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HNPEANCJIIOBHUE

Hacrosmiee mocobue mnpeaHasHaueHO Ui CTYACHTOB, CIEIUaU3H-
pyrouxcs B 06JacTu CBsi3ei ¢ 00I1ECTBEHHOCTHIO U MeHekMeHTa. Padoty ¢
mocobrueM peKOMEeHAyeTCs MPOBOAUTD MPH 00YUYEHUH aHTJIUHCKOMY SI3BIKY B
BY3e€.

Cesi31 ¢ obuiecTBeHHOCTHIO0, WK PR, chopmupoBanuce kak nmpodeccust
B Hadase 20 BeKa W 3aHSIM MPOYHOE MECTO B CHCTEME YKOHOMUYECKUX H
OO0IIECTBEHHBIX OTHOILICHWH IMBHIN30BAHHBIX cTpaH. CBs3H ¢ OOIIECTBEH-
HOCTBIO 00ECIEUMBAIOT TAPMOHMYHOE B3aMMOJCHCTBHE MEXAY BJIACTHIO H
HAaceJICHUEM, COJICHCTBYIOT Ppa3BUTHIO TPOrPECCHUBHBIX JEMOKPATHUYECKUX
MPOIIECCOB B MOJUTUYECKOH M OOIIECTBEHHOH >kn3HU. CBs3M C OOIIECTBEH-
HOCTBIO - 3TO CAaMOCTOATENbHASI U AMHAMUYHO Pa3BUBAIOIIASICS OTPaCb CO-
BPEMEHHOT0 OH3Heca.

Beipakenne «Public Relations» Bnepesie ymomunaercs B 1907 romy
npesunieHToM CIIIA Tomacom J[xeddepcoHom, Korma OH B TEKCTe
«CenpMoro oOpalieHuss K KOHIPECCY» BBIUEPKHYI BBIPAKEHHE «COCTOSIHUE
MbIcTu» W Bhucan «PR». DTo MOXHO cuuTaTh (OPMAIBHBIM HCTOKOM
COBPEMEHHBIX CBS3€H C O0IECTBEHHOCTHIO.

e mocobust - chopMUpPOBATE Y CTYACHTOB CIIEIYIOIIIEC HABBIKH:

* HAYYUTHCA YUTATh U IIOHUMATh OPUTHHAIBHBIC HAYIHO-TIOYJISIPHEIC
TEKCTHI;

* yMeTh NMOIACPKUBATh Oeceny Ha aHTIIMICKOM SI3BIKE M JIENIaTh CO00-
IICHUS B paMKaX U3yIaeMBIX TEM;

* QaIeKBaTHO IIEPEBOJWUTH OPHTHMHAJIBHBIE TEKCTHI CPEOHETO YPOBHS
CITOKHOCTH.



ITocobue cocrout u3 10 ypokos.

KaxknoMmy TekcTy mpemecTByeT CIUCOK aKTUBHOM JIEKCHKH, JIHOO BBI-
COKOYACTOTHOH B CIELUAIBHOI IuTeparype, 160 abCOMOTHO HEOOXOUMON
UL TTOCTIETYIOIIETO YCTHOTO 00CYKAEHHS TEMBI YpOKa.

IIpu cocraBneHUU MOCOOHS MCHONB30BAIACh BHIOOPKA AHTIIMMCKUX IMHU-
ap-TepMUHOB 00mUM 00beMoM B 1000 TepMUHOMOTHYECKUX €IUHULI, COCTaB-
JICHHAs! Ha OCHOBE CILJIOIIHOI'O MPOCMOTpPA CIEHUAIBHBIX TEKCTOB U JEKCHKO-
rpaduyeckux UCTOYHUKOB 00beMoM B 20000 3HAKOB, a UMEHHO: ABYA3BIYHBIX
OTpACIIEBBIX CIOBApEN OTEUECTBEHHBIX U 3apYOEKHBIX aBTOPOB, CHEIMATbHBIX
XKYPHQJIOB Ha aHIVIMICKOM sI3bIKE, HAayYHO-TIOMYJSAPHBIX CTaTed M3 cetu
Internet, - uro obecnednBaeT TOCTOBEPHOCTh MOIYYECHHBIX PE3yIbTaTOB.

AKTHBHAsE JIEKCMKAa YpOKa 3aKpeIUIIETCs B XOAE BBIINOIHEHHS IIO-
CIIETEKCTOBBIX JIEKCHUECKHX ylpaxxHeHuil. Ilpeamonmaraercs, uTto B Xo0n€
paboThI C MOCOOMEM CTYACHTHI CMOT'YT YCBOUTh U aKTUBHO HCIOJIBb30BATH JI0
300-350 HOBBIX JICKCHYECKUX €IIHMII, BLICOKOUYACTOTHBIX B JInTeparype no PR
Y MEHEDKMEHTY.

[TockonpKy TeMaTHKa TEKCTOB yK€ 3HaKOMa CTyICHTaM H3 Kypca Mo
CTICIIUATFHOCTH, Ha MX OCHOBE MOXXHO YCIEIIHO Pa3BHBATh HABBIKM YCTHOU
peun. JTo HpeXIe BCEro BOIMPOCHO-OTBETHAs opma pabOTHl HaJ TEKCTaMH,
Mepecka3 OTACTBHBIX MOJOKEHUH M3 TEKCTOB, TMEPECKa3 IIeJIOro TEKCTa, CO-
CTaBJICHUE JINAJIOTOB, IONCK CHHOHUMOB W aHTOHUMOB, COOOIICHHUS CTYICH TOB
O COCTOSHHHM TOAHMMAEMBIX B TEKCTax IpoOJIeM, a TaKKe O Pa3sHOH WX
TpakToBKe B Poccuu u 3a pyOexoM U T. II.

Kaxmas gacte mocobusi nMeeT NpUIIOKEHHE, COCTOSIIEe M3 TEKCTOB.
TekcTsl IPUIIOKEHHUS MOTYT OBITH MCIIOIB30BAHBI KaK ISl TPYIIIOBOH, TaK H
WHANBUAYATBHOW pPa0OTHI IOCTE H3YYEHHS COOTBETCTBYIOIINX OCHOBHBIX
TEKCTOB.



UNIT I

MASS MEDIA
I. Read and learn new words:

to spend one's leisure time - mpoBoAUTE CBOE CBOOOIHOE BPEMSI

movie audience - KUHOAYAUTOPHSI, KHHO3PUTEIH
predominantly - mo mpermytecTBY, rIaBHBIM 00pa3oM
video facilities - Buneocanon

{0 emerge - nosiBIATHCS, BOSHUKATh

cinema-going habit - npuBbIUKa XOTUTE B KHHO
adventures - TpUKITIOYEHUS

grown-ups - B3pociisie

not without pleasure - He 6e3 yI0BOIBCTBHS

to include - BkirouaTsh

feature film - xynoxxectBennsiit pupM

genre - sxaup

western - BectepH

thriller - tpuzep

performance - ceanc

entertainment - passiecucHue

cinema SCreens - KHHOIKpaH

to dominate - npeBanupoBaTh, 3aHUMATh BEAYIIIEE MECTO
to be fond of - 1r00uTH YTO-MTM60, HPABUTHCS KOMY-JIHO0
It's a pity - sxaib, K COXKATICHUIO

It's an open secret - HU YIS KOTO HE CEKPET, UTO...

to give preference to smth. - ormaBaTe npeamoureHue yemy-auo0
amusing adventures - 3abaBHbIe TPUKITFOUCHHUS
woman-reporter - ;keHIuHA-PEnopTeP

hunter - oxoTHuK

to look down on smb. - cMoTpeTh CBBICOKA, IPE3UPaTh KOro-Iu00
to rescue smb. out of smth. - cnactu koro-nu6o

an essential feature - Bakuas gepra

Viewer - 3pureinb

to relax - pacciaburbes

to switch on - Bxirtogats (TeneBU30p, paamo)

hardly - ensa

satellite television - crryTHHKOBOE TelCBHICHHE



€Normous - orpoOMHBIN

to supply - obecrieunBaTh, IOCTABIATH

rumours - cyxu

to advertise - pexnaMupoBaTh

coverage - OCBEICHHE B ITEYATH, 10 PAIHO

event - cobbITHE

entertainment — passieuenne

fashion - mona

huge - orpomHbrit

discovery - obHapyskenue, oTkpbiTHE 10 be keen on -
yBJIEKAThCs YyeM-i00 to provide - cHaGxats,
obecrieunBats disaster - katacrpoga earthquake -
3emJteTpsicenue Negotiations - meperosopsr pollution -
3arpsi3aenue Strike - 3abacroBka broadcast - tpancisius

11. Read the text and form the main idea of the text:
MASS MEDIA

Mass Media are one of the most characteristic features of modem civilization.
People are united into one global community with the help of Mass Media. People
can learn about what is happening in the world very fast using Mass Media. The
Mass Media include newspapers, magazines, radio and television.

The earliest kind of Mass Media was newspaper. The first newspaper was
Roman handwritten newssheet called «Acta Diurnax started in 59 B.C. Magazines
appeared in 1700's. They developed from newspapers and booksellers' catalogs.
Radio and TV appeared only in 20th century.

The most exciting and entertaining kind of Mass Media is television. It brings
moving pictures and sounds directly to people's homes. So one can see events in
far-away places just sitting in his or her chair.

Radio is widespread for its portability. It means that radios can easily be
carried around. People like listening to the radio on the beach or picnic, while
driving a car or just walking down the street. The main kind of radio entertainment
is music.



Newspapers can present and comment on the news in much detail in
comparison to radio and TV newscasts. Newspapers can cover much more events
and news.

Magazines do not focus on daily, rapidly changing events. They provide
more profound analysis of events of preceding week. Magazines are designed to be
kept for a longer time so they have cover and binding and are printed on better
paper.

Mass Media has become an important part of our life. We all have already
become listeners, readers, viewers long time ago. We get information we need
while we are reading newspapers and magazines, watching TV, listening to the
news on the radio. If you want to relax, you can just switch on any FM station and
enjoy music or you switch on your TV set, choose one of the music channels and
have a fun. Now you can hardly imagine that just 15 years ago there were no FM
radio in the state, no satellite television and internet at all.

Newspapers, with their enormous circulation report, different kinds of news
can supply any kind of information. They carry articles that cover the latest
international and national events, all kind of rumours, advertising, fun stories,
biographies of well-known people, etc. You can buy newspapers also for the radio
and TV programs, where a full coverage of commercial, financial and public affairs
is given. Our television provides so much information which can vary from social
and economic crises, conflicts, wars, disasters, earthquakes, to diplomatic visits,
negotiations; from terrorism, corruption, to pollution problems, strikes and social
movements that sometimes we are lost in this information ocean.

Radio broadcasts are valued mainly for their music programs (Europe Plus,
Russian Radio, etc.).

Viewers are fond of watching different show, movies, sports, plays, games,
educational and cultural programs and soon.

EXERCISES COMPREHENSION
I. Answer these questions:

A: 1. How do lots of people find going to the cinema?
2. Who makes up the movie audience?



3. Why have cinema attendances declined sharply?

4. 1s the cinema-going habit still a strong one?

5. Are you fond of going to the cinema?

6. How do we get information that we need?

7. What information can we find in newspapers?

B: 1. What films have cinema screens in this country been dominated by?
2. What genres of feature films are there?

3. In what time do we live now?

4. What do you give your preference to?

5. What does the film you saw last tell?

6. What is an essential feature of American films?

7. How many performances have many cinemas a day?

8. Why can one be lost in the information ocean of television?
9. What is the main value of radio broadcasts?

I1. Note the pronunciation of the following words:
Community, earliest, focus, detail, magazines, imagine, circulation, affairs,
enjoy, ocean, broadcasts, cultural, programs, coverage, portability.

1. Give the meaning of the following word combinations, suggest
how they can be translated into Russian:

Mass Media; modern civilization; Roman handwritten newssheet; while
driving a car; radio entertainment; much detail in comparison; rapidly changing
events; cover the latest international and national events; full coverage of
commercial, financial and public affairs.

IV. Suggest the English for:

I'mobansHOE cOOOIIECTBO, TA3€THRIE M KHI)KHBIE KATAJIOTH, IBUTAIOIIECs
KapTHHKH, TIOPTaTUBHOCTb, JIETKO HOCUTH C COOOM, MeperuieTaTh, MOJMHBIH OXBarT,
BBIOOp, CIYTHHK, KyJbTypHas >KH3Hb, JOPOKUTh, OOIIMPHBIN, IIMPOKUI
ACCOPTUMEHT, B OCHOBHOM, IPOOJIEMBI 3arpsA3HEHHUS, IEPETOBOPBI, BPSI JIH,
BapbUPOBATHCH, MPEJICTABUTH, TPOKOMMEHTHPOBATh, BKIIOYATh B CEO.



V. Find synonymous to the following words:

A. focus, B. bruit,
binding, popular,
report, cover,
strike, story,
affair, consequential,
assortment, massive,
enormous, focal point,
important, choice,
well-known, walkout,
rumour. matter.

V1. Compare the following English and Russian words:

radio pazauo Visit BHU3HT

news HoBocTu ordinary OpIMHAPHBIH
column koonna focus doxyc

social conuabHbIi Show 1oy
institution HUHCTUTYT Order opzep

action axrwst culture KyJIbTypa

VOCABULARY EXERCISES

VI1. In the following groups of sentences, show the difference in
meaning in bold type:

1) Grandmother always covered the table with a lace cloth. The roof
was covered with wooden shingles. The tent covered the campers from the rain.
Some woods which covered their retreat were great. She covered her face with her
hands.

2) The ship could carry 70 passengers. This tricycle has carried me
five thousand miles. He was carrying a briefcase. The bellhop carried the luggage
upstairs. You have to carry a mobile so that they can call you in at any time. All the
newspapers carried the story. A mission carried himin early life to Italy. They did
not carry this tower to the height it now is. The defences were not carried down to
the water. He carried his audience with him. He strove to carry with his own hand
the victory. The army carried everything before them and gained control of all the
important towns in a few weeks. Always kept his temper and carried everybody,
especially the chaplain. Our party carried the state, as usual. The bill was carried.
The remaining clauses were carried



unanimously. The walls carry the weight of the roof. We carry big ads. in all the
papers. Schmitt hung him over his shoulder in a comfortable carry.

3) The girl was an arch, ogling person, with a great play of shoulders. Their
comprehensive minds would, in that state of society, have found no play. The
insignificant Gray-Snyder murder trial got a bigger «play» in the press than the
sinking of the Titanic. | wished the country received a better play in the American
press (Hugh McLennan) He played about them like a bee. No smile ever played
upon her thin lips. Lightning plays in the sky. Alfred allows his fancy to play round
the idea. The molars play vertically on each other like a pair of scissors. We kept
playing the enemy with round-shot. The fountains played in his honour. The
children play indoors when it rains. It's no good playing at business; you have to
take it seriously. Of the 70,000 men «playing» 40,000 are non-unionists.

VIII. Learn the following word combinations, translate them into Russian.
Make sentences with each:

All of a kind, two of a kind, coffee of a kind, nothing of the kind, | kind of
expected it, pay in kind.

Until the present, up to the present, at present, these presents, know all men
by these presents, present company excepted, to give a present of smth. to smb.,
anniversary present, birthday present, Christmas present, wedding present, | am
happy to present this gift to the hospital. When you're presented with a chance to
improve your position, take advantage of it. Let me present my hushand to you.
Present arms! Never present a gun at someone.

Similar in colour, a similar opinion, on similar occasions, to be in a similar
situation, similar in every respect, similar to smth.

IX. Answer the following questions. Sum up your answers.

My Daily Paper
1. What newspapers do you read? 2. What newspapers and magazines do you
subscribe to? 3. What paper do you prefer, and why? 4. Where do you look for
home news in your paper? 5. Where is news of the world usually printed? 6. What
problems were discussed on the pages of your paper yesterday? 7. Why is it both
important and necessary to read the papers every day?

Headlines
1. What do you think caused the appearance of Headline English? 2. Why is it
important to learn to read headlines in English newspapers?



SUPPLEMENTARY READING
MEDIA MIX

This model for media mix decisions merits your consideration for its
orderliness and simplicity. The model is used to construct international media plans
for business-to-business advertising and is based on work done by international
media consultant to Lhoest.

There are six essential steps. Three deal with gathering relevant data and
three with converting this data into effective media plans.

Screening the Market. The first step is to conceptualize the market to be
reached in each country or group of countries. To do this, you construct a grid for
each geographic area covering important target audiences, i. e., the industrial fields
to be covered, crossed by the job functions involved in the buying decision.

For example, a national grid for data processing used in a variety of
industries, where the buying decision is made at several levels, would name the
market sector horizontally across the top of the grid. For instance, financial
institutions, general manufacturing, retailing, local government, etc. The I)uying
influences would be listed vertically, divided between people with essentially staff
functions (managing directors, data processing managers, financial managers) and
operating management (works managers, manufacturing or production managers,
etc.).

Plotting the Target Groups. The second step is to indicate the fields and
functions to be covered by the advertising campaign by filling in the appropriate
grid boxes. The result will tend to fall into one of three general patterns. First, the
campaign may cover many industries, but only a few different buying influences.
Second, the campaign may cover only a few industries but man buying influences
within each industry. Third, and most common, is a combination of both: an
advertising campaign may have to reach several industries; some of the industries
may have a large number of buying influences, and the rest, a smaller number of
isolated buying influences. The pattern that develops in your instance will help you
determine the types of media to use in your specific mix.

Weighting the Targets. At this point you weight each target audience
according to its relative importance. When this step is completed, you will be able
to use numbers on the grids to clearly identify the most likely sales prospects.
Weighting discloses another important descriptor for media Planning. When
industry structures are essentially similar from one country




to another, the perspective can be international. However, when industry structures
vary widely, national characteristics and indigenous media must be given
considerable prominence.

Many companies have a combination of perspectives (as well as national and
international objectives) which accounts for the fact that such companies often
have corporate programs and national subsidiary programs.

Abstracting the Media Strategy. The weighted grids now permit us to broadly
define media strategy. With a limited number of similar buying influences in
several industries, horizontal targets (job functions) probably can be reached most
effectively through space advertising in horizontal publications. When it is
necessary to reach several job functions in a limited number of specific industries,
vertical industry targets cover a broad range of functions within the specific
industry. (However, suitable vertical publications frequently are difficult to find.
Thus, as an alternative, we might consider direct mail, company-sponsored
magazines/newsletters, seminars, etc.)

Selecting the Best. Once the overall media strategy has been defined, use the
grids and relevant supporting information to help you screen the appropriate media
and alternate channels of communication for the best candidates. It may happen
that no national media meet the criteria of the overall media strategy. When this
occurs, alternate channels must be found, possibly regional or international media.

Consolidation. Once the key media have been selected, you complete the
model by pulling the media recommendations together into a coherent, unified
whole. This effort proceeds at both the national and international levels. Nationally,
the prime objective is to avoid excessive overlaps by selectively eliminating media
which cover the same industries and job functions. Internationally, the prime
objective is to examine language overlaps, i. e., media overspill from one country to
another. By capitalizing on such language overlaps, shrewd planners often can
eliminate the need to buy space in local publications, depending instead on the
reach of strong regional ones to do the job.

Use of this model, in a collection of national markets as sophisticated and
complex as Europe, helps decision-making and can save substantial sSums of money
without diminishing the reach and effectiveness of a campaign. If a Pan-European
marketing strategy can be developed, you realize great savings by developing a
common media mix.




Using the Model.
If you distribute data processing equipment and your objective is to reach and

influence savings institutions, and if you can identify several functional levels
involved in the purchasing decision of data processing installations, then you will
aim your media choices toward those vertical magazines - e. g., Savings Banks
International - most widely read by all pertinent functions. If your objective is to
reach and influence heads of data processing departments across manufacturing
industries, look for horizontal magazines such as the 22 national publications in the
Computer World network that are aimed at data processing department managers
across industry. If your corporate objective is to create more awareness and
preference for your company at the highest levels of business management, target
top management in magazines like Management Today, Capital, Nikkei Business,
and Business Week's international edition.

By identifying the range of vertical markets to be covered and the spectrum
of buying influences, this model provides initial direction as to channels of
communication and categories of publications most effective for your purposes.

Strengths and Weaknesses of Newspapers.

Continuing the data processing example, financial newspapers such as
Handelsblatt in Germany, Financial Times in the U.K., NRC Handels- blatt in
Holland, and leading national newspapers read by upper income people such as
Frankfurter Allegemeine Zeitung, Le Figaro, and The Times, are customarily
evaluated with general business magazines for capital equipment advertising.
When evaluating newspapers, keep in mind their liabilities. They are short lived; if
a reader skips today's newspaper today, the reader is unlikely to read it tomorrow.
Newspapers do not have a pass-along circulation to other people as do magazines.
A substantial portion of any newspaper's circulation will be wasted for most capital
equipment advertisers. Newspapers are printed on poor-quality paper stock with
poor reproduction of halftones.

To advertise products as expensive as data processing systems, fi-
nancial-business newspapers have their advantages. Business newspapers are read
by higher levels of management who do not often read vertical market media. They
reach hidden buying influences such as members of a capital appropriations
committee who may be financial officers of a prospective customer company,
people who are not easily reached via direct personal selling or specialized media.
Newspapers are timely and have shorter closing dates for advertisements.
Business-financial newspapers




are appropriate vehicles for important new product announcements. The news
value of the editorial coverage adds importance to the news value of a product
announcement.

Strengths and Weaknesses of Magazines.

The benefit of placing advertisements in appropriate magazines rather than
newspapers is the greater life of magazines - at least a week and sometimes two
months or more. Magazines selected to carry your advertisements will normally
have less waste circulation than newspapers. The day of «general interest» is past,
and today special-interest magazines serve narrow technologies, services, and job
functions with in-depth editorial coverage. In evaluating special interest media,
avoid buying media with circulations too narrow for your best interests. For
example, it is often possible to buy «X» vertical industry magazines to reach «X»
industry segments, but a general business magazine serves the information needs of
a combination of vertical industry segments. Magazines such as Belgian Business,
Impact, and Par-dela in Belgium are actually horizontal business magazines that
can be viewed as vertical industry magazines covering a multiplicity of industries.
The reach of a general business magazine in one vertical industry may preclude
buying a vertical medium.

When numerous vertical industries and numerous functions within these
industries are important, you will want to examine general business magazines and
newsweeklies. However, when relatively few vertical industries are identified or
when there are many vertical industries but only a few job functions of importance,
you will lean toward the more specialized vertical or horizontal trade publications.

Buying fewer magazines means lower production costs. The general rule is to
spend as much of your publication advertising budget as you can on space and as
little on production as is consistent with quality standards. When you interest is in
manufacturing industries of all kinds, the general industrial magazines such as
Industrie Anzeiger and L/Usine Nouvelle are important, but they must be examined
critically to make certain they are read at the right levels of management for your
pUrposes.

There is also a danger in buying vertical industrial publications. Their cost
per thousand is often high, but they enable you to pinpoint instead of shotgun your
messages.

Avoid Being Too Traditional.

You can provide a creative service by finding new and better channels to
reach the target groups of your company.




IBM was the first company to advertise a product other than books and
records in the Book Review section of the New York Sunday Times. It used the
Book Review' section as a «trade paper» to reach book publishers, a creative first.

A bandage manufacturer used posters with sample boxes in Belgian
Laundromats heavily frequented by mothers with young children - the target
audience - and the samples were replenished by the Laundromat employees,
another mark for creativity.

The point is to explore innovative media approaches. The rewards are impact,
memorability, and recognition, far more consequential than the rewards from using
the safer, usual approaches to media selection.

When you evaluate media for mix, select from the full media spectrum. Most
advertisers think of publication and broadcast media, but in international markets,
cinema advertising, posters, shows, point-of-purchase materials, promotions,
sports-team sponsorship, and the like can also be evaluated for efficient
transmission of your message along with direct mail, seminars, audiovisuals,
special events, sponsored magazines, and publicity and marketing public relations.
Look for a sound media balance and avoid diluting limited advertising funds by
using media not pinpointed to your target audiences.

Media Buying.

When possible, buy broadcast and indigenous print media for a foreign
market in that foreign market. Many list prices are negotiable, and a local media
buyer is usually positioned to negotiate more successfully than is a foreign media
buyer. In the principal business cities of the world, you buy the mainstream
international and pan regional media in the same way you buy media for the
domestic market. Most such media are represented in those cities. In advertising
centers such as New York and London, you can efficiently buy the more important
foreign indigenous media through sales offices or offices of representatives which
the publishers support. A London or New' York media buyer dealing with a local
sales office or media representative firm can obtain the lowest possible prices. So
much space is purchased in these advertising capitals that local representatives
have considerable influence with their publishers.

You can purchase foreign business, professional, and trade media through
media buying services. Such groups work for clients and advertising agencies and
are compensated by sales commissions by retaining a share of the agency
commission, or by supplemental time charges. They find the media suited to a
client's needs, provide data in English for evaluation, buy



space, and provide all necessary production and closing date information. Some are
buying services; others offer media evaluation and program development work. For
buying broadcast media, buying services are helpful even when you retain overseas
agencies. Agencies with well-established international links use buying services or
international media consultants to fill gaps in their own organizations or to handle
complicated media buys.

Conclusion.

Media buying is best done for the market in the market. Several major
business centers have representatives from most national markets whose ability to
negotiate is high. However sophisticated your media buying plan and advertising
agency, a media buying service may provide much-needed services.

WHAT THE AUDITS TELL

The OJD in France sums up its purpose as follows: «To control printed and
distributed circulation, paid or non-paid, of the (French) daily and periodical press.
A very detailed breakout of the distribution (circulation) gives the advertiser and
the agency the indispensable quantitative base necessary to gain an accurate
understanding of the medium, and the publisher the justification for his advertising
rates to the degree that they are based on the circulationy.

All of the audit services reviewed in Europe supply this «quantitative» data.
What varies is the degree of detail supplied and the media categories which are
audited. Many of the European audits include geographic.

By Rosemarie
(Director of International Media, FOB International)



UNIT I
NEWSPAPER REPORTING
|. Read and learn new words:

rewrite man - nuTepaTypHbIit peakTop

getting the right news - c6op HoBOCTEi

make-up editor - pegakrop

human interest stories - cratbs mis Bcex

to conduct an interview - 6paTh HHTEPBBIO

stories on crime - cooOIeH st O COBEPIICHHBIX MPECTYIICHHSX
perform - mpeacraBisaTe uTo-1H60 MEpes MyOIHKOH, ayAUTOpHeh
a great deal - MHOTO, OrPOMHOE KOJTHYECTBO

selection of the best items - or6op HanboIee aKTyamTbHBIX MATEPHATIOB
response - OTBET, OTKIIUK

personality sketches - craTeu-3apucoBku

dNew - 3aHOBO, IMO-HOBOMY, ITO-UHOMY

item - ra3eTHast 3aMeTKa; HOBOCTb, COOOIIIEHNUE

readership - uuraTenu; Kpyr uuTaTe e, YATATENBCKAS Macca

I1. Read the text and form the main idea of the text:
NEWSPAPER REPORTING

The newspaper printing is a rather unusual activity since each day the
newspaper material is prepared anew. Newspaper includes editorial board work the
following functions: getting the right news, writing it in the form of an article,
selection of the best items for the print, and displaying the selected copy in the
paper.

All these tasks are performed by journalists, editors and rewrite men,
photographers and make-up editors responsible for the issue of the paper.

Thus, the newspaper reporting starts with collecting information for the
paper. However, journalism does not stop here. Newspapers and magazines publish
a great deal of stories, not only news items or political stories, for example, stories
of humorous or some other type. Such essay-type nicies may be called human
interest stories. Besides, newspapers carry many items on sports, personalities of
today as well as stories on science?



art and technology. Rather popular are also the reports about the flights of
astronauts and space research matters in general.

Human interest stories are often written in the form of an interview, or as
some journalists say, a «profile» is given. It is no secret that different newspaper
publications differently influence the reader, this depending on the level of the skill
of the journalist himself or the type of the topic being covered.

One can often hear some reporters who have just started their career in
journalism asking this question: how to conduct an interview? There are hardly any
rules to that effect because each interviewee is different. In most instances, the
journalist's problem is how to get the interviewee to start talking. The opening
questions, therefore, are of special importance. The reporter should not ask
questions that call for only yes-or-no response. Another problem is how to keep on
talking. Some interviewers take copious notes, others trust their memory and take
notes only about the exact names, places, figures, and the like.

The above-mentioned profile-type stories may be characterized as
«personality sketches» reading which one learns much about interesting aspects of
somebody's life. Other everyday topics covered by newspapers are stories on crime,
medicine and law. Those organs of press which focus on entertainment, crime and
just gossip are justly called «commercial». These papers are published primarily for
profit. Usually they have a considerable readership.

EXERCISES COMPREHENSION
I. Answer these questions:

. Why is the newspaper printing an unusual activity?

. What does the newspaper reporting start with?

. What do newspapers and magazines publish?

. What articles may be called human interest stories?

. What reports are rather popular?

. In what form are human interest stories often written?
. What are the journalist's problems?

. What other everyday topics do newspapers cover?

coO~NO O WN -



I1. Note the pronunciation of the following words:
Newspaper, popular, readership, detail, therefore, activity, journalist,
interviewee, broadcasts, coverage, portability.

I11. Give the meaning of the following word combinations, suggest how they
can be translated into Russian:

The above-mentioned; each interviewee is different; everyday topics covered
by newspapers; editorial board; yes-or-no response; in most instances; organs of
press; the opening questions.

IV. Suggest the English for:

lazeToneuatanue, craThsi ISl BCEX, COBPEMEHHHUK, BO3JEHCTBOBAaTh Ha
YUTATENS, MPEMIOKUTh PELENT Ha JTOT CYET, YMEHUE MOAAEPKATh Pa3roBoOp,
nudpoBble JaHHBIEC, KaK MPaBWIO, OJHO3HAYHBIA OTBET, CIUIETHHU, B IIENAX
HaXXHUBbI, KOMMCPYCCKUC ra3€Thl, KAXKAIOAHCBHBIC TEMbI I'a3€T.

V. Find synonymous to the following words:

A: coverage, B: plane trip,
keep on, draft,
journal, confidence,
instance, demand,
trust, daily,
conduct, lead,
flight, continue,
call for, sample,
problem, scope,
sketch. puzzle.
VI. Compare the following English and Russian words:
problem
journal npobiiema
interest JKypHAT form
reporter HHTEpPEC astronaut KOIHS
technology periopTep aspect dbopma
copy TEXHOJIOT U organ aCTPOHABT
effect ACITeKT
story oprax

¢ ekt

UCTOpUSA



VII. Add the necessary prepositions or adverbs:
Her Daily Papers

... the afternoons it was the custom... Miss Jane Marple to unfold her second
newspaper. Two newspapers were delivered... her house every morning. The first
one Miss Marple read while drinking her early morning tea, that is, if it was
delivered... time.

Today, Miss Marple had absorbed the front page and a few other items... the
daily paper that she had nicknamed «The Daily All-Sortsy», this being a slightly
satirical allusion... the fact that her paper, the Daily Newsgiver, owing to a change...
proprietor... her own and... other..: her friends' great annoyance, now provided
articles... men's tailoring, women's dress, competitions... children, and complaining
letters... women and had managed to push any real news... any part... it but the front
page. Miss Marple, being old-fashioned, preferred her newspapers to be, news-
papers and give you news.

... the afternoon, having finished her luncheon, she had opened The Times.
Not that The Times was what it used to be. The maddening thing... The Times was
that you couldn't find anything any more. Instead... going... from the front page and
knowing where everything else was so that you passed easily... any special
articles... subjects... which you were interested, there were now extraordinary
interruptions... this routine. Two pages were suddenly devoted... travel... Capri...
illustrations. Sport appeared... far more prominence than it had ever had... the old
days. The births, marriages and deaths which had... one time occupied Miss Mar-
pie's attention first... all owing to their prominent position had migrated... a
different part... The Times, though... late, Miss Marple noted, they had come almost
permanently to rest... the back page.

Adapted from «Nemesisy» by Agatha Christie



SUPPLEMENTARY READING
THOSE STRANGE HEADLINES

When a newspaper gets its material from its own reporting staff or from
outside contributors the copy, as it is called, is passed to sub-editors. Their duty is
to overlook, go through it, check if for mistakes or possible libelous remarks, and
shape it for the available space. They have also to provide headlines which will
give the reader in the shortest possible way a good idea of what the report or article
contains.

These head lines have to be fitted into very narrow columns; so the
sub-editors have a difficult task. Long words are only a nuisance, therefore quite
small ones have to be used; and this has caused the creation of a journalistic
language of its own, which we call «Headline Englishy,

How does a sub-editor set about his work of composing short, snappy
headlines which are, at the same time, immediately comprehensible to the readers
of the newspaper?

One obvious way is to cut down the names of prominent people; so in
Headline English, Sir Alec Douglas-Home may become Alec or Home.

Another feature of Headline English is the replacement of adjectives by
nouns, because the later are shorter.

One may also meet a headline which contains several nouns jammed
together; for example, «Smoking Report Outcry Clash». This would refer to the
report made by a medical commission of inquiry into the dangers to health caused
by smoking, especially of cigarettes. The verdict of the doctors has caused alarm
and protest among smokers; and the tobacco trade is challenging the verdict and
disputing with the doctors. The whole thing is thus confined in the four words in
the headline.

Another habit of sub-editors is to use abbreviated names of organizations and
institutions, and this is frequently the case in reports or crimes. You have certainly
heard of the Criminal Investigation Department which is housed at Scotland Yard.
In describing police action the makers of headline drop the world «Scotland» and
simply say «Yard»; so you may read: «Blonde dead in luxury flat, Yard moves».
That might suggest to you that the corpse of a fair lady has somehow moved over a
spare of three feet. But, of course, it really means that the police at Scotland Yard
are investigating what may be an accident or crime. Sometimes the initials C.1.D.
are used, or sometimes just this mysterious «Yard». I have seen a headline
announcing «Yard moves against Weediest». This had nothing to do



with gardening or agriculture. It meant police action against persons illegally
procuring and doping themselves with cigarettes made of marijuana. Notice, by the
way, that in such a headline the world «moves» can be taken either as a verb, in the
sense: «The Yard movesy, that is, the Yard takes action; or as a noun, in the sense:
«These ere the moves, the actions of the Yard».

In report of that kind people are not arrested: they are «held», thus saving
four letters. Also, quite old-fashioned words may be employed because they are
short. «Conference» is rather long; so sub-editors sometimes prefer «parley»,
which nobody would now use to describe a discussion in their ordinary
conversation; but in the Press, Trade Unions are reduced to T.U. and a Trade Union
Conference becomes a T.U. Parley.

The newsvendors' bills announcing the contents of papers use the same
headline language, and this can be very baffling to strangers. One who saw the
brief statement «England Collapse» might think that the nation was financially
ruined. But it would probably mean that the English batsmen had been doing badly
in a cricket match!

Here are some newspaper headlines with explanations: Yard will probe dog
bets coup = Scotland Yard will investigate the fact that at a greyhound track a dog
not expected to win a race was heavily betted on and won;

coin-in-slot TV gets go-ahead = a plan under which a television viewer will
pay a certain sum of money into a meter attached to his television receiver to enable
him to see a film, has been approved by the authorities;

carpets in state of upheaval = the carpet industry is in a state of dis-
organization;

hijack bandits = thieves stole a lorry and its contents; minister quizzed
over oil deal = a Government minister was asked questions in Parliament about an
agreement concerning petroleum;

rail wave causes road jam = the driver of a locomotive waved to a
signalman. The signalman thought that driver was ill, and altered the signals for the
train to stop. The result was that motor-cars were held up a considerable time at a
level crossing;

big power order = a large order has been placed to build plants to generate
electricity;

steamroller bid fails = someone made an unsuccessful offer to buy a firm
making steamrollers;

road toll up on last year = more people were killed or injured on the roads
of Britain this year than last year;

canal boy saved = a boy was rescued from drowning in canal,



drug tip for Yard = someone has given Scotland Yard some information
about illicit traffic in drugs;

railways bit = something has happened which prevents the normal
functioning of railways;

pledge on poison toys = a promise has been made that paint containing lead
will not be used to decorate children's toys (a number of children have died of
lead-poisoning through licking such toys);

PM took the side door = the Prime Minister left a building by the side door
instead of by the main door;

alleged tax plot - 3 more held = three more people have been arrested in
connection with a suspected conspiracy to evade paying taxes.



UNIT I
A MULTILINGUAL INTERNET?
|. Read and learn new words:

impression - BreuatieHue SCieNce - Hayka

field - mone, o6macts, cdhepa mesreapHOCTH

mother tongue - pomHoii A3BIK

1o vary - otnuaTeCs, BapbUpOBATHCS

to access - 1oCTHUraThb

e-business - nemno, 6usnec yepe3 Mureprer

to predict - npeackasbiBaTh

customer - morpeduTens

multilingual - MHOr0s1361KOBO

to face - cramkuBatbcst

to exist - cymecTBoBaTh

to avoid - usberats

to tend - HamepeBaThCs, nMeTh TeHaeHIHIO O take into
consideration - npuauMaTh Bo BHUMaHue advantage -
npeumyiectBo to expand - pacimpsarh

I1. Read the text:

A MULTILINGUAL INTERNET?

As both Asian and European markets use more to conduct business, there
will be an increasing need for language choices for the different markets.

1. English is so often used on the Internet that it might make you think
everyone in the world speaks English, or at least give you the impression that it is
the world's most widely-spoken language. If this were true, it would, of course,
bring benefits for worldwide communication and understanding, though it could
also possibly become a threat to cultural diversity. English certainly seems to be
everywhere, from films to pop music and TV, and from business to science and
other fields.

2. Information varies, but suggests that about 75 % of the pages on the Web
are in English. Yet English is the mother tongue for only 5,4 %



the world's population, while a further 7 % of the world's population is proficient
speakers of English. This means that only around 12 % of the world's population
can communicate well in English. This figure is nowhere near the total number of
people speaking Chinese languages, which, at 20,7 %, is much higher.

3. More and more people are accessing the Internet nowadays, including
many companies wanting to conduct e-business. As a consequence, the position of
English is beginning to change. Both Europe and Asia are growth areas, with
businesses increasing their use of the Internet and people would apparently rather
buy things online if they can order in their own language.

4. 1t has been predicted that by 2003 only one third of Internet users will be
speakers of English. As a result, companies wanting to reach world markets are
beginning to realize that they will have to translate their websites for their various
customers.

5. However, creating a multilingual website is not an easy task. Companies
wishing to translate their sites for different markets basically face both technical
and linguistic problems. They are unable to use automated translation systems,
which already exist in the market, simply because the quality is not good enough
for professional use. Businesses all over the world are now faced with this huge
challenge.

6. Moreover, translating websites is only the beginning. Customers with
questions or problems will need to discuss matters in their own language, for
example, while prices will need to be in the local currency. Dates will also need to
be in the right format to avoid confusion. Companies will need to adapt their
advertising materials so as not to offend different cultures. They may also have to
change their way of doing business to suit certain customers - in Japan, for
example, as the Japanese do not tend to give their credit card details over the Web.
There are also legal issues to take into consideration.

7. Such vast changes will not happen overnight. It is impossible to say ex-
actly how many texts there are on the Web as the number is changing all the time.
One thing which is certain, however, is that a growth in the use of Internet is
guaranteed. Companies doing e-business simply need time to translate their sites
into the various languages necessary to do business. Meanwhile, more and more
material in different languages is being added to the Web at a fast pace.

8. While all this is happening, local companies, with few employees, doing
e-business only in the language of their target market and who are aware of the
cultural aspects of that market, will certainly be at an advantage. The problems of
language and culture could well limit larger companies



from expanding and so offer more opportunities to smaller businesses in poorer
areas of the world.

EXERCISES COMPREHENSION

I. Do you ever need to surf the Internet for study work purposes? Which
language do you tend to use?

I1. Look at the following sentences and decide whether you think they are
true or false. Read and check.

« Approximately 75 % of web pages on the Internet are in English.

« 7 % of the world's population speaks English well.

 Chinese languages are more widely spoken than English.

» Most people prefer to use English when shopping online.

I1l. Read the text and choose the most suitable heading (A-1) for each
paragraph (1-8). There is one extra heading which is not needed. Which words in
each paragraph helped you decide? How have they been paraphrased in the
headings?

. Smaller firms will benefit

. False impressions

. A challenge for translators

. Realizing the need for variety
Different cultures, different needs
Surprising figures

. Time is needed

. Personal preferences
Proficiency in English

TIOMMOOm>

IV. Here are some phrases from the text you have just read. Choose the
correct meaning of each phrase.

1) ... athreat to cultural diversity

a. cultural variety might be attacked

b. cultural variety might disappear

2) ... are growth areas...

a.are increasing in size
b. are increasing their business activities



3) ... this huge challenge

a. having to translate sites into different languages

b. having to improve the quality of existing systems

4) ... translating websites is only the beginning

a. there will be further problems to face

b. websites need to be translated first

5) ... change their way of doing business
a.companies will need to change the products they sell
b. companies will need to change their approach to business
6) ... could well limit larger companies...

a. larger companies will be limited by smaller companies
b. larger companies will be at a disadvantage

V. Now scan the text, underline and note down the reasons why websites will
need to become multilingual in the near future. Then, in pairs, discuss any other
reasons you can think of for developing multilingual websites.

VI. In pairs, discuss the following questions.
« How might a multilingual Internet help you in your studies/work?
+ Can you think of any drawbacks to such a system?

SUPPLEMENTARY READING
HOW TO CREATE, CHARACTERIZE AND BUILD A BRAND

This is «branding» for creative people. Those of us who bring the brand to
life in print, TV, or web sites.

1. To do that, there are three things you need to understand or create:

2. The brand's personality.

3. The relationship the brand has with the audience.

Visual icons, symbols or other representations of the brand such as the logo
or a character.

So the three steps to building a brand are:

1) Create a character or personality for the company, the product or service.
Just as you would for a real person, based on that brand-person's reputation,
attitudes and behavior.



2) Build a relationship with your target market based on that personality. Do
this over time, using advertising in addition to all other communications, including
the way employees are trained to interact with customers.

3) Reinforce the relationship and trigger recognition with consistent visual
symbols. These symbols can include everything from a color scheme and logo to
an imaginary character, or even the president of the company.

CORPORATE BRANDS AND PRODUCT BRANDS

Generally, the corporate brand should be based on genuine qualities that exist
in the company itself. Ideally, the corporate identity should reflect the company's
culture, values and practices.

It's difficult or impossible for a competitor to duplicate your client's culture.
Much easier to copy the product or service.

Generally, when creating product and service brands you can exercise
greater tactical freedom. Take a sharp, critical look at competitors in the market
category. Then devise a brand identity that will appeal to consumers.

Yes, it's great if that identity is similar to the parent or corporate brand. A
recognizable part of the family. But it doesn't have to be so, so long as it works.

OK, with apologies to all the theorists who are wincing at these
generalizations, let us now venture into the mysterious realm of the Real World.

Think of some brands. Could be Sony or McDonald's. Microsoft or Nestle.
Maybe Yahoo. Now think of those brands, or one of their products, as a person.

Get real here, the way you really think and feel. Go beyond generalizations
like, «young, exciting, professional», or the like.

Obviously, some brands you recognize, but don't really know. Some you
like, perhaps some you detest.

And some brands, like some people, are a part of your life.

Those are the brands you know very well. And by owning or using them,
well, it says something about you. In fact, when you can't buy them or find them or
use them - when you cannot interact with your favorite brands - you may feel
disappointed. Dare we say disgruntled or depressed? «Mom, me and my friends
want to watch MTVI»



There are probably other brands you would like to bring into your life.
Brands you aspire to posses. Because they would say something about who you are
by virtue of association. «Hey, check out my genuine Rolex, man. Yeah, I'm
making the big bucksy.

Or more quietly, «I think I'll buy the Brand Zed pharmaceutical instead of the
less expensive generic. That way | feel I'm getting the best. And nothing is more
important than my good healthy.

The artistry in all of the above lies in creating a brand that has a relationship
with consumers, one that fulfills a genuine psychological need, one that is
meaningful in human terms. Like a good friend. Or interesting person. Or someone
you admire or would like to associate with.

GET THE IDEA?
THEN LET'S GET DOWN TO BUSINESS

For some clients you will need to create a brand personality for the company,
and one for each individual product or service. So for a large company with
multiple services, you might create an entire family, with distinctive personalities
for each. Typically, a parent brand and sibling brands.

So to start, pick a product or service or company, and then define a brand
personality. Next, describe your brand in one short paragraph as you would a
person.

Now that you have a clear definition of the brand personality, bring it to life
in your ads.

In the way you write, which should express the brand's personality, not the
writers.

In the appearance of your ads, which should be formal or friendly or
whatever is appropriate to the brand's personality.

And remember that a brand should differentiate the product from competitive
offerings. Make it distinctive.

Key idea: a brand is like a person. Create it that way. Think of it that way.
Nurture it that way.

Coke has built it's brand by consistently reinforcing the logo, its «face».

McDonald's has done Coke one better by introducing a character that gives
the brand a human personality.

Positioning vs. branding: For your consumer, a product's «position» ° that
one simple thing that first comes to mind or heart.

The «brand» is everything else. From appearance to reputation. From
Personality to values... such as 'this product stands for quality and reliability.




UNIT IV
WINNING AT ALL COSTS!
I. Read and learn new words:

substance - BemecTBO, MaTepus, CyOCTaHIIHSI, PEATbHOCTh;, HEUTO PeabHOE,
peasIbHO CYIIECTBYOIIEe

figs figures shift - T ycranoBka perucrpa mudp, HeUTO MEJIKOE, HE3HA-
yKuTeaRHOE; MyCTsK, HnuToKecTBO (Toxe dried fig, a fig's end): | don't bid, care,
give a fig/fig's end for things like this! - Mue xa momo6Hy0 epyHIy MPOCTO
naruieBats! It's not worth a fig/fig's end. - Jla oto u siiia BeleenHoro He crout! -
never a fig. IT hopma, cocrostiue; Hactpoenue hormone - ropmon muscle -
MYCKYJI, MbIIIIIa; cuia resemble - moxomuth, IMETh CXOICTBO

strength - 1) cuia; KOCTOMHCTBO, CHIIBHAsh CTOPOHA; 2) MHTEHCHBHOCTS,
MOIITHOCTh; 3) @) MPOYHOCTh; KPEMOCTh; 0) HEMPUCTYITHOCTh; COMPOTUBIIAEMOCTD;
4) cTaOuIBHOCTH, YCTOHYMBOCTH (PBIHKA M T. 1.); 5) CONpPOTHBICHHE; ©0)
YHUCIICHHOCTD, YHMCJIECHHBIA COCTaB

drugs - 1) wmenmkament(sl), CHamoObe, JICKAPCTBEHHBIM mpemapar; 2)
HApKOTHK; TPAaHKBHJIM3ATOp; 3) TOBAp, HE MOJB3YIOLIMICS CIIPOCOM; HEHY)KHas
Belllb; 21aeo/ 1) oKa3pIBaTh BO3/CiCTBHE, 10100HOE HAPKOTHYECKOMY, Ha KOT0-I.;
MPUTYILIATH (4yBCTBA, SMOLUU U T. J.); 2) AaBaTh HAPKOTUKH; 3) YIIOTPEOIATh
napkoruku She has drugged all her life. - Bcro cBoro »u3Hb OHa ymoTpeOssiia
HApPKOTHKH; 4) NOAMELIMBATh HAPKOTUKHU HIIH S]1 (B MHUILY C IIEJIBIO0 OTPABICHHS)

abuse - 1) ockopbienue; 2) mioxoe, )ecTtokoe, 3) 3noynorpedienue; 4)
HENpaBWIbHOE YIOTpeOieHue Win (MC)IIOJIb30BaHKE; 5) HamaleHue, N30ueHHe;
M3HACHIIOBaHHE, OCOOCHHO COBpallleHHE MAJIONETHUX; 6) JKCIIyaTalus C
HapyllIeHUEM TIPaBWI/HOPM; 2iaeoi 1) OCKOpONsATh; pyrath; OecUecTHTbh, 2)
MY4YHUTh

anabolic - 1) anaGonwuecknii crepoua (HMCIONB3YETCS IS YBeJIMYEHHUS
MBIIIEYHOM MAacChl y CIHOPTCMEHOB M T. I1.); 2. aHAOONMYecKHui, accH-
MUISIHOHHBIH: anabolic steroid - anaGonmmyeckuit crepoun

prescribe - 1) mpeanuceiBaTh; HMpPHKa3bIBaTh, IIOPyYaTh, AaBaTh Hakas; 2)
MPOIKCHIBATH, HA3HAYATh (JiekapcTBo; 0, for - komy-a.: for - mpoTuB vero-i.)



exhaust - 1) a) ncuepnbIBaTh, H3PACX0OI0BATH, UCIIOIB30BATH MOIHOCTHIO 0)
W3HYPATH, YTOMIJIATB (O XHUBBIX CyIIECTBax); B) MCTOLIaTh (HAMp., O MO4Bax); 2)
pa3pexath, BBIKAUNBATh, BEICACHIBATD, BRITATUBATH (BO3YX); BEITYCKaTh(Tap)

washed-out - 1) nonuusBIIHit; 2) GECIBETHBIN; OC3KU3HEHHBIN; 3)
yYTOMIICHHBIH, BRIIOXIIHICS (0 yesoBeke) rumoured - npui. U3BECTHBIH 1O
cimyxam heart attack - cepmeunsrii npucrtym

stimulant - | 1) Bo3byxmaromee CpeaCTBO, CTUMYISITOP; 2) CHOMPTHOM
HamuToK; 3) moOyxnaeHue, ctumyia Il 1) Bo3Oyxkaaromumii, CTUMYIHUPYIOIIUIL; 2)
TOPSYUTENBHBIHN (O CIIUPTHBIX HAIUTKAX)

cause - | cyw. 1) mpuumna, ocHOBaHWe (ISt MEUCTBHS, COCTOSIHHS, pe-
3ynbTata); 2) Aeno; Omaroe aeno, OlaroTBOpUTENHHOE; 3) YroJIOBHOE JIENo,
cyneOHBIii mporecc; 4) Bonpoc, TpeOyromuil pemenus/paccMorpennst. |l eraeon
MOCITY>KUTh MPUYUHON/TIOBOAOM ISl YETr0-J1.; MOTHBHPOBATH YTO-JI.

11. Read the text and form the main idea of the text:
DRUGS IN SPORT

Many kinds of drugs are used by athletes competing in sports all over the
world. Some are used to build muscles or give the athlete extra nerves, but many
are illegal.

Taking substances to improve sports performance is not new. Athletes in
ancient Egypt drank a mixture of boiled donkey hoof, rose petals and rose-hips,
believing it would make them winners. The winner of the 200 meters at the
Olympic Games of 668 BC in ancient Greece used a special diet of figs.

What kinds of drugs are used by some people in sport? The anabolic steroids
which are used in sport resemble male hormones. «Anabolic» means to build up -
in this case to build up muscles. Bodybuilders use anabolic steroids in order to look
good in competitions but big muscles do not necessarily mean extra strength!

Stimulants make you feel full of energy and confidence, but they can also
make you feel more aggressive. They are officially banned in sport, but
amphetamines have been abused by cyclists, who need lots of stamina, and cocaine
has been used by basketballers and footballers to make them more competitive.



Beta-blockers are drugs which are normally prescribed by doctors for people
with high blood pressure or heart problems. They help calm you down and relieve
stress. Snooker players, archers and those who shoot in competition all need steady
hands and cool nerves. It is rumoured that some athletes have taken beta-blockers
for this reason.

All of these drugs can cause health problems if taken in large doses. For
example, steroids can cause liver cancer in men and infertility in women. There is
also evidence that people who take steroids can become very aggressive.

Stimulants are also very dangerous. They do not create energy-they take it
from the body. Eventually, users feel exhausted and washed-out. When doing hard
exercise, there is a danger of having a heart attack. The problem is that people who
take stimulants think they can keep going and they push their bodies too far. A
British cyclist, Tommy Simpson, and Len Bias, an American basketball player,
both died in this way.

EXERCISES COMPREHENSION

I. Answer the questions:

1. Is drug-taking in sport a recent problem?

2. What are the main groups of drugs in sport, and what effects do they have
on the body?

3. What drugs might be taken by people in these sports? Why?

4. A female athlete who was taking drugs said «I'm becoming a man». What
drug do you think she had taken?

5. Do you think drugs should be banned in sport? Why/Why not?

H. Give the meaning of the following word combinations, suggest how they
can be translated into Russian:

A) chemical substance, hard substance, oily substance, pure substance, toxic
substance, hazardous substance, in substance. Is there any substance to their claim?
I would not lose the substance by running after shadows.

B) man of muscle, contract muscle, to flex, tense muscle, to move muscle, to
pull muscle, to strain muscle, to relax muscle, to wrench a muscle, to develop one's
muscles, pain muscle, muscles ache.



C) to build up, develop one's strength, to find strength, gather strength, to
recoup strength, to sap smb.'s strength, to save strength. Do you have the strength
to lift this weight? Great strength, inner strength, physical strength, maximum
strength, at strength, below strength. Our staff was at full strength. It is now five
officers below strength.

D) to prescribe a drug, take a drug, mild drug, powerful drug, toxic drug,
weak drug, a drug addict, a drug dealer/pusher, to take drugs, to peddle/push/sell
drugs, to traffic in drug, hard drugs, soft drugs, illegal drug.

E) to bombard smb. with abuse, to break out into abuse, to exchange abuse,
to receive abuse, retorted abuse, stream of abuse, a term of abuse. She took a lot of
abuse from him. Abuse of children. This car has taken a lot of abuse: abuse of
power, drug abuse, drug of abuse, drug and alcohol abuse, abuse of narcotics.

F) underlying cause, immediate cause, major cause, primary cause,
secondary cause, ultimate cause, to advance/champion/fight for/promote cause, to
serve a cause, to take up a cause, worthy cause, lost cause.

I11. Read this text and be ready to work in small groups and use the list to
decide on the most likely reasons for sports people taking drugs.

In 1988, Canadian sprinter Ben Johnson became the fastest man in the world
by breaking the world record when he won the Olympic 100 metres final. He had
beaten his great rival Carl Lewis in the most important race of all. Johnson was on
top of the world. Days later he was sent home from the games and stripped of his
medal because a drugs test on his urine was positive. He was banned from
international athletics for two years.

» They follow the advice of their coaches.

» They want to cheat.

» They want to improve and do better.

» They are greedy: sport is big business, and success guarantees fame and
fortune.

» They want to do well for their country or team.

» They do not know how dangerous drugs can be. Can

you think of any other reasons?

VOCABULARY EXERCISES

V. Find a word or expression in the texts that means the same as: a.
something that is against the law b forbid (an action/the use of
something)



c. adrug that increases our energy and activity

d. not used properly

e. advise or order the use of a medicine or drug

/ information that leads you to believe something is true
g. an inability to have children

h. very tired (two possible words)

V. Note the pronunciation of the following words. Mark the stress on these
nouns and adjectives

competition competitor competitive aggression

addiction addictive addict aggressive

VI. Complete these sentences with an appropriate form of the verb in
brackets. Some of them may be active, others passive.
a. Did you go to the doctor?

Yes, he (prescribe) aspirin, and | (tell) to rest.
b. Stimulants (ban) by official sports authorities.
c. Ben Johnson (test) for drugs after he
(win) his medal.
d. For centuries people (take) substances to help them win
at sport.
e.He __(die) of a heart attack after he (finish) the race.
Stimulants (find) in his blood.
f. Some of the drugs which (take) by athletes _ _ (use) in
hospitals.

VII. Work in small groups, and discuss these questions.

» Who do you think uses more energy, a busy housewife or an Olympic
athlete? Give reasons for your answers.

« Can you think of a way to measure the amount of energy someone uses?

* When you looked at the title, did you assume that Olympic athletes were
men?

 Does the interview suggest that women do all the housework?

» Do you think that housewives are more active than Olympic athletes?



VIII. Translate from Russian into English:
HOCJIeIICTBHSI npuemMa CHHTETU4E€CKUX TOPMOHOB

AnHabonuyYecKue CTEPOUIbI BBI3BIBAIOT OYCHb HETATUBHOE OTHOIICHUE Y
00LIIECTBEHHOCTH 1 B CPE/ICTBaX MaccoBoi nHdpopmarmu. K coxanenuto, cpencraa
MaccoBO# MH(MOPMAIIUK BCIICJCTBUE HAIPABICHHOCTH MX JICHCTBUI Ha CCHCAIIHIO
BBIIAIOT 3HAYUTEIBHYIO OO JIOKHON mH(opMmanuu. B Xome aHTHCTEpOUIHOU
KOMITAaHHHM TPUBOMAAT TPHUMEPhI CIy4daeB OoJe3HEH, K KOTOPHIM TPHBOIAT
CTEPOUBI, U JIENAOT 3TO C LEJbI0 3allyraTh M MPEAoCTepedb Ul TOro, YTOOBI
II0Ka3aThb, KakKas cym;6a KACT MPUHUMAIONIUX O3TU MCEIUKAMCHTEI. TO, qTo
YMaJIYUBACTCA 3A€Ch B LCIAX IpolaraHiibl, TaKk 3TO TO, YTO B JaHHBIX ClIy4dasx
peyb HIST O MAIMEHTaX, KOTOPBIE M JO CTEPOMJHON TEpamuu CTpajaiu
SHAYUTCJIIbHBIMU HAPYIICHUAMU 310POBbS.

B cymHoCcTH, CTEpOHIBl OTITYCKAIOTCS TOJNBKO IO PEeIenTaM, KpoMe TOro,
OTO mpenapatbl, MCAUKAMCHTDLI, BJIHAIOIIHUC Ha Pa3IMYHBIC TICHUXOJIOTHYCCKUC
MpoIecchl, a, CIeI0BaTelIbHO, OONANAIOT MOTEHIMAIBHBIMH TTOOOYHBIMU
SIBJICHUSIMH. B 3aKroueHre MOKHO CKa3aThb, YTO CEPHE3HBIC TOKCUYIHBIC HO60‘{HBIG
SIBJICHHUS BO3HHUKAIOT I'JITaBHBIM O6p330M Yy Jiu1g yxKe 60.TH>H]>IX, KOTOPBIC K TOMY K€
MPOBOJMIIM JIONTOUISIIYIOCS Tepanuio crepongaMu. [IpueM creponoB MOKeT
YrHETaTh HPOIIECChl POCTa Y JACTEeH U MOAPOCTKOB. ATIETHI-TIOIPOCTKH, KOTOPbIC
pelIaoTCs Ha TPUEM CTEPOHIOB U3-32 CBOCTO TIIEC/IABHSI, JOJKHBI XOPOILICHBKO
00/IyMaTh 3TO peIICHHUE.

SUPPLEMENTARY READING

GENETIC ENGINEERING

Genetic engineering (GE) is used to take genes and segments of DNA from
one species, e. g. fish, and put them into another species, e. g. tomato. To do so, GE
provides a set of techniques to cut DNA either randomly or at a number of specific
sites. Once isolated one can study the different segments of DNA, multiply them up
and splice them (stick them) next to any other DNA of another cell or organism.
GE makes it possible to break through the species barrier and to shuffle
information between completely unrelated species; for example, to splice the
anti-freeze gene from flounder into tomatoes or strawberries, an insect-killing
toxin gene from bacteria into maize, cotton or rape seed, or genes from humans into

pIg.



Yet there is a problem - a fish gene will not work in tomato unless | give it a
promoter with a «flag» the tomato cells will recognise. Such a control sequence
should either be a tomato sequence or something similar. Most companies and
scientists do a shortcut here and don't even bother to look for an appropriate tomato
promoter as it would take years to understand how the cell's internal
communication and regulation works. In order to avoid long testing and adjusting,
most genetic engineering of plants is done with viral promoters. Viruses - as you
will be aware - are very active. Nothing, or almost nothing, will stop them once
they have found a new victim or rather host. They integrate their genetic
information into the DNA of a host cell (such as one of your own), multiply, infect
the next cells and multiply. This is possible because viruses have evolved very
powerful promoters which command the host cell to constantly read the viral genes
and produce viral proteins. Simply by taking a control element (promoter) from a
plant virus and sticking it in front of the information block of the fish gene, you can
get this combined virus/fish gene (known as a «construct») to work wherever and
whenever you want in a plant.

This might sound great, the drawback though is that it can't be stopped either,
it can't be switched off. The plant no longer has a say in the expression of the new
gene, even when the constant involuntary production of the «new» product is
weakening the plant's defenses or growth.

And furthermore, the theory doesn't hold up with reality. Often, for no
apparent reason, the new gene only works for a limited amount of time and then
«falls silent». But there is no way to know in advance if this will happen.

Though often hailed as a precise method, the final stage of placing the new
gene into a receiving higher organism is rather crude, seriously lacking both
precision and predictability. The «new» gene can end up anywhere, next to any
gene or even within another gene, disturbing its function or regulation. If the
«new» gene gets into the «quiet» non- expressed areas of the cell's DNA, it is likely
to interfere with the regulation of gene expression of the whole region. It could
potentially cause genes in the «quiety DNA to become active. Often genetic
engineering will not only use the information of one gene and put it behind the pro-
moter of another gene, but will also take bits and pieces from other genes and other
species. Although this is aimed to benefit the expression and function of the «new»
gene it also causes more interference and enhances the risks of unpredictable
effects.



UNITY

ADVERTISING
I. Read and learn new words:

advertising - pexnama

advertisement - pekiiamMmHOe 0OBsBICHHE

to advertise - pekamupoBath

promotion - mpoaBIKeHHE

identifiable - koHKpeTHBIH, ycTaHOBICHHBII

to flourish - mporBerats, mpeycneBaTh

profit-oriented - opueHTHPOBaHHBII HA TTOTYYCHHE MPUOBLTH
to accelerate - ycxopsTh

distribution - pacnpoctpanenue

awareness - oCBCI0OMJICHHOCTh

objective - nens

advertiser - pexamomareins

media - cpencTBa MaccoBoit nH(poOpMAIHK

to draw - mpuBIEKaTH

aptitude - cnoco6HOCTH

advertising space - pexiraMHOE MPOCTPAHCTBO (B ra3ere)
broadcasting time - a¢pupHoe Bpemst

to be skilled in smth. - Ob1Th crIOCOOHBIM B ueM-J1100
CONSUMEr - MoKyIaTeib, OTPEOUTETh

to expose - pa3meraTh, BHICTABIAT

COpywriting - moaroroeka (HalmMcaHWe) TEKCTOB

layout - pacnonosxerwue; mokas

commercials - advertisements

photoengraving - ¢poroxmie

account executive - ¢puHaHCOBBINH PAaOOTHUK
background - moaroroska, KBanupuKaIKs; IPEIIOCHUIKA
to move up - mpoaBUTATHCS TIO CITYXKOE

opportunity - BO3MOKHOCTB

community - obmiecTBo

I'1. Note the pronunciation of the following words:
Experience, psychology, awareness, knowledge, competence, aptitudes, to
visualize, profit, typography, specialist, presentation, designer, physician.



IEL Brush up your memory and give synonyms to the following words:
1) career; 2) advertisement; 3) pay (u.); 4) objective; 5) to purchase; 6)
background; 7) salesmanship; 8) consumer; 9) to expose.

IV. Read the text very attentively and translate it into Russian:

ADVERTISING AS A CAREER IN THE USA

Advertising is any paid form of no personal presentation and promotion of
products, services or ideas by an identifiable individual or organization. It
flourishes mainly in free-market, profit-oriented countries. It is one of the most
important factors in accelerating the distribution of products and helping to raise
the standard of living. Advertising cannot turn a poor product or service into a
good one. But what it can do - and does - is to create awareness about both old and
new products and services. So three main objectives of advertising are:

- to produce knowledge about the product or service;

- to create preference for it;

- to stimulate thought and action about it.

Careers in advertising may involve working for advertisers, media,
advertising agencies or suppliers and special services. In opinion of American
specialists only 35 colleges and universities in the USA have effective programs of
advertising education. Fewer than 10 offer any truly significant amount of graduate
work in advertising. However advertising draws people from a variety of
educational backgrounds.

Advertisers. Most companies that advertise extensively have advertising
managers, or brand managers. Because these people help to coordinate the
company's advertising program with its sales program and with the company's
advertising agency, they must have aptitudes for both advertising and
management.

Media. All media use salesmen to sell advertising space or broadcasting
time. Media salesmen must be knowledgeable about business and skilled in
management.

Advertising Agencies. A variety of specialists is required in an advertising
agency because it develops advertising programs, prepares advertisements and
places them in media. Those interested in advertising research and fact gathering
should know both statistics and consumer psychology. Competence in media
planning and evaluation is essential for a career in media. The media buyer must
identify and determine the most




effective media in which to expose the advertising messages and purchase space or
time in these media.

Copywriting requires creative writing skills and ability to visualize ideas. The
copywriter is a developer of advertising ideas and messages.

Layout, typography and visualization are essential for those in art, both for
print advertising and for television commercials. Print-production specialists must
know printing, photoengraving and typography.

Experience in «show business», dramatics, photography, music, play- writing
and allied fields are excellent backgrounds for the television producer.

Besides every agency needs the account executive to be a mediator between
an advertiser and an agency who should have accountant background and
managerian skills.

Supplies and Special Services. Positions similar to one of those already
described are offered by the following services that support advertising: marketing
research organizations, television and radio producers, film producers, art studios,
photographers, producers of display materials, typographers, photoengravers and
product and package designers.

Job Prospects. More than 0,1% of the US population work in advertising, but
their numbers is expected to grow rapidly. Opportunities for rapid advancement are
generally greater in advertising than in most other industries. How rapidly a person
moves up in responsibilities and pay is based largely on his own efforts, more than
on age or length of employment. For women opportunities in advertising - at least
in advertising agencies and in retailing - tend to be greater than in most other
business enterprises.

In general the rate of pay is comparable to that of business executives and
professional men such as physicians and lawyers in the same community.

EXERCISES COMPREHENSION

I. Answer the questions:

1. What is advertising?

2. What is the aim of advertising?

3. Do we need the awareness of a product ? What for?

4. People of what professions can work at advertising agencies?

5. Are there a lot of educational institutions preparing specialists in
advertising in the USA (in Russia)? Do all of them provide their students with
graduate work?



6. Why do many companies hire an advertising manager?

7. What does the work of advertising agencies consist of?

8. What qualities should you have to work in advertising?

9. What are the duties of a mediator?

10. What kinds of services support advertising?

11. What does a person’'s moving up in advertising career depend on?

12. Do you agree that for women opportunities in advertising are greater
than in any other sphere of business? Why?

13. Who in your opinion can make a better career in advertising - a man or a
woman? Why?

I1. Compare the following English and Russian words:

producer IPOIFOCEP career Kapbepa
business Ousnec organization OpraHu3aIus
photography ¢dororpadust prospects [IPOCIIEKT
music My3bIKa agency areHTCTBO
sphere chepa statistics CTATHCTHKA
designer IH3aiHep studios CTy THsI

1. Fill in the blanks.

1. _is a form of no personal presentation and promotion of products,
services or ideas.

2. Advertising is one of the most important factors in accelerating the _ of
products.

3. Advertising creates a(n) _ about old and new products.

4. There are three main _ in advertising.

5. Advertising _ people from a variety of educational backgrounds.

6. Experience in «show business» is an excellent _ for the television
producer.

7. How rapidly a person _ in responsibilities and pay is based on his own
efforts.

V. Study the 4 methods of ads designing that make it effective:

Attract the buyers when they scan.
-SIZE
- BORDER
- COLOUR






Interest the buyers when they review. - ILLUSTRATION
- SLOGANS
- HEADLINES
Convince the buyers when they read. - RELIABILITY
- AUTHORIZED
SALES & SERVICE
- SPECIALIZATION
- COMPLETENESS
OF SERVICE
Prompt the buyer to make action. - CONVENIENCE/
INFORMATION
- MAP

- INVITATION
PHRASE

VI. Recollect any TV or printed advertisement and comparing with
the methods mentioned above say whether it is effective or not.

VILI. Read about the process of making advertisement.

Ads making includes 5 stages:

1) setting the objectives (informing, persuading, reminding);

2) drawing up a budget;

3) the appeal (the forming of the idea, the choice of forms of appeal,
implementation);

4) the choice of means of information distribution (the choice of the range,
frequency, specific advertising means, the schedule);

5) assessment of the results.

The objectives should be clearly stated no matter whether it's informing,
persuading or reminding. Informing prevails on the stage of introducing a new
product on the market. Persuading forms a specific demand for a certain brand of
products. Some persuading ads tend to be comparative, i. e. they show advantages
of one brand to the other of the same trade class. Reminding is important to make
the consumer remember the product but not to persuade or inform. It's a kind of ads
that approves the right choice, e. g. happy buyers adoring their newly bought car.

The budget can be drawn up according to such principles as «on the level of
competitors», «out of certain objectives and goalsy, etc.

The appeal presupposes the forming of the idea, choice of forms of appeal
and implementation. Any advertiser should keep in mind the four



AIDA points: attention, interest, desire, action, - consequent stages of the
consumer's response before buying.

Forming the idea: the idea can be formed by the way of combining types of
satisfaction that a customer anticipates.

The choice of forms of appeal: the appeal is supposed to inform the receiver
of something interesting and desirable. Also, it should convey an idea of the
advantageous nature of the product compared to the other brands of the same
category. The appeal should be sincere and demonstrable.

The implementation of the appeal is very important when advertising such
goods as cigarettes, coffee and beer. The impact depends not on what has been said
but the way it has been said. Usually the advertiser elaborates the text stressing the
contents, goals, integrity and the right tone.

The choice of means of information distribution depends on settling the
following questions: stating the range of frequency and the impact of the ads;
choosing a specific advertising means and the right schedule.

Assessment of the results presupposes the evaluation of the communicative
and commercial effectiveness before, during and after the publicity campaign.

VI11.Work out advertisement of a product or a service observing the stages
of ads making.

IX.  Prepare a monologue «Advertising is my careery.

X. Translate the following into English:

Toprosas nage:xxaamu (Dream Merchants)

KpacuBa pexiiama B aMepUKaHCKUX KypHAIaX. 3a KaXXI0M KapTUHKON CTOUT
TPYZX HE TOJBKO CHOCOOHBIX XYHOXXHHKOB M MAacTEpPOB CIIOBA, JTOOMBAIOIIMXCS
MaKCHMaJbHO  BBIPa3UTENBPHOrO  MHpU3biBa K  MoKymaremo.  Llembre
HCCIIEIOBATENIFCKAE WHCTHTYTHl HW3Yy4alOT IS MOHOIIONUI  IICHXOJIOTHIO
norpedutens. Hekuit aMepukaHCKHH CIIEIHATIHCT TaK C(OPMYITHPOBAT OCHOBHOM
3aKOH peknambl: «DaOpUKaHTHl KOCMETHKH TOPTYIOT HaISKIAMN» U TOSCHHI
CBOIO MBICIIb Ha IIPHMEpE: aMEepPUKaHKH OXOTHO OTHAIOT JBa C TIOJIOBHHOW JToJiapa
3a 0aHKy ¢ KpeMOM, HO BOpYaT, KOrJa UM HPUXOOUTCS IDIATUTH 25 IIEHTOB 32
Kycok Mbua. CeKper 34ech B TOM, YTO MBLIO, IO CIOBaM 3TOTO CIEIHAJNCTA,
o0emraeT MOKynaTeIbHHUIIE BCETO JIUIIH YHCTOTY, a KPEM - KPacoTy.



AmepukaHckuii uccnenoatenb Bane [lakkapn B kuure «HeBumumbie
UCKYCHUTENN) MUILET, 4To exxeronHo B CIIIA 3aTpaunBaeTcs Ha pekJiaMy CBbIILE 9
MWIIMAPAOB A0/UIAapoB. IIOHATHO, UTO 3TH OrPOMHBIE PAcXObl OIUIAYMBAIOT B
KOHEYHOM CUeTe CaMM IOKYIaTEeNH.

OnypMaHeHHbIE pPEKIaMON aMepUKaHIBI MIYT B MarasuH U IOKYHaloT
n300paKEHHYI0 Ha peKiIaMe MeuTy. A 3aTeM HacTylnaeT pa3ouapoBaHMUE.
CnumkoM 9acTo KapTUHKa 00OpauyMBaeTCsl Ha JAeNe TOBApaMH BTOPOTO COPTa
(substandard goods). TIpu 5TOM MHOTHE TOBapbl MIHPOKOTO MOTPEOICHHUS
CO3HATENFHO H3TOTOBISIOTCS B pacuere Ha ObicTpyro mopuy (have a built-in
obsolescence). TIpomacTh MeKAy BBICOKMM KadeCTBOM pEKJIaMbl M HH3KUM
Ka4eCTBOM MPOAYKIIMU CTAHOBUTCS TIIyOXKe.

..IlouTa NpUHOCUT CBEXUM HOMEpP JKypHala, U Ha €ro CTpaHUIAX CHOBa
CBepKaeT OeNbli J1aK XONOJWIBHMKA, MAaXHET MENOBBIM TabadyHBIM apoMaToM,
CUACTIIMBO YJIBIOAIOTCS JKEHIIMHBI, CTABIINE KPAacaBULIAMU IIOCTE YIOTpeOIeHHS
6anku Kpema. [Ipomgaxa «HageKm» TPOIOIDKACTCS.

TI'asema «Beuepnsas Mockeay

SUPPLEMENTARY READING

ADVERTISING

No one can seriously pretend to remain unaffected by advertisements. It is
impossible to turn a blind eye to the solicitous overtures to buy this or that article
that fill our streets, newspapers and magazines. Even in the sanctity of our
living-rooms, advertisers are waiting to pounce on their helpless victims as they
tune in to their favourite radio or television programmes. In time, no matter how
hard we resist, clever little tunes and catch-phrases seep into our subconscious
minds and stay there. Though they seem so varied, all these advertisements have
one thing in common: they make strong appeals to our emotions.

Fear is the biggest weapon of all. The consumer is literally scared into
spending his money when he is reminded that he may die tomorrow and leave his
family unprovided for; his house may be burnt down while he is away on holiday;
that mysterious pain he has in the stomach (which he innocently took to be
indigestion) is really the first symptom of a serious nervous disorder. The bait
dangled before his nose is security and he is gripped with fear when he compares
his miserable lot with that of the smiling



healthy-looking man in the advertisement, who was provident enough to do all the
right things at the right time.

But we are not always dealt with so roughly. Sometimes, it is not our fears
that are invoked, but our sense of comfort. Human ingenuity has devised countless
machines that take the drudgery out of housework. All you need do is press a
button... Why should you freeze every winter? It's time you had this inexpensive
heating system installed. Immediately you conjure up glowing visions of yourself,
drifting around the house in shirtsleeves when it's 20 below outside.

The softest spot of all is our vanity. No man wants to be bald before he is
thirty; no woman wants to lose her schoolgirl complexion. We are flattered and
coaxed until we almost believe that we have the makings of potential film stars,
providing of course, that we use... Sometimes the methods employed are even
more subtle. They persuade us that we are superior to other people and it is time we
realised it. The funny man in the poster establishes immediate contact with us by
making us feel that we belong to the select few who have a sense of humour.
Austere black type and profoundly serious statements confirm what we knew all
along: that we are highly intelligent.

No amount of logical argument can convince so much as this assault on our
emotions. When a crunchy, honey-filled chocolate bar stares up at you from a
glossy page, what else can you do but rush out and buy one?

L. G. Alexander from «Sixty Steps to Precis»

THE DIRECTION OF INTERNATIONAL ADVERTISING

All indications suggest that world trade will increase because more
companies will enter world markets and those companies already there will work
more aggressively. Marketing support activities, including advertising, sales
promotion, and marketing public relations, will naturally follow this trend and, in
some companies, will lead it.

In countries such as the United States, where only a small percentage of
industrial production is exported, there is a growth opportunity for businesses to
develop overseas markets and a concurrent need for advertising people to develop
international expertise. The future of international advertising is very bright
indeed. In the U.S. we see new interest in international advertising. New
advertising trade magazines specifically



address international advertisers. International advertising seminars and
workshops have sprouted up across the country. The publication of books, such as
this one, attests to the growing interest in international advertising. Foreign media
representative firms, international media planning consultancies, and offices of
foreign publishers all indicate that international advertising is growing in the
United States.

The trend in respect to the centralization or decentralization of marketing and
marketing communications among locally headquartered international companies
affects the growth of international advertising. When marketing support activities
are highly decentralized, few opportunities exist for advertising people to involve
themselves in overseas markets. But the trend in the 1980s is toward
regionalization and centralization of marketing responsibility.

After World War 1l there was a rush to localize international business, but,
starting in the mid-seventies, international companies pulled back from
decentralization toward centralization, principally to be better able to control costs.
When international companies shift toward centralization, it bodes well for the
growth of the international sector of advertising in those companies.

Throughout the world there is a shortage of internationalists in the
advertising business. As business becomes more international, advertising must
follow not only in the United States but in all industrialized countries. And the
developing and underdeveloped nations, many with rich raw materials resources
and poor industrial bases, must also learn more about export marketing and
promotion in order to create capital for processing industries and other
technologies needed for development. The only rational course of action is to
overcome government trade disincentives.

«Japan, Inc.» is the model of cooperation between business and government.
The concerted effort between Japanese public and private interests has won foreign
market share, stimulated exports, created jobs at home, and dramatically raised the
Japanese standard of living.

In the future, marketing and advertising, just like business itself, will
function in a global village. However your company organizes to market globally,
the basic techniques and concepts of marketing communications will extend from
domestic markets to overseas markets. There will be environmental and cultural
differences, but the similarities will outweigh them.



UNIT VI
MARKETING
I. Read and learn new words:

marketing - cozganue peIHKOB COBITA WM CIIPOCa

basic needs - ocHoBHBIE MOTPEOHOCTH

product development - paspabotka n3aenus

challenge - 6pocats BsI130B

consumer - morpebuTensb

market segmentation - cerMeHTaIHsI PHIHKA

marketer - cobITOBHK

pioneer product - HOBbII TOBap

values - nensoctu

promotion - mpoaBmxeHne TOBapa

distribution - pacripocTpaneHue, pacnpeaeneHe
controllable factors - yrpasisiemsie hakTopst

product life cycle - »xu3HeHHBIH UK MPOTYKTA

to prolong - mpomomxath

salesmanship - HaBsi3pIBaHKE, TPOTAIKUBAHUE TOBAPA
multiple choice - maoroo6pasmusiii Beioop neighborhood -
cocenctBo luxury - pockominb

direct-mail coupons - MOYTOBBIE PEKITAMHBIC JIUCTBI
customer service - obcykuBanue nmokymnarens to be
available - 6b1Th HOCTYITHBIM, TPUTOIHBEIM €Xtent - cTemneHs,
Mepa

manufacturing expenses - 3aTpathl Ha BBITYCK innovation -
HOBOBBEJICHHUE

long-term sales - gauTenbHBIA CPOK MPOAAKH TOBApa

11. Read the text and form the main idea of the text:

MARKETING

Marketing is a new science what has been around previously is the art of
salesmanship. Salesmanship is the art of manufacturing something and making
another person want. Marketing is the art of finding out what



the other person wants? Then manufacturing is for him. So marketing is defined as
the performance of business activities that direct the flow of goods and services
from the producer to the consumer.

In a market of multiple choice. It is no longer sufficient to produce a product
and show your customers that it satisfies one of their basic needs. You must show
them it provides benefits other products fail to provide? That it can be supplied at a
competitive price and above all supplied reliably.

Preferences that consumers have for this or that product work for shorter and
shorter periods. Choice makes marketing work. Companies need to be constantly
engaged in product development if they wish to grow and make profits. Coca-Cola
was successful for many years with one product in one size until Pepsi-Cola
challenged them with a bottle double the size at the same cost to the consumer
Since then Coca-Cola has made many changes. As you see multiple choices the
consumer is the motor that drives marketing vehicle.

EXERCISES COMPREHENSION

L Answer these questions:

1. What is the fundamental difference between salesmanship and marketing?
2. How is marketing defined?

3. What are key elements of marketing?

4. What is the driving force of marketing?

5. What is the best way to win long-term loyalty to a product?

I1. Study these statements and say whether they are true or false:

1. Marketing is the art of salesmanship.

2. Salesmanship is the art of manufacturing smth. and making the other
person want it.

3. In a market of multiple choices it is very sufficient to produce a product
and show the customer its basic needs.

4. You must show it provides benefits.

5. Marketing is defined as the performance of business activities that direct
the flow of goods and services from the consumer to the producer.

6. Choice makes marketing work.



7. It is not necessary for companies to be constantly engaged in product
development.

8. Pepsi-Cola challenged them with a bottle double the size at another cost to
the consumer.

9. Coca-Cola hasn't made any changes.

10. Multiple choice is the other motor that drives marketing.

I11. Find synonymous to the following words:

Challenge, new, consumer, distribution, element, call for, pioneer, customer,
segmentation, factor, to continue, multiple, luxury, to prolong, different, select,
choice, marketer, buyer product life cycle, product life existence, extent, degree,
wealth.

V. Find antonyms to the following words:

Pioneer, to prolong, to leave it, old, to finish, to challenge, consumer, luxuiy,
seller, product, life cycle, multiple, product disappearance, the only, remote
distance, neighborhood, poverty, extent, integral, expenses, profit.

V. Give the meaning of the following word combinations, suggest how they
can be translated into English:

Co3gaHue PBHIHKOB COBITAa, TPOTAJKMBAaHWE TOBapa, HOBBIA TOBAp,
pacrpeseneHue, OCHOBHBIC MOTPEOHOCTH, IPOJBH)KCHUE TOBapa, IIEHHOCTH,
JKU3HEHHBI UK MPOAYKTa, MHOT0OOpa3HbId BBIOOp, MOYTOBBIC PEKJIAMHBIC
JIMCTBI, POCKOIIb, 3aTPAThl HA BBIITYCK IIPOAYKTA.

VI. Read, translate and make a summary on it:

Market segmentation

Research is the basic tool of marketing. A marketer must determine what
customers needs are. Marketing experts have developed techniques for
determining the needs of prospective customers. It's done by way of market
segmentation.

Every market can be divided into segments or in other words, into separate
groups of consumers. First there are demographic factors like age, income, cultural
background, occupation, size of family, type of home, neighbourhood and etc.
Then there are psychographic factors - the customer's opinions and interests,
hobbies vacation sports, favorite sports, etc. Then a product is compared with the
goods already established in the market by quality and quantity standards to be
ahead you must be ahead of your competitors.



Competition never stops. Market segmentation should be on a permanent
base. Introduction of a pioneer product can immediately change the composition
and number of a consumer grouping. The fundamental principles for a marketer
are:

- understand the customer (through research);

- understand the grouping (to which the customer belongs);

- create a choice (a difference in price or that will distinguish your product);

- communicate that choice (through promotion and advertising). Consumer

marketing should be based on understanding consumer
values, wants and needs.

SUPPLEMENTARY READING

MARKETING MIX

There are four principle controllable factors that provide the most effective
choice for the consumer. They are called Four P's or the marketing mix. These are:
price, place, promotion and the main point the product itself.

Price can be different depending on the manufacturing expenses. But it must
be competitive. The owner of a factory manufacturing transportation equipment
could produce an economy car, a luxury, truck, van, tractor, motorcycles and apply
different marketing techniques.

Place includes location of production and distribution. The place to see your
product could be in dealers show - rooms or directly from the factory or from
catalogs, direct-mail coupons, even telemarketing with telephone sales people or
through computer shopping service.

Promotion includes all forms of marketing communication (advertising,
direct mail, customer service, image, special events, sales and the product or
service itself). Promotion is the most complex thing - how to select and divide your
market according to the type of product, its price and where it will be available.
Each group of the population has its own values to which you want to make your
product appeal.

The most controllable of these factors is product (service). All products and
services have what have been traditionally called product life cycles.

The stages of the product life cycle are introduction, growth, maturity and
decline.



The length of a product life cycle depends upon the:

« Intensity of the competition.

« Extent to which the product is an existing product.

« Introductory timing of technologically superior products.
 Marketing techniques.

FRANCHISING

Franchising is defined as a business system in which a company (or a
franchisor) sells an individual (or franchisee) the right to operate a business using
the franchisor's established system or format. The franchisee is thus able to take
advantage of the franchisor's brand names, reputation and experience.

As part of the contract (or franchise agreement) the franchisee pays an initial
sum of money, known as a franchise (or front end) fee to the franchisor and in
addition pays a management services fee which is usually calculated as a
percentage of the annual turnover.

The examples of franchisors, or some big famous companies in cooking fast
food are McDonalds, Baskin Robbins; in clothing Benetton, Jacadi; in car
manufacturing Ziebait Tidy Car Midas. The amount of rights and duties for
franchisee are the following: they can easily get advice on how to deal with specific
problems, they also must respect certain rules, they may have to buy supplies from
one source, they can only sell certain products, it's not easy to sell the business for
them, they should provide regular reports on the level of sales.

To bring franchising to a wider public an increasing number of exhibitions
are being held.

For example, if you are the franchisor and want some people to operate the
business, then you should tell in your manual what to do and what to wear, when to
open and close business, what to say to people and what not to say, what to sell and
what not to sell and etc. And all of this is defined by you - the franchisor.

For the part of franchisees it is important to be positive, outgoing
self-starters, able to stick to a job and see it through, - they should be goal
orientated. As franchisee you will expect the franchisor team to support you, in
return, the franchisor expects you to get on with your part of the deal and develop
the business without constant supervision. It's the basis for a successful
relationship. This mutual relationship and the fulfillment of both sides carrying out
then obligations is the main thing in franchising.



Coca-Cola and its advertising John S. Pemberton invented Coca-Cola in
1886. His partner suggested an advertisement for the drink in The Atlanta Journal
that very year. In 1888, Asa Chandler bought the Coca-Cola business and decided
to make the product known through signs, calendars and clocks. The company
began building global network when Robert Woodcruff was elected president of
the company in 1923. He succeeded in transforming Coca-Cola into a truly
international product by setting up a foreign department, which exported
Coca-Cola to the Olympic Games in Amsterdam in 1928. During World War Two,
he promised to bring Coca- Cola to every soldier in every part of the world.

Coca-Cola's advertising has always attempted to reflect changing
contemporary lifestyles. Creating an international advertising campaign requires
the talents of professionals in many areas, and extensive testing and research are
always done before deciding which advertisements will finally be used. Celebrity
endorsements have featured heavily - Caiy Grant, Ray Charles and Whitney
Houston are just three of the big name stars who have agreed to appear in
Coca-Cola commercials.

After launching Diet Coke in 1982, the company saw its sales grow quickly.
The drink, is now the third most popular in the world. In 1985, the company tried
changing the secret formula of Coca-Cola, but realized that Americans were very
attached to the original recipe. The company listened to its consumers and quickly
responded by returning the original formula to the market as «Coca-Cola Classicy.
Today, people in more than 160 countries around the globe enjoy drinking
Coca-Cola. It is asked for more than 524 million times a day in more than 80
languages. The company intends to expand its global presence even further in the
twenty-first century, particularly in developing markets.

ROLES OF MARKETING

As marketing developed, it took a variety of forms. It was noted above that
marketing can be viewed as a set of functions in the sense that certain activities are
traditionally associated with the exchange process. A common but incorrect view
is that selling and advertising are the only marketing activities. Yet, in addition to
promotion, marketing includes a much broader set of functions, including product
development, packaging, pricing, distribution, and customer service.

Many organizations and businesses assign responsibility for these marketing
functions to a specific group of individuals within the organiza



tion. In this respect, marketing is a unique and separate entity. Those who make up
the marketing department may include brand and product managers, marketing
researchers, sales representatives, advertising and promotion managers, pricing
specialists, and customer service personnel.

As a managerial process, marketing is the way in which an organization
determines its best opportunities in the marketplace, given its objectives and
resources. The marketing process is divided into a strategic and a tactical phase.
The strategic phase has three components - segmentation, targeting, and
positioning (STP). The organization must distinguish among different groups of
customers in the market (segmentation), choose which group(s) it can serve
effectively (targeting), and communicate the central benefit it offers to that group
(positioning). The marketing process includes designing and implementing various
tactics, commonly referred to as the «marketing mix,» or the «4 P's»: product,
price, place (or distribution), and promotion. The marketing mix is followed by
evaluating, controlling, and revising the marketing process to achieve the
organization's objectives (see below the section Marketing-mix planning).

The managerial philosophy of marketing puts central emphasis on customer
satisfaction as the means for gaining and keeping loyal customers. Marketers urge
their organizations to carefully and continually gauge target customers'
expectations and to consistently meet or exceed these expectations. In order to
accomplish this, everyone in all areas of the organization must focus on
understanding and serving customers; it will not succeed if all marketing occurs
only in the marketing department. Marketing, consequently, is far too important to
be done solely by the marketing department. Marketers also want their
organizations to move from practicing transaction-oriented marketing, which
focuses on individual exchanges, to relationship-driven marketing, which
emphasizes serving the customer over the long term. Simply getting new
customers and losing old ones will not help the organization achieve its objectives.

Finally, marketing is a social process that occurs in all economies, regardless
of their political structure and orientation. It is the process by which a society
organizes and distributes its resources to meet the material needs of its citizens.
However, marketing activity is more pronounced under conditions of goods
surpluses than goods shortages. When goods are in short supply, consumers are
usually so desirous of goods that the exchange process does not require significant
promotion or facilitation. In contrast, when there are more goods and services than
consumers need or want, companies must work harder to convince customers to
exchange with them.



UNIT VII

JOB HUNTING

|. Read and learn new words; advice - coser

career - kapbepa, cdepa JeITelIbHOCTH
expert - sxcrepr

to hire - nanumars

interview - HHTEPBBIO

manager - pyKoBOIHTENb

out of work - 6e3 paGoTsI

resume - pesrome

rewards - Bo3HarpaxaeHus

salary - apmiara

skill - ymenwue, cmoco6HOCTS

to update - 0GHOBIATE

want ads - oObsIBICHHS O IPHEMe Ha paboTy
manual - pykoBomcTBO, ocobue
employment agency - areHTCTBO 10 TPYIOYCTPOUCTBY

1. Fill in the blanks.

1.1n 1930s jobs were hard to find. Almost 25 % of all Americans were _.

2. He has fifteen years of experience working with electric cars. Many
people think he is a(n) _.

3. He's had many different jobs, but only one _. In other words, he's worked
in many different schools, but he's always been a teacher.

4. Most companies ask for a(n) _ so they can read about you before they talk
to you in person.

5. She sells a lot of paintings. She has a lot of _ as an artist and a bus
newswomen.

6. She was offered two jobs at the same time. She didn't know what to do. So
she asked me for _.

7. Let's _ Katlin. She has the most experience. She will be a great teacher.

8. She needed a job, so she decided to look at the _.

9. The _ of the job just weren't enough. She was happy with the work, but she
wasn't making enough money.



10. When looking for a job, it's important to _ your resume. Write down your
most recent jobs and education.

11. She was a computer programmer for ten years. Then she became a(n) _.
Suddenly she had to lead all the people she used to work with.

12. Kristin had a(n) _ for a job yesterday. She was very nervous, but | think
she got the job.

I11. Imagine you are not satisfied with your job. So, you decide to job hunt.
Write a list of things you might do to find a job. The first one has been done for you.
1.1 might ask someone in my family for a job.

etc.

IV. Now learn what a professional has to say about this topic. Read «Finding
the Ideal Job «, a book review of « What colour is your parachute?» (a book review
is an article in a magazine or a newspaper that tells people about a new book.
Usually a review explains the main ideas a book and gives an opinion about the
book/)

Finding the Ideal Job
Review of the book « What colour is your parachute? »
By Barbara Kleppinger

You are out of work.

You hate your job.

You aren't satisfied with your career.

You are looking for your first job. Where do you start?

If you are like most Americans, you'll probably send your resume to a lot of
companies. You may answer newspaper want ads every Sunday. Or you might go
to employment agencies. But experts say you won't have much luck. People find
jobs only 5 to 15 percent of the time when they use these methods. So, what can
you do?

One thing you can do is read Richard Nelson Bolles's «What colour is your
parachute?» a Practical Manual for Job Hunters and Career Changersy». Bolles is an
expert in the field of job hunting. He has helped thousands of people find jobs and
careers. This book is different from other job-hunting manuals. Bolles doesn't help
you to find just another job.



Instead, he helps you find your ideal job: a job that fits who you are, a job that is
satisfying to you. What kind of job is ideal for you? If you don't know the answer,
Bolles says, you can't find your ideal job. You need to have a clear picture in your
mind of the job you want. The book has many exercises to help you draw this
picture.

Bolles says that you must think about three things:

1. Your skills. What do you like to do? What do you do well? Do you like
talking? Helping people? Teaching? Reading and writing? Using computers?
Working with your hands? Bolles asks you to think about all your skills, not only
«working skillsy. For example, a mother of four children is probably good at
managing people (children!). She may be a good manager.

2. Job setting. Where do you like to work? Do you like to work outside? At
home? In an office? Alone or with others? What kind of people do you like to work
with?

3. Job rewards. How much money do you need? How much money do you
want? What else do you want from a job? What would make you feel good about a
job?

After Bolles helps you decide on your ideal job, he gives you specific, useful
advice on how to find the job. His exercises teach you how to find companies and
how to introduce yourself. The chapter on job interviews is full of useful
information and suggestions. For example, most go to interviews asking
themselves the question «How do I get the company to hire me?» Bolles thinks this
is the wrong question. Instead, he wants you to ask yourself, «Do I really want to
work for this company?»

There are two small problems with book. First, Bolles writes too much! He
explains some of his ideas over and over again. Second, there is no space to write
the answers to the exercises. But these are small problems. «What colour is your
parachute?» is the best job-hunting manual available today.

«What colour is your parachute? » was written in 1970. But the information
is updated every year. So, if you are looking for a job, or if you have a job but want
a new one, remember: don't just send out copies of your resume. Don't just answer
want ads. And don't wait for friends to get you a job. Instead, buy this book and do
a job hunt the right way.



EXERCISES
COMPREHENSION

I. Answer the questions.

1. What is «What colour is your parachute?» Who is the author of this
book? When was it written?

2. What are usual methods of a job hunt?

3. What does Bolles advise to do?

4. What do you have to do before a job hunt?

5. Are there any problems about this book? Are they serious? What are
they?

6. Would you like to read this book?

7. Would you follow the pieces of advice given in this book?

I1. Decide if the sentences are true or false.

\.« What colour is your parachute?» is similar to other job- hunting
manuals.

2. Bolles's goal is to help people find jobs as quickly as possible.

3. According to « What colour is your parachute?», job hunters should
think about their skills, the work setting and the job rewards they want.

4. «What colour is your parachute? » includes specific advice on finding
jobs.

5. According to the reviewer, one problem of the book is that it's short.

I11. Write the job-hunting methods listed below in the correct column in:
the chart.
answer newspaper want ads ask friends to help
find a job decide what kind of job is ideal think
about job rewards do exercises
go to an employment agency
decide what kind of place you want to work in
send out lots of resumes
think about your skills

What many people do to What Bolles says will help you
find a job find a job

1. 1.

2, 2.

etc. etc.



IV. Read each situation. Decide whether, according to Bolles, the person is
making a mistake or doing the right thing. Discuss your decisions with your
groupmates.

1. Owen was always a manager. He doesn't want to be a manager. But he's
not looking for another job, because he thinks that he doesn't know how to do
anything else.

2. Amy studied to be a teacher. But now she's not just looking for work as a
teacher. Instead she's thinking about whether teaching is really the right career for
her.

2. Billisina job interview. He is asking the person who is interviewing him
some questions about the company.

3. Kathy has a choice between a job that pays very well and a job that seems
very interesting. She decided that for her money is the most important thing. So she
chooses the job that pays well.

4. Peter sent his resumes to many companies and he answered many want
ads. So now he is waiting for someone to call him about a job.

V. Read the stories and complete the sentences below.

The ideal job

Believe it or not, some people get paid - and well - for doing the things that
make them really happy. Here are a few people who have found the job of their
dreams.

«I know all about job-huntingy. - Betsy.

A few years ago | lost my job as a manager in a factory. | was so unhappy. |
was 38, out of work for the 100th time, and without much hope. Then one day |
was thinking about the question, «What do I do best?» and the answer came to me.
I had been out of work for many times, so | knew every manual about how to find a
job or change a career. | must have been to over 100 interviews in my life, made
1,000 phone calls asking for jobs and sent out a resume to almost 2,000 companies.
When | looked at my skills, I saw that my best skills were job-hunting skills! So |
started my own



company, Career Consulting. It's a business that helps people find jobs. I hired two
people to work with me. The three of us work together on everything, but I'm the
boss. It's great! | love the work and | make a lot of money.

«I have the funniest job in the world». - Amanda.

I have been a matchmaker for 41 years. Because of me 60 couples are now
happily married or engaged. I'm a good matchmaker. | have a very good eye for
people. And | don't mean | match people on how they look. | mean | can meet a
person just once for ten minutes and | know for sure what kind of person he or she
is. I get a feeling and this feeling tells me, «Oh, he would be a great husband for
Stephanie», or «Ah, now here is the woman for Timothy». I can't imagine a job
that's funnier. I meet wonderful people. | work for myself. Nobody tells me what to
do. I make enough money to live a simple life. And I get so much joy from seeing
what happens to my matches. A month ago a couple stopped on their way home
from the hospital with their new baby girl. I'm so happy to think that | helped make
that family.

«I have a job with an incredible viewy. - Donna.

Teaching skydiving is so exiting. | love seeing students on their first jump.
They are all nervous and exited. When they get to the ground they can't wait to call
everyone they know and tell them they just jumped out of an airplane. Later, when
they learn to turn and fly forward, they realize that they are not just a flying stone.
They realize that they are like a bird - they can fly!

It wasn't easy to get this job. | had to have about 1,000 jumps and about two
years of training. And the salary was only 15,000 dollars for the first year. But |
don't do it for the money. In fact | don't need to get paid at all. I love it that much!

Complete the sentences with correct name from the reading.
1. _made 15,000 dollars a year.

2. _ helped 60 couples find each other.

3. _ was out of work many times.

4. _has had the same job for forty years.

5. _ changed careers.

6. _ loves teaching.

VI. Writing practice.
- Imagine your friend has just finished college and doesn't know what to do
for work. Write him or her letter with advice.



- Imagine you have your dream job. What do you do? Describe your job.
Don't forget about the three things that Nelson Bolles says are important:
your skills, setting and rewards.

VII. Work in pairs. Interview someone who wants to change career.

VIII. Read the dialogue and find the English equivalents to the following:

BakaHcus, 3alONHUTH aHKETy, TEpCHEeKTHBHAs KOMIIaHHs, CpPEIOTO4YHe
YCHIIMH, pPacUIMpsATh JeSATebHOCTh, TBOpYECKas KOMaHJIa, KOHKYPEHTOCIIO-
COOHBIH, OTBETCTBEHHOCTH, 00SI3aHHOCTb, YCIIEIIIHO BECTH IIEPETOBOPHI, OCHOBHBIE
JOCTOHNHCTBA, IIOBCCAHCBHBIC Harpy3ku, HaIpsi>KEHHO pa60TaTb, OT3bIB
(pexoMeHganus), UCTIBITATENBHBIA CPOK, Xopolas pabodast 00CTaHOBKa

IX. Read the dialog and translate:

TST systems was looking for candidates for an opening position of a
commercial director. Three applicants came for an interview after they had
submitted their resumes. The third and the most successful was Mr. Klimenko.

- Good morning, sir.

- Good morning. Come in. Mr. Klimenko, isn't it? Please take a seat. You
will have to excuse me a moment while I finish signing these letters. Meanwhile,
please, fill in the application form. Well, now | can concentrate on you, Mr.
Klimenko. Tell me, how long were you in your last job with Alpha?

- Five years. I'm only leaving because the firm is moving to Sevastopol, but
I think a change will do me good.

- What do you know about our company? Have you got any questions to
me?

- I know that this is a very promising company, so I'd like you to in form me
what will be the major focus of efforts in the next few years?

- We plan to expand our activity on English-speaking countries, mainly on
England, to buy equipment and technologies from them and run training programs
here. We need a team of creative persons to make our company competitive in the
world market.

- What responsibilities and obligations do you suggest during the first year?

- Well, first of all to be responsible for our contacts with English partners,
to buy good equipment and generally to be skillful in negotiations. You will have
to travel very much. Besides, we are expecting a new fair in London soon and
maybe you will have a chance to go there.



- Yes, | see.

- So tell me what are your three main strengths?

- I think they are: reliability, loyalty, energy.

- OK. How do you relieve everyday tensions?

-l am accustomed to work under pressure.

- Are you a leader by nature?

- Yes, | think so, because | make contacts with people very easily.

- All right, Mr. Klimenko, | am quite prepared to offer you a job with us.
You have excellent references from your previous job. What do you find a fair
salary?

- Equivalent to 500 dollars.

- | think we'll begin you from 450 dollars for the experimental period and if
you do well we'll review it by the end of three months. Hours are from nine to five
thirty, with an hour for lunch a fortnight's holiday. Does that suit you? Any
questions?

- What about travel: length, where?

- Mostly to England for not longer than a month.

- All right. I suppose supportive environment here. When do you want me to
start, sir?

- Ina week, if possible.

I am afraid | can begin working only since October 10.
No problem. We'll be seeing you on the 10" then?
Yes, certainly. Thank you very much. Goodbye.
Goodbye.

X. Tell about:

- Mr. Klimenko's career;

- TST Systems;

- Mr. Klimenko's future work.

XI. Make up questions, so that the following sentences could be the answers.

1. Five years. I'm only leaving because I'm not satisfied with the rewards.

2. You'll have to create training programs.

3. First of all you'll be responsible for our contacts with other countries, so
you are to be skillful in negotiations.

4.1 think they are: energy, creativity, independence.

5. I'm accustomed to work under pressure.

6, Equivalent to 3000 rubles.



XI1. Reply to the following:

1. Good morning, sir. Fill in the application form, please.

2. What opening position do you pretend?

3. What do you know about our company?

4. Could you show me your references from the previous job?

5. What are the working hours?
6. What are your main strengths?
7. When do you want me to start?

XI11. From the adjectives given below choose the ones characterizing:

a) you;

b) a secretary;

c) a bookkeeper;
d) a manager,

e) atrading agent.

Active, attentive, constructive, cooperative, creative, diplomatic, disci-
plined, energetic, independent, methodical, realistic, sincere, systematic, tactful.

XI1V. Study the example of a resume and write down your own one.

John H. Mill

38 Park Avenue, Ap. 50
New York, N. Y. 11298
Tel. (312) 493-8332
OBJECTIVE
SUMMARY

QUALIFICATIONS

EXPERIENCE 1990-1995

A position as a bookkeeper

12 years of experience in every rou-
tine work in this field. Perfect knowledge of
computers and statistics.

Make up all kinds of financial reports,
balances and production planning.

FRISCO DOCKS, Inc.

San Francisco, California.

Deputy Chief of Planning, Commerce
Dpt.

In charge of account books, state-
ments, new ideas of planning.



1980-1990 SAKHA Co, Ltd.
New York.
Accountant. Prepared accounts and balance
sheets of every kind.

EDUCATION london school of economics
London, Great Britain, Bachelor (Ec.)
PERSONAL Arrived in the United States Janu-
ary, 1980. British subject. Married, one child.
REFERENCES Available upon request

XV. Work out a dialogue - an interview for a job.

XVI. Prepare the annotation on the text.

SUPPLEMENTARY READING

RECRUITMENT

When a company needs to recruit or employ new people, it may decide to
advertise the job or position in the appointments section of a newspaper. People who
are interested can then apply for the job by sending in a letter of application or covering
letter (US cover letter) and a curriculum vitae or CV (US resume) containing details of
their education and experience. A company may also ask candidates to complete a
standard application form. The company's Human Resources department will then
select the most suitable applications and prepare a short list of candidates or applicants,
who are invited to attend an interview. CV or resume consists of some items to fill in.
They may be different from one country to another but the main principles are the same
in any country. They are: personal details, education, professional experience, skills,
activities, references. The letter of application can be as important as the CV in that it
often provides the first direct contact between a candidate and an employer. If this
letter is not well written and presented, it will make a poor impression. The letter of
application normally contains four paragraphs in which you should:



- confirm that you wish to apply and say where you learned about the job;

- say why you are interested in the position and relate your interests to those of
the company;

- show that you can contribute to the job by highlighting your most relevant
skills and experience;

- indicate your willingness to attend an interview (and possibly say when you
would be free to attend).

Another way for a company to hire is by using the services of a recruitment
agency (US search firm) who will provide them with a list of suitable candidates.
Headhunters or executive search firms specialise in finding the right person for the
right job. When a company wishes to recruit a new person for an important position it
may use the services of such a firm. The advantages for the employer are that it does
not have to organise the costly and time-consuming process of advertising, selecting
and interviewing suitable applicant. In some cases, the search firm may already have a
list of people with the appropriate skills for the job. If this is not the case, then it may
act as a consultant, advising on or even organizing testing and simulations to evaluate
the candidates' behaviour in order to select the most competent person for the job. A
suitable candidate invites to attend an interview the results of which are reflected in a
special report written by a personnel manager. It sums up information about skills and
qualities that a candidate possesses as well as the general impression which an inter-
viewer has got. There are many techniques to select or interview candidates. A
growing number of companies are step away from the traditional job interviews.
Applicants are required to submit to series of paper-and- pencil tests, role-playing
exercises, simulated decision-making exercises, brainteasers, trick questions and so
on to reveal and measure skills in communications, analysis and organization,
management style, personality traits and motivation, ability to react, intelligence and
suitability for a position.



UNIT VIII
FOOD SAFETY
I. Read and learn new words:

pesticide - mecTumapr hormone - ropmonsI Creep -

kpactbes food - numa, exa

diet - muua; onpexeeHHbIH «cTOM» anxiety - GecnokoiicTBO, TPEBOra,

3a00Ta

junk food - we3mopoBasm mnmIa, H3OOWIAyOLIAs J00aBKAMH W Ha-
NOJTHUTEIAMHU

fat - sxup, sKupHbIH

additive - nodaBka

fertilizer - yno6penue

process - noaBeprath 06padoTke

processed - roToBblIii K ynoTpeoieHnIo

ban (smb. from smth.) - sanpemars

1. Read the text and say what food is safety:
FOOD SAFETY

Food has become the source of anxiety to many people. Behind it lies a
revolution in the way our food is now produced. The problem is that a vast range of
chemicals used on the modern farm have crept into our food. Our diet - the food we eat
- is not always healthy.

30 % of Americans and 25 % of Europeans are fat because they eat too much
junk food: hamburgers, popcorn, pizza, chocolate. Why is junk food bad for us? The
answer is simple. It contains too much sugar and fat. This is the reason why so many
people die of heart diseases.

Finally, there are «additives» - a group of chemicals which food factories use.
They make food look better, taste better, last longer. The best recommendation is to
stop eating processed foods. Instead there is a diet of fruit, vegetables, brown bread,
fish and other «healthy foods.

But even health food isn't always healthy. People don't just pollute the
atmosphere. They pollute themselves too. Modern farmers and food



factories use over three thousand chemicals. Some are «pesticides» which kill insects.
Third groups are «hormones» - these make animals, like pigs, grow more quickly.

Concern about the health risks caused great demand for organic food, grown
without chemicals. Chemicals are replaced by crop rotation. Organic agriculture is also
kinder to the environment, the soil and the farm workers.

You may turn your worry about food to action. As a shopper you hare a great
deal of influence. How you choose to spend your money shape the supply chair policy.
Citizens can choose and campaign for food that is safe to eat, healthy for themselves
and environment.

COMPREHENSION

I. True or false?

1. All our food is healthy.

2. Junk food is very good for men.

3. Chemicals used on a modern farm pollute our food.

4. Fruits and nuts, vegetables and wheat are health food.

5. Food additives can add collar, flavor, and artificial sweetness.
6. Hormones help plants grow.

7. Fertilizers are used to kill insects and weeds.

8. Chemicals make agriculture safer and healthier.

9. All food grown on a farm can be called organic.

I1. Complete the question and give the answer.
1. What are two major ... ?

2. Why has our food become ... ?

3. Why are there so many ... ?

4. Why is junk food ... ?

5. What food do we call ... ?

6. Why isn't health food ... ?

7. What substances help ... ?

8. How do farmers grow ... ?

9. Why do we say that organic agriculture ... kinder ... ? 10. How
can people change ... ?



I11. Find in the text equivalents to the following words and phrases

HcTounuk 6eCHOKOﬁCTBa; Or'POMHOC KOJHMYECTBO XMMHUYCCKHUX BEUIECTB; TO,
4TO MBI OOBIYHO €AUM; O4YCHb IMOJHBIC JOAU; HE3A0pOBasg MNHllla C OOJIBIINM
KOJINYECTBOM XUMHNYECCKUX )106aBOK; roToBast K yl'[OTpeGJ'IeHI/IIO IIM1a,
AAOXUMUKATBI; NUIIEBLIC MPOAYKTBI, BbIPAICHHBIC oe3 NPUMCEHCHUA XUMHUYCCKUX
BCIICCTB, (bOpMI/IpOBaTI) MOJIMTUKY MMOCTABOK MUIIEBBIX MPOAYKTOB (B MaFa3I/IH).

IV. Use the above words to describe the food most people eat. Say what diet is
good for man.

V. Here are some useful words from the text. Can you remember the sentences
you saw each word in? Make similar to the original sentences.

Junk food, additives, health food, pollute, crop, grow, environment, soil, choose,
substance.

VI. Find in the text the word or phrase which means:

1. Things we eat.

2. Sort of food usually eaten by a person or community.

3. Food of little or no value.

4. Substances added in small amounts to food for special purposes.
5. Food which is good for men.

6. Chemical substances which kill insects and weeds.

7. Foods grown without chemicals.

8. Take part in an action against something.

VII. Write an essay on the eating habits of teenagers.

VIII. Prepare the annotation on the text.

SUPPLEMENTARY READING

RAY KROC

The man who helped makes the fast food industry famous. He expanded a small
business into an international operation called McDonald's.

You probably know what fast food is. It is cooked food that is ready almost as
soon as you enter a public eating place. It does not cost much, It



is popular with most Americans and with many people around the world. Some
experts say that at least twenty-five percent of American adults eat fast food every
day. Most fast food restaurants offer ground beef sandwiches called hamburgers and
potatoes cooked in hot oil called French fries. Other fast food places serve fried
chicken, pizza or tacos.

You see fast food restaurants almost everywhere in the United States. The names
and the designs of the buildings are easily recognized - Burger King, Kentucky Fried
Chicken, Pizza Hut, taco Beil and of course, McDonald's. Most are chain restaurants.
That means each one is part of a huge company.

Each restaurant in the chain has the same large, colorful sign that can be
recognized from far away. Each offers its own carefully limited choice of foods. Each
kind of hamburger or piece of chicken tastes the same at every restaurant in the chain.

The fast food industry began with two brothers in San Bernardino, California in
the nineteen-forties. Mac and Dick McDonald owned a small, but very successful
restaurant. They sold only a few kinds of simple food, especially hamburgers.

People stood outside the restaurant at a window. They told the workers inside
what they wanted to eat. They received and paid for their food very quickly. The food
came in containers that could be thrown away. The system was so successful that the
McDonald brothers discovered they could sell a lot of food and lower their prices.

Ray Kroc sold restaurant supplies. He recognized the importance of the
McDonald brothers' idea. He saw that food sales could be organized for mass
production - almost like a factory. Mister Kroc paid the McDonald brothers for
permission to open several restaurants similar to theirs. He opened the first
McDonald's restaurant near Chicago, Illinois, in nineteen-fifty-five. Soon, more
McDonald's were opening all across the United States. Other people copied the idea
and more fast food restaurants followed.

Raymond Albert Kroc was a very wealthy businessman when he died in
nineteen-eighty-four. But he had not always been successful. Ray was born in Illinois
in nineteen-oh-two. His parents were not rich. He attended school in Oak become a
driver for the Red Cross in World War One. He lied about his age to be accepted. He
was only fifteen. The war ended before he could be sent to Europe.

After the war, Ray became a jazz piano player. He played with famous music
groups. He got married when he was twenty. Then he began working for the Lily Tulip
Cup Company, selling paper cups. He kept trying new



things, however. He attempted to sell land in the southern state of Florida. That
business failed. Ray Kroc remembered driving to Chicago from Florida after his
business failed. He said: «I will never forget that drive as long as | live. The streets
were covered with ice, and | did not have winter clothing. When | arrived home | was
very cold and had no money».

Ray Kroc went back to being a salesman for the Lily Tulip Cup Company. He
was responsible for product sales in the central United States. His life improved when
he started a small business that sold restaurant supplies. He sold a machine that could
mix five milkshakes at one time.

In nineteen-fifty-four, he discovered a small restaurant that was using eight of
his machines. He went there and found that the owners of the restaurant had a good
business selling only hamburgers, French fries and drinks.

At first, Mister Kroc saw only the possibility for increasing the sales of his
mixers to more restaurants. Then he proposed an agreement with the McDonald
brothers to start a number of restaurants. Under the agreement, the McDonald brothers
would get a percentage of all sales.

The first McDonald's restaurant opened in Des Plaines, Illinois, in
nineteen-fifty-five. Ray Kroc was fifty-two years old - an age when many people start
thinking about retirement. He opened two restaurants. Soon he began to understand
that the real profits were made in selling hamburgers, not the mixers. He quickly sold
the mixer company and invested the money in the growing chain of McDonald's
restaurants.

In nineteen-sixty, Mister Kroc bought the legal rights to the restaurants from the
McDonald brothers. By then, the chain had more than two- hundred restaurants.

Fast food restaurants spread quickly in the United States because of franchising.
Franchising means selling the legal right to operate a store in a company's chain to an
independent business person. If the company approves, the business person may buy
or lease the store for a period of years.

Many people want to own a McDonald a low cost from the parent company.
Each restaurant also gives the company about ten percent of the money it earns in
sales. Today, about seventy percent of McDonald's restaurants worldwide are owned
and operated by independent businessmen and women.

Ray Kroc was good at identifying what the public wanted. He knew that many
American families wanted to eat in a restaurant sometimes. He gave people a simple
eating place with popular food, low prices, friendly service and no waiting. And all
McDonald's restaurants sold the same food in every restaurant across the country.



Ray Kroc established rules for how McDonald's restaurants were to operate. He
demanded that every restaurant offer «quality, service and cleanliness». People lucky
enough to get a franchise must complete a program at a training center called
Hamburger University. They learn how to cook and serve the food, and how to keep
the building clean. More than sixty-five thousand people have completed this training.

McDonald's began to expand around the world in nineteen-sixty- seven. Ray
Kroc's business ability made McDonald's the largest restaurant company in the world.
There are now more than thirty-thousand McDonald's restaurants on six continents.

The company operates in about one-hundred-twenty countries. Every day,
McDonald's restaurants around the world serve about fifty million people.

In later years, Ray Kroc established the Kroc Foundation, a private organization
that gives money to help others. He also established a number of centers that offer
support to families of children who have cancer. They are called Ronald McDonald
houses.

Many people praised Ray Kroc for his company's success and good works. But
other people sharply criticized him for the way McDonald's treated young employees.
Many of the workers were paid the lowest wage permitted by American law. Health
experts still criticize McDonald's food for containing too much fat and salt.

In the nineteen-seventies, Ray Kroc turned his energy from hamburgers to
sports. He bought a professional baseball team in California, the San Diego Padres. He
died in nineteen-eighty-four. He was eighty-one years old.

That first McDonald's restaurant in Des Plaines, Illinois, was torn down. It was
replaced by a store and visitors' center that attempts to copy what was in the original
building. Another museum in nearby Oak Park describes the life of Ray Kroc. Ray
Kroc's story remains an important part of McDonald's history. And his way of doing
business continues to influence fast food restaurants that feed people around the world.

By George Grow



UNIT IX
THE THROW-AWAY SOCIETY

I. Read and learn new words:

Swamp - 3aTOIJIATh, YTOILISATH
sack - memrok

landfill - mycopras sima
landfill site - cBaska
kerbside - o6ounna r

ubbish - mycop

waste - oTopocsl, Mycop
garbage - numieBsie 0TOPOCH
dustman - mycopriuk
dustbin - mycopHbrii smK
menace - yrposa, OmacHOCTh
consumer - moTpeoIsATh
recycle - nepepabaTbiBaTh
explode - B3pbiBaTh(Cs1)
[poisoN - OTIIPaBIATh

reduce - yMeHbBIIIATh

litter - mycopuTtsh, Mycop

raw - ceIpoit

raw material - ceipse
valuable — uenubIi

11. Read the text and form the main idea of the text:
THE THROW-AWAY SOCIETY

Britain is well on the way to being swamped by rubbish. Every year each family
offers the dustmen one ton of «mixed waste» (two black sacks a week).

More than half of the dustbin content is a combination of paper (33 %) and
vegetable matter (20 %). The rest includes glass (10 %), dust and ash (10 %) and
smaller quantities of metals, plastics and textiles.

How do we get rid of this rubbish? We find or dig huge holes in the ground and
fill them with this stuff. These are known as «landfill sites».



This 20 million ton rubbish pose major environmental problem polluting the
area. It is a slow and unseen menace. Methane gas given off by decaying organic
matter can build up and explode. Toxic materials poison the water and air and pose a
long-term threat to our food chain.

But a lot of what we throw away is still useful. The glass, plastic, metal, oil,
textile, paper, cardboard, battery content we send to landfill is potentially veiy
valuable because it is a concentrated source of many raw materials. Rubbish can be
also burnt to generate electricity and heat our homes.

Britain recycles less than 1,5 % of waste. It is pretty poor record if compared to
10 % in the US and Germany, 14 % in the Netherlands, 18 % in Canada. There is a
problem - recycling is expensive. But it should be sponsored by government, local
councils and industry.

Still the number of recycling centers is growing. Collection «banksy» and
kerbside «blue boxes» have become very popular. Consumers separate materials
(paper, metal, textiles, glass, cans, plastic containers) and take them to collection
points. It cuts waste going to landfill by half and reduces pollution.

EXERCISES COMPREHENSION

I. Decide what paragraph these sentences can go in the text.

1. Britain throws away 7 million tons of paper every year.

2. At the moment, most countries turn only 5-10 % of their rubbish into energy.

3. There are three ways to beat the throw-away society. They are cleaner and
cheaper than bury rubbish.

4. Recycling saves trees, energy, money and cuts pollution.

5. Some countries now have recycling laws these mean that supermarkets pay
customers to return cans and batteries.

I1. Read the text and find out what can be done to cut waste going into landfill.
1. Recycling.
2. ...

3. ..
4. ..



111. Study the text and point out the benefits of recycling. 1. Saves
everything and resources. 2.... =

3.
4.
5.

IV. Paraphrase and explain in your own words the underlined parts of the
following sentences; translate them into Russian.

1.
. How do we get rid of this rubbish?

. This is a slow and unseen menace.

. This rubbish pose major environmental problem.

. This gas can build up and explode.

. They poison the water and air and pose a long-term threat to our food chair.
. It is a pretty poor record.

. Collection «banks» and kerbside «blue boxes» have become very popular.

. It cuts waste by half and reduces pollution.

O©Co~NOUOThwWN

Britain is well on the way to being swamped by rubbish.

V. Match the parts of the slogans you'd make.
1. Buy products

2. Bring your own a) use rechargeable batteries.
3. Use b) aerosol cans.
) c) collection point for glass, paper,
4. Write on metals.
5. Take wastepaper d) both sides of paper.
6. Avoid ) e) to local paper banks.
7. Buy your drinks f) made from recycled materials.
8. If you have a choice g) shopping bags.

h) in glass bottles, not plastic ones.



V1. Read the sentences and find two newspaper stories:
a) Focus on Paper; b) Six Billion Glass Containers.

1. Recycling glass saves energy and raw materials.

2. Britain throws away 7 million tons of paper every year.

3. Already three quarters of all paper used in the UK is mate in Scandinavia.

4. It means that each family throws out at least five jars or bottles a week,
thereby creating mountains of glass.

5. So as a nation we use a forest the sire of Wales each year.

6. Theoretically, almost all glass could be made of recycled material.

7. That is the same as 80 million trees.

8. Nearly one tenth of all waste currently sent to landfill.

9. Our appetite for paper is growing; we import a great deal of pulp (raw
material for paper production) at enormous (great) cost.

10. The UK industry currently recycles just one - fifth of what we use.

11. Recycling wastepaper will greatly reduce pulp imports water and air
pollution.

12. Bottle banks have been around for 13 years but we still have far fewer
bottle banks per person than other EC countries.

13. This represents an enormous amount of waste in both senses of the word.

14. 1t will cut the need to farm trees and reduce air pollution.

15. This will change when people at home and at work buy more recycled
paper products.

16.Don't forget that a simple milk bottle can make 25 trips per lifetime.

17. You can save woods if you buy only recycled paper products, collect
and re-use anything printed on one side.

VII. Translate the sentences from Russian into English.
1. Ml BBIKH/IBIBAEM OTPOMHOE KOJINYECTBO MyCOpa.
2. Mycop - 3T0 KOpOOKH, MENIKH, Oymara, OaHKH, TPATKH, OyTBUTKA. JTO
TaK)XEe OCTATKH €Ibl.
3.Yacth Mmycopa cxkwurarooT. Korga ropstr mnpeaMerbl U3 IUIACTMACCHI,
BBIJICIISIFOTCS BPETHBIC Ta3bl.
MbI IOJKHBI HAYYHTBCS MCIONB30BATh BEIM CHOBA M CHOBA. Toraa He
OyJieT TaK MHOTO MyCOpa.
Omun U3 cnocoOOB - 3TO mepepaboTKa, TOr/Aa MPEAMEThI HUCIIONB3YIOT
CHOBA, a HE BBIOPACHIBAIOT.



Jpyroif crnoco0® yMEHBIIUTh KONUYECTBO MyCOpa - MCIONb30BATh BEIU
CHOBa JUIsl APYTOH LeIu.
IMogapky MOXHO 3aBOpauMBaTh B KOMUKCBHI WJIM KPACUBbIE KapTUHKH.
Torna Mbl OyzeM BbIOpachIBaTh MEHbIIIE OyMar.
CrexssHHbIC OaHKH MOXKHO HCIIOJIB30BaTh CHOBA JUIS XPAHEHUS €Ibl MIIN
JIpYTUX BEUIeH.
Bemu, xoTopsle HaM HE HY>KHBI, MaMa OTAAET JPYTUM JIOJSIM, KOTOpbIE
HYXJAI0TCS B HUX.
Eme onun crocob cozgaBaTh MEHBIIE Mycopa - 3TO MOKYIaTh TOIBKO
caMble HYXHbIE BEIIH.
Crapaiics MOKynaTh TaKde BEIIM, KOTOPbIE MOXKHO MOYHHUTH, UX HE
HaJi0 OyneT BHIOpachIiBaTh.

VIII. Write a letter «Friends of the Earthy to your local branch with your
suggestions to start a campaign «Join in and help things change».

SUPPLEMENTARY READING
OUTLINE FOR A HISTORY OF ECOLOGY AND ARCHITECTURE

The importance of ecology to architects in helping to solve environmental
problems is currently an intensely debated issue within the architectural
community. In this debate there seems to be no agreement on what relationship (if
any) there should be between ecological science and architecture. One
anthropocentric (human centered) group represented by Zaha Hadid, Toyo Ito and
Itsuko Hasegrawa, among others, has argued that architecture inspired by ecology
builds on a narrow biological understanding of the human condition. The
consequence, they argue, are technologically driven buildings that focus on
biological survival of humans and the environment at the expense of aesthetic and
social values. Another non-anthropocentric oriented group represented by
architects such as Robert Brown Butler, Nancy Todd, Ken Yeang, Design Outlaws
and members of Norwegian Architects for Sustainable Development (NABU)
hold that the urgent need to save the environment should result in a new type of
responsible design driven by environmental values and ecological knowledge.
They believe in a new way of thinking about buildings and



design that may contribute to solving the environmental crisis while reconciling
the dualism between humans and nature. A third, somewhat smaller group,
represented by designers like Ben van Berkel, Winy Maas, Renzo Piano, and
Hashim Sarkis, has developed a third path based on the strength of the two
polarized groups.

In these debates historical precursors and examples are regularly evoked to
underscore positions. How «nature» or «organisms» inspired (or did not inspire)
various architects is often brought up to make a point. Yet, surprisingly few
historians of architecture have written about the history of architecture and
ecology, and that which is written is almost exclusively focused on ecological
architecture of the 1960s and 70s. The heat of the current debate is marked by a
lack of historical examples on which to draw upon in the discussion of an
important issue. Indeed, most architects seem to believe that the turn towards
ecology is part of a recent trend.

There is therefore a need to do some historical research on the history of this
type of design. The following pages will suggest an outline for such a history of the
relationship between buildings and the environment in which they are placed. This
study will hopefully provide the current debate with several important historical
examples of architecture inspired by ecology, and also contribute to the side of the
debate arguing against the current polarization. There is historically a strong
connection between politics and ecological science, and this study will focus on
the relationship between ecology, management, and design of built structures.

There are numerous references to ecological concepts and science in the
architectural debate from the turn of the century onwards. These emerge in the
context of landscape design, urban planning, and construction of buildings. The
proposed history will focus on buildings, only mentioning ecological debates in
landscape design and urban planning insofar as they will enhance the
understanding of the buildings.

In terms of methodology the study will use the patronage perspective in
historiography, by arguing that the patron and the developer sometimes drive more
of architectural design than the reasoning of the architect. This approach will allow
the inclusion of examples of buildings in which the developer told the architect to
build with an ecological perspective and design. This is the case in every example
of the study, except in cases where the developer and the architect are the same
person.

The chief questions about ecologically designed buildings which will
addressed within this patronage perspective are as follows: 1) What was the
relationship between the understanding of the building and the natural



environment in which it is placed? Or more specifically, what was the connection
between the household and the household of nature? 2) What social and political
ideas, technologies, materials, and type of design did the developer in
collaboration with the architect promote to enhance a close relationship between
built structures and ecosystems? 3) Are there common lineages in different
historical examples of ecologically designed architecture? What is the historical
background and reason for the current split between anthropocentric and
non-anthropocentric architectural aesthetic and design?

Following these three research questions the argument of the study is 1) there
has been a reciprocal relationship between ecologically designed buildings and the
environment, although different ecological perceptions of nature resulted in very
different design concepts. This relates to 2) how different social and political ideas,
technologies, materials and type of design reflected not only understandings of
nature, but also biological survival strategies on an earth marked by ecological
crisis. 3) The common theme in the very different cases of ecological architecture
discussed will be political ideas of environmental management schemes for
handling the crisis through design. Most of the buildings were designed with a
perspective that undermined the social sphere of democratic discourse in favor of
an ethos of scientific management. There are also reasons to believe that the current
schism in the debate about ecological architecture is a recent, and from a historical
point of view, unnecessary polarization.

The philosopher Hannah Arent points to ancient Greek philosophy, drawing
a sharp distinction between the pre-political sphere of necessity in oikos, the
household, and the political sphere of freedom in polis, the city- state. The realm of
the household was, according to her, the domain of uncontested despotic powers
and paternal housekeeping, where the forces of life compelled humans to multiply
and labor for nourishment and biological survival. The realm of the city-state was
the sphere of public life where humans capable of speech lived a political life of
reason and contemplation. Ecological designers frequently evoked the Greek term
oikos to define ecology, and the study will argue that their images of private and
public life followed the Greek understanding of the household management of the
building as well as the ecosystem.

The proposed study will not be a comprehensive history of ecology and
architecture. Key examples or «snapshots» of buildings will instead represent a
certain era or type of reasoning. The following is a schematic outline.



The primitive hut will serve as a start for discussing how the household of
nature relates both historically and thematically to the household of buildings, and
vice versa. The homes of Henry David Thoreau, John Muir, Aldo Leopold and
Ame Naess, all celebrated philosophers and founding fathers of deep ecological
reasoning will serve as examples. They lived and wrote about ecology in shacks or
small cabins in far-away locations. Indeed, Naess is still an active author in his
remote cabin Tvergastein at the mountaintop Hallingskarvet at Ustaoset in
Norway. These homes have in common an anti-aesthetic language, since design
itself represents an anthropocentric departure from closeness to nature. Their
views on the household of nature stand in direct relationship with their homes. The
language they used to describe nature is thus understood in the context of the
architectural language of their shanties. Contrary to the widely held belief that
ecology implies understanding the human condition as being part of nature, the
deep ecologists have a distant epistemological bird's eye view and
Weltanschauung. They all located their home - imaginary or real - on a mountaintop
as far as possible from the social realm, but close enough to suggest various moral
and political management schemes for our societies and environments.

This Weltanschauung theme will serve as a point of departure for discussing
a group of radical modernist designers of the 1930s. The focus of discussion will
be an enormous cave designed for the film «Things to come» (1936), all according
to ecological principles and in the International Style of architecture. The cave was
an ecotopian fantasy of a future ideal society written by the famous science fiction
writer H. G. Wells and produced by Alexander Korda. Wells used the film to
promote a new environmentally responsible society informed by the emergent
ecological science of energy and the fluidity of the household of nature. Film
historians have done a good job in describing the socialist agenda, the creative use
of new design and filming techniques. Yet, historians have failed to discuss how
the science of ecological engineering informed the entire layout of the movie,
including its design and Bauhaus architecture. H. G. Wells was one of the most
famous novelists and science fiction writers of his time, arguing for the importance
of understanding the human condition from a biological point view. in the early
1930s he used human ecology as the chief methodological tool in his thinking. He
joined forces with the socialist inspired planning movement favoring scientific
planning of the world to save mankind from environmental, economic and social
destruction.



The Bauhaus architecture represented in movie «Things to come» inspired a
series of architects and designers, most importantly Roland Wank, the chief
architect of New Deal buildings constructed by the Tennessee Valley Authority in
the United States. Other examples include modernist architecture built at the
London Zoo in the late 1930s. Following thinkers like Patrick Geddes and Lewis
Mumford, these developers and architects believed buildings could contribute to
safeguard human evolutionary development, since further progressive evolution of
modern technologies and scientific discoveries would prove to solve the ecological
crisis. It was particularly the ecological understanding of the importance of fresh
air and sunlight that these designers (like Cedric Price and Archigram) thought was
important. The dense fogs of urban cities were unhealthy for the human skin and
body, and people should consider moving out to the healthy air of the countryside.
The basic strategies of these new ecological design principles were to channel
nature's energy into more efficient and thus better human use. Architects from the
Architectural Association in London argued that the shift in construction
techniques from wet materials like mud, cement, mortar and brick, to dry materials
like steel, plastic and glass meant more fresh air and sunlight in buildings. They
saw the movement from wet to dry, from natural to artificial, and from handicraft
to mass production in architecture as a leap forward in the biological evolution of
human development toward a balanced ecological future.

The word ecology emerged not only in avant-garde International Design, but
also in less progressive architecture. An important example of this is in the
Imperial Forestry Institute at Oxford University, a type of Natural History building
and museum. It was a building for ecologists who had an important say with
regards to how its design should relate to its role as an ecological research
institution. Its prime function, besides being a place where researchers could do
their work, was to be a material representation of their patronage system: every
piece of wood in the entire building was a gift from a long list of patrons around the
British Empire. These gifts were organized within the building according to the
location of the patron. The building thus became a microcosm of the Empire with
various parts representing patrons, colonies and collaborators around the world. In
walking through the building one can see how the ecology of plants relates to the
wealth of each part of the Empire. The building is thus a key to understanding the
connection between the ecology of plants, knowledge, wealth and patronage in
relation to an emerging global discipline.



Such global ecological thinking is perhaps best represented in one of the
most important characters who promoted ecology to architects, namely Richard
Buckminster Fuller. His turn to ecology came in 1932 when as editor of the journal
Shelter he wrote that his journal should serve the field of ecology, and that
architecture was the science of putting the house in an ecological order. Fuller's
various architectural projects are best understood as a longing for acceptance
within the Navy community. He was not only trained by the Navy as a military
engineer, but also kept close contact with Navy officials throughout his life, and
most of his ecological works were contracted for military use. His early Dymaxion
dwelling machines, his famous domes, and, finally his writings about «spaceship
earth» were all serving his Navy patrons. | will describe how his ideas about
ecology build on his knowledge of military engineering, management, and survival
strategies and techniques.

Historians of architecture and ecology alike have hardly discussed the
connection between military engineering and ecology. The study will focus on
ecologists involved in design of space cabins and stations. One of the most
important patrons and clients of ecologically driven architecture after the Second
World War was NASA, the American space agency. They were concerned about
the biological survival of the astronaut in space stations, and with the mission of
building American space colonies on the moon and beyond. Spin-off technologies
from this research, such as efficient sewage systems, toilets, food storage, clean air
standards and technologies, energy saving devices, as well as solar cell panels, all
became crucial technologies for ecological design in the 1970s and beyond. Newly
realized archive material also indicates that research on how to design ecosystems
in sealed cabins in order to secure the survival of humans in space was actively
used in designing underground military shelter installations and in Navy
submarines.

The final part of the study will discuss how one came to think about the earth
as a «spaceshipy» or as one enormous ecological construction in the 1960s and 70s.
Deep ecologists encouraged people to «think globally» and to see the earth as one
huge ecosystem. Seeing the world as a whole represents the ultimate panoramic
view from the philosopher's mountaintop. The ideals of scientific world
management influenced a series of environmental thinkers, such as the
counterculture guru Max Nicholson in the 1970s, to promote paternal steering of
the «spaceship». Representations of «spaceship earth» (such as the Biosphere I1
project in Arizona and the Eden Project in Cornwall, England) capture the idea of



creating a microcosm of the world within one museum/research building. It was
Buckminster Fuller who coined the term «spaceship earth» to promote his domes
and environmental management. It was research on the possibility of human
survival inside space cabins that in the end was projected on to the earth as an issue
of humanity's survival on «spaceship earth». Thus, the understanding of the earth
as a ship, or as one closed ecosystem, draws upon architectural concepts and
design.

This outline of an investigation into changing construction materials and
technologies, as well as social and political ideas about architecture and ecology
may provide an understanding of the historical development of the relationship
between design of built structures and ecosystems.

By Peder Anker, Center for Development and the Environment,
University of Oslo

ENVIRONMENTAL HISTORY AND THE CONSTRUCTION OF
NATURE AND LANDSCAPE: THE CASE OF THE «KLANDSCAPING»
OF THE JUTLAND HEATH

It is my thesis that the discipline we now know as environmental history
owes a great deal of its impetus to the emergence at the beginning of the 19th
century of a socially engaged and environmentally committed interdisciplinary
«proto-discipline».

A material conception of nature was of key importance to this environmental
history, and thereby to the historically conscious conservation movement which it
set in motion. This concept of nature as thing could, however, be (mis)construed to
represent a reification which separates humanity from nature. This reification, as
will be seen, was problematic because it bore concealed within it older normative
concepts of nature, which came to imply environmental determinism as a natural
ideal and the alienation from nature of any form of humanity which violated this
ideal. This meant that humanity tended to be counterpoised to nature. There is a
consequent need today to «deconstruct» this concept of nature in order to «re-
invent», as it were, a conception of nature which maintains the conservation
imperative, but which shifts its focus from things to the dynamics of a
society-environment relation in which humanity can take a positive and active role.



I exemplify my argument by drawing upon a classic case of the intertwining
of environmental transformations and changing conceptions of nature: that of the
«landscaping» of the Jutland heath. Even though this analysis is not about
Transylvania, a key factor in it proves to be an arcane bond between bats, vampires
and the concept of landscape.

Kenneth R. Olwig «Environment and
Historyy» 2 (1996)

ENVIRONMENT, ECOLOGY AND CULTURE

The Environment, Ecology and Culture theme looks at human culture in
relation to the biosphere. Environmental history considers how humans and natural
environments have interacted and reshaped each other in the past. It studies the
ecological and environmental niches where humans have succeeded and failed and
the reasons for these successes and failures. It is concerned with how humans have
altered the environments of the places they have inhabited through irrigation
systems, agricultural and pastoral practices, and industry; and it studies the social,
political and technological systems that have sustained these economic activities.
Environmental history asks such questions as: how has the natural environment
influenced human actions, decisions, and cultural and social development? How
have people perceived or imagined the natural world? How have they reshaped and
even reordered the natural environment? How have they struggled with each other
over ways the environment should be treated and understood? And what have been
the intended and unintended consequences of their actions?

The Environment, Ecology and Culture theme also studies how weather
patterns and climate changes have affected the development of cultures. It looks at
the history of foods and at the social systems and cultural practices that have
developed around the domestication and production of foodstuffs. It sees
globalization in terms of the spread of biotas and pathogens as well as the spread of
social and political systems. It incorporates parasites and diseases into history, and
looks at the religious, political and medical systems that humans have designed to
control and manage disease. Finally, as cultural and intellectual history, it
examines how different cultures have understood nature and their relationship to
nature.



UNIT X
MY SPECIALITY

I. Read this text
PUBLIC RELATIONS

Byname Pr, aspect of communications involving the relations between an
entity subject to or seeking public attention and the various publics those are or
may be interested in it. The entity seeking attention may be a business corporation,
an individual politician, a performer or author, a government or government
agency, a charitable organization, a religious body, or almost any other person or
organization.

The publics may include segments as narrow as female voters of a particular
political party who are between 35 and 50 years of age or the shareholders in a
particular corporation; or the publics may be as broad as any national population or
the world at large. The concerns of public relations operate both ways between the
subject entity, which may be thought of as the client, and the publics involved. The
important elements of public relations are to acquaint the client with the public
conceptions of the client and to affect these perceptions by focusing, curtailing,
amplifying, or augmenting information about the client as it is conveyed to the
publics. The real tasks of public relations in the business world may focus on
corporate interests or those of marketing products or services; on image creation or
defense against attack; on broad public relations or straight publicity.

In general, the strategic goal of public relations is to project a favourable
public image, one of corporate good citizenship; but this cannot be accomplished
with lights and mirrors in an age of investigative journalism, and the first
responsibility of public relations is to persuade management that the reality must
correspond with the desired image. To a large extent, the job of public relations is
to optimize good news and to forestall bad news, but when disaster strikes, the
public relations practitioner's task, in consultation with legal counsel, is to assess
the situation and the damage, to assemble the facts, together with necessary
background information, and to offer these to the news media, along with answers
to their questions of fact. When a client is under attack, it is a public relations
responsibility to organize the client's response - usually involving several
complicated issues - to be both lucid and persuasive.



I1. Note the pronunciation of the following words:
Lucid, journalism, services, particular, amplifying, damage, to persuade,
politician, author, desired, assemble,

I11. Give the meaning of the following word combinations, suggest how they
can be translated into Russian:

To assemble the facts, when a client is under attack, together with necessary
background information, on image creation or defense against attack; on broad
public relations or straight publicity, the entity seeking attention, the strategic goal,
when disaster strikes, to optimize good news.

IV. Study the text and point out the aims of public relations”
1.to optimize good news;

V. Paraphrase and explain in your own words the underlined parts of the
following sentences; translate them into Russian.

The real tasks of public relations in the business world may focus on
corporate interests or those of marketing products or services.

The publics may include segments as narrow as female voters of a particular
political party.

First responsibility of public relations is to persuade management that the
reality must correspond with the desired image.

The important elements of public relations are to acquaint the client with the
public conceptions of the client and to affect these perceptions by focusing,
curtailing, amplifying, or augmenting information about the client as it is conveyed
to the publics.

When a client is under attack, it is a public relations responsibility to organize
the client's response - to be both lucid and persuasive.

VI. Find synonyms in the text to the following words:
Customer, explain, commerce, reporting, collectively, communicate, work,
duty, clear, expanding, tactical, being.

VII. Compose the topic «Public relations as my speciality».



SUPPLEMENTARY READING
PUBLIC RELATIONS

The empire builders of the 19th century often disdained a curious public and
an inquisitive press, but this attitude soon came under fire from muckraking
journalists. In 1906 Ivy Lee, a former newspaperman, became publicity adviser to a
group of American anthracite coal-mine operators who had aroused the anger of
the press by their haughty attitudes toward miners and the press in labour disputes.
Lee persuaded the mine owners to abandon their refusal to answer questions, and
he shortly sent out an announcement that the operators would supply the press with
all possible information. Later that year he was retained by the Pennsylvania
Railroad and brought into effect a new practice: giving the press full information
about railroad accidents. In this he was forging a major ingredient of what had not
yet come to be called public relations.

Government agencies began hiring publicists in Great Britain and the United
States; U.S. legislation (1913) required congressional authorization to spend
government funds on «publicity experts», whereupon the experts masqueraded
under such euphemisms as «director of information». The natural affinity of
government for public relations, little explored since Machiavelli, was flowering.
From 1924 to 1933 in England, the Empire Marketing Board used large-scale
publicity to promote trade; it has been called «the archetype of government public
relations departmentsy. In Great Britain, as in the United States, the appointment of
public relations directors by various government departments during World War |1
was a prelude to greatly increased postwar emphasis on public relations. Within a
decade hardly an agency of any government was without its public relations staff.
Perhaps more importantly, public relations had come to be recognized as
indispensable to any organization subject to attention in the press and the rapidly
developing broadcast media.

There was, however, no uniformly accepted simple definition of the craft,
trade, dodge, or art of public relations, and there is none today. This is true in large
part because of the great variety of its elements. These include generating
favourable publicity and knowing what kind of story is likely to be printed or
broadcast. This rudimentary aspect of public clarions is complicated by the variety
of media; besides newspapers, magazines, and radio and television, there are
publications of professional associations, recreational groups, and trade
associations; producers of stage, motion-picture, and television entertainment;
direct mail lists; and others.



Public relations embraces a serious element of the ethical counseling and
sociological education of the client. One of the great American practitioners, Earl
Newsom, would force his carefully selected clients' attention to the 19th century
classic The Crowd (1896; La Psychologie des foules, 1895), by the French
sociologist Gustave Le Bon, to persuade them that kings (and business potentates)
were no longer the rulers but that the crowd - the public - was now sovereign and
must be pleased. Public relations counselors to airplane manufacturers and airlines
persuaded their clients, as Ivy Lee had done the railroads, to be candid and
forthright with the facts and to supply the background necessary for context and
understanding when airplane crashes occurred. This element of public relations is
complicated and sometimes obscured by the flamboyance of self- promoters in the
field and by the excesses of occasional charlatans. It is also complicated by
divergent views, for a minority of practitioners believes that silence and secrecy -
«stonewalling,» if need be - are the proper response to a deluge of adverse
publicity.

Government relations is often included in public relations under the general
designation of public affairs and encompasses lobbying. Industrial relations (i. e.,
labour-management relations), employee relations, and customer relations
sometimes are accounted part of public relations. Community relations is
important wherever a client has an office or plant.

Modern corporate executives often do not excel at public speaking or writing
in nonbusiness language, and a duty of public relations is to translate executives'
knowledge into speeches or articles intelligible to nonspe- cialists. In fact, the
prime responsibility of public relations can be seen as interpreting the client to the
public and vice versa.

From the 1940s responsible public relations practitioners have endeavoured
to codify and uphold ethical standards. Many have attempted to bring the status of a
profession to their calling, through associations such as the Public Relations
Society of America, the Public Relations Consultants Association (London), the
Federation Europeene des Relations Pub- liques (Brussels), and the International
Public Relations Association (London). Many colleges and universities offer not
only courses but also academic majors in public relations. Boston University was
the first to establish a School of Public Relations (later, Communications) in 1947.



AHTIJIO-PYCCKHMM CJIOBAPH 110 CHIELUAJIBHOCTAM «CBSI3H C
OBINECTBEHHOCTBIO», <MEHE/[DKMEHT»

-A-

ABUNDANCE PRINCIPLE npunnun n3o0mmus, H30bITOYHOCTH; HAES 3aKII0YAETCSI B TOM,
YTO B JKOHOMHKE, NMPOU3BOJALICH TOBapbl W YCIYrH B 00BeMe, NpEBHILIAIONIEM HOTpeblieHHE,
peKJiaMa CIIy>KUT OZJHOBPEMEHHO JIBYM LIEJIAM: AaeT MH(OpMaLnio NOTPEOUTENIM O HaJIMYUU BBIOOpA,
a TIPOU3BOAMTEISIM - BO3MOXKHOCTH KOHKYPHPOBAaTh B 00pb0eE 32 OTpeOuTes

ABUSE 11) ockopbienue; 2) mioxoe, xxecTokoe; 3) 3noynorpebieHue; 4) HerpaBUIbHOE
yrnotpebyieHne WM (MC)NONb30BaHUE; S5) HamaJeHue, H30MEHHE, W3HACWIOBaHHME, OCOOCHHO
COBpAII[CHHE MAJIOJICTHHX; 6) 9KCIITyaTalus ¢ HapyieHneM npaBmwi/HopM. | 11) ockop6isits; pyraTs;
oecuectuthb; 2) Mmyuntb ACCELERATE yckopsrth

ACCELERATOR cnyxamuii pekJaMHOTO areHTCTBAa, KOHTPOJMPYIOLIMH IMPOXOXKICHHE
3aKa30B

ACCEPTANCE npunsTue 1 0naroxenaresibHOe OTHOLIEHHE K IepeaayaM WM MyOInKalusM
B CMU ACCESS nocturath

ACCOUNT EXECUTIVE ¢unancoBslit paboTHUK

ACTION BLOCK 610Kk HErocpeacTBEHHOr0 BO3CHCTBHS Ha MOTPEOUTEIIs; BEPXHSS 4acTh
peKJ’IaMHOﬁ npaMuJbl, COOTBETCTBYIOIIASA NEPUOAY BPEMCHH, KOrJa MMOKYINATEC/IN JIMIIIb 3HAKOMSTCSA C
NPOAYKTOM HJIA TOJIBKO HAYMHAIOT IMOKYIIATh €Tr0

ACTION FOR CHILDREN'S TELEVISION (ACT) nBwkeHue 1o 3amuTe IETEH OT
Bpennoro Biusiaus tenesuaeHus (CLIA); opranusanus, Aaromasi OLEHKY M KPUTHYCCKUIl aHAIU3
BJIMSIHUSL TEJICBU3MOHHBIX Tepeay Ha JeTeit

ACTION [IMPLEMENTATION w4acte 3amiaHMpOBaHHOM aKIUM MO CBS3IM C

OOLIIECTBEHHOCTIO, HANpaBICHHAas Ha JOBeAeHHME HHPOPMALMM [0 ILENeBOH ayquTOpUH

JIFOOBIMH CPEICTBAMHU

ADDICTIVE no6aBka

ADVANTAGE mpeumyiectso

ADVENTURES npukntodeHus

ADVERTISE pekiamupoBaThb

ADVERTISER peknamonaress

ADVERTISEMENT peknamHoe 00bsBiICHHE

ADVERTISING pekiama

ADVERTISING SPACE peknamHOe IPOCTPAHCTBO (B ra3eTe)

ADVICE coser

AGENCY NETWORK cerh pekIamMHBIX areHTCTB; MEXIYHApOAHOE OO0beANHCHHE
PEKJIaMHBIX areHTCTB, CO3JAHHOE Ul OKa3aHMS M HOJMy4eHHs momorinu mo padore co CMU, mo
MepeBOAY, CO3JAHHIO PEKJIAMBI M OKa3aHHIO PYTUX BUAOB YCIIyT HA HHOCTPAHHOM PBIHKE



AGENCY OF RECORD ronoBHOe peKklIaMHOE areHTCTBO, KOOpAMHHpYIOIlee IeHCTBUS
HECKOJIBKHX (MPM U areHTCTB MO IMPOABM)KEHHIO HA PHIHOK TOBAPOB HECKOJbKHX HAUMEHOBaHHI
OJIHOT'O U TOTO XK€ PeKIaMoaTels

AMUSING ADVENTURES 3a6aBubie npukmouenus ANABOLIC 1) anabonmueckuit
crepoui (MCHOJB3YeTCs Ul YBEJIWYCHHS MBIIICYHOW MAacChl Yy CIOPTCMEHOB H T. 1I.); 2)
aHabonnyeckuii, accuMuissronHbIi: anabolic steroid — anaGonuueckuii crepors ANEW 3aH0BO;
[10-HOBOMY, [I0-HHOMY

ANSWERS CODES TumoBsie 0TBETbI 3aKa34MKaM KHUKHON NPOAYKILUH, OTCYTCTBYIOIIEH Ha
ckmaze: out of print (OP) - Tupax pacriponian u noneuarku ue 6yzer, not yet out (NYO) mmu not yet
published (N'YP) - kuura eme ne ssuma B cer, temporarily unavailable - Bpemeno otcycTByer n
ap

ANXIETY 6ecniokoiicTBo, Tpeora, 3a60Ta

APPEAL 1) anennsinus; 2) npu3sIB; MOAX0A; 3) CIOCO0, UCTIONB3YEMBIil peKIaMOAaTeNeM JUTst
Oosee ycnenrHoit nHpopManuu o ToBape

APPENDIX npunoxenue

APPLAUSE armioaucMeHThI

APPLAUSE MAIL nonoxuTtensHble OT3BIBBI Ha Iepeaady WM PeKiIaMy, MPUCIaHHBIE 110
oure

APPLICATION 3asBnenue

APPLICATION FORM Gnank

APPROPRIATION 1) npucsoenue; 2) accurioBanue; 3) GoHI; aCCHTHOBaHHbBIE CyMMBI; B
PeKiame: cymma rofoBoro pacxoja Ha pexnamy; 4) NpHCBOCHUE UYKOif TOProBOi MapKH

APTITUDE cnioco6HocTb

ARCHIVAL TekcTbl, WUTIOCTpALMH WM JOKYMEHTBI, OTIIEYaTaHHbIe Ha OECKUCIOTHOM
Oymare JJisi YBEMUYCHHUSI CPOKA MX CIYKObI; He 00ECLBEUYMBAIOTCS M HE TEPSIOT MoJaurpapuyeckue
KauecTBa; UCIOIb3YIOTCSI B HAYYHBIX U JIP. N3IAHUSX, NOUISKAIINX JITHTEIBHOMY XpaHEHHIO; 0000
npusBercTBytoTcs Oubnnorekamu CIIA, KoTOpble HYXAAIOTCS B YaCTOM HCIIONB30BAHUH TaKUX
U3IaHuH

AVERAGE FREQUENCY cpennunii noka3saresb 3pheKTHBHOCTH peKIaMbl, HCIHCISIEMbIil B
BHUJIE IPOIIEHTHOTO OTHOILIEHHS YKClIa MOKAa30B PEKJIAMBI 33 ONPEeIEHHOe BpeMs K 00LIeMy 4ucIy
JIOJIeH, TOTEHIMAIbHO HMEBIIMX BO3MOKHOCTh BUAETD OTY PEeKIaMy

AVERAGE NET PAID CIRCULATION cpenuuii Tupax npogaBaeMbIX Ta3eT WK
HKypHAJIOB

AVOID uzberats

AWARENESS ocBenoMiIeHHOCTE; 0CO3HAHHOCTh

AWARENESS ADVERTISING HauampHass Ccraaumsi pPEKJIaMHpPOBaHHs — IPOLYKTa,
HAIpaBJIeHHAsl HA CO3JaHHE MOJIOKUTEIBHOI0 UMHIKA, Ha 3HAKOMCTBO MOTPEOUTENS ¢ Ha3BaHUEM
TOBapa M ero ynakoBKOH

AWARENESS BLOCK 6510k y3HaBaHUS; HIDKHSSI CTYIICHb PEKJIaMHON MHPaMHJBI, KOTIa
MOTPEOUTEND BIIEPBBIE Y3HACT O (pUpMe, TOBape MK yCIyre

AXIS 1) ocb; 2) 1IeHTp, BOKPYT KOTOPOT'O PACIIONAratoTCsl BCE SJIEMEHTHI PEKIIAMBI



B~
BACKGROUND noaroroska, kBaau(uKkarys; NpearnochluiKa
BACKUP pesepsroe o60pynoBanue
BACK-TO-BACK wuepenoBanue mnepenaud B 3GHp pa3BleKaTeIbHOH IPOrpaMMmbl M
PEKJIaMHBIX 00bBIEHUI
BAIT npumanka
BAIT ADVERTISING peknamupoBaHue ¢ Ielbl0 3aMaHUTh IIOKyNaTeled B Marasu,
UCHOJB3YS ISl TOTO PA3HOTO POJA YIOBKH U XUTPOCTH
BALANCE ypaBHOBeIICHHOE PACIOI0OKEHHE HIEMEHTOB Ha MaKeTe PeKIIaMbl
BALANCE SHEET 6ananc (zokymMeHT)
BALLOON ADVERTISING pekiama Ha BO3/IyLIHBIX LIapax
BALLYHOO mymHO 1 Ha301IMBO PEKJIaMHPOBATh TOBAP
BAN (smb. from smth.) - enaeos 3anpewars
BAND 1) nosioca B rasere; 2) 70J1UCP. MaHKeTKa
BAND ADVERTISING pekiama, 3aHMMaroL1as BCIO ra3eTHYIO MOJIOCY
BANGS paanomnomexu
BASIC NEEDS ocHoBHbIe TOTpeOHOCTH
BASIC MESSAGE nentpansHas nziest pekiaMHOT0 00bsBICHHS
BASIC NETWORK MuHHMaJIbHOE KOJINYECTBO TEIEBU3HOHHBIX CTAHIMH, C KOTOPBIMU
pekamoaTesb 00513aH 3aKII0UYUTh KOHTPAKT Ha Mepefady ero peKkjiaMmbl
BASIC SERVICE rteneBu3nonHoe o0ciaykuBaHue, GuHaHCHPYEMOe 3a CHET PeKJIaMbl
BE AVAILABLE 6bITh JOCTYIHBIM, IIPUTOJJHBIM
BE FOND OF nto6uTh 4T0-1100, HPAaBUTHCS KOMY-THO0
BE KEEN ON yBrekaTbcs 4eM-1160
BE SKILLED IN SMTH. 6bITb cCrIOCOOHBIM B 4eM-1100
BILL POSTER 1) a¢umua; niakar; 2) packieiumk adui
BILLING 1) cuer peknamMoaaTesnto OT peKJIaMHOTO areHTCTBa; 2) 000POT CPEICTB PEKIaAMHOTO
areHTCTBA 3a OIPE/IeNICHHBIN Mepro; 3) aduiiia ¢ UMEHAMHU HCIOTHUTENCH
BIND-IN-CARD pekiaMHBIi JTHCTOK, BIIUTHIH B XKypHAI
BINDING o6105xkKa
BINGO CARD peknaMHbIe JHCTOBKH, pacChlIaeMble PpEKJIaMOAaTeNieM B IOAIMHUCHBIX
U3AQHMSAX C YKa3aHHEM OOpaTHOTO ajipeca U MepeyHs TOBApOB MM YCIyT
B LAD o0bemHBI MakeT Oyayliell KHHTH; BKJIFOYaeT OOpa3llbl TEKCTa M HJUTIOCTpAIMH U
obopaunBaeTcs B TMPOOHBI OTTHCK OOJIOXKKH WM CyNepOOJIOXKKH; HCHOJB3YeTCsl B KadyecTBe
[IPEeIBAPUTENBHOTO PEKJIAMHOTO MaTepuaa
BLURB kpaTkoe ommcaHne KHHTH, pa3MellacMoe Ha 3ajJHeil CTOPOHKE OOJOXKH WM Ha
HepeiHeM KIIanaHe CynepoO0IIoKKY U3/IaHUS B TBEPIOM IeperieTe
BOOK FAIRS xHimkHBIE SpMapK;, HCIOIB3YIOTCS H3IATEISIMH ISl OpPTaHW3allMd ChE3/I0B,
KOHCYJIbTAIIUi{ U JIEIOBBIX TIEPErOBOPOB
BOOKING 1) pa3melenue 3aka3oB; 2) 3aKJII0YEHHE KOHTPAKTA; 3) COCTABJIEHUE PAINO- U
Telnernepeay ¢ BKIIOYCHHEM PEKIaMHBIX MaTepUaioB
BOOK JACKET cynepo6.ioxka
BOOK-KEEPER cueroBoj; 6yxrajarep



BOOKLET 6yxier; kiasiccep

BOOKMAKER oykmexep

BOOKPLATE 3kecandpuc

BOOK PUBLICITY kHu:kHasi pekiiama

BOOK REVIEW kHm:kHOe 0603peHne

BOOKSTALL kHH:KHBIIT KHOCK

BOOK TOKEN kHukHBIIi Baydep - KapTO4Ka, NOKyNnaeMas JUIsl OC/Jey0lero ooMeHa
Ha KHHMI'H; YaCTO HCIOJIb3yeTcsl B KayecTBe M01apKa, YTo0bI HOBBIH BJIajie/iell MOT 0ecIIaTHO
BBIOPATH MOHPABUBUIYIOCS] KHHT'Y B KHHKHOM Mara3une BOOM pexiiamuasi mmymuxa

BRAND MANAGEMENT (PRODUCT MANAGEMENT) PYKOBOJICTBO
MapKeTHHI0BOH KAMIIAHUH N0 NPOBHKEHHIO 0/IHOT0 MPOYKTA WU KOMILIEKCA POACT BEHHbIX
TOBapoB

BRAND MANAGER wMmeHemkep mo cObITY TOBapa, OTBETCTBEHHBIH 3a ycHeUIHbIi
MapKeTHHI MPOAYKTAa HMEHHO 3T0il padpu4Hoii MapKkn

BRAND MONOPOLY 3axBaT pbIHKa, BbITECHEHHE C PHIHKAa AHAJOTMYHOI0 TOBapa
JAPYTUX NPOU3BOUTE e

BRAND NAME TtekcroBast yacTb GpadpuuHoii Mapku miin pupMeHHOro 3Haka

BRAND PERSONALITY BblcOKO HHAMBHAYAJIbHbIE XAPAKTEPUCTUKH TOBapa,
JleJ1alolue ero Becerja 6oJiee NpenoYTUTEILHbIM, YeM AaHAJIOIHYHbIe TOBAP bl KOHKYPH-
pyromux pupm

BRAND POSITIONING pa3meuenne ToBapa KOHKPeTHOH TOProBoii MapKu Ha phIHKaX
CTPAHbI M MHPA H €r0 MECTO 110 CPABHEHHIO C AHAJIOTHYHBIM TOBAPOM JPYrux (Gpupm

BRAND RATIONAL ELEMENTS »saemenTbl (padpu4HOii MapKu, oOTpaKalouiue
CO/IepP:KATETBHYI0 WM (YHKIMOHAJILHYIO CTOPOHY TOBapa

BRAND STANDING npe3enranusi HOBoro ¢pupMeHHOr0 3HaKa, NPOAYKTA WIH
OpraHM3aluyu NOCPeACTBOM 0c000ii MyOIMKaALMKU WU HHOM GOPMBI 1eSITeJILHOCTH
BROADCAST rtpancasiuus

BROADCASTING TIME a¢upnoe Bpems

BRANDS EMOTIONAL ELEMENTS si1emenTnl dadpuuHoii MapKku, Bo3/1elcTBYIOLINE
Ha YyBCTBa NOTpedHTEIS

BROADSHEET 1) mupoxodopMaTHblii peKJIaMHBbIA IIHT; 2) mUPOKO(popMaTHas
rasera

BROADSIDE ckiaagpiBaIuiicss IUIaKaT-peKjiaMa, BbICTABJISIEMblii B BHUTpPHHE
Mara3gHa Wid paccblIaeMblil 0 MOYTe, KAK 00bIYHAsI OpolIopa

BROKER 6pokep, ¢puzuueckoe Jauio uin GpupMa, BICTYNAIOIIHE B KAYeCTBE M0-
CPeIHHKA MEK1Y NOKYNaTe/eM H NPOJABIOM H MOJIy4YaloLHe KOMUCCHOHHbIE

BROKERAGE 1) nocpeaHn4ecTBo; 2) KOMHCCHOHHbIE

BROKERING TIME 6pokepHasi mpoaasa 3(pupHoro BpeMeHu

BUDGET 6roaxer

BUY SHEET kasiengapb u noapo0Hoe pacnucaHue peKJIaMHBIX Mepeaad, COCTABJIEHHOe
CMMU 1151 KOHKPETHOT0 PeKJIaMoAaTe sk

BYLINE nomemenue ¢pamuanu aBTopa cTaThbu Ju0O HaAJ 3arjaBueM, JH0OO B KOHIE
CTAaTbH



.

CABLE TELEVISION ka6enabHoe TeJieBHIeHHE, OIJIAYABAEMOE N0 MOANMICKE
CALENDER noJuep. kananap; KaTok; JOUHWIbLHbIN npece; GUIMIPAHHDIN CTAHOK

CALL 1) BbI30B; 2) Tes1epoHHBII 3BOHOK; 3) 3aKa3 Ha TOBAp

CALLIGRAPHY kajuurpagus; YucToNucaHue; KpacuBblii Noyepk
CALL-IN-PROGRAM nporpamMmma c npsiMoii Tesie(poHHOI CBSI3bI0 ¢ PAHOCTYIIATEIMH WU
TeJIe3pUTENAMHU

CANNED EDITORIAL oaunakoBblii MaTepuaj, omny0JMKOBAHHBbIH Ha HepBoii
CTpaHMIle MHOTHX ra3er

CANVASSING onpenesieHne 061ecTBeHHOT0O MHEHHS

CAPACITY 1) MomHOCTB; 2) rpy301I0ABEMHOCTD; 3) 1€ecnoco0HOCTh

CASTING npenBapuTe/ibHbIii NI0JCYET; NIPUMEPHOE BbIYHCIeHHE

CAREER kapbepa, cdepa nesrejibHOCTH

CASTING OFF pacnpeneiienne ra3eTHOro NpocTpaHCTBA NPH MyOJIHMKALNH PEKJIAMHOTO
TEKCTAa ¢ y4eTOM pa3mMepa mpudra

CATALOG 1) karajior; (pupMeHHBI KaTajJor, pacchUIaeMblii M0 MOYTe M JA0LIUI
nepevyeHb, ONMUCAHHEe M M300pakeHHe TOBApPOB; 2) CNMCOK; mpelickypaHTt, 3) ¢uibmoTeka;
BH/I€0TEKA

CAUSE | | ) npuyuna, ocHoBanue (JJIsi JeHCTBHUS, COCTOSIHMSI, pe3yJibTaTa) 2) /1ejo;
0.a1aroe neno, OJaroTBopHTenbHOE; 3) YroJioOBHOe [eJl0, cyAeOHbI mnpouecc; 4) Bompoc,
Tpedyromuii pemenusi/paccmorpenus. II 2142071 nocay:kuTh NPUYNHOE/MOBOAOM 115 Yero-J.;
MOTHBHPOBATH YTO-JI.

CENTRALIZED ORGANIZATION opranu3anusi, paGoTalmasi Ha  OCHOBe
HEHTPAJIM30BAHHOIO PYKOBOJCTBA; KOPNOPATHBHASI CTPYKTYpa, B KOTOPOil Bce BasKHbIE
pelieHus1, NPUHUMAaeMble B QHINAIAX, H0JLKHBI NOJYYUTh 0/100peHHe eHTPAJbHOI0 annapara
¢upmbI

CENTS-OFF PROMOTION neHToBasi CKMIKa; KPATKOBPEMEHHOE CHH)KEHUE LEHBI HA
TOBap [Jisl MPOBEPKH HAJIMYUS MHTepeca K HeMy Yy mokynarteieil. Takoil Bua npoaBusKeHHS
TOBapa HAa PbIHOK MO’KeT MMeTh pa3jiMyHble (OPMBI: HAKJEHKAa HA YNaKOBKe O CHUKEHHH
LeHBbI, MPO/IaKa 32 OIMH LEHT WU fecIIaTHAsH pa3aya B BU/e NPHJIOKEHHUsI K APYTOMY TOBapy

CHALLENGE 6pocats Bbi30B

CHOCOLATE mokoJax

CINEMA SCREENS kunHo3kpan

CINEMA-GOING HABIT npuBbIuka XoQuTh B KHHO

CIRCULATION 1) tupa:k; 2) uupkyJasiuus; oopamenue; 3) mesies. aynuropus; 4)

PeKU, KoJIu4ecTBO JIIoeil, BHIeBIINX PeKJaMy Ha yjIHle HIH HA TPAaHCIIOpTe

CIRCULATION AREA 1) TeppuTopusi pacnpocTpaHeHHsl MEPUOIUYECKON MeYaTHOI
NPOYKIHMH, 2 TAKIKE PEKJIaMbl; 2) PErHOH Y€TKOr0 NMpHeMa Pajauo- U TeJleBellaHus

CIRCULATION AUDIT ananu3 oobema Tupaska raset, nposogumblii B CLIIA, Bropo no
yUYeTy THpaKeil [JIsl ONpelesieHUs COOTBETCTBUSI MeKIy OOBSIBJIEHHbIMH M (PAKTHYECKHMHU
THPAKAMHU



CIRCULATION WASTE Tupaxk, OIUIa4YeHHBbIHi pekjaMoaaTesieM, HO He HC-
M0JIb30BAHHBII 110 HA3HAYEHUIO

CLEARANCE 1) paspeumenue; 2) ocBo0okIeHHe OT YILUIaThl MOLLIMHBI; 3) coriacue
PeruoHalIbHBIX BeUIaTeJIbHBIX CTAHLMI MepeJaBaTh NPOrpaMMbl KPYNHBIX TejieceTei

CLEARANCE ADVERTISING peki1ama o pacnpojaske 1o CHHKEHHbIM LeHAM HIpH
JIMKBUIALUMHU YCTAPEBUIMX 00Pa310B HIIM B KOHIE CE€30HA

CLEAR-CHANNEL STATION paauocTanuusi NpeMMYINIECTBEHHOI0 BeLIAHUSI Ha
OrpaHHYeHHOI TeppUTOPUN

CLEAR TIME pe3epsupoBaHse BpeMEeHH PpeTPAHCIMPYIOIIMMH CTAHUUAMH IS
NPOJAKH €r0 PeKJIAMOJATeISAM

CLERICAL ERROR kannensipckasi ommoka

COLOR PROOF nanuep. xom0uHupoBaHHAs NeYaTh ¢ IIACTUH PAa3HOIO LBETA
COLOR SEPARATION npouecc pa3aeeHnsi HBeTHBIX H300pakeHUii HA 3JIEMEHTHI B
COOTBETCTBHH C OCHOBHBIMH I[BETAMHU

COLOR SEPARATION NEGTIVES HeratuBsb! 1151 pa3iesieHHs1 BETOB

COLOR STRIP 1) napgromepHasi uBeTHasi pekjiaMa (TO4HOe BOCIIPOU3Be/leHUE B
JKYPHAJILHOW peK/iaMe Pa3JIMYHbIX OTTeHKOB ryOHO# 1OMAa/ibl, TeHeH 115l 1J1a3 U T. IL); 2) mun.
paccka3 B KapTHHKaX

COLOR TRANSPARENCY aunano3utus

COLUMN 1) kosonKka; cToJiden; 2) pa3iena B razere

COMMERCIAL SPEECH o6pamenue cy:k0bl a0 IMK puiieid 3 GUPMBbI K IIMPOKOii

0011eCTBEHHOCTH € LIeJIbI0 PeKJIAMUPOBAHMS caMoii GUPMBI U ee 1eATeJbHOCTH

COMMERCIAL SPOT pekiamMHasi BcTaBKa

COMMERCIALS pekjiamHoe 00bsiBIeHHE

COMMUNITY o6mecteo CONDUCT AN INTERVIEW 6paTh unTepBbIO

CONSIGNMENT koHcHrHauusi WM peaju3ainus KHAT ¢ 0TCPOYKOIl OIIIATHI IO Mepe
NPO/JaK; KOTAA M0 OKOHYAHHHU NEePHOA Peau3alu U31aTelb MPe0CTaBIsieT KHUIOTOProBIY
JOTIOJIHUTE/IbHOE BPeMsl LISl IIPO/Ia’KH OCTABILMXCS KHUT B 00MeH Ha 00513aTeJIbCTBO
KHUTOTOProBLA c1eJIaTh 3aKa3 HA APYIrHe KHUTH H31aTeJst

CONSUMER notpeéureib

CONTROLLABLE FACTORS ynpasJsiemblie pakTOpbI

CONSUMER mnokynareb, noTpeduTeiib

COPYWRIGHT konupaiiT wium aBTOpCKOe NpaBo - NpPaBO aBTOPa, XYHAOKHHKA,
H3/1aTeJIsl U T. 1. HA THPA)KUPOBAHHE IIPOU3BEICHNS JIM00 HA 3aK/II0UEHHe J0r0BOPa ¢ TPETHUMHU
JUUAMH 0 TUpa:kupoBaHuH. B 1996 r. cpok neiicTBHsI aBTOPCKOro NpaBa Ha TEPPUTOPUH
EBponeiickoro coro3a yBejauue A0 70 jeT, HauuHas ¢ 1 sHBaps roaa, cJeIyluero 3a roaoM
cmepTH apTopa. lo 19% r. 3ToT cpok coctapiasi B Besnkodoputanuu 50 jet

COPYWRITING noaroroBka (HanucaHue ) TEKCTOB

COUNTERPACK cTeHI € HEeCKOJIBKMMH 3K3eMILISIPAMH KHHUIH, pa3MellaeMblii B
KHUTOTOProBbIX TOYKAX, 0COOEHHO PSIAOM € KHHKHBIM MAara3sMHoM, JJIsi NPHUBJICYEHHUS] TaK
Ha3bIBaeMbIX «MMILYJIbCUBHBIX», CJIy4aiiHBIX OKyNaTe e

CREATIVE CONCEPT «6oabmas uaes», cnocodcTBywmas co3a1anui0 3¢ pexTHBHOI
peKyIaMbl



CREATIVE DEPARTMENT otaen B pekJaMHOM areHTCTBE, BBINOJIHSAIO Mt
TBOPYECKYI0 paboTy 0 CO3AaHHIO PeKJIaMbl (KOHUENIHUs, TEKCT, 0(popMIIeHHE)

CREATIVE MIX »3jeMeHTbl pekjaMbl, 3aJaBaeMble M  KOHTPOJIHpyeMble
pekjlaMoJaTeeM, TaKHe KAaK LejdeBas HANPABJIEHHOCTb, KOHLNIMS OCHOBHBIX Xa-
PaKTePHCTHK TOBAPa, KAHAJIbI PACHPOCTPAHEHHUS

CREATIVE PLATFORM pokyMeHT, CyMMHPYIOILH A KOMILIEKC 3aJaHUI HA
BBINOJIHEHHE KOHKPETHOI peKIaMbl

CREEP kpacrtbes

CUSTOMER norpedurenn

CUSTOMER SERVICE o6ciyxuBanue noxynareJs

COVERAGE ocBeuienue B ne4atu, o pagano

-D-

DATABASE 6a3a 1aHHbIX

DATA SHEETS pekiama ¢ noapo6Hoii TexHuueckoii mndopmanueii

DATABASE MARKETING koMnboTepHbIii MaPKeTHHI'; HAKOILUIEHHE U AaHAIN3
MaTepHaJia 0 HOTPeOHTEISIX ¢ MOCTeAYIOLIMM BbIIYCKOM LieJIeHANPABJIEHHOI peKIaMbl

DATELINE crpoka ¢ yka3anueM AaThl BBIX0Ja Ny0JIMKALUU

DAYPARTS uacTu, Ha KOTOpbIe AeJISITCsl padoyne CyTKH HA PA/IHO U TeJIeBHIeHUU

DEAD AIR orcyTeTBHe nepeiay; MepTBblii 3¢pup

DEADLINE nocsennuii cpok npeacTaBieHust pyKOIHCH B H31aTeIbCTBO

DIET numa; onpejesieHHbIN «CTO»

DIRECT nouTtoBble peKJIaMHbIE JUCTHI

DISASTER katactpoga

DISCOVERY o0Hapy:keHHe, OTKpbITHE

DISTRIBUTION pacnpocTpaHeHue, pacnipeejieHue

TO DOMINATE npeBa/iupoBaTh, 3aHUMATh BeJ1yllIee MECTO

TO DRAW npusiiekathb

DRIVE TIME yrpeHHee u BeuepHee BpeMsi, IPOBOIUMOE €:KeTHEBHO 32 PYJIEM II0 10pore
Ha padoTy U 10MOJi; Haubo./1ee 0J1aroNPUSITHHINA MEePUO/ /A JIS Mepeiayu peKIaMbl 0 Pajuo U
caMblii BICOKOOIJIAYMBaeMbl i

DROP-IN BeTaBka

DROP-IN COMMERCIAL pexiiamHasi BcTaBKa

DRUGS | 1) meaukameHTBI), CHaJ00be, JeKAPCTBEHHBIN Npenapar; 2) HAPKOTHK;
TPAHKBWJIM3ATOP; 3) TOBap, He MOJBL3YIOIIUICS CHpocoM; HeHy:kHas Bemb. Il 21acon 1)
0Ka3bIBaTh BO3/elicTBHE, MOJI00HOE HAPKOTHYECKOMY, Ha KOro-J.; HNPUTYIUISATH (YyBCTBa,
IMOUMM U T. /I.); 2) AaBaTh HAPKOTHKH; 3) ynoTpebasith HapkoTuku: She has drugged all her
life. - Bcio CBOIO JKM3HB OHA YNOTPEGJISIa HAPKOTHKH; 4) NOAMEIIMBATL HAPKOTHKHY WJIH 511 (B
NHUILY ¢ HeJbI0 0TPABJIEHHUS)

DRY RUN peneruuusi; mporot 6e3 cbeMKH

DRY BRUSH pucyHok, uCOJIHEHHBIH MOJYCYX0il KHCTHI) HAa rpy0oii mepoxoBaToii
oymare

DUPE komusi; MH. KONMH TOTOBBIX TeJeBH3MOHHBIX NMPOrpaMM, MepeaaBaeMble Ha
MeCTHbIE TeJeCTAHIMH /ISl PeTPAHCISIMH



DUPLICATED AUDIENCE mmoau, cMOTpeBIIHe KOHKPETHYIO PeKJAMHYIO Iepeady
0o.1ee yeM 1o ogHOMY KaHasy CMU

DUSTBIN mycopHblii siluuk

DUSTMAN mycopiuuk

-E-

EAR MecTo B BepxHeM YIJy INepBoOii NOJIOCHI Ta3eTbl, NMpoAaBaeMoe HHOIAA I
PeKJIAMHBIX 00bsIBJICHHIT

EARLY FRINGE Bpems, npeamecTByiolnee Hayajy Iepeladyd pa3BjeKaTeJbHbIX
NPOrpamMM, cCOOUPAIOIIHX HauOOIbIIIee YUCII0 3pUTeIei

EARNED RATE pekjiaMHbIe CTABKH, 00bIYHO BHIILIAYHBaeMble PeKJaMoaaTe IeM MocJie
omnpe/esieHUs1 BCeX CKUIOK U OKOHYAHUS PACUeTOB

EARTHQUAKE 3emieTpsicenne

E-BUSINESS neito, 6u3nec yepe3 nrepuer

EMERGE nosiBisiTbesi, BOBHUKATH

EMPLOYEE RELATIONS nporpamma naGJuMK pWIeiIIH3 10  CO3IaHHIO
Os1aronpusATHOI aTMocdepbl B OPranu3aluu

EMPLOYMENT AGENCY areHTcTBO 110 TPYA0YCTPOICTBY

END CREDITS 3ak/ounTe/ibHbIe TUTPbI (priibMa

END-PRODUCT ADVERTISING pekiama ¢upMbl, H3roTaBjMBalolleii He Bech
NPOJIYKT, HO 3HAYUTEIBHYIO €r0 YaCTh HA KOHEYHOH CTaJ M NPOU3BOJICTBA

END RATE camas Hu3Kasi ieHa, 110 KOTOPOii epeaioiie CTAHIMH COTJIACHBI NPOAATh
peKjIaMHOe Bpemsi

ENORMOUS orpomusrii

ENCODING koxupoBaHue

EN SPACE noauzp. npocTpaHCTBO, IO IIMPHHE U BHICOTE PAaBHOE MPOCTPAH CTBY,
3aHMMaeMOoMY 3arJaBHOI OyKkBo# «N»

ENTERTAINMENT pa3Biieuenune

ESSENTIAL FEATURE Ba:knas yepta

ETHICAL ADVERTISING 1) pekiiama, BbINOJIHEHHAsI ¢ COOJII0JeHHEM ITHYECKUX
HOPM; 2) peKjIaMa MeIHIHHCKHX TOBAPOB, NIPeIHA3HAYEHHAS JJIsl Bpayeii, B 0TJIM Yie 0T
PeKJIaMbI ITHX 7Ke TOBAPOB [JIsl LIUPOKOI MyOIuKH

ETHICAL CODE mopaJibHblii, 3THUYECKHIi KOJAEKC

ETHICAL ADVERTISING 1) pekiiama, BbINOJIHEHHASI ¢ COOJII0JeHHEM ITH YeCKHX
HOPM; 2) peKjIaMa MeIMIUHCKHUX TOBAPOB, NpeAHAa3HAYeHHAas! VISl Bpayell, B OTJIHYHE OT
PeKJIaMBbI ITHX 7Ke TOBAPOB [JIsl IIUPOKOi MyOIuKH

ETHICAL CODE mopaJibHblii, 3THYECKHIi KOAEKC

EVENT co6biTHE

EXHAUST 1) a) ucuepnbiBaTh, H3pacxo10BaTh, HCHOJIb30BATH MOJHOCTHIO; 0) H3-

HYPSATb, YTOMJISATH (0 )KMBBIX CyIIECTBAX; B) HCTOIIATDH (HANP., 0 MOYBAX); 2) pa3peKaTsb,

BbIKAYHBATh, BHICACHIBATH, BHITSITUBATH (BO3AYyX); BHIMYCKATH (Map)

EXIST cymecrBoBaTh

EXPAND pacuupsith

EXPERT skcnept

EXPLODE B3psbiBaTh(csl)



EXPOSE pa3melnars, BLICTaBJISITh

EXTENT crenens, mepa

EXTERNAL AUDIENCE Buemnsiss ayiuTopusi (110 OTHOIIEHHIO K PYKOBOACTBY WU
COTPYIHHKAM OPraHU3aliH), HA KOTOPYIO HAaNpaBJjieHa HH(opMaLus

EXTERNAL COMMUNICATIONS komMMyHukanusi u uHpopManusi 11 BHeUIHeii
ayIuTOpHH (32 MpeJeaaMH CBOeii OpraHn3anum)

EXTERNAL PUBLICATION mMmarepuajbl OpraHu3aliuM, IpeJHa3HAYeHHbIe [JIsl
pacnpocTpaHeHusi 32 ee npeaeIaMu

=

FACE craakuBatbest

FACT SHEET nepeuenb caMbIX NpPHBJIEKATEIbHbIX XaPAKTEPHCTHK NMPOAYKTA ISt
BKJIIOYEHHSI B PEKJAMHBIH TEKCT, YNTAEMbIH THKTOPOM

FADE menes. noHuiKeHHMe WHTEHCHBHOCTH CHUIHAJIa HpUH IHpHeMe HAa JajibHEM
paccTostHuN

FADING IN menes. nocreneHHoe nosiBjieHHe H300paKeHNs1 HA IKPaHe TeJeBU30pa

FAIR 1) xopoumii; 2) cnpaBeiuBblii

FAIR COPY u3aaTtejbCKHii OpUTrHHAJ

FALL IN LOVE WITH EACH OTHER sBaio6utses F

ARM PUBLICATION :kypHajsi aiist pepMepoB H UX ceMeid, a TakiKe /151 NPo-

H3BO/IMTEIEH CeJIBCKOXO0351liCTBEHHOI0 000PY/I0BAHMSI H CONMYTCTBYIOIIUX TOBAPOB

FASHION mona

FAST CLOSE npensoskeHne pekjamMoAaTeasiM 0 CPOYHOM pa3MellleHHH PeKJaAMHbBIX
MaTepHAaJIOB IJIsl MyGJUKAIMU UX M0 CHIKeHHBIM LieHAM

FAST MOVING CONSUMER GOODS (FMCG) ToBapbI peryJsipHoro norpeojenus
(eskeTHEBHOT 0, €:KeHe/1eJIbHOT0 W eKeMeCSTUHOr0)

FAT :xup, ;kupHbIii

FEATURE FILM xynoxecTBeHHBIH (puabM

FERTILIZER yno6penue

FIELD noue; 00acThb; menes. noJie TeJJeBU3HOHHOTO Kaapa

FIELD WORK 4actps nporpaMMsbl HCCJI€I0BaHNS, BKJIIOYAKWLIAs cO0OP JaHHBIX

FIELD SALES TtoprosJisi 6e3 nocpeIHHKOB: NPOU3BOAUTEIIb - IOKYNATe/Ib, MUHYS
ONTOBYIO WM PO3HUYHYIO IPOAA:KY (HANP., HA MPeANPUATHH HIH U3 aBTO Pyprona Gpupmbi)

FIFTEEN AND TWO crangapTHasi CKMAKA, IPeJ0CTABJIsIEMasi PpeKJIaMHOMY areHTCTBY
CMM, u3 nux 15 % nosryyaer areHTcTBO, M 2 % - pekjaMoAaTe/ b

FIGS FIGURES SHIFT I ycranoBka perucrpa uugp, HeuTo MeJIKoe, He3HAYUTeJIbHOE;
nycTsk, HuuroxecTso (To ke Dried fig, a fig's end) | don't bid, care, give a fig/fig's end for
things like this! - Mue na mogo6uyio epynay npocro namiesats! It's not worth a fig/fig's end. -
Jla 310 u siiiua BbiegeHHOro He crout! — never a fig. I ¢popma, cocrosinue; HacTpoeHue

FILE 1) ¢aiin; 2) kapToTeka; 3) moamuBKa (ra3eT, 10KyMEeHTOB)

FIRM SALE cnoco® npoaask, KOTOpbIii He MpeaycMaTPUBAET BO3BPAT He MPOJAHHBIX
IK3eMILISIPOB KHUT



FLOURISH - 2rnazon npouserats, npeycnesaTb

FLY SHEET pexiamHas 1McTOBKa

FLYER pexiamHblii JIUCTOK, pacchbliiaeMblii 110 noure

FOCUS GROUP ¢oxkycHasi rpynna; MeToj HUccJleJ0BaHusA, B KOTOpoM 8-10 THNHYHBIX
ISl IAaHHOM Iie/1eBOH ayIMTOPHMHM Ye/I0BeK MPHIJIAINAIOTCH HA YacoBYI0 BCTpevy sl
00CYy:KIeHHSI KAKOT0-HHOYAb NPOAYKTA, YCJIYT'H HIIH MAPKeTHHIOBOW CHTYallMH

FOLDER 1) pekiaMHblii MaTepHaJ KpymHoro ¢opmara, mHOAroTOBJIEHHBIH M5
PacchLIKHA; 2) ManKa

FOOD nua, exa

FRAGMENTATION 1) BbluleHeHHe HauGoee MEPCIEKTHBHOI ayaInuTopuu; 2) BHIOOP
HauboJiee 3P PeKTHBHOI0 KaHAJIA VISl PACHPOCTPAHEHUSI KOHKPETHOI0 PEeKJIAMHOI0 MaTepHaJia

FRAGRANCE STRIPS o6pa3ubl napgomMepHoii NpoayKIHH

FRAME 1) kaap; 2) razernasi undopmanusi, 1aHHAs B paMKe

-G-

GALLEY nonuzp. nagopuasi nocka; BepcraTka

GALLEY PROOF nepBasi KoppeKTypa, 10 BepCTKH 110 CTPAHHLAM

GAME paesiTeJibHOCTD 1O MPOABUKEHHIO TOBApa, BKJIIYAIOIIAs pa3iaqyy NpPH30B,
OCHOBAHHYIO HA IPUHIMIIE C/Iy4aliHOi BLIOOPKH

GATEFOLD :xypHajbHbIi BKJIAIbIII; PeKJAMHAsl CTPAHHYKA, He YBeJIMYHUBAIOILAs
CTOMMOCTH KypHAJIa

GARBAGE nuuieBbie oTépocst

GENRE xanp

GETTING THE RIGHT NEWS c6op HoBocCTEii

GIVE PREFERENCE TO SMTH. otnaBath npeanoyreHue 4emy-J.

GREAT DEAL MHoro, orpoMHo€ KOJIM4eCTBO

GROWN-UPS B3pocasie

GUARANTEED CIRCULATION rapaHTupoBaHHasi Mpojaxa; yCJA0BUsl, IPH KOTOPBIX
u3atejb 00s3yercss NPoJaTh O0YC/I0BJEHHOE YHCJIO0 IK3eMIUIIPOB THPaxka; B ciaydae
HEBBINOJHEHHsSI ITOr0 00s3aTeIbCTBA, H3/1aTeJb BBIHY:KIEH KOMIIEHCHPOBATH HEYCTONKY
PeKJIaMo/JaTe 10, PA3MeCTHBIIEMY CBOIO PeKJIaMy B 3TOM HU3/1aHUH

GUERRILLA STRATEGY mnapru3zaHckasi cTpaTerusi; B MapKeTHHIOBOi BOiiHe 3TO
03HAYaeT 3aHsTHe HOBOI (JUPMOI HUIIU HA PbIHKE, 3AHSITOM APYTHMH KOMIAHUSIMH

GUTTER mnoauzp. 1) npoMexKyTOK Me:KIy JABYMSI CMEKHBIMH MOJI0OcaMHU (KHUKHO#
neyaTHoii popmbl); 2) KPYNHbIH NPodesIbHbI MaTepuaa

-H-

HALFTONE SCREEN crekasiHHBIi HJIM IUIACTHKOBBIA KPaH € CeTKON W3 YepPHBIX
JIMHHI, KOTOpasi pa30MBaeT LBETOBYI0 FraMMY H300pakeHHsI HA TOUYKH, J1eJiasi TAKHM o0pa3oM
BO3MOKHBIM BOCHPOM3Be/IeHUE H300pasKkeHust

IIALO EFFECT BbI0Op NOTpeduTEISIMH OIHOTO WU IBYX PEKJIAMHBIX 00pa3 0B KaK
HAMJIYYLIMX M3 00JIBLIOT0 YUCJIA NPEeACTABIEHHBIX UM HA BBIOOP

HAND COMPOSITION pyunoii HaGop



HANDBILL sncToBKka nin 6pourtopa, npejHa3HaueHHas JJisl OecIIaTHOH pa3gayn

HAND LETTERING naanucwu, caejlaHHble BpYYHYIO

HANDOUT 1) coobmenne st mpecchbl; 2) pa3AaTOYHbI MaTepHaJ

HAPPENING x3nneHuHr; co0bITHE; MEPONIPUATHE

HARDLY eaBa

HEART ATTACK cepaeunslii npucTyn

HIERARCHY OF NEEDS uepapxus norpedHocteii; Teopust MacJjioy, cocTosimas B ToM,
YTO NMepBOCTeNeHHbIe MIOTPEGHOCTH OPraHN3Ma, BasKHbIE JUISl BBIKUBAHUSA, SIBJISIIOTCS
JOMHMHHMPYIOLIIUMH U JOJZKHBI YAOBJIETBOPATHCS 10 TOr0, KaK MPHOOPETYT 3HA YUMOCTH 60Jiee
BBICOKHE, COHAILHO OIpe/ieJisieMble IOTPEOHOCTH Ye10BeKa

HIGH BRASS pa3z. pykoBoICTBO; HA4aJIbCTBO

HIGHBROW wunTresiekTyasn

HIGHBROW PROGRAM menes. cepbe3nas nporpamma

HIGH-INVOLVEMENT PRODUCTS goporocrosiiue ToBapbl, HOKYNKa KOTOPBIX
TpedyeT NnpeBapUTEJbHONH HHPOPMAIMU M 00{yMbIBAHUS 10 IPUHATHS OKOHYATEIHHOTO
peleHus

HIRE nanumats

HORMONE ropmon

HOSPITALITY COSTS npeacraButejbckue pacxo/bl

HOT COMMODITY 1) npoaykuus NoBbIIIEHHOT0 Cpoca; 2) nonyJisipHasi mporpaMmma

HOT COPY nocieanue coodueHust

HOUSEHOLDS USING TV (HUT) cucrema y4era 10MOB ¢ BKJII0YEHHBIMH
TeJIeBU30PAMH B ONpe/ieJieHHOe BpeMsi; ecin B peruone umeercst 1000 Te;1eBu30pos, a B
JNaHHBbIII MOMeHT BKI04eHO S00, To kodppuuueHT paen S0

HUGE orpomublii

HUMAN INTEREST STORIES crarbs ajst Bcex

HUNTER oxoTnuk

HYPE naBsizuuBas pexjiama

HYPERMARKET cynepmapkeT ¢ LIHPOKMM BBIGOPOM TOBapoB, 4acTo OpH-
eHTHPOBAHHBII HA TOProBJIIO CO CKUIKOM

-l-

IDENTIFIABLE koHKpeTHbIi, yCTAHOBJIEHHBII

IMMEDIATE DEMAND 1) Bbicokuii cnpoc; 2) 3anpoc 0 Cpo4Hoii IoCTaBKe TOBapa

IMMEDIATE SIGNAL AREA 30na npsiMoro npuemMa curiaJia

IMPACT 1) Ton4ok; uMnyiabc; 2) BiausiHue; 3) BO3AeliCTBHE peKJIaMbl Ha ay THTOPUIO

IMPACT ADVERTISING pekiama, paccyuTaHHAsi Ha MOIIHOEe BO3/IelicTBHE Ha
norpedouTese

IMPRESSION Bneuatienue

INCLUDE BruiouaTth

INDEPENDENT STATION kommepueckasi nepeaarinasi CTaHIUs



IN-DEPTH INTERVIEW uneneBoe WHTepBBIO; MeTOAHMKA HWHTEHCHBHOIO WH-
TePBLIOMPOBAHHUS, HCIOJbL3YOIIas TINATEJbHO CIVIAHHPOBAaHHbIE, HO 3ajJaBaeMble B
cBO0OIHOM MOpsiAKe BONPOCHI /ISl ONpeJe/ieHUs] TIYOOKHX BHYTPeHHHX YOe:KaeHHuii
PeCcroH/ICHTOB

INDEX 1) nnaekc; ynci10Boii moka3artelib; 2) yKazaTeslb; KaTajJor

INDICIA nouyroBbie HAKJICHKH, 3HAKH, IITEMIIEJTH

INDIRECT ADVERTISING kocBeHHasi, CKpbITasi peKjiamMa

INITIAL OUTLAY nepBoHaua/ibHbIii BADUAHT NOATOTOBKH MaKeTa peKJIaMbl

IN-MARKET TEST cnocod nposepks 3¢)()eKTHBHOCTH peKJIaMbl IIyTeM NoAcYeTa

peasibHON NMPOJAXKH TOBAPa HA KOHKPETHOM PBbIHKe

INNOVATION HoBoBBeneHne

INNOVATION 1) BHeceHHe HOBBIX 4epT B YCTOSIBINYIOCSH, IIPUBBIYHYIO peKiamy; 2)
co3/1aHNe HOBOIi peKJIaMbl HA OCHOBE HOBBIX W/leil U IPUHIHIIOB

IN-PACK PREMIUM cnoco6 npoaBm:keHHsI TOBapa Ha PbIHKE, 0CO0EHHO IIMPOKO
HCIO0JIL3YeMblii IPH NMPO/IasKe MUIEBBIX NPOYKTOB, KOT/Ia PaJH PeKJaMbl JelleBblii NPOAYKT B
BHJIe N0/1apKa BKJIAJAbIBAETCH B YNIAKOBKY TOBapa, KOTOPbIii NPHOOpeJI NOKynaTe/lb

INTERVIEW unrtepBbIO

ITEM raszernasi 3aMeTKa; HOBOCTh, COOOIIEHHE

IT'SAPITY kaab, K coKaJIEeHUIO

IT'S AN OPEN SECRET Hu nas korb He cekper, uTo...

-J-

JACKET 1) 06J10:kKa; 2) KOHBEPT Al O(UIHUAIBHBIX AOKYMEHTOB; YNAKOBKA JJIsl
oHIHAIBHBIX OYTOBBIX OTIPABJIEHHUI

JACKET FLAP kjianaH cynepo6/i0:KKH KHUTH WM KypHaJa

JINGLE 1) my3bikajibHasi pekjiama; 2) peKJIaMHbIil TEKCT, UCHOJIHSIEMBbIH M0 MY3bIKY;
3) no3bIBHBIE PaAHOCTAHIIMA

JINGLE COMMERCIAL pekiaMHbIi KynjieT, TEKCT KOTOpPOro, Kak HpaBuWJjo,
BKJIIOYAET HA3BAHME PEKJIAMUPYEMOro TOBapa H (pUPMBbI, €ro NPou3BoAsiLIei

JUMP-OVER mnpojo keHue ;KypHAJIbHON MJIM ra3eTHON CTATHU HA JIPYroii CTpaHMIle

JUNK FOOD Hne3nopoBasi nuiia, H300MIy0as 100aBKaMH U HANOJTHUTEISIMH

JUNK MAIL pekiaMHble H31aHMsl, pacchliaeMble 10 1M04Te 0eCIIaTHO

JUNKET komanaupoBka corpynnukoB CMMU 3a cuet ¢pupmMbl IJisi 0OCBELEHHS
JesITeJIbHOCTH 3TOi GUpMBI

JUSTIFICATION nostuzp BoIKIII0UKA CTPOKH

JUSTIFY noJaucp. pacnojaraTe TeKCT Ha CTPaHHIE, OCTABJISAS PaBHbIE I0JIA € 00eHX
CTOPOH

K-
KERBSIDE o6ouuna
KILL FEE onjaTta padoThl no JAONOJHUTEJIHLHOMY J0TOBOPY, KOT1a MePBBIN 3aKa3HOU

BAPHAHT OTBEPrHYT
KINETIC BOARDS yanuHasi muToBasi pekjaMa ¢ ABHKYIIHMHCS 3JIEMEHTAMHI



KINETICS kuHeTnka, npuemMbl KeCTHKYJISHH H TeJIOABHKeHHH NPH KOMMY HHKALIHH

KNOW-HOW 1) «Hoy-xay»; 3HaHHMe CHelHAJIbHBIX CIIOCODOB H TEXHOJIOTHH
NPOU3BOJCTBA; 2) CeKpeThl IPOM3BOICTBA; 3) 3HAHUS U YMEHUS

KNOWLEDGE BASE undopmanus, ucrnojb3yemasi pH IKCIEPTHOMH OLeHKe

L-

LANDFILL mycopnast sima

LANDFILL SITE cBaaka

LAUNCH 1) BbIX0/1 Ha HOBBIif PBIHOK; 2) BBIX0/ HA PBIHOK ¢ HOBBIM TOBApOM

LAUNCH AD, LAUNCH ADVERTISING peknamMHasi KaMIIaHHsI C LeJ1bI0
NPO/BHKEHHSI TOBaPa HA PHIHOK

LAUNCH PRICE 1) nena Ha HOBBIH BHJ TOBapa, Ha3HA4Y€HHasi C Y4eTOM pPacxoJo0B 10
€ro NMPOJABH:KEHHMI0 HA PBIHOK; 2) CTOMMOCTBL pa3MellleHHsl peKJaMbl Ha HOBBI ToBap B
Mara3mHax pO3HHYHOI TOProB/IM

LAUNCH REBATE cknjika onToBHKaM 32 BHeJIpeHHe HOBbIX TOBAPOB HA PHIHOK

LAUNCHING TEST koHTpoJib nIpouecca BHeIpeHHsI HA PHIHOK HOBOT'0 BH/a TOBapa

LAYOUT pacnoJioskenue; mokas

LEVEL ypoBens

LEVEL OF ANALYSIS 3HauumMocTh ¥ 00bEMHOCTh CUCTEMBI, BHIOPAHHOI B KayecTBe
OCHOBBI JUIsl IPOBEJICHUS AHAIH3A

LEVEL OF INCOME ypoBens 10xoxa

LEVEL OF PRICES ypoBenb nen

LITTER mycoputsb, Mmycop

LIVE ACTION meto/a co3aaHus TeJIeBU3HOHHONH peKJIaMbl MOCPEICTBOM CheMKH JII0eil
B UX NOBCE/IHEBHOM KU3HU

LIVE COPY pekiiama, untaemMasi WJiH KOMMEHTHpYeMasi TUKTOPOM B NPsIMOii nepeaye,
a He B 3alMCH

LIVE LINK-UP Tesnemoct

LIVE PROGRAM mnpsimas nepeaua nporpamMmbl B 3¢(pup 6e3 npeaBapuTe1bHO# 3anucu

LONG-TERM SALES minTenbHblil CpOK MPOAaXKu TOBapa

LOOK DOWN ON SMB. cmoTpeTs cBbICOKA, IPe3UPaTh KOro-J1100

LOSS LEADER npoaykr, pekjiaMHpyeMBblii 110 lieHe HUKe TOil, KOTOPYI PO3 HUYHAasI
TOProOBJISI YKe YIUIATHIIA 32 HEro; 3TO /1e1A€eTCsl B LeJIsIX YBeJIMUeHns: NOTOKA 10 KynaTeJei

LOT 1) kuHOCTY/AMSI; MECTO ChEMKH; 2) MapTHsi rpy3a, ToBapa

LUXURY pockomnb



-

MAGAZINE ADVERTISING pekiaMupoBaHue TOBapoB, uieil WJIH YCIyr Ha
CTPaHMIAX )KYPHAJIOB

MAGAZINE CONCEPT koMmIeKkcHbIii MOAX0J K MOKYNKe BPEeMEHH Y BeIllarolinx
cTaHuuii 0e3 3apaHee 00YyCJOBJICHHOI0 BpeMeHHM NepeJayd WIM XapaKTepa pOrpaMMbl, B
KOTOPYIO 3Ta peKJjiamMa OyJeT BKJIIOYeHa

MAGAZINE NETWORK koOMILIEKT :KypHaJOB pa3HbIX HaHMeHOBAHMii, NpH-
o0peTaeMBbIX 110 eAMHON MOANNCKe

MAINTENANCE STAGE piurtenbHoe COTPYIHHYECTBO MeKIy peKJiamoaaTesieM H
peKJIaMHBIM AT€HTCTBOM

MAJOR MARKETS ocHoBHBIE, I/IABHbIE PpLIHKH

MAKE-UP EDITOR peaakrop

MANAGER pykoBoauTeb

MANUAL pykoBoacTBO, mocodue

MANUFACTURING EXPENSES 3aTpaTbl Ha BbIIYCK

MARKETING co3nanne poIHKOB €ObITa HJIH CIIPOCA

MARKET SEGMENTATION cermeHTanusi pblHKa

MARKETER c6biToBHK

MARKET 1) pbiHok; mpoaaka; cObIT; 2) rpynna HoTeHUHAJBHBIX HOKYyNaTejei ¢
00LIMMHU MHTEepecaMH, KeJAHUAMHU, NOTPeOHOCTAMM; 3) BCe MOKyNaTeJd TOBapa 0HOT0 BH/A;
4) Bce NOTEHUUATBHbIE PAIHOCTYLIATEH HIH TeJe3pUTeTH

MASS EDITION maccoBoe u31aHue, UMelOlllee, KAK NPaBHI0, 00JbLIOH THPax M
HIHPOKOE PACIpocTPaHeHHe

MEDIA cpencrBa maccoBoii nHpopMann

MEDIA-BYING SERVICE arentcTBo, paGoTamwinee ¢ peKJIaMoJaTeJsiMH 0
pasmenieHuI0 pexiamMmbl B CMU (nmokynka BpeMeHH HAa PaJuo M TeJeBHIeHHMH HJIM MeCTa B
raszerax M ’KypHaJiax)

MEDIA CHOICE Bbioop Hau6oJ1ee noaxoasimero CMHU 1151 pa3mMenieHus: peKJiaMbl

MEDIA CLASSES kaaccupuxauuss CMU: neyats, 31eKTPOHHAS CB3b, YINYHAS

(ropoackasi) IUTOBAsI WJIM TPAHCHOPTHasI HH(OPMAaLHsl, IPsIMble NOYTOBbIE

OTNpaBJIeHUS

MEDIA CLUTTER HeynauHoe pazmemenue pekiamsl B CMU

MENACE yrpo3a, onacHocThb

MOTHER TONGUE poaHoii si3bik

MOVE UP npoasurarbcs no ciy:xoe

MOVIE AUDIENCE kunoayauTopusi, KHHO3PUTEIH

MULTILINGUAL MHOrosi3bIkoBoii

MULTIPLE CHOICE mHuoroo6pa3uslii BbIGOp

MUSCLE myckyJi, Mplnna; cujia

-N-

NARRATION aukropckuii Teket

NARRATIVE COPY Tun pekiIaMHOTO TEKCTa, COCTABJSIEMOr0 B BH/E€ CIOKETHOIO
paccka3a; B HeM H3J1araercsi Kakasi-in6o CUTYalnusi M ¢ MOMOIIbIO PeKJIAMHPYeMOro ToBapa
WIN YCJIYTH NpeiaraeTcst BBIXOJ U3 CHTYallHH



NARROW 1) y3knii; TecHbIii; 2) TIIATeIbHBII; TOYHBIH

NARROW CASTING nepeaauyun ka0eJbHOro TeJleBHACHHs], MPeHAZHAYEHHBIE 1151
Y3KOro Kpyra JIHII, 0c000i ayANTOPNH; CIeNUAJTH3HPOBAHHBII MOKa3

NEGOTIATIONS neperosopsbl

NEIGHBORHOQOD cocencTBo

NET I uncrslii, 6e3 BbrueToB (0 10xoxe). I1 1) ceTh Bemanus; 2) YMCTHI 10X0/1;

3) cymma, BblIIaunBaeMasi pekiiaMHbIM arenrctBom CMU 3a pacnpocTpaHeHue peKjiaMbl, 3a
BBIY€TOM KOMHMCCHOHHBIX

NOVELTY kHMikKa-moJeKka M3 pa3psia KHHKeK-HIPYILIeK, MpeaycMaTpUBaloias
HEKOTOPYI0O padoTy ¢ Gymaroii, HampuMep BbIpe3aHue MO NepGOPHPOBAHHBIM CJIeIaM; MOYTH
BCer/ia MpeHa3Ha4YeHa Ui AeTel

NOVELTY ADVERTISING pekiamuble cyBeHHPbI (PUPMBI ¢ BKJIIOYEHHEM HOBBIX
00pa3uoB

NULL HeneiicTBHTEIbHBII; HeCYIECTBYIO M

NULL CHARACTER nosuep. npoben

-O-

OBJECTIVE uneas

ODD 1) HeueTHBIi; HeNAPHBIii; 2) JINIIHMIL; 100aBOYHBIIi; 3) CTPaHHBII;
4) cayyaiiHblii

OFF-AIR CHANNEL ka6eJibHOe TejieBHIeHUE

OFF-BALANCE neypaBHOBeLIeHHbIii

OFFBEAT ADVERTISING opurunnaibsHasi, cBoeo0pa3Hasi, HelIa0JOHHAS peKjiaMa

OFFPRINT mneyaTHblii OTTHCK CTaTbH, ONYQJHMKOBAHHOW B HAy4YHOM KypHale,
fecnuiaTHO nepeaaBaeMblii H31aTe1eM aBTOPY

OPINION MAGASINE :xypHall, OpHEHTHMPOBAaHHBbIii Ha OCBellleHHEe COLUAJIBHBIX
npooJieM

OPINION POLL onpoc 061mecTBeHHOr0 MHEHUsI

OPINION RESEARCH anayu3 001ecTBeHHOT0 MHEHUSI

OPPORTUNITY Bo3mo:kHOCTH

ORBIT pekiamMHble 00bsIBJI€HUs, NMOAOMpaeMble /ISl BKJIWYEHHS B pajHo- HWIH
Tejlenepeayn ¢ Y4eTOM BpPeMEeHHM I0Ka3a M COOTBETCTBHUSI MEXKAY THIIOM PpeKIaMbl H
cojiep;KaHUeEM Tepeiadyn

OUT OF WORK 06e3 pa6orsl

OUTLAY 3atpaTbl; pacxoasl

OUTLET 1) BbIxoa; pacnpeeieHne; 2) poIHOK CObITA; TOProBasi TOYKa

OVERLINE noa3aro/ioBok, momMemiaeMbiii HaJl 0CHOBHBIM 3arJIaBHEM CTAThH B rasere

-P-

PACKAGE 1) Tiok; kuna; ynakoBka; 2) corjialieHue 1o psiiy BOnpocoB; KOMILIEKCHasi
caeaka; 3) 0J0K; KOMILIEKT; 4) 00K paguo- WIH TeJemporpaMm, NMpoAaBaeMbIX eIUHBIM
0J0Kk0M; 5) 610K mMporpaMm, NMpeAIaraeMbiX PeKJIaMOAATEI0 AJs CIIOHCHPOBAHUS U TAKUM
00pa3oM 1151 CKPBITOi peKJIaMbl



PACKAGER koMmaHusi, KOTOpasi 3aiyMbIBaeT 1 CO3JaeT KHHIY, 3aKa3bIBasl PYKOINChH
aBTOPY U 3aTeM MepeycTynasi H3/1aTelll0 aBTOPCKHe NMPaBa; MHOIAA FOTOBUT THPAXK MO 3aKa3y
H3/1aTelisl, IPH ITOM MOKET He NepeycTynaTh aBTOPCKHeE MpaBa

PARTWORK wu3nanue, BbImycKaemMoe 4acTMH OAMH pa3 B OJHY WJH [Be HeJeJH,
HM3rOTOBJIEHHOE TAaKHM 00pa3oM, 4YTO €ro MOKHO COpPOIIIOPOBATHL B MNEJYHD KHHUTY
CaMOCTOSITETLHO

PARTICIPATION PROGRAM 1) paauo- WiIH TeJleBH3HOHHAsI NMPOrpamMma, pa3Hble
YacTH KOTOPOil CHIOHCHPYIOTCSI Pa3sHBIMHU peKjIamMoaaTejsiMu; 2) MporpaMma, BKJIIOYAKOLIAs
peKjiaMHble KJIHIIbI; 3) MporpaMma ¢ y4yacTHeM ayJHTOPHH, IPUCYTCTBYIOINEH B TeJeCTyANH

PARTNERSHIP napraepcTBO; TOBapHIIecTBO; KOMIAHUS

PENALTY naka3anue; mrpadg

PERFORM mnpexcraBiasiTh 4To-1100 nepe ny0JuKoii, ayauropueii

PERFORMANCE ceanc

PERIODICITY nepuoan4ynocts

PERSONALITY SKETCES crarbu-3apucoBKu

PERSONNEL nepconasi; Tn4HBIN COCTaB; IITAT; KAAPbI

PERSPECTIVE nepcnextuBa (Ha dororpadguu u B :KUBOMHCH)

PESTICIDE nectunuabl

PICTURE 1) pucyHok; 2) 3KMBONHCHOEe MOJOTHO; KaptuHa; 3) dororpadus; 4)
u3o00paxkenune; Kaap; 5) KHHOPUIbM

PICTURE AGENCY doroareiibe, 06c1y:KnBaolee peKJIaMHbIe areHTCTBA

PIONEER PRODUCT HoBblii TOBap

PIZZA nuuna

PHOTOENGRAVING ¢oroxinme

PLAY DATE koHeu4HBIii CPOK NOKa3a peKJIaMbl 110 TeJIeBUIEHUIO

PLAYBACK Bocnpoun3sseneHue

POCKET BOOK kHura kapMaHHOTo pa3mepa

POISON ornpaBasith

POLITICAL ENDS nosiuTnyeckue 1ejiu, HaMepeHust

POLLUTION 3arpsiznenue

PORTFOLIO 1) noprdenn; 2) nanka ¢ 10KyMeHTAMHI

POP-UP, POP-UP BOOK kHu:KKa-TaHOpaMa - pa3HOBUIHOCTb KHUKEK-UTPYILEK C
NOAHUMAIOINMMHUCSI TPEXMEPHBIMHU H300paKeHUSIMH NIPH OTKPBIBAHHM KAKI0H CTPAHHLbI

POSITION 1) mo3uuusi; Mecto; 2) moJIO:KeHHe; CTATyc; 3) pa3MelleHHe pPeKJaMbl B
rasere; 4) BpeMsi nepeayu peKkjaamMbl B 3Gup

POSTER pexJjiaMHblii IJIaKaT; HAPYKHBIA PeKJIAMHBII IUT; NaHETb

POWER 1) cuia; BjacTh; MOTYIIECTBO; 2) CIOCOOHOCTD; 3) MOJIHOMOYHE; IPaBo; 4)
JHEprusi; MOIHOCTh

PREDICT npeacka3siBaTh

PREDOMINANTLY no npeumyiecTBy, ri1aBHbIM 00pa3om

PRESCRIBE 1) npeanucosiBaTh; NIPpUKa3bIBaTh; MOPYYaTh, 1aBaTh HaKa3; 2) Mpo-
NHCHIBATH, HA3HAYATh (JiekapcTBo; to, for - komy-u.; for - mpoTus 4ero-i.)

PRESELL npoaaxa ToBapa, npeaBapsiioinasi 0CHOBHYI0 PEKJIAMHYI0 KaMIIAHUIO



PROCESS npounecc; xoa; TeueHue

PROCESS noaseprarts 06padoTke

PROCESS COLORS ueTrbIpe 0CHOBHBIX 1iBeTa (CHHMI, KPACHBI, JKeJITbIi M YepHBbIii),
HCIO/Ib3yeMble B IIBETHOM IeyaTu

PROCESSED rotoBblii kK ynotped/jeHuio

PRODUCT DEVELOPMENT pa3pa6oTka u3genust

PRODUCT LIFE CYCLE ku3HeHHBIii HUKT POAYKTA

PROFIT-ORIENTED opueHTHpOBaHHBIIi HA MOJTy4eHHe NPUOBLTH

PROFITABLE npu6blibHbIii; peHTa0e/IbHbIIT

PROGRESSIVE 1) nepenoBoii; nporpeccuBHblii; 2) NoCTeNeHHbIii; NPONOPHHOHAIBHO
B0O3PACTAIO LM

PROLONG npoposkats

PROMOTER yupeaureiib; oCHOBaTe/Ib

PROMOTION 1) noompenue; npoaBu:keHue 1o ciyxde; 2) NpoMOYLIH; PO ABUKEHHE
TOBapa Ha PLIHOK; 3) peKkjiamMa

PROPAGANDA peki1ama; nponaranjia

PROSPECTUS npocnekr; 6pounopa

PROVIDE cua6:xatnb, o6ecieunBaTh

PUBLICIZE 1) onoBemaTh; 1eJaTh 10CTOSIHUEM IJIACHOCTH; 2) PeKJIaMHUPOBATH

PUBLISHER u3aartenb; n31aTejibCTBO

PULSE noBbIlIeHHAs] YACTOTHOCTH Nepeayuu OHOI M TOii ke peKJaMbl, KaK NpaBUJIO,
B NEPHO/BI MIHKA MPOJAKH PEKJIAMHPYEMOI0 TOBapa

PUSH 1) naBienue; Ha:kum; 2) no0y:K1eHNue; MMIYJIbC

QUALITY 1) kauecTBO; 106POTHOCTB; Z)C%OpT; KJ1acc

QUESTIONNAIRE 1) nepeyeHb BONIPOCOB M YKa3aHHUi, HCIIOJIb3YeMbIii MpH
NpoBeeHUH HHTEPBbIO; 2) ONPOCHBIM JHCT, AHKETA

QUICKIE pekjiaMHBblii KJauII

QUIZ SHOW resieBuKTOpHHA

-R-

RADIOBROADCAST paauonepenaua

RANGE 1) psa; uenb; 2) coOpaHue; KoJuiekuusi; 3) 30Ha jaeiicTBusi; quamnason; 4)
KoJIeOaHue; IBHKEHUE IIeH

RATIO nponopuusi; oTHomenue; Ko3(ppuunent

RATIONAL pa3ymubiii; pauuonansHbiii RAW ceipoii

RAW MATERIAL ceipbe

REACH 1) 30Ha paano- uiu TejieoOCay:KUBAHUsI; 2) OXBAT; YUCJIO JIIOJeil, BUIEBLINX
WM CJIBIIIABLIINX PeKJIAMHbIE 00bABIEHUS

READER 1) yuraTteasn; 2) koppekTop; peaaktop; 3) xpecromaTusi; 4) CUUTHIBAIOLIee
YCTPOICTBO

READERSHIP yurtatesnn, Kpyr unrareeii, 4uTaTeibCKasi Macca



EeHbI

REALIZATION 1) peanu3anus; npoaaxa; 2) BeINOJHeHNe; 3) Moy4eHHe Tpedyemoi

REAM nauyka 6ymaru odbemoMm B 500 1ucros

REASON npuunHa; 000cHOBaHHe

RECOUP 1) Bo3MemaTh; KOMIEHCHPOBATh; 2) BHIYUTATD; y/I€PKUBATh
RECOURSE 1) perpecc; 2) o0palueHue 3a IoMOLIbIO

RECYCLE nepepadaTtbiBaTh

REDUCE ymenbmath

REFERENCE 1) ccplika; cHOCKa; cripaBKa; 2) peKkoMeHaanus; 3) JIMNo, Aaoiiee

PEeKOMEHAAHI0

REFERENCE BOOK cnpaBounuk
RENDER 1) niaTturs; 2) BOCHPOU3BOANTD; 3) 0Ka3bIBATh NOMOILIb; 4) NMPEIOCTABIATH
REPORT 1) nokiaan; 2) ot4yer; 3) cBOIKA; CBeIeHHsI
REPRESENTATION 1) n3o6pa:kenue; 2) npeacraBienne; 3) npeIcTaBHTeIbLCTBO
RESCUE SMB. OUT OF SMTH. - cnactu koro-.
RESEMBLE noxoaurb, HMeTh CX0JACTBO
RESPONSE otBeT, 0TKJIHNK
RESUME pe3tome
REVIEW 1) nepecmoTp; 2) 0603penue; 0630p; 3) peueHsus; 4) nepuoanyieckoe uiaHue
REVIEW COPY penen3uoHHbIii IK3eMILISIP KHUTH, NlepeiaBaeMblii ecriaTHo
peAaKIMsAM raser, ;kypHaJjoB u Ap. CMHU st noAroToBKY M 0Ny0IMKOBAHHUS peleH3Hii
REWARDS Bo3Harpa:kneHust
REWRITE MAN snTepaTypHBblii perakrop
RUMOURED wu3BecTHBIii 10 cl1yxam
RUMOURS cayxu
RUBBISH mycop
-S-

SACK memok SALARY 3apniara
SALESMANSHIP naBsi3biBaHue, NIPOTAJIKHBAHUE TOBapa
SAMPLE 1) o6pa3en; npo6a; 2) BbIOOpPKa; NpecTABUTEIbHAS IPynna
SANDWICH-MAN 4esioBeK-peK/IaMa; «GKUBasi peKJIaMay
SATELLITE TELEVISION cnyrHukoBoe TeineBuaenne SATISFACTION
YAOBJIETBOPEHHE; HCIIOJTHEHHE 065132 Te/ILCTBA
SCENARIO 1) cueHapuii knHo¢puibmMa; 2) NOCTAHOBOYHBII ClIeHAPHIi PEKJIAMHO 0
KJIuna
SCHEME 1) cxema; mian; 2) cucremMa; CTpyKTypa
SCIENCE nayka
SCOOP 1) ceHcanus; 0IIEJTOMISIONIAS HOBOCTD: 2) IKCKJIK3HBHOE COOOIIEHHE
SCREEN 3kpan
SELECTION OF THE BEST ITEMS - oT6op Hau0o/1ee aKTyaJbHBIX MATEPUAIOB



SERIAL RIGHTS BTopnunoe aBTOpcKoe NPaBo HA MJIATHOE HCNOJIb30BAHHE B ra3eTax
WJIH KyPHAJIaX BblAEPKEK U3 Yike ony0JIMKOBAHHOIO MPOU3BeIeHUs

SETTLEMENT mnocesxok

SHOW 1) noka3; nemoHcTpanus; 2) Tejienporpamma; 3) moy; 4)npocMoTp

SKETCH 1) ackn3; Habpocok; 2) ouepk

SKILL 1) ymenne; MacTepcTBO; HCKYCCTBO; 2) KBaJupukamus; 3) pemecio

SOAP OPERA «MblIbHas oniepa»; MHOrocepHuiiHbIe TesiepuaIbMbI ¢ MeJIoApa-
MAaTHYECKHM CI0KEeTOM

SOCIAL o6mecTBeHHBIH; CONMUATBHBII

SPEND ONE'S LEISURE TIME npoBoauts cBoe cB0O§0JHOE BpeMs

SPOT 1) MmecTo; MECTHOCTB; 2) HAJIMYHBIH TOBap; 3) peK/IaMHasi BCTABKA HA PaH0 U
TeJleBHIeHHH AIUTeJBbHOCTHIO 0T 10 10 60 c; 3) 3xcTpenHoe coodImenue

SPREAD 1) pacnpocTpaHeHue; yBendeHue; 2) pa3pbiB, pa3HHIA MeXK1y IeHaAMH,
KypcaMH H T. I.; 3) pa3sBOpOT KHATH HJIM KypHaJa; 4) MaTepuaJl, 3aHUMaloIHii 00e CTpaHuIbI
pa3zBopoTa

STANDPOINT Touka 3penus

STANDSTILL 3acroii; npocroii; 6e31eiicTBue

STAPLE 1) ToBap maccoBoro norped/jenust; 2) ckpenka

STATE 1) rocynaperso; mrat (CLIIA); 2) cocTosiHue; noJiokeHue

STIMULANT I 1) Bo3fy:kaaioniee cpeJcTBO, CTUMYJISATOP; 2) CHUPTHOI HANMUTOK; 3)

nodyxaenune, crumyJi. H 1) Bo30yxaarommii, cTHMYJIMpPYIOLIHIi; 2) rops4uTeIb Hbli (0

CNUPTHBIX HANUTKAX)

STORIES ON CRIME coo6uenust 0 coBepuieHHbIX NPeCcTYIeHUsIX

STRENGTH 1) cuiia; 10CTOMHCTBO, CHIIBHASI CTOPOHA; 2) HHTEHCHBHOCTh, MOLITHOCTD; 3)
a) NPOYHOCTh; KPeNnocTh; 0) HeMPUCTYMHOCTD; COMPOTHUBJISIEMOCTh; 4) CTA0MIBHOCTD,
YCTOHYMBOCTH (PBIHKA U T. 1.); 5) CONPOTHBJIeHUE; 6) YHCIEHHOCTD, YHCJIEHHBIH COCTAB

STRIKE 3a6acroBka

SUBSTANCE BeulecTBo, MaTepus, CyOCTaAHI U, PeaJIbHOCTh; HEYTO peajibHOe, peajTbHO
cylecTBylonee

SUPPLY o6ecneunBaTh, NOCTABJIATH

SWAMP 3atomisitb, yTOmisiTh

SWITCH ON Bkuro4ats (TejieBU30p, paauo)

-T-
TABLOID 6oraro niiocTpupoBaHHasi ra3era, 00bIYHO pa3MepoM B MOJIOBHHY
ra3eTHOro JIMCTa
TAKE 1 6patb; npuHuMaTh; nokynath. I1 1) cbemka; 2) oTCHATHII Kaap
TAKE INTO CONSIDERATION npusaumats BO BHUMaHUe
TAKE-OFF cknaka; KoMHcCHsT
TAKE-OUT BbIveT; BbIIIaTA; NPOMJaTa
TELEBRIDGE Tteaemoct
TELECAST 1) aBT00TBeTYHK; 2) TeJieBeHIaHUE



TELECOMMUTING TenekoMMyHHKAIHs; KOMIIIEKCHOE HCIOJb30BaAHNE KOMusiotepa,
MoJeMa U TesaedoHa 1/ neperayn HHGOpPMAHH

TELLER kaccup

TEND HamepeBaThcsi, HMETb TeHIEHIHIO

THRILLER Tpunnep TICK 1) cuer, kpeaut; 2) 1oBepue

TICKET 1) 6uuer; sipabik; 2) kputannus; ynocropepeaue TONE 1) ToH; oTTeHOK; 2)

TOH; 3BYK; 3) TeHaeHuus; 4) o01asi 06CTAHOBKA; HACTPOEHHE; CHTYAllNsl HA PhIHKE

TOP 1) Bepx; BbIcIIAsg TOYKA; 2) BbICIIAS IleHA; BbICIIAS CTeNeHb; 3) BepXHAs 4acTh
CTPaHMIIBI Ta3eThl

TRADEMARK Topropasi Mapka; OpMrHHAJIbHO 0(OPMIIEHHBIH OTIHYHTEIbHBIH 3HAK,
KOTOPBI TOpProBoe NpeINpUsTHE BIpaBe MNOMeMaThb HAa peaju3yeMbIX HM H3/eJIUX,
H3rOTOBJIEHHBIX IO €r0 3aKa3y

-U-
UPDATE o0HOBASATH

V-
VARY oranuatscesi, BapbupoBathest VALUABLE uennsiii
VALUES nennoctu
VIDEO FACILITIES Buaeocajion
VIEWER 3putenn
-W-
WANT ADS o0bsiBieHusI 0 IpHeMe Ha padoTy
WASHED-OUT 1) nonnHsiBIMii; 2) 6ecuBeTHBIN; 0e3:KH3HEHHBIN; 3) yTOMJIEH HbIii,
BbIIOXIIHNIiCS (0 YesiOBeKe)
WASTE ot6pocsi, mycop
WESTERN Bectepn
WOMAN-REPORTER :xeHmuHa-penoprep
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