(press and TV) to slant the news to the left; the most liberal are CBS Evening
News and the New York Times, and the most conservative are the Washington
Post and Fox News’ Special Report. However, the media outlets are fairly
centrist relative to members of Congress, and about half the newspapers they analyzed
take relatively moderate positions on issues coming before the American Supreme
Court.

The coverage bias refers mainly to physical features of media message. Ten
media biases were codified by measuring the physical amount of coverage each side of
some issue receives. This is typically measured in --- inches for newspapers and
magazines (with or without photographs and headlines), whereas analyses of television
include the number of appearances and time devoted to each side of the issue. But the
statement bias suggests that members of the media can --- their own opinions into the
text of coverage of an issue. This type of bias can take many forms and is usually
expressed by whether media coverage is favorable or unfavorable to a particular
politician or party.

Jeffrey Peake conducted a --- study of coverage of the George W. Bush
presidency on the front pages of 100 American newspapers during a five-month period
in 2006. He found clear media slant. Newspapers that endorsed Bush’s reelection in
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2004 tended to write more, and more favorably about the president, and newspapers in
states where Democrats are strong politically tended to write less, and less favorably.
In Poland the unquestionable media leader given the frequency of his
appearances was the ---, President Aleksander Kwasniewski. During the analyzed
period, he appeared on television more than 300 times. Marian Krzaklewski was far
behind him (about 160 appearances), as was Lech Walesa (over 120) and—the second
person in the voting struggle—Andrzej Olechowski (over 110). The duration time of
the candidates’ presentations was distributed slightly differently. Although the leader
here was still President Kwasniewski, he owed his position mainly to the public media.
TVP1 and TVP2 gave almost as much time to Jarostaw Kalinowski and Lech Walesa
as they did to Kwasniewski. This breakdown shows clearly that the presentations of
the presidential candidates in the presidential campaign of 2000 were ---. Television
stations—»both private and public—had their favorites and sentenced the other
politicians to “nonexistence.”
Ex. 8. Find in the text the words and word combinations which denote the following:
YKJIOH, TpeaB3saTas (OpMYyJIUPOBKAa TEKCTa, MPUCTPACTHBIM OTOOp WHMOpMAaIH,
IIPpUCTPACTHOC OCBCIICHHC B IICHATH, HATACKHBATDH Hy6JIHKy, HOBasl UHTCPIIPCTAIIAA,
BBIOOPOYHOE PEIAKTUPOBAHUE, PACIIUPEHHOE PEIAKTUPOBAHUE, JICHUCTBYIOIIMIA
MPE3UIACHT.

Ex. 9. Let’s discuss:

1) What is the difference between gatekeeping bias, coverage bias, and
statement bias?
2) Find and present examples of the three types of media bias in Russian media.

Ex. 10. Translate the sentences into English using Infinitives, Gerunds and Complex

Subject Infinitive Constructions and active vocabulary from Ex. 7:
l)PenakTop crapancs u3z0exaTb MNPEAB3SITOCTA H3JI0XKEHUS HHPOpPMaLIUU,
npereoOperas 3TuM 3PGEKTUBHBIM CPEJACTBOM BIUSHUSA HA TOCYIapCTBEHHYIO
BJIACTh. 2) S MOMHIO, KaK 3TH MPEAB3AThIC MyOIHKAIMU PETYISIPHO OOy XK aau
yuTatened MOAACPKUBATh HMHTEPECHl  JIIOJEH, PpBYIIUXCS K  BIACTH.
3) IpuctpacTHbiit 0TOOP WH(POPMAIIMK TPUBET HAC B pe3ysibTaTe K OTMEHE
nyOJUKalMK PaccKa3oB O 3J0ynoTpedsieHuu Biactb umymux. 4) Cpenctsa
MaccoBOM MHGOPMALIMK TOJKHBI MPEJOTBPATUTH MPUCTPACTHOE OCBELICHUE B
neyaTd W MPeAB3ATYI0  (POPMYJTUPOBKY TEKCTOB JJIA  IyOJIMKAIIUH.
5) HeoxxuaaHHO OOHApYKUIIOCh, YTO MPUCTPACTHOE OCBEIICHHE B IEYaTH
MOHO CHCTEMAaTU3UPOBATH ITyTEM U3MEPEHUS (PU3NIECKOro 00beMa BelaHus,
KOTOpOE TMOJIy4aeT OJIHa W3 CTOPOH B TpenBbiOOpHO KoMmranuu B CMU.
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6) Coo0mIaroT, 4To PEAaKTOp ATOM Ta3eThl HEOJHOKPATHO BCTaBISII CBOE
COOCTBEHHOE€ MHEHHE B TEKCThl CTaT€d JPYruX aBTOPOB, 3aHUMASICh TaKUM
00pa3oM TPaKTUKON pacCHIMPEHHOTO peaakTupoBaHus. 7) JlefcTByroIIEro
npe3uieHTa OOBUHSIOT B TOM, YTO OH cTajl OeccrnopHbiM Juaepom CMMU Bo
BpeMs CBOEH NpeIBHIOOPHOM KOMIIAHMM TOJIBKO 3a CYET YacTOThl CBOETO
nosiBiieHuss Ha odkpaHe. 8) Ilpenssstas QopmMynupoBKa TeKCTa HMEET
CKJIOHHOCTh TMPUHUMATh pa3nuyHble (POpPMBI U OOBIYHO TPOSBISETCS B TOM,
aBisieTcs i ocBenienne B CMU GnaronpusTHeIM WM HEOIAronpUsSTHBIM JIJIs
KOHKPETHOTO MOJINTUKA WIIW MTAPTHUH.

Ex.11. Read the text and complete it with the necessary text snippets (from a to h).
to regard as important Make a glossary of professional terms.

a)to justify attention to it

b)the issue is a significant one for the country

c)a relational concept specifying a positive, causal relationship between the key themes
of mass communication and what members of the audience come

d)to adapt to the content distributed by the media

e)its salience among the audience

Pthe process of fashion

g)to exert pressure on media to highlight those issues

h)the incumbent dominates the political arena before the election campaign
Media Effects. Agenda-setting.

There are three main forms of media communication’s influence on citizens:
agenda-setting, priming, and framing.

The idea of agenda-setting influenced by the mass media is ---1). According to
Maxwell McCombs, “the salience of an issue or other topic in the mass media
influences ---2).” Newspaper and television stories often make explicit statements
about the importance of an issue (e.g., global economic crisis, terrorist threat) in
order ---3). However, even when such issue statements are not made, most readers and
viewers recognize that devoting attention to an issue means that editors and reporters
believe ---4). Consequently, people may infer from the media that an issue is nationally
important.

The mechanism of agenda-setting resembles, to some extent, ---5). Its natural
consequence is that politicians and parties try ---6) that present them in a good light
and are positive for them. The incumbent or governing party can manage agenda-
setting better since it holds power and has access to resources (e.g., confidential
information, experts). Decisions regarding this field have to be made before the start
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of the election campaign. The opposition also makes precampaign decisions, but,
almost by definition, ---7).

Keeping a particular issue on top of the agenda, or agenda control, requires

further effort on behalf of the politicians. The relationship between media and
politicians is then a bilateral relationship; politicians try to include their message in the
media, but in order to be successful they need ---8).

Ex. 12. Find in the text the words and word combinations which denote the
following: ¢opmupoBanue moOBeCTKH JHS, HPUYUHHO-CICACTBCHHAS  CBS3b,
OTKPOBCHHBIC 3asBJICHUS, 3HAYUMOCTB, OIpPaBAATh, CAENaThb BBIBOJ, OKa3bIBATh
nasienue Ha CMU, npenBrIOOpHBIE pellICHNS.

Ex. 13. Render the text into English.

Kypuamucruka u CMU B coBpemennoit Poccun

N3BecTHO, 4TO (PeHOMEH MOAACP>KKU M ONIMOHUPOBAHUSI BIACTU CO CTOPOHBI
CMMU coOTBETCTBYET TEOPUH MOJUTUUECKON CUCTEMBI. MIccnenoBaTeny yTBepKaaroT,
YTO Yy HACeJEeHUsi CTpaHbl, OCOOCHHO B Tiepuoa pedop™m, aKTUBU3UPYIOTCS
COOCTBEHHbIC COIIMAIbHBIE HWHTEPEChl W TOTPEOHOCTH, U OHO CTPEMUTCS
MO/JIEPKUBATh Ty BJIACTh M TOT MOJMTUYECKHH MOPSAIOK, KOTOpPhIE 00ECIeYrnBaIOT
MarepuaibHOe OJyiaromnojyyue, O€30MaCHOCTh CYHIECTBOBAHUS, KOMIICHCUPYET
3aTpaThl 3a MOHECEHHBIM B XOJ€ MOJUTHUYECKUX pedopm yuiepd. O4eBUIHO, UTO B
KaueCTBE KOMMYHHUKATOPOB W MOJIEPATOPOB, CBS3BIBAIOIIUX HACEJICHUE U BIACTh,
BBICTYNAIOT TMApTUM W OOIIECTBEHHBIE OpraHu3anuu. Yepe3 KypHaIUCTCKOE
COOOIIIECTBO M CpeACTBa MaccoBOM HMHGOpPMAIMU OHU OOpAIAIOTCA K BJIACTHBIM
CTPYKTypaM C TpeOOBaHUSMHU DSKOHOMHUYECKUX U TIOJUTUYECKUX HN3MEHECHHM.
YcraHoBieHO, 4TO Kaxaslie BbIOOpHI mpesuaeHta PO u pemyratoB ['ocaymbr —
HBOJIFOIMOHHBINA 3Tal B OTEYECTBEHHOM X)ypHaimucTuke. K 0coOeHHOCTH BBIOOPHBIX
KoMmranuii B Poccuun, BEpOSITHO, OTHOCUTCA aKKyMYJHMPYIOIUNA HH(POPMAIUOHHBIH
(doH: mMpoko oOcyxkaaeMble B OOIECTBE MACIITAOHBIC BHEIIHUE M BHYTPEHHUE
yrpo3el. OHU BO MHOTOM TPaayUPYIOT U CTUMYJIUPYIOT COLMATIBHOE MOBEICHUE
anekTopaTta. B Takoe BpeMs TpaxklaHe, HWHCTUTYThI OOIIECTBa CTPEMSTCS
00BEIMHUTHLCS BOKPYT CUIILHOM, Ha UX B3TJISI]] BIACTH, U, CUJIBHOTO JIUJEPA.

B nenom, kaxercs, uro B Poccum orcytcTByeT KOHKypeHTHas 1 CMU cpena,
co3/laBaeMasi COLMAIbHBIMU HE3aBUCHUMBIMU OT TIPAaBUTEILCTBA HWHCTUTYTaMH,
CIIOCOOHBIMM Ha BBICOKOM MNPO(GECCHOHATHPHOM YpPOBHE OIICHUBATH JCHCTBUS
MOJIUTUYECKON BJIACTH U IIUPOKO MH(OpMUPOBATH 00 3TOM HaceneHue. Poccuiickue
CMMU Ha cCOBpEMEHHOM 3Tare pa3BUTHS MPEJOCTABISIOT B OCHOBHOM aruTallMOHHYIO,
a HE AaHAIIMTUYECKYIO, JIOCTYNMHYIO JJII MAacCOBOTO MOTpeOuTenss HHPOpMaLHIO.
«I"oTOBBIN HHGOPMAIIMOHHBIN MPOIYKT» HE TPEOYET MOMOIHUTEIHLHOTO OCMBICIICHUS
U 3TO pa3pyliaeT caMy BO3MOXKHOCTb IIOCTPOCHHUSI CHUCTEMbl MOAJECPKKU H
ONIIOHUPOBAHUS BJACTH ¢ oMol CMU.
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(adapted from: https://cyberleninka.ru/article/v/zhurnalistika-i-smi-v-sovremennoy-rossii-
fenomen-podderzhki-i-opponirovaniya-viasti)

Ex.14. Read the text and fill it with the Infinitive, verbs+ing and prepositions where
necessary. Make a glossary of professional terms.
Media Effects. Media priming.

The effect (agenda-set) is making particular issues, objects, or their attributes
more salient --- the audience. The consequence --- it may be and often is the
phenomenon called (prime). (Prime) refers --- changes --- the standards people use
(make) political evaluations. (call) attention --- some matters while ignoring others,
television news influences the standards --- which governments, presidents, policies,
and candidates --- public office are judged. Priming presumes that when (evaluate)
complex political phenomena, people do not take --- account all that they know.
Instead, they consider what comes --- mind, those bits and pieces --- political memory
that are accessible. The media messages might help (set) the terms --- which political
judgments are reached and political choices are made.

For example, lyengar and Kinder found that the news media’s sudden
preoccupation --- the Iranian hostage issue --- the closing days of the 1980 presidential
campaign caused voters (think) about the candidates’ ability (control) terrorism when
(choose) between Jimmy Carter and Ronald Reagan. This phenomenon proved (be)
disadvantageous --- President Carter.

Political parties also “specialize” (offer) “the best solutions™ --- particular
social and economic problems. This means that, according --- voters, a certain political
group is more efficient (solve) certain issues than other groups. According to this
theory, a party’s “owning” of a certain problem is connected --- a relatively stable
social background and is also connected --- political conflicts.

The results --- analysis suggest that American voters consider issues
connected --- general social welfare, (include) the homeless, public schools, the
elderly, national minorities, unemployment, health care, and the environment, as
owned --- the Democratic Party. The Republican Party is associated --- better
achievements --- the areas of crime, defense --- moral values, running foreign policy,
defense, inflation, taxes, and government spending. The theory --- issue ownership has
certain consequences (run) a successful campaign. The campaign will bring the desired
result if the candidate or political party manages (limit) voting decisions --- those issues
that the country faces (decisions’ criteria) that the candidate is better able (solve) than
his opponent. --- other words, to the degree that candidates or parties enjoy a favorable
reputation --- some issue, their support is likely (be boosted) --- news coverage --- this
issue. Priming, like agenda-setting, may concern both particular issues and
attributes --- candidates’ image.
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Campaign priming effects usually manifest themselves only among voters who

attend --- and discuss --- the campaign. For priming (occur), citizens must have the
requisite knowledge (interpret), (store), and later (retrieve) and (make) inferences ---
news stories they see, hear, or read. --- addition, knowledge facilitates priming only
among people who trust the media. --- this context, sole accessibility information ---
memory (e.g., as a result --- agenda-setting) did not determine the weight people
placed --- an issue when (evaluate) a particular object (e.g., the president).
Ex. 15. Find in the text the words and word combinations which denote the
following: mnposBAsATECSI; HEOOXOAMMBIC 3HAHHS, CHAeJaTh BBIBOABI, MeEaAHa
MOJATOTOBKA; HEBBITOJIHBIN; 03a00UEHHOCTh YeM-TO; TTOAJIEPIKKA, BEPOSTHO, BO3PACTET;
INOJIMTNYECKHUE OILICHKU.

Ex.16. Read the text and make a glossary of professional terms. Retell the text using
your glossary.
Media Effects. Media framing.

Framing is the “process of culling a few elements of perceived reality and
assembling a narrative that highlights connections among them to promote a particular
interpretation.” However, media framing, as defined by William Gamson, is “a central
organizing idea or story line that provides
meaning to an unfolding strip of events, weaving a connection among
them. The frame suggests what the controversy is about and the essence of the issue.”
Framing effects occur when in the course of describing an issue or event, a media
emphasis on a subset of potentially relevant considerations causes individuals to focus
on these considerations when constructing their opinions. Therefore, at a general level,
the concept of framing refers to subtle alterations in the statement or presentation of
judgments or choice problems, and framing effects refer to changes in decision
outcomes resulting from these alterations.

This phenomenon was first researched and described by the cognitive
psychologists Daniel Kahneman and Amos Tversky. They demonstrated in a
series of experiments that choices between risky prospects could be powerfully
altered merely by changing the terms in which equivalent choices are
described. In one experiment, subjects were asked to define their preferences
for various solutions of the problem presented in two ways:

Imagine that the U.S. is preparing for the outbreak of an unusual Asian
disease, which is expected to kill 600 people. Two alternative programs to
combat the disease have been proposed. Assume that the exact scientific
estimates of the consequences of the programs are as follows:

If Program A is adopted, 200 people will be saved.
If Program B is adopted, there is a one-third probability that 600 people
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will be saved and a two-thirds probability that no people will be saved.
Which of the two programs would you favor?

The formulation of the problem implicitly adopts as a reference point a

state of affairs in which the disease is allowed to take its toll of 600 lives. The
outcomes of the programs include the reference state and two possible gains,
measured by the number of lives saved. A clear majority of respondents (72
percent) prefer saving 200 lives for sure over a gamble that offers a one-third
chance of saving 600 lives (28 percent).

An alternative presentation of the same two options looked as follows:

If Program C is adopted, 400 people will die.

If Program D is adopted, there is a one-third probability that nobody will

die and a two-thirds probability that 600 people will die.

Options C and D are undistinguishable in real terms from options A and

B. The second version, however, assumes a reference state in which no one
dies of the disease. The best outcome is the maintenance of this state, and

the alternatives are losses measured by the number of people that will die

of the disease. People who evaluated the options in these terms preferred a risky choice
(option D; 78 percent) over the sure loss of 400 lives (option C; 22 percent).

Frames are never neutral. They may provide different ways of presenting
situations, attributes, choices, actions, issues, responsibility, and news. For example,
all television news stories can be classified as either episodic or thematic. The episodic
news frame takes the form of a case study or event-oriented report. It presents a
particular issue by concrete cases. The thematic frame places public issues in some
more general or abstract context. It refers to more analytical, contextual, or historical
coverage.

In a series of experiments, researchers found that, for example, episodic
media framing of poverty increased attributions of individualistic responsibility,
while thematic framing increased attributions of societal responsibility.

Attributions of responsibility for unemployment, however, were unaffected by

the type of frame. Citizens understood unemployment primarily in economic

terms under conditions of both episodic and thematic framing.

Ex. 17. Find in the text the words and word combinations which denote the
following: mnponBuxeHue omnpeneNEHHON WMHTEPIPETAUK, OTOOpP, ICHTpabHAs
OopraHu3yromas Hacsd, CHOKCTHAA  JIMHUA, NU3MCHUTH, BCIIBIIIIKA, ITIOJICMHKA,
AMU30UICCKUN U TEMATUUIECKUN (PperMHUHT.

EX.18. Let’s discuss.
1) What is the difference between agenda-setting, media framing and media
priming?
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2) Give an example of an episodic media framing in comparison to a thematic
framing of the same topic. Discuss the effect which they have on the audience.

Ex. 19. There are five media frames that occur most often in media reports about
politics:

1)conflict frame—emphasizes conflict among individuals, groups, or institutions;
2)human interest frame—brings a human face or an emotional angle to the presentation
of an event, issue, or problem;

3)economic consequences frame—reports an event or issue in terms of the
consequences it will have economically on an individual, a group, an institution, a
country, or a region;

4)morality frame—puts an event or issue in the context of religious tenets or moral
prescriptions;

5)responsibility frame—presents an issue in such a way to attribute responsibility

for its cause or solution either to the government or to an individual, a group, or to
uncontrolled external conditions or powers.

Use these five frames in your analysis of one of the Internet newspapers in 2018 in
comparison to the Internet newspapers in 2017.

AT

KN https://izd-mn.com/ 51

I
QI>Z



E.l'. JiaxoBa
0.B. TpyHOBa
H.B. TpyHoBa

AHrnumiickni a3bik B cchepe npocpeccuoHanbHOil KOMMYHUMKaLMK
English in the sphere of professional communication

Unit 4. PR and Politics

Ex. 1. Read the quotations and comment on them.

“Some are born great, some achieve greatness, and some hire public relations officers”.
Daniel J. Boorstin

“If I was down to my last dollar, | would spend it on public relations”.

Bill Gates

Ex. 2. Read the text and complete it with the necessary text snippets (from a to t).
Make a glossary of professional terms.
a)... those more or less overt initiatives that in very simple terms would have caused
an ‘old-fashioned’ press officer no great difficulty.
b) In this context they usually perform the function of political press officers but are
commonly defined as “spin doctors.”
C) e.g., logos, stationery, business cards, buildings, uniforms.
d) to include communications directed internally to employees of the company
e) e.g., news conferences, seminars, outings
f) creating a politician’s own positive image;
g) to be one of six major modes of communication within the marketing
communications mix
h) e.g., reports, press and web articles, company newsletters
1) to create daily or special brand-related interactions
J) sports and cultural events
K) the business advertising system
) e.g., contributing money and time to good causes
m) extracting as much positive media coverage out of a given situation as possible;
n) It was born with the end of ideas.
0) Parties are focused on preventing media and thus voters from getting particular
information unfavorable to the parties ...
p) ... those usually more covert ...
q) dissemination and control of information that appears in media;
r) accusing certain media of partiality in order to discredit them.
s) on the activities of political opponents,
t) to come from information flowing between parties, government, and the public.
Political Public Relations
Public relations is known ---1). Public relations is company-sponsored activities
and programs designed ---2). It involves a variety of programs designed to promote or
protect a company’s image or its individual products. Public relations proves --- 3) and
externally to consumers, other firms, the government, and the media. The appeal of
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public relations is based on three distinctive qualities: (1) high credibility (the news
stories and features are more authentic and credible to readers than ads); (2) ability to
catch buyers off guard (PR can reach prospects who prefer to avoid salespeople and
advertisements); and (3) dramatization (PR has the potential for dramatizing a
company or product). The major tools in marketing PR include publications (--- 4)),
events (--- 5)), sponsorships (--- 6)), news (media releases), speeches, public service
activities (---7)), and identity media (---8)).

In accordance with changes in modern societies, public relations has expanded
Into a communication strategy that is increasingly permeating all
areas of society. PR gradually separated itself from --- 9), becoming interinstitutional
and reaching beyond the economic sector. In consequence, professional
communicators come with expertise in a variety of fields (e.g., media, business,
polling), including also politics. --- 10). Their main task is to control the news agenda.
Joy Johnson, a former director of the British Labour Party defines spin as characterized
as either (a) malign and dealing in deceit or (b) benign by throwing morsels to the
lobby. --- 11). Politicians hold belief that what happens in the political world does not
matter—only perceptions matter.

Political PR is believed to be viewed as much as defensive activity by parties
against critical journalism as an offensive of self-serving publicity. --- 12) while
attracting voters with positive policy and image. The media respond to political PR by
reporting not simply political strategy and issues but on the attempts by politicians to
manage their presentation, although the techniques of PR are value-neutral.

However, they may be and are used to manipulate public opinion, and in this
case it is not the problem of techniques but intentions and goals for which they are
employed. Besides, some PR techniques seem “neutral” whereas others are based on
sheer communication strategies to exert social influence. Given those procedures, we
propose to characterize spin as being “above the line” or “below the line.” Above-the-
line activities might be defined as --- 13). Then, below-the-line activities are --- 14)
and as much about strategy and tactics as about the imparting of information.

The above-the-line techniques include:

1) Government or party announcements — issue press releases, press

conferences, making announcements via interviews or speeches;

2) Reacting to government or party announcements (“re” and “prebuttal”) —

usually assuming the same forms as the above category;

3) Publicizing speeches, interviews and articles;

4) Reacting to interviews or speeches;

5) Reacting to breaking news events.
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The below-the-line techniques include:

1) Spinning — managing the way (e.g., the sequence), form, and content of
disseminated messages;

2) Setting the news agenda — --- 15);

3) Dividing the news agenda — sustaining the campaign of driving the news in a
particular direction over a period of time; a string of related stories;

4) Firebreaking — deliberatively constructing diversions to take journalists

off the scent of an embarrassing story;

5) Stoking the fire — finding and publicizing the material to keep an opponent’s
awkward story running;

6) Building up a personality — --- 16);

7) Undermining a personality — creating a negative image of the opponent;

8) Preempting — anticipating negative media reports about to appear (e.g.

admitting in advance to some mistake);

9) Kite-flying — floating a proposal in order to test a reaction;

10) Raising or lowering expectations — preparing for a worse (or better)
course of action than was predicted (e.g., that the politician’s year budget will
be particularly problematic);

11) Milking a story — ---17);

12) Throwing out the bodies — disseminating bad news without attracting too
much attention (e.g., in the context of other events that are very interesting to
the public);

13) Laundering — finding a piece of good news that can be released at the
same time as bad news;

14) Creating the “white commonwealth” — a favored group of
correspondents who receive special treatment and access, above and beyond
that available to other correspondents;

15) Bulling and intimidation — ---18).

From another perspective, these techniques may also be described as focused

on the following: creating media relations, framing favorite narratives, photo
opportunities, event management, and sloganeering. Their main goal is, above all, to
build a positive image of a party or politician or repair the image after some negative
events.

It should also be emphasized that PR actions are not always an efficient tool
for winning the support of voters. Their efficiency depends not only on the
professionalism of spin doctors but also on particular situations in which they are
undertaken, --- 19) and also on the media, the key channel of message dissemination.
An important element of success is the object on which PR focuses, something that
former British prime minister John Major learned, as did U.S. president George W.
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Bush, conducting a series of domestic travels to promote his reforms and the British
government in its communication on the so-called BSE crisis.

Spin is the current dominant form of political presentation, but changes in
journalism, particularly an alluring treatment of fact and opinion, were an incubatory
environment for it. Although it is most often connected with
manufacturing politicians’ false images and cheating society, spin could also be
said to have some benefits related to it. The benefits created by PR in politics are
believed --- 20). PR and other political marketing techniques make politics more
attractive to contemporary electorates.

PR, although considered one of the elements of the marketing communication
mix, is in fact something more than a pure promotion tool. It has become an important
supplement to political marketing campaigns resulting from their permanent character.
It also occupies a particularly important place in postelection communication
strategies. Despite the threats related to using PR techniques to manipulate people, it
may significantly support the communication of those in power with citizens by
presenting clearly the goals, policy, and reforms realized by politicians. It may also
contribute to higher transparency and accountability of those in power. PR managers
believe that spin style represents
an opportunity for politicians to re-assess the relative importance they give to
the substance of policy and to their private and public behavior and rebalance their time
and energies in favor of policy substance.

Ex. 3. Find in the text the words and word combinations which denote the following:
3acTarh TMOKyMaTeledl BpaciuioxX, MpaBionojo0ue, CHOHCHPYEMbIe KOMIaHUEH
MEpOTPUATHSI, IPUBJIEKATEIILHOCTh MTUAP, MPOHU3BIBATH BCe cepbl 00IIecTBa, Muap
INpCBpaTUJICA B KOMMYHHKAIIMOHHYIO CTPATCIUIO, KHCBCTHH‘IGCKI/Iﬁ, MHHOCTHBBIﬁ,
6POCI/ITI> IMIOJa4Ky, BAaXHO TOJIbKO BOCIIPpHUATHC, 3allllTad, HACTYIIJICHHUC, OKAa3bIBAaTb
BJIMSIHUE HA OOIIECTBO, OTKPOBEHHBIN, CKPBITHIN, ONIPOBEPIKEHUE, TPEAB3ATAs M0a4ya
uHpopmaluu, cepusi crarel Ha OJIHYy TeMy, COUTb CO Cliedqy, MPUCTPACTHOCT,
BBIJIBUHYTH NPEJI0KEHNE, COOJIa3H BOJBLHOTO OOpaIIeHHs C (paKTaMH.
EX. 4. Let’s discuss.
1) What is the appeal of public relations based on?
2) Which quality of PR do you find the most important? Give an example.
3) Why is usually political PR called spin doctoring? Is there any difference
between the terms “PR” and “spin”?
4) Describe above-the-line and below-the-line spin techniques. Which of the
mentioned activities are the most effective?
5) Find and present examples of some election campaigns in America and Russia
analyzing which spin techniques were used and what results were achieved.
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Grammar revision
The Complex Object

The Complex Object consists of a noun (in the common case) or a pronoun (in the
objective case) and an infinitive or a participle. For example:

| want him to help me.

A xouy, umoo6wsl OH nOMO2Z MHE.
The Complex Object is used after the following verbs:

Verbs Active model Passive model
Exceptions
1.Verbs denoting | see smb do smth see smth done 1.With the
sense perception: | (the whole action) (the whole action) verb to be:
see, watch, see smb doing smth see smth being done | I saw that
notice, feel, (the action in progress) | (the action in she was
sense, hear progress) pale.
(the action in progress) | I noticed the chair | A suoen,
He saw the child cross | broken. umo ona
the road. A samemun, umo bneona.
On suoen, Kak peOEHoK | Cmys CI1OMAJU. 2. When
nepeuén yepes 00poey. hear means
learn, be
told;
see and feel
mean
understand:
| hear that
you gave up
smoking.
Mnue
cKasajiu,
Umo mul
bpocun
Kypumeb.
2.Let let smb do smth
(pa3perars, make smb do smth
I03BOJIATS), I’ll make them finish
make the task.
(3acTaBusATh)
MA P
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A 3acmaenio ux
3aKOHYUMb 3a0aHUe.
3.leave, find, leave smb doing smth leave smth being
discover We found him done
sunbathing on the (the action in
beach. progress)
Mol nawinu e2o leave smth done
3a20panwum Ha (the whole action)
nJsoice. He left his affairs
unfinished.
On ocmasun ceou
dena
H€3a6€pméHHblMu.
4.Verbs of expect smb to do smth | expect smth to be
mental activity, | expectyou to visitus | done
declaring, order | soon. expect smth done
and permission: | A oorxcuoaro, umo moi (to stress the result
know, think, ckopo npuedewn k nam. | Of the activity)
consider,believe, She ordered the
find,expect,imagine, cases to be loaded.
report, declare,
order, allow, suffer Ona npuxasana
(paspewiam, nozpy3umo SUjUKU.
cKkpensi cepoye),
encourage, get,
arrange (for), count
(on), etc.
5.Verbs denoting | want smb to do smth want smth to be
wish, feelings want smb doing smth done
and emotions: (the idea of an action or | want smth done (to
want, wish, a repeating action) stress the result of
would like, like, | I would like you to the activity)
hate, desire, etc. | come with me there. want smth being
A 661 xomena, umobwr | done
mMbl CXOOUIL CO MHOLL Nobody wants your
myoa. reputation to be
ruined.
My B
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Huxmo ne xouem,
umoobwvl Mmeos
penymayus o6viia
ucnopuena.

6.have
(opranu3oBaTh,
4yTO OBI YTO-TO
OBLIIO CHCJIAaHO;
YCTPOUTH, YTOOBI
KTO-TO YTO-TO
celan u T.I1.),
PacCTIOpSTUTHCS

have smb do smth

have smb doing smth
(the idea of an action or

a repeating action)
He will have the

secretary checking my

mail.
On nonpocum

have smth done
have smth being
done

You need to have
your hair cut.
Tebe naoo
nocmpuy4bCs.

ceKkpemapsi nposepsimo
MO0 noumy.

Ex. 5. Remove the brackets. Use a Complex Object wherever possible:

1)Seeing (he, enter) the room | rose to greet him. 2) Everybody saw (she, cross) the
street and (come) up to me. 3) The manager saw (I, be) nervous. 4) Do you feel (the
bridge, shake)? 5) The spin doctor always felt (public relations, be)
interinstitutional. 6) He feels (he, do) something wrong. 7) The politician felt
(somebody, touch) him by the hand. 8) Rewrite this article, I don’t want (you, catch)
buyers off guard. 9) The editor doesn’t like (the journalist, say) anything
defamatory. 10) Nobody said anything, the ombudsman just watched (he, put) it
away in his case. 11) He watched (she, put on) her skates and (go) to the ice. 12)
The watchdog often watches (the columnist, be rebuked). 13) Make (they, dissuade)
him. It is inadvertent and irrevocable. 14) Let (I, retract) the malicious libel
immediately! 15) What makes (you, think) so? 16) She heard (we, say) it. 17) Have
you heard (the writer, circumvent trespass laws) explicitly? 18) We heard (the
guide, tell) them the history of London. 19) I’ve heard (a famous public figure,
come) to Moscow. 20) | would like (this rule, be enshrined) by the law. 21) | see
(the statement, be) malign. 22) She left (he, sleep). 23) We are waiting for (you,
come). 24) The captain ordered (the cases, be loaded). 25) The employees count on
(the salary, be increased). 26) The lawyer saw (the investigation, be launched). 27)
Let (I, have) (my hair cut). 28) The Court declared (the book, be) obscene. 29) The
majority of critics thought (the film, be) highly original. 30) | heard (you intercept)
the letter and (read) it aloud.
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Ex.6. Work in groups of two. One of you will read text 1, the other will read text 2.
Make up a plan of your text and then retell your text to your partner.

Text 1

Political Lobbying

Political lobbying can be considered a form of political communication and
a part of the broader field of public relations. It is related to the stimulation and
transmission of a communication, by someone other than a citizen acting on his/her
own behalf, directed to a governmental decision-maker with the hope of influencing
his/her decision. The most powerful form of lobbying is the supply of information on
your lobbyist case, and the issues surrounding it, on a regular basis to those within the
decision process.

Lobbying means two things. First, lobbying is working the system—that is,
representations based on careful research, usually followed by negotiation with several
elements of central or local government. Second, it means pressure on government—
that is, mobilization of public and media opinion around a particular problem.

There are two competing views on the legitimacy of lobbying. The first view is
that lobbyists abuse the democratic system for their selfish interests and that their
activity requires the imposition of greater controls over lobbying activities. It is often
related to campaign contributions for candidates, who, in return for such donations,
will support particular bills beneficial to the interests of either individual or corporate
donors. The second perspective assumes that lobbying is an intrinsic part of the
democratic process because it can create a counterbalance to potentially ill-informed,
un-thought-out policy decisions.

The growth of corporate lobbying and campaigning is a response to the
complexities of modern business society caused by more pervasive government
and increased need for competitiveness in a global market. It seems then that the
government’s higher influence on the economy and passing new laws forces in a way
the development of political lobbying.

Text 2

Political Consultants

Today, politics has become a big, profitable business to consultants who help
manufacture politicians’ images. Some say the by-product of these consultants is
cynicism in the electorate and growing armies of people involved in opposition
research. The consultants have become important because they are in a position
to help a politician craft a winning television image that resonates well with
citizens. As we move from the television era to the Internet era, the expertise
necessary to be a successful consultant will have to change. While pollsters supply
campaigns with important information about the electorate and fund-raising
professionals generate revenue, information technology experts have also had
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significant influence on campaign organization. Information technology experts build
their political values into the tools and technologies of modern campaigns, with direct
implications for the organization and process of campaigning.

At the level of overall strategic thinking, the candidate is involved, but when
it comes to creating a campaign platform, conducting polls, and setting up a
promotional strategy, very few candidates get involved. The services offered
by consultants include several different activities, such as direct mail, fundraising,
television and radio spots, issue analysis, and print. The ability to lead in the high-tech
age we live in hinges on the careful selection of the right consultants to run the
candidate’s campaign, both before and after entering the political office.
Results from a nationwide survey of political consultants reveal the increasingly
important role they play.
1. 40 percent said candidates are neither very involved nor influential when it comes
to setting issue priorities.
2. 60 percent said their candidates were neither very involved nor influential in the
day-to-day tactical operation of the electoral campaign.
3. Consultants emphasize campaign activities such as fund-raising, advertising
strategies, and analysis of voter preferences.
4. Consultants believe a winning campaign does not hinge on the competence
of the candidate, political organization, or the recruitment and use of volunteer
workers.
5. The majority of consultants do not provide services such as precinct walking, phone
banking, or “get-out-the-vote” efforts (all of which are hallmarks of grassroots
politicking).
6. Major services that consultants offer are direct mail, fund-raising, television and
radio spots, issue analysis, and print advertising.
7. The “permanent campaign” means that consultants do not stop consulting after
Election Day, but continue to provide advice on policymaking activities in anticipation
of the next reelection campaign and follow their clients into office as formal advisers
or political appointees.

This increasing power of consultants is a very serious issue concerning
the general health of democracies around the world. In the past in the United
States, when the political party bosses were the ones in control, there was a
screening process that was put in place to choose these people. Local officials,
who were voted into office themselves, were the ones who had positions of
power in a campaign. Today, consultants are hired and fired by campaigns in the same
way that a corporation might hire a consultant, based on word-of-mouth
recommendation and relative success in the past. The consultants have not been
exposed to the public, nor have they been screened by voters in the same
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way that party officials have been. So as we become a more market-driven
democracy, and the power shifts from public officials to hired guns, there is

an inherent danger to society that the basis on which candidates are elected

will be determined by the ability, both monetarily and otherwise, to hire the

right consultant. This is a serious issue that will only be perpetuated by the

rising costs of running for public office and the need to hire consultants to manufacture
images for politicians.

Ex. 7. Work in pairs. Help each other to find in your texts from Ex. 6 the words and
word combinations which denote the following: co3gaTh BBIMIPBINIHBIA HMHJIK,
BBI3BIBAIOIIMMA TO3UTHUBHBIM OTKJIMK Yy JIIOJICH; Be3jecCyllee IPaBUTEIIbCTBO;
COIMOJIOTH; 3aKOHHOCTh JTOOOMPOBAHMS; 3aKPEMUTh; YCTHAsI PEKOMEHJAIUS; BJIACTh
MEePEXOUT OT TOCYJAPCTBEHHBIX YMHOBHUKOB K HaEMHBIM mpodeccuoHanam,
HEOTheMJIEMAsl OIIACHOCTh, MOOMIN3aIis OOIIECTBEHHOTO MHEHUS U MHeHns1 CMU;
BBeJilcHHE 0oJiee CTPOroro KOHTPOJS 3a  JIESITEIbHOCTHIO; HEOOJTyMaHHBIC
MOJUTUYECKHUE PELICHUS; HEOTheMIIeMas YacTh JJEMOKPATUUECKOIO MPOoIecca; CO3/1aTh
MIPOTUBOBEC YEMY-TO; TJ00AIbHOE CTpPaTErHYeCKOe MBIIUICHUE; 3aBUCETh OT;
OTJIMYUTEIIbHBIC IPU3HAKHU MOJUTUKAHCTBA; O(DUITMATBHBIC COBETHUKH, ITOJTUTHICCKHE
Ha3HAYCHIILI.

Ex. 8. Translate the sentences into English using a Complex Object wherever
possible and active vocabulary from Ex. 6: 1) Bce ciblmranu, kKak OH TOBOPHII O TOM,
YTO JIOOOMPOBAHHE MOXKHO CUMTATh (OPMOU MOJUTHUYSCKOW KOMMYHHUKAIUH. 2) S
HUKOT/Ia HE CJIBIIIAI, YTOOBI IOOOUCTHI 3I0yNOTPEOIISIIA IEMOKPATUIECKONU CUCTEMOM
paiu CBOMX KOPBICTHBIX HHTEepecoB. 3) OH ObLI paj yBUIACTh, YTO B KOMHATY BXOJUT
cormoior. 4) IToueMy BbI AymMaeTe, 4TO CO3/IaHHE BBIMTPHIITHOTO UMUK HAUIET
OTKJIMK Y TPOCTHIX JitoAel? 5) Mbl 03kuaaliv, 4To Be3/IeCylee MPaBUTEIbCTBO OKAXKET
3HAUUTETBLHOE BIUSHUE Ha OpraHu3alus npeaBblOopHOi kaMnanuu. 6) [Tonurnyeckuii
KOHCYJIbTAHT IIOYYBCTBOBAJI, YTO KTO-TO IEPKUT €ro 3a pyKy. 7) S Bcerga yyBCTBOBA,
YTO CIIOCOOHOCTD JIMUPOBATH B MOXY BHICOKMX TEXHOJIOTHI, B KOTOPOU MBI KUBEM,
3aBUCUT OT THIATEJBHOTO OTOOpa MOAXOMSIIUX KOHCYJIBTAHTOB ISl YIPABJICHUS
KaMIlaHWeW KaHaAuaaTa, Kak J10, TaK U MOCJIE BCTYIUICHHS B OJIUTUYECKYIO IOTKHOCTb.
8) 51 cablman, 4To OOJMBIIMHCTBO KOHCYJIBTAHTOB HE TPEAOCTABIIACT TAKOH YCIYTH, KakK
Oecena ¢ AJIEKTOpaTOM Ha MpeABLIOOpHOM yuacTke. 9) ThI cibliall, Kak OH J1aBaj MHE
yCTHYI0 pekoMmeHnauuto? 10) S yBuzaesn, yTo Ha ynauue ObUIO MHOTO Hapojia M BCe
CMOTpEIHU BBEPX.
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Ex. 9. Render the article into English.
Ocobennoctu J1000upoBanus B Poccunu

JloO6upoBaHue MpeACTaBIsieT COO0OM yperyiMpoBaHHYIO HOpPMaMH IpaBa
NESTENBHOCTh ~ 3aPETUCTPUPOBAHHBIX B  YCTAHOBJICHHOM TIOpSAJKE JIMI[ 1O
MIPOJIBIDKCHUIO MHTEPECOB KIMEHTOB/paboToaTesIeii B opranax myOJIudHONW BJIACTH U
B OTOM CMBICJI€ €CTh TMOJUTHYECKAs 3aKOHOMEPHOCTh Pa3BUTHS W JACHCTBHUS TpaBa.
[Ipudyem, Kak TPOJBUTAEMBIE WHTEPECHl, TaK W METOJbI, KOTOPBHIE TPU 3TOM
MIPUMEHSIOTCS, JTOHKHBI HOCHUTH 3aKOHHBIM XapakTep. B mpoTtuBHOM ciydae, pedb
Oyner wuaATH HE O JOOOMpOBAaHMH, a O COBEPUICHUH KOPPYMIIMOHHOTO
IpaBOHAPYIICHHUS.

B Poccun MoxHO HaOMOAaTh CAEAYIONTHME 0COOCHHOCTH JIOOOMPOBAHUS:

1) mapymenune OanaHca 3aKOHHBIX HHTepecoB B Poccun. JloOOm3m cran
MPOSIBJICHUEM HE OOIIECTBEHHOM, B IIUPOKOM CMBICJIE CJIOBa, MOTPEOHOCTH B
COTJIACOBAaHUU MHTEPECOB OOIIECTBA U BJIACTH, @ B CBOEM Y3KOM MPOSIBIICHUN —
BBIPOKCHHUH YaCTHOTO MHTEpeca 3aMKHYTOTO Kpyra 3aMHTEPECOBAHHBIX TPYIITI,
B OoJblIed CTENEHW TNPEICTABIAIONIMX KPYNHBIM  (QUHAHCOBBIA U
IIPOMBIIIICHHBIN KalUTal,;

2) BBICOKHI YpOBEHb IPABOBOTO HHUTHIIM3MA. JIAKOHUYHO BhIpaXkasch, B Poccun
HEKOMY JI0OOMPOBATh 3aKOH O IOOOUPOBAHUH.

3) HeUUBUIM30BaHHBIA (HE3aKOHHBIN) XapaKTep B3aMMOJCHCTBHsS OW3Heca u
BlacTu. JlpyrumMm cioBamMu, Ha  CETONHAIIHWAKA  JCHH  peau3aIius
rOCyJapCTBEHHO-YAaCTHBIX TPOEKTOB B POCCHMHM OCYIIECTBIACTCS B PEKHME
PYYHOTO yIPABJICHHUS.

4) BBICOKMI YPOBEHb KOPPYIIMHA HEPA3BUTOCTh TPAKIAHCKOTO OOIIEeCTBA —
HU3Kasi aKTUBHOCTb poccuiickux rpaxaaH u CMMU, nposBustomascs, B TOM
Yuciie, B OTCYTCTBUM MOHHUTOpPWHTA JTIOOOMpOBaHUS, HAPSAIY C OTCYTCTBUEM
KOHTPOJIMPYIOIMX 3Ty  JACATEIBHOCTh  TOCYJAPCTBEHHBIX  CTPYKTYD,
00yCIaBIMBAIOT TCHEBON XapaKTep OTEUECTBEHHOIO JIOOOUPOBaHUSI.

5) mpUHAIICKHOCTh CHCTEMBI IIPaBa K POMaHO-TEPMAHCKOW MPaBOBOW CEMbE —
o0BbeKTamMu JI0OOUCTCKOM NeATeTbHOCTH B Poccun ABISIFOTCS 3aKOHOJaTEIbHBIC
Y UCTIOJIHUTENIbHBIE opranbl Biactu. CyaeOHas Biacth B Poccuu He MOXKET U He
JO0JKHA OBITh OOBEKTOM JIOOOMPOBAHUS, MOCKOJIBKY BO-TIEPBBIX, KaXKIas M3
CTOpPOH CyJIeOHOTO pa3dupaTeahLCTBA CTPEMUTCSI Pealin30BaTh CBOM HMHTEPEC B
CyneOHOM pCIICHWH, BO-BTOPBIX, 3aKOH TIPSIMO 3allpeIiaeT OKa3bIBaTh
BO3/ICUCTBUE HA CYJbIO,

6) cymepnpe3uaeHTcKas (popMa IMpaBICHUS — MPABOBOW CTATyC M MOJHOMOYHS
TJIaBbl TOCYAApCTBa MPUBOSAT K TOMY, YTO «IIEHTP aKTUBHOCTH» JIOOOMCTOB
HAXOJIUTCS B aIMUHUCTPAIIUU TIPE3UACHTA U PABUTEIHCTBE.
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7) CHUHTCJIJICKTYAJIbHOC MXKIUBCHYCCTBO» — HCOJHOKPATHLBIC IIOIIBITKU

MEXaHUYECKOTO TEPEHECEHHsI HWHOCTPAHHBIX 3aKOHOB O peryJIMpOBaHUU
J000OMpOBaHUS HA POCCHHMCKYIO 3€MIII0 3aKOHOMEPHO 3aKaHYHUBAIUCH
IIPOBAJIOM.

CeromHst MBI CTPEMHMCS K IIOCTPOSHHIO TMPaBOBOTO U (HOPMHUPOBAHHIO
IPaXTaHCKOTO OOIIECTBa, KOTOpPOE MJODKHO CTaTh HAJEKHOW OCHOBOW JUif
s dexTuBHO (DyHKIIMOHHUpYIOIIEH TrOepaIbHON JAeMoKpaThu. be3 neranu3anuu
JOOOUCTCKON AESITENFHOCTA ATOT MpoIecC OyneT SBISATHCS HE3aBEPIICHHBIM.
HekonTponmupyemoe TpoABMKEHHE HHTEPECOB TPO3UT HE TOJBKO NajbHEHImIen
CTarHalMeil MexXaHW3Ma TpPHHATHS COaTaHCHPOBAHHBIX TOJUTHKO-TIPABOBBIX
peIIeHni, HO ¥ CAaMHM OCHOBAaM POCCHUHCKOM TOCYapCTBEHHOCTH.

(adapted from: https://zakon.ru/LibraryHome/DownloadPub? id=4367)

Ex. 10. Read the text and complete it with the words in brackets in the correct form.
Make a glossary of professional terms.

Political marketing process

The permanent marketing campaign is the heart of the political marketing
process. It contains three key elements: (politics) or party message (develop), message
(disseminate), and relationship building. Message development refers
to distinguishing (particle) groups of voters for whom an individualized and
appropriate campaign platform will be designed. VVoter segments determination
is a process in which all voters are broken down into segments, or groupings, that the
candidate then targets with her/his message. Political marketing can distinguish two
levels of voter (segment): primary and secondary. The primary (segment) focuses on
dividing voters based on the two main criteria: (1) voter party identification (particular
party (partisan) vs. (independent)), and (2) voter strength (from heavy partisans to
weak partisans to floating voters). From the perspective of the whole marketing
campaign, the goal of the campaign should be to (force) the decisions of the supporters
and win the support of those who are (certain) and whose preferences are not (crystal),
as well as those who still hesitate or have poor identification for a candidate or party
that is close ideologically. It is these groups of voters that require more study—the
secondary segmentation.

The goal of message development is (elaborate) and (establish) of the campaign
platform. It evolves over the course of the permanent political campaign (the time of
the election and during governing). The campaign platform is defined
in terms of candidate (leader), image, and issues and policies she/he advocates.
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It is influenced by several factors, including the candidate herself/himself, the people
in her/his organization, the party, and, especially, the voters. The established politician
or party message is then distributed on the voter market. The personal (direct)
campaign (prime) refers to the grassroots effort necessary to build up a volunteer
network to handle the day-to-day activities in running the campaign. The grassroots
effort that is established becomes one information channel that transmits the
candidate’s message from her/his (organize) to the voter, and feedback from the voters
to the candidate. The goal here is then not only the distribution of the candidate’s
message, but also an attempt to establish and/or enhance relationships with voters and
other political power brokers. Direct marketing consists of the candidate’s meetings
with voters and power brokers, such as lobbyists and interest groups.

The (media) (indirect) campaign becomes a second information channel
for the candidate. Instead of the person-to-person channel used with a direct marketing
approach, this channel makes use of electronic and printed media outlets such as
television, radio, newspapers, magazines, direct mail, the Internet (e.g., email,
websites, blogs), campaign literature (e.g., flyers, brochures, fact sheets), billboards,
and any other forms of promotion that are (avail). Political marketing also adopts new
ways of communicating with the voter, mainly related to the development of new
technologies such as social networking or mobile marketing.

These activities should be supported by public relations efforts that (coordinate)
with them. The main goal of public relations activities is to (strength)
the image of the candidate and his message by creating positive media relations,
framing favorite (narrate), event management, and (slogan).

The foundation of message dissemination is organizational tasks connected
with assembling staff for the campaign team, defining their tasks, and monitoring their
activities where (solicit) funds for the campaign plays an important role.

Then, polling represents the data analysis and research that are used to develop
and test new ideas and determine how (success) the ideas will be. Polls are conducted
in various forms (benchmark polls, follow-up polls, tracking polls) throughout the
whole voting campaign and (implement) by various political entities among the
campaigns. One should also note the growing importance of polling specialists. The
results of their analyses given to the general electorate not only reflect the electorate’s
general mood, but also influence the forming of public opinion.

The third element of the political marketing process and the goal of the political
party or candidate is to establish, maintain, and enhance (relation) with
voters and other political power (broke) (media, party organizations, sponsors,
lobbyists, interest groups, etc.), so that the objectives of the parties involved
are met. And this is achieved by a mutual (change)—both during the election
campaign and after it, when the candidate is either ruling or in opposition. The
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integral element of the relationship building is the “promise concept.” The key
functions related to it are to give promises, to fulfill promises, and to (able)
promises. Therefore, an important element of building stable relations is trust,
which is a (will) to rely on an exchange partner in whom one has confidence. Trust is
also the (found) of developing relationship commitment, when an exchange partner
believes that an (go) relationship with another is so important as to warrant maximum
efforts at maintaining it.

That is, the committed party believes the relationship is worth working on to
(sure) that it endures (definite). In order to achieve that, one also needs to
establish communications channels functioning on a constant basis.

Ex. 11. Look at the chart describing political marketing process and retell the
text using the chart.

Message development Message Relationship
Voter segments Candidate/party dissemination building
determination positioning and
targeting
(branding)
A. Primary A. Assessing A. Personal A. Platform
segmentation candidate/party (direct) delivery
B. Secondary image and issues | campaign (policy
segmentation strengths and (grassroots implementation,
weaknesses efforts, public sector
B. Assessing election events services)
competition and B. Mutual trust
C. Candidate meetings) building
position B. Mediated C. Permanent
in target segments | (indirect) communication
D. Campaign campaign (printed | D. Lobbying
platform and electronic
establishing materials)
(image, issues, C. Public
promises) Relations
D. Campaign
development and
control (polling)
E. Social
networking
)
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Ex.12. Translate the sentences into English using a Complex Object (models:
have smb do smth (doing smth), have smth done (being done)).
D)ITonuTTeXHOJOT HAMET KOCTIOM, KOTOPBIM MOIXOAMJ JUIsl KaHIWJara B
NPEe3UIEHThl, HO €ro HyXHO OyneT mnoamuTh. 2) Ham kangupar ydiie
3aljaaTUT, 4YTOOBl €My HamMcaad peyb, uYeM Oynaer mnucarb e€ cam.
3) Pacniopsimutech, 4T00bI KTO-HUOYIb KOHTPOJIUPOBAI CTOMMOCTD YCIYT TTHAp
CIICIMAIIMNCTOB JUIA CO3JAaHWsA MMUJDKA MPEACTABUTENEH HAIEHd IIApTHH.
4) TaBaiiTe 1M030BEM KOro-HHOY/ b, 9TOOBI pa3paboTaTh PEKIAMHYIO CTPATETHIO
JUTSL IpEABBIOOPHON KOMIIaHUU. 5) S oTHan cBeAeHus 1Mo OlpocaM 3JeKTopaTa
COIMOJIOTaM, YTOObl OHU MpoaHaIU3upoBaiu ux. 6) [lo mepe TOro, Kak Msl
nepexoAnuM OT OJIOXW TeNeBuJeHus K odnoxe HWHrepHeTra, TpeOoBaHuUs,
MIPEAbSBISIEMbIC K YCHEIIHOMY KOHCYJIBTaHTY 3aKa3uyMKamH,
nepeocMbicistores. 7) Pacnopsiaurech, 4yToObl opuC yOpanu U MOMNPOCHUTE
cekperapsi IpUHECTH JTOKyMeHTHI. 8) [lo pacnopspkeHuro skcrepra B 00J1acTu
MHQOPMAIMOHHBIX ~ TEXHOJOTMHA  THIATENBbHBIA  OTOOp  MOIXOIALIUX
KOHCYJIbTAHTOB OyA€T MPOU3BEIEH yxke ceroans. 9) Jlupekrop pacnopsaurcs,
YTOOBl HAIl MOJIMT-KOHCYJBTAHT ObUI TPHUHAT Ha paboTy B KayecTBe
oduumansHoro cosetHuka. 10) TBost ycTHast pekoMeHaanus OyJeT yuTeHa, s
Iepeaal UM TBOE PACIIOPSIKEHUE.

Ex. 13. Work in groups of three. Each of you will read one of the three texts
about three politicians.

Step 1. Render your text into English.

Step 2. Imagine that you were a spin doctor working for this politician. Look at
the chart from Ex. 11 and develop a PR campaign for your politician using all
the points from the chart. Use a Complex Object models in your speech.

Step 3. Tell each other about your campaigns and their results.

Text 1. [Tonutuueckas kapbepa Opanknuna [lenano Py3sensra Havanacs B 1910 rony,
KOT/Ia MOJIOJION M aMOMITMO3HBIN anBokaT Py3BenbT ctan ceHaropoM B mtate Hero-
HMopk. Yepes nsa roma mpesupent CIIA Byapo Bumbcon HasHaumn Pyssenbra
3aMeCTUTENIeM MUHUCTpa BOEHHO-MOpPCKOro (uorta. Ha 3Toil gomKHOCTH 32 BOCEMb
JIeT OH 3aBoeBas aBTOpUTeT U noBepue npesuaeHta CIIA. B 1920 rony 38-netauit
OpanxnuH Py3BensT ObL1 BRIIBUHYT B Bulle-nipe3uieHTsl CLIIA ot gemokpaTtrdeckoit
naptui. Ho BeIOOpHI BhiMTpanu pecnyOiukaniibl, Py3sensT npourpan. OnHako, Kak
MUCAJIA TOT/Ia BIMSTEIbHBIC Ta3€Thl, HA MOJIUTUYECKOM HEOOCBO/IE MOSIBIIIACHh HOBas
3Be3na @pankiuH Jenano Py3senbst. 10 aBrycra 1921 roga Ha oTasIxe B pe3yJibTare
NEPEeOXJIAXKACHNUS U OCTpOH BUpYCHOM HHGpeknuu Py3BenbT Tsxkeno 3adoseBaer
(u3Ha4YampbHO OBLI MOCTABJIEH JAMAarHO3 IMOJMOMHUENNUT, HE MOJITBEPKICHHBIN
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COBPEMEHHBIMH UCCIICIOBAHUSIMH ), Y HETO OCTAIOTCS Mapaanu30BaHHBIMU 00e HoTH. Ho
Py3BenbT He cMmupuics ¢ OO0J€3HBIO, MPOXOAWJI KypC CHEUUaIbHBIX MPOLENyp U
BIIOCJIEICTBUM Ha MyOJMKE cTapajcsi JellaTb CBOE COCTOSTHUE KaK MOXHO Ooiee
He3aMeTHbIM. Ha TpexneTHuil nepepsiB Py3BenbT O0TOIIEN OT MOJIMTUKU U MIOTPY3HIICS
B pa3ayMbsl.

Cnycrs Tpu rosa B 1928 romy on 6b11 H36paH rybepaaTopoM mrata Heio-Iopk,
r7ie IpeanpuHsI psa pegopM, OOpoIcs ¢ oaUrapxaMu U YBOJWI Psii YUHOBHUKOB. B
1932 rony Py3BenbT ObUT BoLABUHYT Ha nocT npe3uaeHTa CLIA ot nemokparnueckoi
NapTHUH, TJIE C IBHBIM IIPEUMYIIIECTBOM BBIUTPAJl BBIOOPHI y TPEABLAYIIETO MPE3UICHTA
I'ep6epra I'yBepa. bmaromaps pedopmam Py3enpra 3akoHumiach Benukas
JENpECCHs.

Py3BensT npuiien K BnacTy B Havane Benukoi [lenpeccuu - caMmoro TSKeJI0ro
Y MIPOJOJKUTEIBHOIO SKOHOMHYECKOTO Kpu3unca 3a Bcro uctopuro CHIA, HO 3TO He
TOJIbKO HE TIOMEIIIAJIO0 €r0 Kapbepe, a Hao00poT - «HoBbIit Kypey», pa3paOoTaHHBIN UM
Y €ro MOMOIIHUKAMHU JIOJKEH ObLJT TOMOYb BBIBECTH CTPAaHY U3 KPU3UCHOUM CUTYaIluH,
YTO 3aCTaBJISLJI0O aMEPUKAHCKUX TPaK/laH BEPUTh B HOBOTO TipaButeist. UHTepecHo, uTo
caM Py3BeibT HE CIUIIKOM OTYETIMBO MPEJCTABISAI, B YEM JOJKHBI COCTOSATH €ro
pedopMbl, TEM HE MEHee, ObLJIO MOHSTHO, YTO CTPAaHA HYKIAETCS B PEIIMTEIbHBIX
JEUCTBUSIX CO CTOPOHBI MMPABUTEILCTBA.

Text 2. B cBoeit kammannu 2008 roma bapak OOGama wucmonb30Ball BCIO IIMPb
COILMATBHBIX CETEH, MOJIB3YsICh CAMBIMHU Pa3HBIMUA MHCTPYMeHTaMU. OTHAKO TJIABHBIM
KaHajioM oOmenus cran cait MyBarakObama.com, d4em-TO HallOMHHAIOLIUI

Facebook: Tyr monp3oBaTend MOITHM PETUCTPHPOBATHCS, OOIIATHCS, CO3aBaTh
TPYIIBI, TUTAHUPOBATh MEPONPHUATHS, COOHMpaTh CpPEACTBA, 3arpykarb (oro u
BHIcOMaTepraibl. Takke Ha calTe MOXKHO ObLIO HAWTH BUACOOOPAICHUS U TEKCTHI
peueit O6ampl. DTO OBLIa, CBOETO pOja, TOKE COLMANIBHAS CETh, MO3KE MPO3BaHHAS
«Maiibo».

Lenp caiita - oOecrednuTh MAaKCUMYM BO3MOYKHOCTEH I 00bEIUHEHUS JTIOIeH
u BeIpakenus noaaepkku. Cait nanomuHan Facebook, u He ciydaitHo, Tak Kak BO
BpeMs npeaBbiOopHOM kamnanuu bapak O6ama npuBiIeK Ha CBOIO CTOPOHY OJHOTO U3
ocHoBareneir Facebook, Kpuca Xpionza, kOTOphIi y4dacTBOBaid B pa3pabOTKe u
BHEJPEHUU CTpaTeruu paboThl C COLUATBHBIMU CETSIMH.

HI[G?I KpHca 3aKJIro4ajlaCb B TOM, YTOOBI HCIIOJIB3YyA COIHAJIBHBIC CCTH HC
TOJIBKO IIPHUBJICYb HOBBIX J'IIO,HCfI, HO M 4YTOOBI OHH IMpuHUMaJIN HCIIOCPCACTBCHHOC
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y4acTHe B KaMITaHUH (TIpUYeM, TaK, YTOOBI HE MPUXOIUIIOCH OOBACHSTH, KaK). To ecTh,
CIeNIaTh TaK, YTOOBI OHU ONIYIIAIA CBOIO 3HAYMMOCTb.

bapak O6ama wucmonb3oBan 15 pa3HBIX COI. CETE M CMOT TPUBIEYL 5
MUJIMOHOB cTOpoHHUKOB. K HosiOpro 2008 r. y OOGambl Obuto 2,5 MWIIHOHA
ctoponHukoB B Facebook (mo apyrum mctounukam - 3,2 MUJUTHOHA). ITO B YETHIPE
pasa Ooubllie, YeM y €ro cormepHuka pecrnyoOnukania J[xona Makkeiina. B Twitter
Obamy noanepkuBanu 115 Teicsd yenoBek, B TO BpeMs kak MakkeiiHa - B 23 paza
MmeHble. [lokasaTenu Bnedarisiromue. OIHAKO MaJIO CO3/1aTh YYETHYHO CTPAHUILY B
COIl. CETH, HY’KHO HCIIOJIb30BaTh €€ PECYpChl. B 3TOM IJIaHe HHTEPECHO MEPOIIPUATHE
«YxuH c¢ bapakom». M3HadanbHO Npeanoiarajioch, 4TO B MEPONPHUSITHU OyayT
y4acTBOBaTh 4 CIIOHCOPA, 3aINIaTUBILINE HeEMable CcyMMbl. HO 3TO He COOTBETCTBOBAJIO
riaBHOM uaen bapaka o TOM, YTO KaxKIbIii CIIOCOOEH MOBIUATH Ha UCXOJ BHIOOPOB.
[ToaTOMY BRIOMpaH y4aCTHUKOB, HE3aBUCUMO OT MX B3HOCOB. BbLI0 MpoBeeHO BCEro
JIBa TaKWX Y>KMHA, BUJIEO TPaHCIMpPOBajIoch yepe3d YouTube u odunmanbHeiil cait
O6ambl, TOTOM Pa3oULIOCh MO 0JI0raM YyYacTHUKOB, a IOTOM M IO BCEH CTpaHe.

He wmene s¢dextnBHO kKoManma OO0aMbl HCMOIb30Baja W BJIEKTPOHHYIO
KoMmMmepIuio. B o6mieit crnoxHocTH, Obuio paszpadotaHo okojo 8000 yHHUKaIbHBIX
TEKCTOB, PACCUMTAHHBIX Ha Pa3JIMYHbIEC TPYIIbl HACEJNEHUS, BXOAMBIIUX B CIHCOK
pacchUIKH, rae 0110 13 MIIIITMOHOB azipecoB. TeKCThl COCTAaBISUIUCH C YYETOM IITaTa,
pervoHa, COUMaIbHBIM IOJIOKEHHUEM M AaKTUBHOCTHIO B MOKEPTBOBAHMSX. TEKCTHI
CHayaja OTNPaBJsUIM HEOOJBIIONW YacTH ayJUTOPUH, 3aTE€M CIECAMIN 3a peakuuen
aJipecaToB, 3aTeM PeIaKTUPOBAIIM TEKCTHI HA OCHOBE MX peakiuu. Beero 3a kammanuto
OBLJIO pa30CiIaHO OKOJO MHJIIMap/a MUCEeM, U YAAJIOCh MpHUBJIEYb 3 MUJUIMOHA
MocJeoBaTeseil, Mmojy4aBmIMX NUChMa Ha e-mail u B sms. B neHp BbIOOpOB
MNOJAMUCYUKU TOJYUYUIIM cooOlieHue: «3ITO CTajJo BO3MOXKHBIM Ojaromaps Baw.
Cnacu6o! bapak».

Kak moxaspiBana craTucTHKa, OOIBIIMHCTBO Tojb3oBaTeiiel LinkedIn Gonbiie
nosepsuii Pecniybnmkanckoit naptun. OnHako Od6ama oOpaTHIICS K HUM C BOITPOCOM:
«Yto BBI IIpeaaraere cAenath sl TOMOIIHN MaioMy OusHecy?». [lomydunB oTBETHI U
BbIOpaB caMmble MHTEpecHble mpepioxeHus, Obama Hadan ¢ HUMU auanor. bapak
MoJIEpKUBaJ O0IlEHHE C ayAUTOpHUEl Ha BCeX caliTaxX, OTBEYaJl Ha BCE BOIPOCHI, U
OTBETHI HA HUX TaK)Ke OBLIM MPEACTABICHBI B BUJE CCHUIOK Ha OHUIIMATFHOM CaiTe.

Mmuorux npusnekaina crpanuia Odamsl Ha Facebook. Tam oH nucan o mo0uMoi
MY3bIKE, O TOM, YTO €ro Jro0uMbIil puibeM - «KpecTHblil otew», 1g u 25 yactu. A
MOCTOSIHHO OOHOBJISIIOIIMECS] HOBOCTH B (popmare «eiauM MULIYy» WIH «CTOUM B
MpoOKe» TAK)KE MOMOTay OCTANIbHBIM IIOYYBCTBOBAThH C€0s1 YaCThIO KAMIIaHUU.
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[TomyuaeTcs, mocTaBieHHas 1esb OblIa JocTUTHYTA. JItoaeit ynanoch moOyauThb
K nerictBuo. Amanaa Xaddunrron, rmapaeii pegaktop Huffington Post: «Ecnu Ob
He HWHTepHeT, neMOKpaThl HUKOI/Aa HE BbIABUHYIM Obl OOamy KaHIuUIaTOM B
MIPE3UACHTHI.

Text 3. Jliobas coBpeMeHHas MOJUTHYECKAs KaMMaHWUs SBISETCS MPOIYKTOM
nomutuyeckoro PR. Tak, npensoiOopHas kammnanus 1996 roga mo BBIIBUKEHUIO
b.Enbuuna B [Ipe3uaentsl PO Obl1a MoTHOCTHIO chopMHUpOBaHa 3a CUET TPUMEHECHUS
nonmutudeckoro PR. OCHOBHBIM HHCTPYMEHTOM B JaHHOM CIIydae BBICTyHal
(MHAHCOBBIN pecypc MPUBJICUYCHHBIH C MOMOIIBIO JIPYKECTBEHHBIX ENblMHY
onurapxoB (T.H. "cemuOaHkupiuHa"). 3a c4eT MacTaOHbIX (PMHAHCOBBIX BIUSHUN
(M, KaKk BBISICHWIOCH BIOCHEIACTBUM, (aibcuduKaluii BHIOOPOB) ObLI MPUBJICUCH
aneKkTopar, obecneunBmIMi modeny kanaupara. Cepust tepakroB 1999 roga Obuia
HalpaBJICHa Ha MOMYyJsIpU3aluio npeMbep-muHuctpa B.Ilytuna. Psag cnenumanucros
MOJIaraeT, YTO TEpakThl OBUIM HE TMPOCTO MCHOJIB30BAHbI, a OPraHU30BaHbI
CHELCTyKOaMu 17151 TOCTHXKEHUS ATOU LEJH.

N3navaneno mnonutuueckuit PR Obi1 Metogom OOprOBI 3a BiacTh, HO B
HACTOAIIUMA MOMEHT, BBHUAY (DaKTUUECKOM OTMEHBI BBIOOPOB KaKk MHCTUTYTa
(dhopMUpOBaHUs OPraHOB rOCYIAPCTBEHHOMN BJiacTH, noautudeckuidi PR npumensercs
B TIEPBYIO oOuepelb KaK OJIMH U3 HUHCTPYMEHTOB OOpBOBI JEHCTBYIOIIUX
MPEJICTABUTENEN BIIACTHBIX CTPYKTYpP C UEIbI0 JUCKPEAUTAIIMU OIIOHEHTOB.
Cuuraercs, 4YTO psii CKaHIAJIOB BOKPYI TAKWX OPraHoOB BJacTH, Kak CleacTBEHHBII
komutetr P® u Ilpokyparypa PO ctanu u3BeCTHB UMEHHO Oyiaroiapsi IPUMEHEHUIO
PR-TexHomorui.

[Io Toil »xe mpuuuHe cyuecTByer obOnacth PR, sBnswoomasicsa, mno cyrtw,
noauTudeckuM manTaxxoM: B CMMUM nogsnseTcst cooOIlleHHEe O HEOJIaroBUIHBIX
MOCTYIKAX TOTO WUJIM UHOTO MOJUTHKA, O YEM MOJUTUKY CTAHOBUTCS U3BECTHO. Uepes
HEKOTOPOE BPEMSI C HUM CBSI3BIBAETCSI HEKOE JIMIIO, KOTOPOE 32 YMEPEHHYIO ILUIATY
mpejyiaraeT OpraHu30BaTh OOpaTHYHO KaMITAaHUIO. 3a4acTylo 3TO OJIMH M TOT K
YeJIOBEK WM KOMIIAHUS, XOTS OOBIYHO BeJcHHEM HWHOOPMAIMOHHBIX BOMH
3aHUMAFOTCS CIICIIUAIMCTBI 00X 3aMHTEPECOBAHHBIX CTOPOH.

ITockonpky 3amauent PR saBisieTrcsa cosznaHue penyranuu TOrO WJIM WHOIO
MOJUTUYECKOTO0 CyOBeKTa, AeATeIbHOCTh J0ObIXx CMU, BHE 3aBUCUMOCTH OT HUX
B3[JISIIOB MOKHO cuuTarth nonutuyeckuMm PR. Kpome Toro, ¢ pacmpoctpanenuem
COLIMAJILHBIX CETEH, B IMOJTHOM COOTBETCTBHH ¢ Te3ucoM I .bEémrs o Tom, uTo mro000e
OOIIIECTBEHHOE JICUCTBHE SBJISCTCS JEHCTBUEM MOJUTHUYECKUM, (DAKTUUECKU JTFO00E
cooOIIeHre Ha OOIIECTBEHHO-3HAYUMYIO TEMY CTAaHOBHUTCS, IMYCTb M HEBOJBHO,
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AJIEMEHTOM  HOJUTHYeCKoro P R, U MOXET OBITh HCIIOJIb30BAHO KakKk €€
INEpBOHAYaJIbHBIM aBTOPOM, TaK U JTFOOBIMH 3aMHTCPCCOBAHHBIMHA CTOPOHAMMU.

Ex. 14. Write a three-page essay “Political PR in Russia and in the West”.
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Unit 5. CSR and Social Media

Ex.1. Read the text and complete it with the necessary text snippets (from A to H).
Make a glossary of professional terms.

A)socio-technological trend; B) new communication technologies, new interaction
norms, and a globalized economy; C) socio-technological trend; D) Unlike traditional
media; E) based on the dialogic principles “ease of interface” and ‘“usefulness of
information”; F) broader; G) to leverage the social capital of these networks of actors;
H) organizations must constantly and actively decide which conversations to enter.

Organization-stakeholder interactions in the age of social media

While traditionally, stakeholder management has paid particular attention to
primary stakeholders (such as employees, customers, or suppliers), social media have
significantly strengthened the role of secondary stakeholders (such as related
communities or ---1) ). Further, social media technology has made direct organization-
stakeholder interactions on broader social, political, and environmental issues
commonplace. This ---2) relates to a longer development starting in the 1960s by
which organizations are increasingly pressured to address social, political, and
environmental issues in order to provide more than merely an economic justification
for their conduct. Such ---3) corporate social responsibility (CSR) is argued to “offer a
remarkable long-term fiscal advantage” for organizations. By actively communicating,
not only about ‘core business’, but also about its societal and environmental impact
more generally, organizations aspire to manage their reputations and gain legitimacy
by co-creating norms of acceptable organizational behavior with their relevant
stakeholders.

Perpetuated by institutional factors such as ---4) , there has been a steady growth
of outreach efforts to stakeholders on environmental, social and governance issues
through online and offline channels. Specifically, the probability of stakeholder
interference has become more pronounced through social media, as more members of
an organization are exposed to communication about the organization and engage in
communication for the organization. Since the advent of the Internet as social software
has made networks more transparent, structural positions traditionally held by
incumbent actors have become more open. ---5) which are relatively hierarchical and
unidirectional in that messages are sent from a sender to a receiver, social media
technologies enable motivated individuals and organizations to create content and
respond in new ways.
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Online conversations that occur via social media can be understood as a
constantly negotiated framework among actors who are embedded in networks of
different, sometimes contradicting, possibilities and constraints. Conflicting voices and
moral pressure aimed at delegitimizing corporations enter the public debate and trigger
pressure on the organization. Organizational outreach into social media should thus be
understood as continuously emerging and changing in a dynamic, media-based
interplay between several actors. Organizations aim ---6) and achieve a prominent
structural position within them.

In constructing a typology scientists established conversational and interactional
features to distinguish different forms of online interaction and dialogue by
organizations. Dialogue is based on collaboration and mutuality between the involved
actors. Such mutuality creates propinquity among actors, leading to rhetorical
exchange. Empathy and commitment nurture this exchange and imply a willingness to
accept the outcome's risks. Based on their open results, dialogues are potentially
harmful to participating parties. By entering into a dialogue, all parties acknowledge
each other's vulnerability as a common basis for a respectful conversation. Websites
are potential platforms for such dialogues and weblogs and social media—in theory—
provide even greater potential for dialogue. Forms of moderation, e.g., ---7) influence
the dialogic relationship with users or stakeholders. Dimensions such as “generation of
return visits” and “dialogic loops” are also used to describe the dialogic momentum of
online conversations.

In summary, social media allows stakeholders to enter or initiate the
conversation on almost any issue. Thus, --- 8) whom to engage and to what degree to
interfere with, manage or control these conversations—all these activities can be
summarized as moderation. However, such strategies remain empirically under-
investigated in CSR contexts and their effects on stakeholders online, which could
affect organizational legitimacy, remain largely unknown.

Ex. 2. Answer the questions. If necessary, search the answers on the Internet:

1)How does the degree to which organizations moderate online conversations about
social and environmental issues affect stakeholder's perceptions of the organization.

2)How do different levels of moderation in online stakeholder dialogues affect
stakeholder attitudes, commitment, and trust towards as well as satisfaction with the
organization?

Ex. 3. Work in groups of three. Read your text, retell it in your group and compile
the list of different styles of moderation.
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Text 1. Controlled vs. crowdsourced: distinguishing levels of online moderation

In this research, we look specifically at styles of moderation as an essential feature of
online stakeholder dialogues. Moderation, as such, describes the efforts of an
organization to steer the conversation and its outcomes in some way. This
understanding of moderation can be related to discussions on different types of
communication. Earlier stakeholder outreach communication was often based on a
one-way transmission model of communication as a tool for disseminating information
about an organization's (allegedly positive) environmental, social and governance
activities. The communication was also more reactive, relied heavily on organizations'
cost-benefit analyses and was rarely convincing for critical stakeholders. Such models
of mere information and one-way ‘asymmetrical’ communication represent low
inclusivity and participation and very intense levels of steering and control.
Accordingly, there have been calls for more authenticity and more participatory models
of stakeholder communication.

Some propose a stakeholder involvement strategy comprising frequent and systematic
negotiation with stakeholders to explore mutually beneficial actions. In an age where
Issue advocates can easily gain access to the public agenda, identifying interest groups,
evaluating the validity of their demands and engaging in more open, two-way
communication is increasingly important. Such models of more two-way
‘symmetrical’ communication aim to foster understanding between an organization
and its stakeholders.

In essence, asymmetrical communication is characterized by low inclusiveness and
high moderation and control. The organization limits access to the conversation, directs
its topics and maintains authority over ending engagements. Symmetrical forms of
communication can inversely be understood as techniques that use high inclusiveness
and low moderation. Typically, the efforts and resources necessary to enable
symmetrical forms of communication are very high, and this technique is usually only
employed for very critical issues and antagonistic conflicts.

Some found that corporations that effectively engage in online dialogue with
stakeholders use four different approaches: (1) directing conversations, (2) moderating
conversations, (3) building open-script conversations, and (4) crowdsourcing
conversations. Drawing on their research, we distinguish conversational logics for
different levels of moderation.

Text 2. Conversational logics of high moderation. High moderation is common in
“directed conversations”, where only a few counterparts are allowed to converse, actors
only have a voice within a selected framework and dissent is not allowed. Further, high
moderation is typical for “moderated conversations” in which the organization sets the
topic, keeps the conversation under control and is not open to dissent. Extreme
examples of such conversations can be found, e.g., in the pharma industry, where
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companies are legally highly restricted and must be in control of exactly what is said.
Such conversational styles are also typical for corporate social media sites (owned
media) where critical issues are often deleted or framed very particularly. We refer to
conversations with high levels of moderation as ‘controlled conversations’.
Text 3. Conversational logics of low moderation. Low moderation is typical for
“open script conversations” in which stakeholders are allowed to answer freely on
predefined questions and dissent is theoretically possible. These strategies appear to be
applied more often for special interest topics with rather low interest from the general
public. Further, low moderation is common in “crowdsourced conversations” in which
an organization's influence is limited as a (potentially) large number of stakeholders
set the topic and may lead the conversation. Such conversations can result in dissent
and were found, e.g., in the context of the banking and telecommunications sector.
Such interactions closely resemble ‘symmetrical’ forms of dialogue discussed above
and are more rarely employed. High commitment from all actors is demanded to find
a mutual solution. We refer to conversations with low levels of moderation as
‘crowdsourced conversations’.
Similar discussions on levels of moderation can also be found in the organizational
communication literature. Some describe dialogues as a form of collective thinking
expressed through a singular, unified or blended voice. A singular voice is used in
conversations when expert opinion is required to support an idea. This approach could
be considered a form with high moderation, specifically involving low inclusiveness
(low number of participants). A unified voice is used to show the determination of a
group to ensure a single voice does not dominate, representing as well a form of high
moderation but with relatively high inclusiveness. Blended voices include a variety of
opinions (low moderation) and consist of a large circle of actors. Different levels of
moderation allow for managing centripetal and centrifugal forces during
conversations.

Ex. 4. Answer the questions. If necessary, search the answers on the Internet:

1)Among dependent factors there are commonly discussed outcomes of stakeholders
outreach communication. Search CSR literature, derive from it some examples and
report back.

2)Speak about the effects of such communication which can be coarsely divided into
internal and external outcomes and exist on three basic levels: organization,
stakeholder, and issue.

3)Why are attitude, level and trust relevant internal outcomes of outreach
communication?

4)What are held as the antecedents for external stakeholder behavior?
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5)Attitude summarizes the emotional (favorable) relationship with an organization
based on environmental, social, and governance activities and the stakeholder's
awareness of it. Describe all these elements using examples.

6)What does it imply if the public expresses positive attitudes towards an organization?
How can you prove that the organization maintains a generally positive image in the
eyes of its stakeholders?

7)More informed stakeholders or less informed stakeholders are more likely to have
positive attitudes? Why?

8)What organizations are in a better position to create favorable attitudes towards their
organization? If an organization is open to dialogue how can it improve the situation?
Ex. 5. Read the text and match the conclusions (from a to €) with the explanations
(from 1to 5):

The explanations

1)Additionally, on the stakeholder level, satisfaction and commitment are important
targets in managing organization-stakeholder relationships. Satisfaction describes the
extent to which stakeholder groups believe that an organization performs its' activities
according to the expectations. Stakeholders' fulfillment assessments and existing sense
of pleasure as a result of an interaction with an organization greatly determine
stakeholder satisfaction. An essential prerequisite for satisfaction is relationship
maintenance and whether it is perceived positively by the other party or not.
Conversational logic involving high levels of moderation potentially restricts parties in
their expression of concerns and unease.

2)On the organizational level, attitude and trust are relevant internal outcomes of
outreach communication. These dimensions are held as the antecedents for external
stakeholder behavior. Attitude summarizes the emotional (favorable) relationship with
an organization based on environmental, social, and governance activities and the
stakeholder's awareness of it. If the public expresses positive attitudes towards an
organization it implies that an organization maintains a generally positive image in the
eyes of its stakeholders. More informed stakeholders are more likely to have positive
attitudes; hence, organizations that are open to dialogue are in a better position to create
favorable attitudes towards their organization.

3) Different communication styles on social media may affect stakeholder trust. Trust
is described as the “confidence and willingness to open oneself to the other party”. It
Is based on integrity, dependability, and competence. These dimensions require a
certain mutuality among the involved actors, where no actor dominates the other. They
also require companies to acknowledge and protect their stakeholder's interests. High
levels of moderation may be associated with an imbalance of mutuality and, as a result,
impose the dominance of an organization over its stakeholders.
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4) Finally, control mutuality denotes the degree to which discourse parties perceive
participants' power to influence each other. Though some imbalance is common and
often accepted in organization-public relationships, clearly one-sided efforts by the
organization to exercise control are problematic and associated to low satisfaction and
often increased levels of activism against the organization.

5)Moreover commitment is the extent to which a participant in a discourse thinks that
the relationship is worth the cost and effort invested in it. To communicate commitment
to their stakeholders, organizations emphasize their desire to build and maintain
relationships with their stakeholders in the future, as well as the importance of the
quality of the relationships between the parties. Commitment is based on continuance
and emotional orientations. High levels of moderation are likely to affect the
continuance of dialogues, as they undermine communicative engagement of
stakeholders. Further, a conversational logic with high levels of moderation can lead
to frustration among stakeholders, as they are likely to feel ignored.

The conclusions

a)Thus, we conclude that high moderation has a negative effect on trust in the
organization.

b) Thus, we propose that high moderation has a negative effect on satisfaction with the
organization.

¢)Thus, we propose that high moderation has a negative effect on attitude toward the
organization.

d)Thus, we conclude that high moderation has a negative effect on perceived
commitment.

e) Based on this, we assume control mutuality to be directly impacted by an
organizations decision to moderate a conversation online, specifically that high
moderation has a negative effect on control mutuality.

Ex. 6. Read the table which provides conversation styles, and the related levels of
moderation. Fill it in with the text snippets (from 1 to 6).

Level of moderation

Controlled  Crowdsourced

Initiation a) d)
Empowerment/tolerance b) e)
Termination C) f)

Text snippets: 1) There is a definite end of the conversation imposed by the
organization (following critique or based on time/resource constraints); 2) There is
freedom and equality in dialogue as well as in decisions; 3) The conversation is
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initiated by the organization; 4) The conversation is initiated by stakeholders; 5) The
organization dominates the dialogue and decisions (deletion of comments); 6) Critical
or aggressive comments or the length do not prompt the organization to close a thread.

Ex. 7. Read the text and answer the questions. Make a glossary of professional
terms.
1) What three foci does the text mention?
2) What does it mean to formulate a clear position on the issue? What can it
contribute to?
3) How can we manage the discussion network? Why do we need to do it?
4) What are the ways to moderate discussions online?

Practical implications

From the perspective of organizational practice, these findings suggest three main foci
for managing conversational logics: first, moderating a discussion may increase the
demand to formulate a clear position on the issue; second, managing access to the
discussion requires a network of relevant and credible participants that are willing to
engage; third, and in light of the above, organizations must consider the actual value
and capacity to moderate discussions online.

Formulating clear positions. In order to make conversations meaningful, the
organization needs to make their values and beliefs transparent. Often organizations do
not publicly promote particularly strong beliefs in order to avoid public disaccord.
However, only a standpoint that is revealed and clearly expressed can be challenged
by the public and evolve into a standpoint that is shared by the community. If done
properly, moderation can ensure that an organization synchronizes their beliefs with
the public in an engaging and transparent process. Moral reasoning will allow to create
new positions created out of the corporations and societal expectations. Formulating
clear propositions can also contribute to making the organization more personable
which positively influences stakeholder engagement on social media.

Managing the discussion network. There is value in including various voices in the
conversation. These voices should represent relevant perspectives on the issue at hand
and do not necessarily need to be part of the organization (such as members or
employees), including e.g., both critical consumers as well as ‘faith-holders’ when
critically engaging on an issue. Internal networks tend to have high density that allow
information to travel fast but such networks rarely create new and/or diverse ideas.
External networks usually have lower densities and weaker ties, but these kinds of
connections are suitable for bringing in new thoughts and ideas into the network. Thus,
a discussion network management process demands a detailed understanding of the
competencies that are inside and outside the organization. Internal participants of a
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public conversation, as for example a product engineer, may also need additional help
on communicating their ideas adequately. External participants that are included into
the conversation need a clear briefing about their role and the nature of conversation.

Will and capacity to moderate. In “case of a large corporation, dialogic activities would
require new social media infrastructure and perhaps dozens of people working
specifically in social media”. Such a decision cannot be easily made and demands a
clear understanding of the actual benefits and strategic value of communicating
dialogically via social media. The fact that on many CSR issues the level of dialogical
social media engagement is comparatively low, signals that for most organizations, the
value of such engagement is still at least unclear. In most cases, shallow engagement,
‘lurking’ and monitoring on social media, focused on gaining stakeholder insights, may
be seen as more valuable to manage organizational reputation. This is not only because
of potentially costly investments in social media dialogues on CSR, but likely also
relates to a comparatively low interest among stakeholders in really engaging on CSR
issues on social media, likely reflecting stakeholder cynicism of CSR communication
more generally —which may add to the reasons to question the utility of social media
for more open and dialogical stakeholder engagement.

Ex. 8. Work in groups of three. Student 1 will read his or her text and then will
answer the questions from students 2 and 3. Student 2 will read his or her text and
then will answer the questions from students 1 and 3. Student 3 will read his or her
text and then will answer the questions from students 1 and 2.

Text for Student 1. Lessons on corporate social responsibility from new public-
private transportation partnership.

In today’s cities, advances in technology are redefining urban mobility. The
competition to be the dominant player in the transportation industry is fierce. A cohort
of tech titans and automobile companies are vying to develop the platforms that will
power future infrastructure and change how residents get around. Look no further than
the spat between Waymo, Google’s former self-driving car project, and Uber
over alleged intellectual property theft. Despite the cut-throat competition, unique
partnerships have been forged between groups that had not, until recently, worked
collaboratively toward common interests. These joint ventures are not just between
competing private firms, but public and nonprofit entities as well—city governments
specifically. At the heart of these partnerships is the principle that companies can “do
well while doing good.” In other words, that they can pursue profitability while
producing public benefit. This unprecedented dynamic is exemplified in the recently
announced public-private partnership between Ford, ride-hailing companies Uber and
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Lyft, the nonprofit organization SharedStreets, and more than 30 cities worldwide.
Through the partnership, business and government will focus on rethinking the future
of transportation through the use of shared data. Uber, Lyft, and SharedStreets will
work in tandem to share anonymized data on curbside pick-ups and drop-offs to help
public officials see where mobility services are in high demand. Another important
focus, for Uber specifically, is to dive into the data to spot speeding trends among
drivers. The partnership is a great illustration of a cooperative driven by corporate
social responsibility, as well as a commitment to produce benefits for stakeholders
beyond those with a financial interest in these firms’ success.

Questions which Student 1 will ask Student 2: 1) What does corporate social
responsibility refer to? 2) How does the Ford/Uber/Lyft partnership approach social
responsibility? Questions which Student 1 will ask Student 3: 1) Whose partnership
Is based on a mutual recognition of the universal value of safe and frictionless urban
transportation networks for all stakeholders? 2) What are pre-competitive to the firms
partnering with SharedStreets?

Text for Student 2. But what is corporate social responsibility exactly?

Corporate social responsibility (CSR) refers to a business model whereby for-profit
companies deliberately seek ways of producing social benefits while pursuing
institutional goals, like growth and maximizing shareholder value. Yet, how companies
realize their aims for CSR—and the underlying reason for their interest in CSR—can
take many different forms. The Ford/Uber/Lyft partnership approaches social
responsibility from the unique angle that information-sharing between groups that
would otherwise be competitive can serve a greater purpose without compromising
profitability. It is a creative and concerted engagement of companies fiercely
competing in an industry that is rapidly evolving: autonomous vehicles and mobility
services. At the heart of this cross-sector relationship is a strong and mutual interest in
ensuring safe and efficient urban transportation networks as autonomous vehicles gain
traction. Though it remains to be seen what public impact the initiative will have, the
partnership illustrates how even companies that are sparring for market share recognize
the importance of coordination and public engagement for the greater good.

Questions which Student 2 will ask Student 1: 1) Is the competition to be the dominant
player in the transportation industry fierce? 2) What principle is at the heart of these
unique partnerships which have been forged between groups? Questions which
Student 2 will ask Student 3: 1) What becomes a comparative advantage? 2)What will
surely be to the detriment of their competitors?
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Text for Student 3. Principles that come before market competition.

The partnership touches on a prominent theme in the online course Sustainable
Business Strategy, taught by Harvard Business School Professor Rebecca Henderson.
As illustrated through the example of Unilever’s push for sustainable palm oil as an
industry standard—a business case explored in Henderson’s course—there are rules
and practices opposing firms can adopt that can be considered “pre-competitive,” or
“off the table,” in matters of competitive business. Unilever recognized it would face
a cost disadvantage if it pursued sustainable palm oil alone. Buy-in and mutual
understanding from Unilever’s competitors on the importance of sustainability was
critical. A similar understanding coalesced between Ford, Uber, and Lyft in their
partnership with SharedStreets and municipalities: one based on a mutual recognition
of the universal value of safe and frictionless urban transportation networks for all
stakeholders. Reducing carbon emissions, improving mobility in urban areas, and
making streets safer for all residents are goals that, to the firms partnering with
SharedStreets, are pre-competitive. Sustainable Business Strategy asks learners
whether purpose-driven firms can help solve the greatest problems of our time and be
the catalysts for a sustainable society. As Henderson shares, this reality hinges on
companies working in unison to establish a reinforcing cycle, whereby operating with
the purpose of social benefit becomes a comparative advantage. As Ford, Uber, Lyft,
and its nonprofit and public partners work toward a shared vision for a safe and efficient
future with autonomous vehicles, it will surely be to the detriment of their competitors
to dismiss the importance of putting social responsibility above beating the opposition.

Questions which Student 3 will ask Student 1: 1) What public-private partnership has
been recently announced? 2) What will business and government focus on through the
partnership? Questions which Student 3 will ask Student 2: 1) What is in the heart of
this cross-sector relationship? 2) What does this partnership illustrate?

(Adapted from Matt  BlackbournStaff.  https://online.hbs.edu/blog/post/corporate-social-
responsibility-examples-transportation)

Ex. 9. Read the text and complete it with the words in brackets in the correct
form. Make a glossary of professional terms. Retell the text using your glossary.

How social media can help improve and redesign transport systems

"Fab, can't wait to travel home: the northbound London to Birmingham line is
(block) due to a (break) down freight train." "On way to Aberdeen and what's this? Oh,
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another stagecoach bus has broken down." These are just two of the thousands of tweets
and Facebook statuses (send) every day by people commenting on Britain's transport
systems: an outpour of sentiment, (primary) negative though not (exclusive) so.
Perhaps it makes the smartphone user feel a bit better for a moment, but what use is it?
This is where sentiment analysis and sentiment mapping come in, a concept being
(explore) by the Royal College of Art, startup Commonplace and the UK's technology
and innovation centre, Transport Systems Catapult.

Sentiment analysis (originate) in the automatic analysis of texts by computers in
order to discover whether the text was (broad) positive or negative. It built on a long
history of trying to get machines to understand the content and tone of documents.
More recently, it has been (apply) to social media, and it is big business. Why? Because
the value of brands lies in the positive sentiment (attach) to them, and companies want
to understand what impact their products, announcements — everything that is (know)
publicly about the company — have on their brand reputation. This is why a company
like Topsy, which specialises in sentiment analysis, was (buy) by Apple for more than
$200m last year.

This way of thinking about commercial, societal and technological problems
interests the Transport Systems Catapult, (create) last year by the Technology Strategy
Board (TSB). So far, the TSB has launched seven projects in areas such as cell
therapy, offshore renewal energy and future cities and there are more to come. The aim
is to apply the best research, whether academic or commercial, to key areas of potential
economic growth, creating new products and services.

(Enlighten) transport operators are now taking close notice of what their
customers say on social media, and in some cases also analysing sentiment. Sentiment
mapping adds location to sentiment analysis. By knowing the places that tweets or
other sources of sentiment are (utter) from, or the names of places they refer to, it is
possible to build a map of the areas where anger is running high or where travellers are
happier.

Are transport providers now turning to sentiment mapping to improve their
services? There are potential benefits both for businesses and for the travelling
customer. For example, the company may already know where their vehicles are and
which are failing to keep to schedule, but with this technology it can also get the
traveller's perspective on the problem too. If the firm is (sufficient) responsive — and
that is a big if — it may be able to solve the problem more quickly, or even just provide
better information to its customers as the problem is taking place.
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Perhaps more importantly, operators can map the pattern of problems and fix
over time. Instead of taking a blunderbuss approach to improving their service, perhaps
at huge cost in terms of engineering, they can plan more (intelligent) and intervene
more (selective) in a knowledge-led approach to the problem. During last week's taxi
protest in London, it was easy to see how sentiment was neutral or positive for tubes
and trains, while buses, snarled up in the taxi-filled streets, saw rising levels of negative
sentiment.

One of the greatest ambitions for sentiment mapping is to break down the
antagonism between transport providers and the public; to redefine that relationship as
(aspiration) and (construction), and for mutual benefit. Perhaps a few years from now,
travellers will be able to make their own contribution to improving transport services,
identifying waste and promoting efficient, (sustain) solutions. Commonplace are
enabling communities to gain better control over planning in their local
neighbourhoods. In future they, and companies like them, may enable us to co-design
the transport systems we need.

(Adapted from Stephen Boyd Davis and Mike Saunders. https://www.theguardian.com/sustainable-
business/social-media-redesign-transport-systems-cities)

Ex. 10. Read the text, make up an interview between a journalist, Chris Smith, Nigel
Hanwell, Caroline Mechai and Darren Matthews using the information from the
text and perform it.

New ideas: the role of social media and the commercial vehicle sector are mutually
exclusive?

Do you think social media and the commercial vehicle sector are mutually
exclusive? If so, perhaps you should think again. Many companies are using the new
media on the web to keep in touch with their customers, communicate new product
ideas and updates as well as receiving feedback.

While the idea of communicating through a medium where you are restricted to
140 characters might sound inane, most companies use the text simply for a headline
and then have a link to a story or a video on the web for full information.

One brand that has been using Twitter to great effect is tyre giant Michelin. The
firm launched a dedicated Twitter account for commercial vehicle operators three years
ago, and the company’s online presence now boasts nearly 3,000 followers. Chris
Smith, Head of Trucking Marketing at Michelin, says, “Provided you use it in the right
way, Twitter can be a great business tool. It’s particularly effective at bringing the
Michelin brand closer to some of our smaller customers. Only last month we had a guy
in the UK with a bespoke expedition truck tweeting us for advice on what pressures to
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run his new Michelin XZT tyres at. We were able to reply promptly, putting him in
direct contact with one of our Technical Managers — the same Technical Manager who
works with some of our largest national fleet customers. The customer was
understandably very pleased he’d Tweeted us.”

As well as using the account to share news, views and provide best practice tyre
tips, Michelin runs exclusive competitions to reward followers with a chance to win
free Michelin merchandise. One such competition this year attracted more than 500
entries.

“We also like to engage with issues the industry is talking about,” adds Smith.
“The golden rule is remembering that Twitter is not the place for endless sales
messages. It’s a powerful conversational tool with an engaged audience and needs to
be treated as such.”

Information videos are an important part of the scenery on the digital landscape.
According to Volvo Trucks’ UK Press Officer Nigel Hanwell, social media, of which
the firm’s YouTube Channel is a part, is playing an important role in gathering and
disseminating customers’ and drivers’ stories about their trucks and their life in the
transport industry.

He says, “We are very pleased that so many people are engaging with the
channel. It testifies to the fact that our messages are relevant and have contributed
enormously to a new way of seeing B2B communication.”

Visitors can watch videos on subjects that include truck launches, road shows,
and driver information videos. The latter includes a series of short CPC training films
presented by trucking journalist Brian Weatherley. However, the most viewed film is
called The Epic Split where a man stands astride two moving trucks to demonstrate the
tracking control of the vehicles.

Taking video stunts one step further, Renault has commissioned creative agency
We Are Social to make a parody of the Knight Rider opening sequence using a charcoal
grey Trafic van. The business case for spending time and money on what sounds like
a frivolous project is not simply to amuse subscribers — rather it is to get the brand
recognised and talked about in those ‘water cooler’ moments with people who may not
have ever previously thought about the VM’s vans.

Caroline Mechai, Global Advertising and Media Director at Renault, says, “The
intention is to give Trafic a more dynamic image and reach out to a broader audience
than simply business users.”
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Darren Matthews, Business Development Analyst for freight and logistics
software house WiseTech Global believes that using social media can bring benefits,
but if done incorrectly can cause problems.

“The ‘Customer Experience’ is ingrained into many industries already, and while
they may not always get it right, the retail, telecommunications, and even tourism
industries, are investing time and effort into enhancing the customer experience,” he
comments.

“In the technological times we live, the fallout from poor customer service is
reflected online through social media. 51% of Facebook users expect a response to
their complaints within a day, and 52% of Twitter users expect one within a two-hour
period!” he exclaims. “It stands to reason that if customers are using technology to
make their complaints known, then we ought to use technology to prevent the
complaint in the first place.”

So, if you are thinking of delving into the realm of social media, be sure that you
follow up any ‘live’ issues on the comments. However, don’t let this put you off using
these exciting and free new media to drive your business forward.

( Adapted from https://www.smmt.co.uk/2014/09/new-ideas-role-social-media-transport-sector/)

Ex. 11. Read how to create a CSR plan, choose a transport company and make up a
CSR plan for this company. Present your CSR plan as a report.

What is Corporate Social responsibility (CSR)?

Corporate social responsibility or ‘CSR’ is a management concept that focuses on
the integration of social and environmental concerns in a company’s business
operations. These are some common examples of activities included in a CSR plan:

« Energy consumption for heating/cooling/manufacturing/transportation

. Direct and indirect emissions affecting climate change and public health
. Water use and management

. Material use, reuse and recycling programs

« Workplace and employee wellness programs

« Overseas labor conditions

« Community engagement and philanthropic giving

The first step in CSR planning is to identify environmental and social issues that
align with your company’s core mission and fiscal objectives. By choosing to do what
is right for its bottom line, and the values it holds as most important, your company
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will reap important benefits. It will be in a better position to lead, strengthen its brand
identity, and build trust and more meaningful relationships with customers, employees,
suppliers, shareholders, community and other stakeholders.

Once a company develops a CSR plan, it typically elects to set specific targets or
goals and to publicly report or disclose its progress, in much the same way that fiscal
objectives are set. This will help your company stay on track to meet its goals and
establish greater credibility.

Why Include Your Company’s Freight Operations in its CSR Plan?
In the U.S., freight transportation has historically used oil and other fossil fuels as an
energy source. For shippers, carriers and logistics companies that move a lot of
products and supplies, this energy use can represent a significant operational cost. More
efficient freight transportation can help improve air quality and mitigate climate change
by cutting emissions. It also reduces costs, demonstrating the ‘people, profit and planet’
principles fundamental to a good company. It’s also a source of harmful emissions,
including carbon dioxide (CO2), black carbon, nitrogen oxides (NOx) and particulate
matter (PM). Carbon dioxide and black carbon are greenhouse gases (GHGs) and major
contributors to climate change, while NOx and PM are harmful to public health,
especially in communities surrounding ports, railyards and freight hubs.

The good news is that as shippers, carriers and logistics companies look for ways
to save money by reducing the diesel fuel used to move freight, they also find that they
improve shipping efficiencies and reduce freight emissions. Strategies to consolidate
loads, switch to intermodal, use cleaner fuels and improve visibility, among others can
lead to a more efficient transportation network. They also can mitigate supply chain
risks and can substantially reduce freight emissions. And just as your company
highlights the cost savings of its investment strategies through its bookkeeping and
annual reports, so too can it feature positive environmental outcomes through a CSR
or sustainability report. Many companies also choose to integrate key environmental
indicators, such as CO2 emission reductions, in investor reports, employee and other
stakeholder communications.

As the freight industry grows, governments, investors, communities and
consumers are becoming more aware of the industry’s climate and public health
impacts. They are increasingly looking to freight carriers, shippers and logistics
providers to take steps to reduce truck, rail and other transport emissions. Communities
near freight hubs may also seek relief from increased congestion, noise and other
negative impacts.
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As a result, interest is growing in accounting for not just the monetary payback
on technology and other transportation investments, but also the sustainability benefits
of those investments. A CSR or sustainability report is a good place to start.

Ex. 12. Role play. Work in groups of six. Each of you is a PR-manager who has to
take part in the PR-CSR campaign demonstrating your transport company’s
achievement in the area of CSR.

1) Choose your company from the transport organizations on the Internet.

2) Read the text below and prepare your task (from Student 1 to Student 6). Prepare
the presentation of your PR campaign in front of the class and decide whose
company has the best PR-CSR campaign.

6 Easy Ways to Use Social Media and Corporate Social Responsibility

Social media has become part of our daily lives. Responsible businesses can use
social media and corporate social responsibility to help change the world!
Here are six easy ways to use social media and corporate social responsibility and one
pitfall to avoid.

Student 1. Start a Program - Prove Your Commitment by telling the public that you
are dedicated to change is one thing. However, showing it is another. You have to
take action by starting a program which can prove that you are serious about
CSR. Fortunately, CSR programs don't have to be fancy or expensive. Check out the
examples of CSR programs on the Internet.

Student 2. Commit to a Specific Post Frequency - Get Your Good Work Out There

Next, promote your CSR initiatives. Make sure people know about the work you are
doing! The taboo of never tooting your own horn has faded in corporate America. Lots
of companies use social media campaigns to showcase their CSR efforts. For example,
the Hess Corporation promotes their CSR efforts on their Twitter page. Consider
posting about CSR at least twice per month or maybe once per week. Use whatever
frequency works for you. Consistency is the key to impactful social media and
corporate social responsibility. Also, consider establishing accounts dedicated to the
company's CSR efforts where followers expect to hear CSR updates and news.
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Student 3. Highlight Results - Demonstrate Your Impact

Now that your CSR program is up and running, it is time to highlight your results!

Next, use specific numbers to generate a meaningful response. Which of the sentences
below has more of an impact?

« "Our employees picked up trash this month at our local park."

« "From June 6th to June 12th, our employees picked up over 1,000 pieces of trash at
our local park."

The second statement is more impactful because it highlights specific results! Even if
the number is small, quantifying your CSR efforts will demonstrate your impact.

Student 4. Encourage Behavior - Influence Your Customers

Then, encourage the behavior you want to see. Your brand has the power to influence
your customers. Make sure they are receiving beneficial messages!

You could:

« Provide facts supported by science and research,

« Spotlight members of the community that are making an impact, or

« Interview guest speakers

It might seem small, but progress is made one step at a time. Influencing or encouraging
even one person will make a difference!

Student 5. Crowdsource Ideas - Involve Your Followers

Social media lets people present concepts, designs, and ideas for new initiatives.
Crowdsourcing ideas generates tons of opportunities. For instance, General
Electric's "Ecomagination™ campaign is a classic case study of successful social media
and corporate social responsibility. People from all over the world submitted green and
renewable energy ideas. As a result, 75,000 people participated by submitting ~4,000
submissions. Those ideas have advanced sustainability and helped the planet.
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Student 6. Create Meaningful Engagement - Allow For Two Way Conversations

Social media allows for a two-way stream of communication. Companies communicate
their CSR initiatives and stakeholders provide immediate feedback.

Social media allows customers and other stakeholders to discuss their experiences,
satisfaction or dissatisfaction, revealing weakness in process, communication or
implementation of CSR initiatives. Subject to stakeholder reviews, companies can
reinvent their initiatives and respond directly to feedback.

One Pitfall to Avoid: Trying to Control the Narrative. The two-way flow of
information between companies and stakeholders makes social media and corporate
social responsibility powerful. On the other hand, it can generate risk as well. Negative
information can spread quickly on the web. However, avoiding engagement on social
media is not the answer. Today everyone has a voice and a platform. Negative
information will find its way onto the web no matter how hard a company fights to
control its messaging. Instead, Aim for Absolute Transparency. The trick is to be
transparent and genuine on social media. Be consistent. Build trust with your customers
and stakeholders. The benefits will appear.

Ex. 13. Write a three-page essay “Social media and corporate social responsibility
can influence people and inspire them to make the world a better place”.

o
Q§I>z
A

KN https://izd-mn.com/ 88



E.l'. JiaxoBa
0.B. TpyHOBa
H.B. TpyHoBa

AHrnumiickni a3bik B cchepe npocpeccuoHanbHOil KOMMYHUMKaLMK
English in the sphere of professional communication

References

1. Lai, Chih-Hui & Fu, Sophia. Organizations' Dialogic Social Media Use and
Stakeholder Engagement: Stakeholder Targeting and Message Framing //
International Journal of Communication, 2020.14. pp. 2246-2271.

2. Newman Bruce. Political Marketing. Theoretical and Strategic Foundation
Routledge, 2015. 353 p.

3. Wayne Visser. Corporate sustainability and responsibility. Kaleidoscope Futures
Ltd, 2012. 127 p.

o
Q§I>z
A

KN https://izd-mn.com/ 89



E.l'. JiaxoBa
0.B. TpyHOBa
H.B. TpyHoBa

AHrnumiickni a3bik B cchepe npocpeccuoHanbHOil KOMMYHUMKaLMK
English in the sphere of professional communication

JIsxoBa Enena I 'eopruesna
Tpynosa Osnbra BiagumupoBHa
Tpynosa Haranea BiiagumuposHa

AHruiickuii A3bIK B cpepe npodeccnoHATbHON KOMMYHHKAIIUH
English in the sphere of professional communication

YuebHOe mocobue n3IaHo B aBTOPCKOM pelakiiuu
CereBoe u3ganue
I'maBubIii penakTop — Kupcanos K.A.
OtBercTBEeHHBIN 32 BhITycK — AsninmoBa H.K.
VyeOHoe u3nanue

CucremHble TpeOOBaHuUs:
omeparmonHas cuctema Windows XP wim HoBee, macOS 10.12 unu HOBee, Linux.
[IporpammHuoe obecrieuenue it ureHus Qaitio PDF.

O0beM ga”HHbIX 2 MO

[Tpunsto k my6nukanuu «05» Hos6ps 2021 roga

Pexxum noctyna: https://izd-mn.com/PDE/45MNNPU21.pdf cBoGoansIi. — 3ari. ¢ sxpaHa. —
S13. pyc., aHriI.

000 «M3narenbcTBO «Mup HAyKH»
«Publishing company «World of science», LLC
Anpec:
HOpunnyeckunit anpec — 127055, r. Mocksa, niep. ITopsakossiii, a. 21, opuc 401.
[TouroBsrit agpec — 127055, r. Mocksa, niep. [lopsiakossrii, 1. 21, oduc 401.

https://izd-mn.com/

JAHHOE U3JAHUE ITPEJHA3ZHAYEHO UCKVIIOYUTEJIBHO JJIA IYBJIMKALIUA HA
IJEKTPOHHBIX HOCUTEJIAX

anb

idq! https://izd-mn.com/ 90


https://izd-mn.com/PDF/45MNNPU21.pdf
https://izd-mn.com/

