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Poccuiicknil rocy 1apCTBEHHBIN arpapHbli YHUBEPCUTET —
MCXA nmenu K.A. Tumupsizesa

AHTIIO-PYCCKHM CI0Baph TEPMUHOB
10 PEKIaMHO-MapKETUHTOBOM JeITECIbHOCTH
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®omuna T.H.

AHIVIO-PYCCKMH  CJIOBapb TEPMHMHOB 10  PEKJIAMHO-MAPKETHHIOBOM
AeITEJILHOCTH M CBA3SIM C OOIIECTBEHHOCTbIO. - AHIVIMHCKHII TOJIKOBBI
TePMHHOJIOTHYeCKHii ciioBapb ¢ ynpa:kHeHusimu./ T.H. ®omuna. — M.: U3a-Bo

PTAY-MCXA wumenu K.A. TumupszeBa, (IOMOJTHEHHOE AIEKTPOHHOE U3JIaHUE),
2022. 100 c.

CnoBapp  CONEpKUT TEPMUHBI [0  pa3IMYHBIM  acCleKTaM  pEKJIaMHO-
MapKETUHTOBOM JEeATEIbHOCTH, CBSI3€d C OOIIECTBEHHOCTbIO U CMEXHBIM O00JIaCTAM,
TaKMM KaK KOHOMHKAa M (PUHAHCHI, couuoiorus, aemorpadus, topaposenenune, CMU,
noiaurpadus, HCKYCCTBOBEJCHME, IICHUXOJorusi mnoTpedutens. Jlekcuueckue TecThl
NOMOTYT 3aKpenuTh U IMPOBEPUTh 3HAHME M  MPABWIBHOCTh  yNOTpeOJIeHUs
npodecCuOHANbHBIX MOHSTHIH, TEPMUHOB W YCTOWYUBBIX BbIpakeHHil. B mocoOue
no0aBiieHbl MHTEpecHble (DaKThI M CTATHCTUYECKHE MJAaHHbIE O Pa3BUTUM BHEIIHUX
KOMMYHHMKalui komMnaHuil. OTAeNbHBIM pa3/ies oM IPEICTaBIEeHbl TEPMUHBI B 00JACTH
«3eneHast dKOHOMHUKaY.

CrnoBapp mnpenHa3HayeH JUIsi OakalaBpOB M MarucTpoB, OOYYAIOUIMXCS II0
YKpYIHEHHON rpynmne HampasieHnid mnoarotoBku 42.00.00 «CpeactBa MaccoBon
uHbpopManuu W MHPOPMALMOHHO-OMONIMOTEUHOE Jeno» — «Peknama U CBsI3U ¢
OOIIIECTBEHHOCTBIO», MAarucTpoB, oOydawmuxcsi 1o HampaBienuro 38.04.02 -
«MenemxmenT», no mnporpamme «MapkeTHHr B HUPPOBOM HSKOHOMHKE», s
acIHMpaHTOB, a TaKXke A ciymaTeneid oOpa3zoBaTenbHONM mporpammbl «llepeBoauuk B
chepe mpodeccroHaTBLHON KOMMYHUKAITIN).

Penenszent: byraesa U. B., n. ¢unon. H., nouent, npodeccop xadenpsl ooIme U CIaBIHCKON
¢unonorun MHcrutyra CrnaBsHCKON KyJIbTypbl Poccuiickoro rocy1apcTBEHHOIO YHUBEPCUTETA
umenu A.H.Koceiruna (Texnonoruu. [{uzaiin. HMckyccTBo)

PekoMeHZ0BaHO K U3JaHUIO0 Y4eOHO-METOAMYECKOW KOMHUCCHEM WHCTUTYTa SKOHOMUKH U
yopasnerus: AIIK (mporokon Ne 2 ot 17. 10. 2022 r.) ®I'bOY BO PI'AY-MCXA umenn K.A.
Tumnpszena

© ®omuna T.H.
© ®I'bOY BIIO PI'AY-MCXA
nmenn K.A. Tumupsizena, 2022



abundance principle

abuse

accelerate
accelerator

acceptance
access
account executive

accreditation

accumulation of the
audience

acquire
action block

action for children's
television (act)

action implementation

addictive

AHIJIO-PYCCKHMH CJI0BAPD

A

OPUHIUI W300MIUs, M30BITOYHOCTH; HJEs 3aKIHYaeTcs B
TOM, YTO B DKOHOMHKE, MMPOU3BOJAIICH TOBApHl M yCIYTH B
o0beMe, MpEBBIIANNIEM MOTPEOJIECHUE, pPEKIaMa CIYXKHUT
OJHOBPEMEHHO  JIBYyM  LEIsIM:  JaeT  HH(pOpMaIUIo
MOTPEOUTENAIM O HaJU4YMM BBHIOOpA, a MPOU3BOAMUTEISAM -

BO3MO>XHOCTh KOHKYPHPOBAaTh B OOpKOE 3a MOTpedUTes

OCKOpOJieHHE;  IJIOXO0€, JKEeCTOKOE;  3JI0YyNoTpeOsIeHHe;
HENpaBWJIbHOE  ynoTpeOiieHne uiad  (MC)IOJIb30BAHUE;
HamazeHue,  W30HEHueE,; W3HACHUJIOBAHHE, 0co0eHHO

COBpAIlIEHUE MAaJOJIETHUX; OHKCIUIyaTallusd C HapylLIeHHUEM
MpaBWI/HOPM. 1. OCKOpPONISATH; pyrath; 6€CUECTUTh; MYUHUTh
YCKOPSTh
CIy)Xalllud  PEeKJIAMHOIO  areHTCTBa, KOHTPOJIUPYIOMIMIA
MIPOXO0K/ICHHE 3aKa30B

NpUHIATHE W OJlarokenaTteabHOe OTHOIIEHUE K Tepeaadyam
unu myonukarusim B CMU

JOCTUTATh

(hMHAHCOBBIN PAOOTHHK

aKKpeauTalus, BHECEHHWE JKYPHAJUCTOB B CHEIHAJIbHbBIN
CIIUCOK pa3zoBoro PR-meponpustus

aKKyMYJIMpOBaHUE ayJJUTOpUHU — coOupanue "cBoen”
ayIUTOPHUU - IOCTUTAETCA 00pabOTKON ayqUTOpUU C
ITOMOUIBIO PA3JINYHBIX KAHAJIOB BO3AECUCTBUSA — paauo, TB,
Mpecchl, HAPY>KHOU PEeKJIaMBbl, T.€. B X0J1e KOMIUIEKCHBIX
PEKJIaMHBIX KaMITaHUH.

pUOOPETaTh; MOJIy4aTh; IOCTUTATh; OBJIA/IEBATh

OJIOK HEMOCPEICTBEHHOIO BO3JCUCTBHUS Ha MOTpPEeOUTENs;
BEpPXHSS 4YacTh PEKIAMHON MUPAMHUJIbI, COOTBETCTBYIOIIAS
NEepUOy BPEMEHHM, KOTJa MOKYMAaTeNu JHIIb 3HAKOMATCS C
OPOAYKTOM MJIHM TOJIBKO HAYMHAIOT MOKYNATh €T0

IBWKEHUE TI0 3alIMTEe JeTed OT BPEOHOTO  BIMSHUS
tenesuaeHus (CILIA); opranuzauus, npawoomas OLEHKY U
KPUTUYECKUIN aHalu3 BIUSHUS TEJICBU3HOHHBIX Iepefady Ha
JeTen

CBS3SIM  C

qaCTb SaHHaHHpOBaHHOﬁ AKIIn1 110

00IIIECTBEHHOCTHIO, HaIpaBJIECHHAS Ha JIOBEJIEHUE
uH(OpMaIU JI0 IEICBOM ayTUTOPHH JIFOOBIMH CPEICTBAMHU

nobaBka



adlib

administrative
resources

admit
advantage
advertise
advertiser
advertisement
advertising
advertising space
advice

agency network

agency of record

allegri
alliteration

amphibology

amplification

anew

answers codes

anticlimax

a;un0; SKCIPOMT, UMITPOBU3AIIUS BEAYIIETO Ha paguo WA B
MY3bIKQJIbHOM COIIPOBOXKICHUH pajiionepeaay
aJIMUHHCTPATUBHBIN pecypc

MIPU3HABATh; JOITYCKATbh;

IPEUMYIIECTBO

pEKIaMUpPOBAThH

peKIaMoIaTeNb

pekIaMHOe 00BSBIICHUE

pekIama

pEKIIaMHOE MTPOCTPAHCTBO (B rasere)

COBET

CeTh PEKJIaMHBIX areHTCTB; MEXAYHAapOJHOE OOBEAUMHEHHE

PEKJIaMHBIX areHTCTB, CO3/IaHHOE IS OKa3aHUs U TOJTy4eHUs

nomomu mo pabore co CMMU, mo mnepeBody, CO3IaHUIO

pEKJIaMBbl U OKa3aHUIO JAPYTUX BUAOB yCIyr HA HHOCTPAHHOM

PBIHKE

TOJJOBHOE  pPEKJIIaMHOE  areHTCTBO,  KOOpPIAMHHUPYIOLIEe

NEHCTBUSL HECKOIBKUX (UPM M areHTCTB MO MPOABHKCHHIO

Ha PBIHOK TOBAPOB HECKOJbKUX HAWMEHOBAHUU OJHOTO M

TOT0 K€ PEKIaMOIaTeNs

ajuterpu — "ObIcTpas’ JoTepes, Koraa po3bITPHIIT U BbIIaua

MPU30B MPOU3BOJATCS Cpa3y MOcCie MOKYNKU Ouiera

aJuTUTEPALIUs] — IPUEM, KOTOPBIN YCUIMBAET BO3ACHCTBUE

3BYy4Yalllero TeKCTa.

ampubomus; Joruueckasi omuoOKa, HESICHOCTh BBIpAKEHUS,

BO3HUKILIAS B PE3YJIBTATE Psiia IPUYUH CTUIMCTHYECKOIO

MOPSI/IKA)

amunukanus (cTuiMcTuyeckas Gurypa); paciiupesue,

¢burypa peuu, UCIONIB3YIOIIAsi HAKOIUIEHUSI CHHOHUMOB U

rUNepOOINYECKUX CPAaBHEHUM IO HapacTaIOLIEeH.

3aHOBO; II0O-HOBOMY, TIO-UHOMY

TUIIOBBIE  OTBETHl  3aKa3uMKaM KHWKHOW  IPOIYKLMH,

oTcyTcTByIOIIeH Ha ckiage: out of print (OP) - Tupax

pactipojan U jgonedatku He Oyznert, not yet out (NYO) wiun

not yet published (NYP) - xuura emie He BbIIIJIa B CBET,

temporarily unavailable - BpeMeHHO OTCYTCTBYET U Jp

AHTUKJIMMAKC; Tpajalys MO0 HUCXOIALIEH, Korjxa cjaoBa

pacnojiaratoTcsi oT 0oJjiee BaKHBIX K MEHEE CYIIECTBEHHBIM,

0COOBI CTWJIMCTUYECKUN TpuemM, ¢urypa pedu, KoTopas

paspyiaer

BOCXO/IAIIEH rpafaueit (KIMMaKCOM)
4
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anxiety
appeal

appendix
apperception

applause mail

application
application form
appreciate

appropriation

aptitude
archival

assignment

assortment
assortment building
available

average frequency

average net paid
circulation
avantage

0€ecIIoKoiCTBO, TpeBora, 3a00Ta

amneyusIius; OpPU3bIB; TOAXOA; CHOCO0, HCIIOJIb3YeMBbIN
peknaMmonareneM s 0Oosee ycrnemHoW HHPOpMalud o
TOBape

MIPUIOKEHHE

annepueniys; MeXaHu3M YeJIOBeUeCKOH MCUXUKH, (PEeHOMEH,
KOTOPBI BO3HUKAET IPHU BOCIPUATUH HOBOM MH(OpPMALINH,
(akToB, COOBITUI U MHEHUH, KOTJ]a HA IOHUMaHHUE 3TOTO
HOBOT'O U OTHOLIEHHUE K HEMY CYIIIECTBEHHO BIIUSAIOT YK€
MMEIOIIMECS Y YeIOBEKa B3IJIS/IbI, TOJXObl U IEHHOCTH.
IIOJIO)KUTEIIbHBIE  OT3BIBBI Ha IIepelady WU peKiaMy,
MPUCIIaHHBIE 110 IOYTE

3asIBIICHUE

OnaHK

LEHUTh; BBICOKO CTaBUTh; OLEHUBATH; OBITH OJarofapHbIM;
OBITh IPU3HATEIBHBIM; IPUHUMATh BO BHUMaHHE
IPUCBOCHHE; aCCUTHOBAaHUE; (POHJ]; aCCUTHOBAHHBIE CYMMBbI;
B pEKJIaMe: CcymMMma TOJIOBOTO pacxofa Ha peKiaMmy;
IPUCBOEHUE YYKOU TOProBOM MapKH

CIOCOOHOCTH

TEKCTbI, WJUTIOCTPALMUA WM JIOKYMEHTHI, OTIEYaTaHHbIE Ha
OecKHCIOTHOM Oymare ajisi yBEJTMYEHHUS CPOKa UX CIIYXKOBbI;
HEe 00€eClBEUYMBAIOTCS W HE TepSAT MNoaurpapuyeckue
KayecTBa; WCIIOJIB3YIOTCS B HAaY4YHBIX M Jp. HW3JaHUSAX,
HOJUIEKAINX JUIATETILHOMY XPpaHEHUIO; 0cob0
npuBeTcTBYt0TCS Oubnnorekamu CILIA, KoTopble HYKAat0TCs
B 4aCTOM HCIOJIb30BAHUH TAaKUX U3JaHUI

Ha3HAUCHUE; AaCCUTHOBAaHUE; pPAacIpEelEIICHNUE; BBIJICICHMUE;
nepenaya; MpeJHa3HAYeHUe; NPUCBAMBaHHUE; NPUCBOCHUE;
3a/laHue, TaHHOE )KYPHAIUCTY

COpPTUPOBKA; BBIOOP; aCCOPTUMEHT; 1T0I00p; MaTUTpPa
(dhopMHUpOBaHUE TOBAPHOTO aCCOPTUMEHTA

JOCTYIHBIN, TPUTOJAHBIN, UMEIOLIUICS B HAJTMYNH

CpeaHUI MOKa3aTeb 3¢ (EeKTUBHOCTH pEeKJIaMBbl,
UCYHCIIAEMBII B BHJE TMPOLIEHTHOIO OTHOIIEHUS YHcia
MOKa30B PEKJIaMbl 3a OMPEICIIEHHOE BpeMsl K 00IIeMy YHUCTY
Jrofiel, MOTEHIUANbHO MMEBIIMX BO3MOXHOCTb BHJAETH 3TY
peknamy

CpC}IHI/If/i THUpaX IpOoJaBaCMbIX Ia3€T UIIN )KYPHAJIOB

aBaHTaX; BBITOJa, OJIATONIPUSATHOE TIOJIOKEHHE; B OJIECTAIIEM
BHJIE, B BEITOJTHOM CBETE
5



avoid
audience

awareness
awareness advertising

awareness block

axis

background
backup
BACK-TO-BACK

bait
bait advertising

balance

balance sheet

balloon advertising
ballyhoo

ban (smb. from smth.)
band

band advertising
bangs

basic needs

basic message

basic network

n3oberartpb

myOnuKa; 3pUTENH; ayJTUTOPUS; paauoCTyaTe ,
TeNEe3pUTeNnu;  MojydaTenu  UHPOpMALMM,  peKIamMHas
aynutopus (rpynmna GU3NYeCKUX JIuIl - Hanbosaee aKTUBHBIX
norpedutenell JaHHOTO TOBapa; YYUTHIBAs €€ OCOOECHHOCTH,
IUIAHUPYETCST peKJlaMHasi KaMIlaHWs); LieJieBas ayAauTOpPHs;
1ieJieBasi rpymnma; BO3MOXKHOCTh BBICKa3aThCs
OCBEJIOMJICHHOCTb; OCO3HAaHHOCTh

HayvaJbHas cTaaus pEeKIaMUPOBAHUS MPOJYyKTa,
HalpaBJiCHHAsl Ha CO3J]JaHUE TMOJOXKUTEIBHOTO MMHUKA, Ha
3HAKOMCTBO TMOTpEOUTENss C Ha3BaHHEM TOBapa U €ro
YIIaKOBKOM

OJIOK y3HaBaHUS;, HWXKHSSA CTYIEHb PEKIAMHOW MHUPAMHUJIBI,
KOTJla TOTpeOuTeNb BIEpPBbIE y3HAET O (hupMme, TOBape WIH
yciyre

0Cb; IIEHTP, BOKPYT KOTOPOT'O PACIOIararoTcsi BCE 3JIEMEHTHI
pEKIIaMBI

B

MOATOTOBKA, KBATH(HUKALINS; TPEANOCHITKA

pe3epBHOE 000PYAOBaHHE

yeperoBaHue Tepeaayd B 3(up pasBieKaTeIbHOI
OpOrpamMMbl U PEKIaMHBIX 00BSBICHUN

pUMaHKa

pPEKJIaMHPOBAHUE C IIENBI0 3aAMaHUTh MTOKyTaTeneil B
MarasuH, UCIIOJIb3ys Ul 3TOr0 Pa3HOI0 pPoja YIOBKHU U
XUTPOCTH

YPaBHOBEIIEHHOE PACIIOJIOKEHHE YJIEMEHTOB HAa MAaKeTe
PEKIIaMbl

OanaHc (OTYETHBIN JOKYMEHT)

peKiaMa Ha BO3JIYIIHBIX IIapax

IIYMHO ¥ Ha30MJIMBO PEKIaMHUPOBATH TOBAP

TJIaroJ 3amnpeaThb

M0JI0Ca B Ta3€Te; MOJUTP. MAHKETKA

pexsiama, 3aHMMaloIast BCIO Ta3eTHYIO TOJI0CY
panuornomMexu

OCHOBHBIE IOTPEOHOCTH

IICHTPAJIbHAS UJIes] PEKIAMHOTO OOBSBICHHS
MUHUMAaJIbHOE KOJIMYECTBO TEIEBU3MOHHBIX CTAHIIHH, C
KOTOPBIMH peKJIaMoaTeNb 00513aH 3aKII0YUTh KOHTPAKT Ha
riepeiauy ero peKjIaMbl



basic service

be available
be fond of
behaviour

be keen on
benefit

benevolent
be skilled in smth

bill poster
billing

bind-in-card
binding
bingo card

B lad

blurb

book fairs

booking

book jacket
book-keeper
booklet
bookmarking

TEJEBU3NOHHOE 00CTy)KUBaHue, (UHAHCHUPYEMOE 33 CUET
PEKIIaMBI

OBITH JOCTYIHBIM, IPUTOTHBIM

JTHOOUTH YTO-TMO0, HPABUTHCS KOMY-THO0

MOBEJICHUE; IOCTYIIKKU; MaHEPhI; OTHOIIEHUE (to, towards);
oOpallieHue; peakius; 1eHCTBUs

YBJIEKAThCS YEM-JIHO0

CYII. MPEUMYIIECTBO; TPUBUIICTHS; T10JIb3a; OJIaro; BBITO/IA;
OyiarojesiHue; MeHcusl; mocoOue; MpUObLIb; BHIILIATA,
JOCTOMHCTBO. ['JI. IPUHOCUTH MOJIB3Y; TOMOTaTh; U3BJIEKATh
TI0JIb3Y; U3BJICUB TOJIb3Y; BRIUTPHIBATE; BEIUTPATh; OKa3bIBATh
651aroTBOpPHOE JCHCTBUE; UMEThH MPEUMYIIIECTBO
00pOXKeNaTeNbHBIN; 0JarOCKIOHHBIN; 6JIarOTBOPUTEILHBINH;
IIEIPBIN;

. OBITh CTIOCOOHBIM B YeM-JTHOO0

aduIa; mIakar; packJIeHIuK apul

CYET pEeKJIaMOJATEeN0 OT PEKJIAMHOIO areHTCTBa; 00O0pOT
CPEIICTB PEKJIAMHOTO areHTCTBA 3a OIpPEACIICHHBIN MEePHO/;
aduma ¢ IMEHaMHU UCTIOJTHUTEIICH

PEKIIaMHBIN TUCTOK, BIIUTHIN B KypHAI

00J105KKa

pEKIaMHBIC JINCTOBKH, pacchllacMble peKJIaMoiaTesieM B
MOJIMMCHBIX HW3JIaHUAX C yKa3zaHueM oOpaTHOro ajpeca H
TIEPEYHST TOBAPOB MJIH YCITYT

00beMHBIH MakeT OyAylied KHUTH; BKIOYAET O0OpasIlsl
TEKCTa ¥ WUTIOCTPAIIUi U 000paynuBaeTcs B MPOOHBIN OTTHCK
OOJIOXKKM WIJIM CYNEPOOJIOKKH, HCIOIB3YyeTCS B KauyecTBE
MPEIBAPUTEITHFHOTO PEKIIAMHOTO MaTepraia

KpaTKOE OMMCaHNEe KHUTH, pa3MEIIaeMOoe Ha 3a/IHEH CTOPOHKE
00JIOKKH WUJTH Ha TepETHEM KJIaaHe CynepoOIOKKY U3TaHUs
B TBEP/IOM TEperieTe

KHIDKHBIC SPMApKH; UCTIONIB3YIOTCS U3AaTEIISIMU IS
OpTraHM3aIuu ChE3/10B, KOHCYJIBTAIIUN U JISTOBBIX
MEePETOBOPOB

pa3MeIIeHNE 3aKa30B; 3aKIIOUCHIE KOHTPAKTa; COCTABJICHHE
paaro- U Tejenepeiad ¢ BKIFOYCHHEM PEKJIaMHBIX
MaTepHaIoB

CymnepoOIokKKa

CUYETOBOJ; OyXrajirep

OyKJIeT; Kisiccep

3aKJIaJIKK BeO-JOKyMEHTOB; TIOMETKH; MapKUPOBKa



bookplate
book publicity
book review
bookstall
book token

boom

brand management
(product management)
brand manager

brand monopoly
brand name

brand personality

brand positioning

Brand Rating Index

brand rational elements
brand standing
broadcast

broadcasting time
brands emotional
elements

broadsheet

broadside

broker

SKCIHOpHC

KHIDKHAs pexiama

KHIDKHOE 0003peHHE

KHWKHBIN KHOCK

Bayuep - JUISE
mocJieIyronero ooMeHa Ha KHUTH; YacTO HCIOJb3yeTCs B

KHUKHBIN KapTouKa,  IOKylaemas
KauecTBe MoJlapka, YTOObl HOBBIM BiiajieNiell MOT OECIIaTHO
BbIOpATh NOHPABUBIIYIOCS KHUTY B KHHDKHOM Mara3uHe
peKIaMHas IIyMuxa
PYKOBOJICTBO MapKETHHIOBOM KaMIIaHUU 1O MPOJIBUKEHUIO
OJTHOTO MIPOAYKTA WIN KOMILIEKCA POACTBEHHBIX TOBAPOB
MEHEJIKEp MO COBITY TOBapa, OTBETCTBEHHBIN 32 yCTCIIHBIN
MapKETUHT NMPOJYKTa UMEHHO 3T0H (pabpuyHOi MapKu
3axBaT PHIHKA, BEITECHEHHUE C PHIHKA aHAJIOTUYHOTO TOBapa
OPYTUX MPOU3BOJUTENICH
TEKCTOBAas 4acTh (haOpHUyHON Mapku Wi GUPMEHHOTO 3HaKa
BBICOKO MHMBHIyaJIbHbIE XapaKTEPUCTUKU TOBApa,
JieJIaollye ero Beceraa 0osiee npenoYTUTEIbHbIM, YeEM
aHaJIOTUYHbIE TOBapbl KOHKYPHUPYIOIUX (pUpM
pa3MelIeHre ToBapa KOHKPETHON TOPrOBOM MapKy Ha
PBIHKaX CTpaHbl U MUPA U €r0 MECTO 10 CPABHEHHMIO C
aHaAJIOTUYHBIM TOBapOM JIPYTHX GUPM
MHJIEKC PEUTUHIOB MapoK (€XKeroAHbINH COOPHUK JAHHBIX O
CPaBHUTEJIbHBIX OCOOEHHOCTSAX BO3/ICHCTBUS Ha B3POCIIOE
HACEJICHUE PEKJIaMbl, TPAHCIUPYEMOI 110 CETEBOMY
TEJIEBUACHUIO U 110 PaJIno, pa3MelaeMoil B razetax u
KypHasax)
AJIeMEHTHI (aOpUYHON MapKU, OTPAKAIOIITIE
COJIEpPKATENbHYIO WIH (PYHKIIMOHAIBHYIO CTOPOHY TOBapa
Ipe3eHTaIs] HOBOTO (PMPMEHHOI0 3HaKa, MPOAYKTa WU
OpraHu3aIuy MOCPEICTBOM 0CO00M MyOIMKAIINU WIH HHOU
(hOpMBI IeATEIBHOCTH
TPAHCISIIHS
a¢upHOE BpeMs
a51eMeHTHI (PaOpUIHOI MapKu, BO3IEHCTBYIOIINE HA YyBCTBA
notpeodurens
MIMPOKO(POPMATHBIN pEKIIAMHBIN IIUT; MUPOKOGOpMaTHas
rasera
CKJIa/IbIBAIOIIMICS TIJIaKaT-peKJIaMa, BHICTaBISIEMbI B
BUTPHUHE Mara3uHa WM pacChblIaeMblil MO MoYTe, Kak
oObIyHast Oporopa
Opoxep, puznyeckoe U0 UK GUpMa, BHICTyTAIONINE B
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brokerage
brokering time
budget
budget-friendly
buy sheet

byline

cable television
calender

call
calligraphy
call-in-program

campaign
canned editorial

canvassing

capacity

capacity variable
captivating

capture

capture the hesitant
and doubting clients

career

casting
casting off

catalog

cause

KaueCcTBE MOCPEITHUKA MEXY IMOKYIAaTeIeM U MPOJAaBLOM U
MOJYYAOIIE KOMUCCUOHHBIE

MOCPEHUYECTBO; KOMUCCUOHHBIC

OpokepHast mpojaxa 3(UpPHOTO BPEMEHU

OIOKET

SKOHOMHUYHBIN

KaJICHJ1aph U MOAPOOHOE pacnucaHue peKJIaMHBIX Mepeiad,
coctaBiieHHOe CMU 117151 KOHKPETHOTO PEKJIaMOaaTeNs
nomernieHue (aMuJINKA aBTOpa CTaThU JTUOO HAJl 3arjlaBHEM,
JIM00 B KOHIIE CTAaThU

C

Ka0eJbHOE TEJNEBUICHHE, OTNIAYMBAEMOE 10 TIO/IMUCKE
MOJIUTP. KaJlaHAP; KaTOK; JIOIIUIIBHBIN npecc; (GUIurpaHHbIi
CTaHOK

BBI30B; TeJIC(POHHBIN 3BOHOK; 3aKa3 HA TOBAP

KaJTUrpadust; YUCTOMUCAHNUE; KPACUBBIN TTOUYEPK
porpaMma ¢ IpsiMoii TejeOHHON CBA3BIO C
pagrocIymaTeas MU WU TEIE3PUTEISIMA

MEpPOIPUSATHE; KaMIIaHUsL; ONepanus; MOX0/1; CTpaaa; aKIus
OJIMHAKOBBIN MaTepual, ONyOJIUKOBaHHBIN Ha MEPBOI
CTpPAHHUIIE MHOTUX Ta3eT

ompeiesieHne 00IeCTBEHHOTO MHCHHS

MOIIIHOCTb; TPY30MOAbEMHOCTD; IEECIIOCOOHOCTh; EMKOCTB;
BMECTHUMOCTh; 00BEM; MPOIMYCKHASI CIOCOOHOCTH;
CIIOCOOHOCTB; YMCTBEHHBIE CIIOCOOHOCTH; KOMIIETECHIINS,
(hakTop crocoObHOCTEM

TJICHUTEIBHBIN; 04apOBaTeNbHbIN; 00asTEIbHBII;
YapyIOLINN; 3aHUMATENIbHBIN; YBIIEKATEIbHbIN

3aHATH JIOJIO PhIHKA

NIPUBJICYEHUE COMHEBAIOIIMXCS U KOJIEOIIONINXCS KIMEHTOB

Kapbepa, chepa AeaTeTbHOCTH ISl Yero-i.; MOTUBUPOBATh
YTO-JI.

Ipe/IBApUTENbHBIN TOJICYET; MPUMEPHOE BHIYHCIICHUE
pacnpe/ienieHle ra3eTHOTO MPOCTPAHCTBA NP MyOIMKAIUU
PEKIIaMHOTO TEKCTa C Y4eTOM pa3Mepa mpudra

Kartajior; GupMEeHHBIN KaTajor, pacCchbllaeéMbIi MO MOYTE U
JAIOIINI TIepeveHb, ONMCaHNe U N300pakeHue TOBAPOB;
CIHCOK; MPEUCKYPaHT, GUIBMOTEKA; BUICOTEKA

NpUYMHA, OCHOBaHUE (7151 ACMCTBUS, COCTOSIHUS,



celebration
centralized
organization

cents-off promotion

challenge
charity

circumstance

cinema screens
cinema-going habit
circulation

circulation area

circulation audit

circulation waste

circumstance of
insuperable force
clearance

clearance advertising

clear-channel station

clear time

pe3ynbTara); aeino; o6iaroe 1eio, 6JaroTBOPUTEIHLHOE,
YTOJIOBHOE JI€J10, CYI€OHBIN IpolLiecc; BOIPOC, TPEOYIOIIHIA
pEIIeHUs/PacCMOTPEHUS.

I'JI. TIOCTY’KUTB/ OBITH/ SABJIATHCS IPUUMHON/TIOBOIOM
Mpa3HOBAHKE; TOPKECTBA;

opranusaiusi, padoTaroiasi Ha OCHOBE IIEHTPAJIN30BAHHOTO
PYKOBOJICTBA; KOPIOpPAaTUBHAs CTPYKTYpa, B KOTOPOH Bce
Ba)KHBIC PEIICHUS, TPUHUMAaeMble B (puiinanax, JOKHbBI
MOJIYYUTh 0JI00pEHNE EHTPATBLHOTO anmnapara (GUupMbl
LEHTOBAs CKUJIKA; KPATKOBPEMEHHOE CHUYKEHUE 1IEHBI Ha
TOBap JUIsl MPOBEPKU HAIUYUSI HHTEpEca K HEMY Yy
nokymnaresnen. Takol BUI IPOABUKEHUS TOBAapa Ha PHIHOK
MOKET UMETh pa3INuHble (POPMBI: HAKJIEHKA HA YIIAKOBKE O
CHI)KCHHH 1ICHBI, POJIaXka 3a OJIMH IEHT WK OecruiaTHas
paszava B BUJI€ IPUIOKEHUS K APYTOMY TOBapy

Opocathb BBI30OB

0JIarOTBOPUTENBHOCTD; (PMIAHTPOMNHMSI; MIJIOCEPIUE; pa3iaya
B 0JIArOTBOPUTEINBHBIX LIEJISX; MOKEPTBOBAHUE
00CTOSITENbCTBA; MOJIOKEHHUE JIET; CIIy4aid; COCTOSIHUE;
yCIIOBUS

KUHOAKpaH

NPUBBIYKA XOJUTH B KUHO

TUPAX. MUPKYISAIUS; 0OpallieHue; Tell. ayTuTOPHUs; PEK.
KOJIMYECTBO JIFOJICH, BUJEBIIIUX PEKIaMy Ha yJIHUIIE UK Ha
TpaHCIIOpPTE

TEPPUTOPUS PACTIPOCTPAHEHUS TTEPUOJUUYECKON MEYATHOU
MPOAYKIINH, a TAKXKE PEKJIAMbl; PETUOH YETKOTO MprueMa
paauo- U TeJaeBelaHus

aHanu3 oObema Tupaxa raser, nposoaumsiid B CIIIA, Bropo
10 YYETy THUpa)Kel JUisl ONpeIeJICHUSI COOTBETCTBUSI MEXTY
O0OBSABIEHHBIMH U (DAKTUUECKUMU THPAKaMU

THUPaX, OTJIAYCHHBIN peKiaMoiaTesieM, HO He
UCTIOJIb30BAHHBIN 10 HA3HAYEHUIO

(hopc-MaxkopHOE 00CTOATETHCTBO

paspelieHue; 0CBOOOKACHHUE OT YIUIaThl MOLUIMHBL; COTJIacue
PErMOHAJIBHBIX BEIATEIbHBIX CTAHIUI NIEPEIaBaTh
IIPOrpaMMBbl KPYIIHBIX TeJIeCeTen

peKiiamMa 0 pacupoJa)e Mo CHUKEHHBIM IIEHaM IPU
JUKBUJAIUY YCTApEeBUIMX 00pa3lloB UM B KOHIIE CE30HA
paguocTaHIys IPEUMYLIECTBEHHOTI'O BELIaHUS HA
OTpaHUYEHHON TEPPUTOPUU

pE3epBUPOBAHUE BPEMEHHU PETPAHCIUPYIOIIUMU CTAHIIUSMHU
JUTS TIPOJAXKHU €T0 PEKIIaMOAATENSIM
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clerical error
color proof
color separation

color separation
negtives
color strip

color transparency
column
commercial speech

commercial spot
commercials
commit

community
compelling

compelling idea
compelling issue
compelling opportunity
competitor

competitive capacity
complete

complete package
comprehension

conduct an interview
consignment

consciousness
consumer

consumer penetration
Consumer Goods

KaHILIeJsIpcKas omunoKa
KOMOMHHPOBaHHAS MeYaTh C TNIACTHH Pa3HOTO I[BETA
HPOILIECC pa3/IeieHus IBETHBIX N300paKeHUI Ha DIIEMEHTHI B

COOTBCTCTBHH C OCHOBHBIMHU IIBETAMHU
HCTaTUBLI JIA pasaCICHHA IBCTOB

nap@roMepHas [IBETHas pekjiaMa (TOYHOE BOCTIPOU3BEICHUE
B ’KYpHAJIbHON pPEeKJIaMe pa3InYHbIX OTTEHKOB I'yOHOM
MOMaJIbl, TEHEH JIJIS TJ1a3 U T. I1.); MH. paccKa3 B KapTHHKAaxX
JTUATIO3UTHB

KOJIOHKA; CTOJIOEN; Pa3Jell B Ta3eTe

oOparrieHre ciyx0bl TaOJIMK pUIICHIITH3 GUPMBI K IITUPOKOMA
OO0IIECTBEHHOCTH C LIEIbI0 PEKJIaMUPOBaHMsI caMoil pupMbI U
ee JIeATEeIbHOCTH

peKIaMHasi BCTaBKa

peKIaMHOE 0OBSIBICHHE

HOCBATUTH ce0s (UeMy-I1.); CUUTATh CBOUM JIOJITOM WIIN
00s13aHHOCTBIO; COBEPIIINTD;

00LIECTBO

3aCTaBIIATh; IPUHYKIAATh; JOOUTHCS (4€ro-i.);
3axBaThIBAIOLIAs U]

HEpa3pelMMBbII BOIIPOC

BO3MOXXHOCTb, OT KOTOPOH HEBO3MOKHO OTKa3aThCs
COIEPHUK; KOHKYPEHT; YYaCTHUK PhIHKA; KOHKYPCAHT
KOHKYPEHTOCIIOCOOHOCTh

3aKaHYMBaTh; 3aBEPIIATh; YKOMIUIEKTOBATb; JOBECTH JI0
KOHIIA

MOJIHBIN CHEKTP yCIYyT

NOHMMAHHE; pa3yMEHUE; IOCTUKEHUE; TIOHATINBOCTH;
BKJIFOUEHUE; OXBAT; MOHATHUE; ayTUPOBAHUE; OXBAT
COJIepKaHUS

OpaTh UHTEPBHIO

KOHCUTHALIMS UM peau3aliis KHUT ¢ OTCPOUYKOM OIIIATHI 10
Mepe MpOoJIaXK; KOI/la 10 OKOHYaHUH [EpUO0/ia peann3auu
u3zaTenb NpeaoCTaBisieT KHUTOTOProBIY TOIOJHUTEIBHOE
BpeMs 1JIsl TPOJaXKH OCTaBUIMXCS KHUT B OOMEH Ha
00513aTeNbCTBO KHUTOTOPTOBIIA CAENATh 3aKa3 Ha APYyTrHe
KHUTH WU3J1aTels

CO3HAHUE; CO3HATENbHOCTh; CAMOCO3HAHUE; TOHUMAaHHE
NMOTPeOUTENb; 3aKa34YHK; MOKYIaTeNb; KIHESHT

0XBaT NMoTpeduTenen

3aKoH 00 YCTaHOBJIEHUH 1I€H Ha MOTPeOUTETbCKHUE TOBAPHI
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Pricing Act
consumer guide
consumer-interest
media
consumer-oriented
marketing

consumer price index

Consumer Protection
Act
content

controllable factors
conversation index

copywright k

copywriting
counterpack

coverage

craft
creative concept

creative department

creative mix

PYKOBOJICTBO ISl IOTpEOHTENEH

CpEe/CTBa PEKJIaMbl, pACCUNTAHHbIE HAa IIMPOKOTO
noTpeduTeNs

MapKETUHT ¢ OpUEHTalUEN Ha IOTpeOUTENs

MHJIEKC IOTPEOUTENBCKON KOP3UHBI (OTPaXaeT IMHAMUKY
CTOMMOCTHU KOP3UHBI IOTPEOUTENBCKUX TOBAPOB U YCIYT U
SIBJIIETCS] OCHOBHBIM ITOKa3aTeleM YPOBHS MH(IIALUY B
CTpaHe)

3aKoH 0 3amuTe noTpeduTenen

COJIEPKUMOE; COJIepIKaHNE; MHPOPMAIIMOHHBINA PECYpPC;
CMBICT;

yrpasiisgieMble (aKTOPbI

K03 pUIMEeHT/ YUCITOBOM IMOKa3aTeb JUATIOTOB;

OTCUETHBIN MHJEKC (MHAUKATOP) PEYEBOTO OOIICHUS
OTUPANT UM aBTOPCKOE MPABO - MPABO aBTOPA, XyI0KHUKA,
U3JIATENS U T. JI. HA THPAXUPOBAHUE MTPOU3BEACHUS MO0 Ha
3aKJII0OYEHUE JOTOBOPA C TPETHUMHU JIUIIAMU O
Tupaxuposanuu. B 1996 r. cpok neicTBust aBTOPCKOTO IIpaBa
Ha Tepputopun EBponeiickoro coro3a ysenuuen a0 70 ner,
HauuHag ¢ | SHBaps rojaa, CIEAYIOIIETO 3a TOJ0M CMEPTH
aBtopa. Jlo 19\% r. 3ToT cpok cocrasisn B BenukoOpuranuu
50 ner

MOJATOTOBKA (HAIMCaHUE ) TEKCTOB

CTEHJI C HECKOJIbKUMU HK3EMIUIIpaMU KHUTH, pa3MellaeMblit
B KHUTOTOPTOBBIX TOUKaX, 0COOCHHO PSIZIOM C KHUKHBIM
Mara3uHOM, ISl TIPUBJICYCHUS TaK Ha3bIBAEMBIX
«UMITYJIbCUBHBIX», CIIy4YalHBbIX [TOKyNaTeaen

OXBaT; PETOPTaXK; OCBEIIEHNE COOBITHSA (B MEYATH, 10
paauo.); uHpopmMarus; cooOIIEHNE; TTO3UIUS TA3€ThI;
ayJIUTOPUS; TEJIE3PUTEIIN; TIOJTHOTA OXBATa;

peMeciio; mpodeccusi; ymeHue; T0BKOCTh; HCKYCCTBO;
XUTPOCTb; OOMaH;

«OorbIas uaes», CHoCOOCTBYIOIIAS CO3/ITAHUIO

3¢ PEeKTUBHON peKITaMBbI

OTJIeN B PEKJIAMHOM areHTCTBE, BHIMTOTHSIONUN TBOPUECKYIO
paboTy MO CO3/IaHUI0 PEeKJIaMBbI (KOHIICTIIIUS, TEKCT,
odopmIieHHE)

AJIEMEHTHI PEKJIaMBbl, 33]]aBAEMbIC U KOHTPOJIUPYEMBIC
peKIamMoiaTeneM, Takue Kak IeeBasi HalpaBlIeHHOCTb,
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creative platform

creep
customer
customer service

database
data sheets
database marketing

dateline
dayparts

dead air
deadline
definition

direct

disaster
discovery
disseminating
distribution
dominate

donate

donated surplus
draw

draw audience
draw plan

draw up contract
draw up inventory
drive time

drop-in
drop-in commercial
drugs

KOHIIEIIMS OCHOBHBIX XapaKTEPUCTUK TOBAPA, KaHAJIbI
pacrpoCcTpaHeHUs

JOKYMEHT, CYMMHPYIOIIUN KOMIUIEKC 3a/IaHUM Ha
BBINOJIHEHUE KOHKPETHOW PEKJIaMBbI

KpacThbCs

noTpeOuTeNb

06CJ'IY)KI/IBaHI/Ie IIOKYIIaTCJIA

D

0a3a JaHHBIX
pekiama ¢ moApoOHON TeXHUYECKON nH(popMalmen
KOMITHIOTEPHBIN MapKETHUHT; HAKOIJICHUE U aHAIIU3
MaTepHuaia o MOTPEOUTEINSIX ¢ MOCIESAYIOIMHUM BBIITYCKOM
LIEJICHAIIPABICHHON PEKIaMBbl
CTpOKa C yKa3aHHEM JaThl BBIX0/1a MyOJIMKAIIUN
CMEHa, 9YaCTH, Ha KOTOpbIe ACIATCS paboune CyTKH Ha PaJro
Y TEJIEBUJICHUU
OTCYTCTBHE TIepeiad; MEpTBBIN dhup
MOCJICTHUMA CPOK IPEACTABICHUSI PYKOIIMCH B U3/1aTE€JIbCTBO
onpeneneHue; 1eUHUIUS; TOTKOBAHUE; SICHOCTH;
00BICHEHHE;
MOYTOBBIC PEKJIAMHBIC JTUCTHI
katacTpoda
oOHapyXeHHUE, OTKPBITHE
CesATh; PacCIpOCTPAHITh YUCHHE; pa30pachiBaTh; pacCchliaTh
pacnpocTpaHeHue, paclpeieICHUE
peBaJupoOBaTh, 3aHUMAaTh BEYILIEE MECTO
JApUTh; KEPTBOBATH; MepeaTh B Jap;
«TOAPEHHBIN» JOXO
MIPUBJIEKATh, IPUTITUBATH
MIPUBJIEKATH 3PUTEIIECH
COCTaBJISITh TIJIaH
COCTaBJISITh KOHTPAKT
MPOBECTU MHBEHTAPHU3ALINIO
YTPEHHEE U BEYEPHEE BPEMS, IPOBOIUMOE €KETHEBHO 32
pyJieM 1o Jopore Ha paboTy U IoMOit; Hanbosiee
OIIaroNpUSITHBINA EPUOT [ JIsl IEpeIadyl PEeKJIaMBbI 110 PAJIU0
CaMbIii BBICOKOOTIJIAYMBAEMbIN
BCTaBKa
peKJiaMHasi BCTaBKa
MEJMKaMEHThI, CHaI00be, JICKapCTBEHHBIN Mpernapar;
HAapKOTHK; TPAHKBUJIU3ATOP; TOBAP, HE MOJIb3YIOLIUNCS
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dry run
dry brush

dupe

duplicated audience

ear

early fringe

earned rate

E-business
emerge
editorial

election

emanate

employ

employee

employee relations

CIIPOCOM; HEHYKHasl BEIllb.
I'JI. OKa3bIBaTh BO3JEHCTBUE, TOJOOHOE HAPKOTUYECKOMY, Ha
KOTO-JL.; IPUTYIUISATH (4yBCTBA, SMOLIUHU U T. [1.); 1aBaTh
HapKOTUKH; yIOTPEOISTh HAPKOTUKH:

peneTuLus; IporoH 0e3 CbeMKU

PUCYHOK, UCTIOJTHCHHBIH IMOJYyCYXOW KUCThIO Ha TPYyOOit
IEpOX0OBaTOM Oymare

KOIIKS; MH. KOITMU TOTOBBIX TEJIEBU3UOHHBIX POrPaMM,
nepeaBaeMble Ha MECTHBIE TEJIECTAaHIUU ISl PETPAHCIISALIUN
JIIOJIA, CMOTPEBIUINE KOHKPETHYIO PEKIAMHYIO IIepefaqy
Oomee yem 1o ogHoMy Kanany CMU

E

MECTO B BEPXHEM YTy EPBOM MOJIOCHI FA3€ThI, POIaBAEMOE
WHOT/A JIJISl PeKJIAMHBIX OOBSIBICHUN

BpeMsi, IPEIIECTBYIOIIEE Hayally epeadyn
pa3BiIeKaTEIbHBIX MPOTPAMM, COOUPAIOIINX HAUOOIbIIIECE
YHUCIIO 3pUTEIICH

pEKIIaMHBIE CTaBKH, OOBIYHO BHIILIAYMBAEMbIE
peKIaMo/iaTeNeM Mocye ONpeIeNIeHUs] BCeX CKUOK U
OKOHYAHUS PacueToB

neno, ouszHec uepe3 Murepuer

TOSIBJISITHCS, BOSHUKATh

nepeIoBasi CTaThs; NEPEIOBULA; IEPEIOBAs WIH
pEAAKIMOHHAS CTaThs; yCTAHOBOYHAS pajuornepenayda/
Tenenepeaayda; NpeaucioBUe peJaKkTopa; peJakinoOHHas
KOJIOHKA; KOJIOHKa peJlakTopa

n30paHue; CBSA3aHHbIN C BBIOOpaMu; BEIOOPHI, OTOOD;
aNbTePHATUBHBIN BapUaHT

HUCXOIUTH (UCXOAUTH, U3NTy4aTh; from ... - OT ...); UCTEKATh;
U3IIy4aThCsl; IPOUCXOAUTD; U3J1y4YaTh; UCITYCKaTh;
MIPOU30UTH; IPOUCTEYD; IPOUCTEKATH; BHITEKATh
IPEIOCTABIATh pabOTy; HAHUMATh; MOJIb30BaThCS YCIYTaMU;
yHnoTpeOIsiTh; UCTIOIb30BaTh; IPUMEHATH; 3aHUMAThCS;
3aHUMAaTh (UbE-TMO0 BpeMs U T. 11.); Aep)KaTh Ha CIyk0e;
B3STh Ha CIYKO0Y; B34Th Ha pa0OTy; HAaHATh

paboTaromuii o HaiiMy; COTPYAHHUK; JTUII0 HAEMHOTO TPYAa;
paboumnii; cyxamuii (B ormuune ot "pabotHuka" = "staff");
paboTHHK (THII0, paboTarolee Mo TPYAOBOMY JIOTOBOPY
(KOHTpAKTY), NOAYMHAIOIIEECS BHYTPEHHEMY TPYAOBOMY
pacnopsaKy NpeaupusTHs (YUpexKIeHNs).

nporpamma PR no co3ganuto 6naronpusitHoit atMocgepsl B
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employer

employment agency
encoding
encourage

end credits
end-game
endorse

end-product
advertising
end rate

engagement

enlist

enormous
EN space

entertainment
essential feature
ethical advertising
ethical code
evaluate

event
exhaust

execution

exist
expand
expert

OpraHu3alu
HaHUMATENh; pa00OTOAATEIb; XO35MH; X03sIKa; areHT T10
HaliMy; OTpeOuTeNb (Yero-I.); mpealpuHIMAaTENb; 3aKa3uuK;
areHTCTBO MO TPYAOYCTPOUCTBY
KOJIMPOBaHUE
MOOUIPATH; COACHCTBOBATH; CIIOCOOCTBOBATH (U-11.);
CTUMYJIMPOBATH
3aKJIIOUUTETIbHBIE TUTPHI (PUITbMa
3aBepiaromias ¢asa, pemammui MOMEHT, SHIITHIb
BIHCHIBATh B JJOKYMEHT; MMOATBEPKAATh MPABUIHHOCTH;
CTaBUTh MOJIIIUCH; PACTIHCHIBATHCA; COTJIACOBATh, YTBEPAUTD,
0J100pUThH; PEKIAMUPOBATH C UCIIOIB30BaHUEM "3BE31",
W3BECTHBIX apTUCTOB, CIIOPTCMEHOB,ITOJIMTUKOB U TIP.
pekiama GupMbl, U3roTaBIMBAOIIEH HE BECh MTPOIYKT, HO
3HAYMUTENIbHYIO €T0 YacTh Ha KOHEYHOM CTaJuy MPOU3BOICTBA
camasi HU3Kasl 1IeHa, 10 KOTOPOU Mepealolinue CTaHIIUU
COTJIACHBI IPOJATh PEKIAMHOE BPEMsI
corJjanicHue, JIeN0; 3aHATHE;, 0053aTEIbCTBO; OOCIIaHuE;
HaéM; hopMabHOE 0053aTEIBCTBO; TI0BEPEHHOCTD;
Ha3HAYCHHAsl BCTPEUa; aHTAKEMEHT
3aHOCHUTH B CITUCOK; BCTYMATh (B WICHBI); 3a4UCTATH (B
OpPTaHU3AIHIO)
OTPOMHBIN
MOJIUTP. MPOCTPAHCTBO, MO IUPUHE U BHICOTE PABHOE
POCTPAHCTBY, 3aHUMAaEMOMY 3arjlaBHOM OYKBOi «N»
pa3BiieyeHHE
Ba)KHasl uepTa
peKJama, BBITIOJIHEHHASI C COOJI0/IEHUEM ATHYECKUX HOPM
MOpPaJIbHbINA, STHYECKUIN KOJEKC
OLICHUBATh; YCTAHABIMBATh CTOUMOCTh; ONIPEAEIIATh
KOJIMYECTBO; AaBaTh OIEHKY; OMPEIEIsITh KaueCTBO,
BaKHOCTbB; OIICHUTD; BBIUUCIIATH; aTTECTOBBIBATS;
coObITHE
UCYEPIBIBATh, U3PACX0/I0BATh, UCIIOIB30BaTh MOJHOCTHIO;
WU3HYPATh, YTOMIISITh (O KHUBBIX CYILIECTBAaX; B) UCTOIIATh
(Hamp., 0 mouBax); pa3pexarb, BHIKAUUBaTh, BEICACHIBATD,
BBITSTUBATH (BO3/IYX); BBIYCKaTh (I1ap)
COCTaBJICHUE (IOKyMEHTA); 0(OPMIIEHHE TOKYMEHTOB;
(hyHKIIMOHUPOBAHKE; BHITIOJIHCHHE
CYIIIECTBOBATh
pacuupsTh
JKCTIEPT
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expose
extent
external audience

external
communications
external publication

eye stopper

face
fact sheet

fade
fading in
fair

fair copy
farm publication

fashion
fast close

fast moving consumer

goods (FMCG)
feature film
festivities

field
field work

field sales

fifteen and two

pa3Melarh, BEICTABIISITh

CTEIIEHb, MEpa

BHEIIHSS ayTUTOPHS (TIO OTHOIIICHHIO K PYKOBOJICTBY WIIH
COTpYAHUKAM OpraHU3alliu), HA KOTOPYIO HalpaBJieHa
uH(popManus

KOMMYHHUKAIMA U UHPOpMAIHS JJII BHEITHEH ayauTopuu (3a
npejeiaMu CBOEH opraHu3aIum)

MaTepualibl OpraHu3alu, MpeIHa3HAYCHHBIE IS
pacnpocTpaHeHus 3a €€ MpeiesiaMu

al-CTOINIIEP; NPEAMET, 3HAK, HCIIOJIb3YIOUIUICS B PEKIIAME U
PR 17151 ipuBiiedeHuss BHUMaHUS; CPEACTBO MPUBJICYEHUS
BHUMAaHHS

F

CTAaJIKMBATBbCA

MepeueHb CaMbIX IPUBJIEKATENbHBIX XapaAKTEPUCTUK
IPOAYKTA JUISl BKIIFOUEHUS B PEKIAMHBIN TEKCT, YATAEMBII
JTUKTOPOM

TEJEeB. IOHMWKEHNE UHTEHCUBHOCTHU CUTHAJIA MPU NIpUEME Ha
JAJIbHEM PacCTOSHUU

TEJIEB. TIOCTENIEHHOE MOSBICHUE N300pakeHUs Ha SKpaHe
TEJIEBU30pa

XOpOIINH; CIIpaBEIINBBIN

W3/1aTeNIbCKUI OPUTHHAII

KYpHAJIBI 17151 (PepMEpOB U UX CeMEil, a TarKe /i
MIPOU3BOJIUTENEH CETbCKOX03SMCTBEHHOr0 000pY10BaHUs U
COITYTCTBYIOIINX TOBapOB

MoJia

MPEIOKEHNE PEKIIAMOJATENSIM O CPOYHOM pa3MELICHUN
PEKJIaMHBIX MaTepHaJIOB JJIs IyOJUKAIIUU UX IO CHIPKEHHBIM
LEHaM

TOBapHI PEryJISAPHOTO MOTPeOIeHUs (€KETHEBHOTO,
€KEHEeIeJIbHOTO UJTU €)KEMECSIUHOTO)

XYJ0’K€CTBEHHBIN QUIBM

MIpa3JHECTBA; TOPKECTBA; MPA3IHECTBO; I'YJISTHUS;
pa3AHUYHbIE MEPOTPUITUS

1oJie; 00J1aCTh; TEJIEB. M0JIE TEIEBU3NOHHOTO Kaapa

4acTh IPOTrpaMMbl UCCIIEA0BaHUs, BKIOYaroLas coop
JAHHBIX

TOPTOBJISI 0€3 MOCPETHUKOB: IPOU3BOAUTEND - TOKYIATEb,
MUHYSI ONITOBYIO WJIM POSHUYHYIO POJAXy (Hamp., Ha
OpeINPUATHN UK U3 aBTOQyproHa GupMsl)

CTaHJapTHas CKUJKa, IPeIoCTaBIsIeMasl pEKIAMHOMY

arenrctey CMMU, u3 Hux 15 \% nonydaer areHTcTBO, U 2 \% -
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figs figures shift

file
firewalls

firm sale

flourish

fly sheet
flyer

focus group

folder

fragmentation

fragrance strips
frame
frequency index
fundraising

gain

galley
galley proof
game

peKiiaMoIaTeNnb

YCTaHOBKA perucTpa mudp, He4To MEIKOe, HE3HAYUTEIILHOE;
MyCTSIK, HIYTOXXECTBO; (pOpMa, COCTOSIHHE;, HACTPOCHHE
(haiin; kapToTeKa; MOAIIKMBKA (Ta3eT, JOKyMEHTOR)

CHUCTEMa 3aIIMTHI JOCTYIIA; allllapaTHOE CPENCTBO CETEBOU
3aIUThl; MEKCETEBOE YCTPOUCTBO 3aIUTHI

croco0 npoax, KOTOPBIM He IpeAycMaTpUBaeT BO3BPAT
HEINPOJAHHBIX HK3EMILIIPOB KHUT

I'JI. IPOLBETATh, IIPEYCIIEBATh

peKIaMHasi JINCTOBKA

PEKJIaMHBIN JIMCTOK, PACCHUIAEMBIN 110 TIOYTE

(dboxycHas rpyIa; MeTo/ UccieI0BaHus, B KOTopoM 8-10
TUMUYHBIX 7151 JAHHOW 1E€JI€BOM ayIUTOPUHU YEITOBEK
MIPUTJIANIAOTCS Ha YACOBYIO BCTPEUY ISl OOCYKICHUS
KaKoro-HUOY/Ib IPOIYKTA, YCIYTH WM MAapKETUHTOBOM
CUTYalluu

PEKIaMHBII MaTeprall KpymHoro (opmata, moroToBJICHHBII
JUTSL PACCBIJIKH; TTaIKa

BbIUJICHEHUE HanboJiee MEePCIeKTUBHOM ayTUTOPUH; BEIOOD
HauOosee 3pPeKTUBHOrO KaHalla JAJil pacIpOCTPAHEHUS
KOHKPETHOTO PEKJIaMHOTO MaTepuaia

00pa31isl maphroMepHOi TPOTYKIIUH

KaJip; Ta3eTHast HHPOpMAIUs, JaHHAS B paMKe
K03()PHUITMEHT YaCTOTHOCTH

MTOVCK U TMPUBJICYCHUE PUHAHCOBBIX U MaTEPHATBHBIX
pecypcoB (B LENSIX peaanu3aliy pa3IndHbIX TPOCKTOB);

banapai3uHT

G

BBIpYUKa; IpUOBLIb; HAXKUBA; YBEIMUEHUE; POCT; IPUPOCT;
BBITO/1a; MOJTy4YaTh; IPHOOpPETaTh; 3apadaThiBaTh; T0OBIBATS;
BBIUTPaTh; J0OUTHCS (UbEro-1100 pacroyioKeHHs);
3aBOEBBIBATD; IOCTUTATh; J0OUPATHCS; HAOUPATH;
YBEIUYHMBATHCS; 3apaboTaTh; JOOBITH; U3BICKATH MOJIb3Y;
W3BJICYb BHITOJY; BHIT/IBIBATh; BBITA/IaTh; BHIUTPHIBATE;
N00MBAThCA; MOYUYNTh; TPUOOPECTH; JOCTHYB; JOOPATHCS;
yIYYIIATECS; YIYUIIUTHCS; HAKUTh; CTSKATh; BBIPYUYUTH;
YBEJIIMUUTHCS; O/1EPKUBATh; HAOPaTh; HAXKUBATh; PA3BUBAThH
MOJIUTP. HAOOpHast TOCKa; BepcTaTKa

nepBasi KOppeKTypa, 0 BEPCTKH 10 CTPAHULIAM
JESTENBHOCTH 10 MPOJIBUKEHUIO TOBApa, BKIFOYAIOIIAS

pa3gady NpU30B, OCHOBAHHYIO Ha IPUHLIMIIE CIIy4alHON
BBIOOpPKHU
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garner

gatefold

genre

getting the right news

give preference to
smth.
goal

goodwill

grab

great deal

grown-ups
guaranteed
circulation

guerrilla strategy

gutter

halftone screen

halo effect

3apabaTblBaTh, KOJUIEKIIMOHUPOBATh; HAOUpaTh (HaIpumep,
OYKH WK Oaibl)

KYPHAJIbHBIN BKJIQ/IbIIIL; PEKJIaMHasl CTPaHUUKa, He
YBEJIMYMBAIOIIAsi CTOMMOCTH JKypHaja

KaHp

cOop HOBOCTEH

OTAaBaThb MPCAIIOYTCHHUC UYCMY-JI.

1€J1b; 33/1a4a; MECTO Ha3HAUECHUS; LI€JIEBAsi HAIIPaBJIECHHOCTH;
HaIlpaBJICHUE JEHCTBUIl; OPUECHTHD;

PacIoIOKEHUE; T00pOoKeTaTENHLHOCTh; 100pas BOJIsl; PBEHHUE;
TOTOBHOCTb CJIEaTh; MPECTUXK PUPMBI; OJIarOBOJICHHE;
LIEHHOCTh (PUPMBI; HEeMaTepHAIIbHbIC AKTUBBI; TYIBUILIT
(memoBas penyTanys ¥ KOMMEPUYECKUN OMBIT; pa3HUIIA MEXKITY
MPOJA’KHOM LIEHON ¥ CYMMApHOM PHIHOYHOU CTOMMOCTBIO
YUCTHIX aKTUBOB)

3aXBaT; IPUCBOEHUE; XUIITHUYECTBO; XBATATh; MBITATHCS
CXBAaTUTh; 3aXBaThIBaTh; IPUCBANBATh; CXBATHIBATh;
CXBAaTHUTh; 3aXBaTUTh; IPUCBOUTH; OBJIAJIETh BHUMAaHUEM
MHOT'O, OTPOMHO€ KOJIMYECTBO

B3pOCIIbIE

rapaHTUPOBAHHAS MPOJIaXKa; YCIOBHS, IPU KOTOPHIX U3ATETh
00s13yeTCst poIaTh 00YCIOBIEHHOE YHCIIO IK3EMILISIPOB
TUPaXKa; B CJy4ae HEBBIMOJIHEHHS 3TOTO 00s3aTEeNIbCTBA,
U3/1aTellb BBIHYK/IEH KOMIIEHCUPOBATh HEYCTONKY
pEKIIaMOJaTENI0, PAa3MECTUBLIEMY CBOIO PEKIIAMY B TOM
U3JIaHUHU

MapTU3aHCKasl CTPATETUS; B MAPKETUHIOBOM BOMHE ATO
03HAYAET 3aHIATHE HOBOM (PMPMOM HUIIIM HA PBIHKE, 3aHITOM
JIPYTUMU KOMIaHUSMU

noJiurp. 1) IpoMeKyTOK MEXy ABYMsI CMEXHBIMHU MOJIOCAMHU

(kHMKHOU TTeYaTHOU (HhOPMBI); 2) KPYITHBIN MPOOEIIbHBIN
MaTepua

H

CTEKJISTHHBIH WM TUTACTUKOBBIN 3KpaH C CETKOM U3 YePHBIX
JMHUN, KOTOpasi pa30MBaET IIBETOBYIO TAMMY M300paXeHHS
Ha TOYKH, Jiesiasi TaKUM 00pa3oM BO3MOKHBIM
BOCIIPOU3BEICHUE H300paKCHHS
s dexT opeona; 3aBHIIICHUE OIEHKA PaOOTHUKA O]T
BIIMSTHUEM KaKOH-JI. Mpeo0Iafaronieid 4epThl Win
XapaKTePUCTUKHU; BBIOOP MOTPEOUTENSIMU OHOTO HWJIH JABYX
PEKJIaMHBIX 00pa3loB KaK HAWIYYIIHX U3 OOJIBIIOTO YUCIIa
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handbill

hand composition
handle

handle objections
hand lettering
handout
happening

hardly

headstone
hierarchy of needs

high brass
highbrow
highbrow program
high-involvement
products

highlight

highlight box
hire
hits

hospitality costs
HOT commodity
HOT COpYy
households using tv
(hut)

HTML

IIPEICTABIEHHBIX UM Ha BBIOOD

JMCTOBKA WK OpoIItopa, peHa3HaueHHas s OecIIaTHOU
pazgauu

pyuHoOi1 Habop

PYKOSITKa; yIOOHBIN citydaii; mpeior; rpud (xapakrep
OyMaru Ha olIyIlb); OpaTh pyKaMu; CAENIaTh pyKaMu;
nepedupaTh; NepeKiIaiblBaTh; 00palaThCs C; yIpaBisTh;
PEryIMpOBaTh; TPAKTOBATH; CTOBOPUTHCS; CTOJIKOBATHCS;
IIPEO0JIEBATH BO3PAKEHUS

HaJ[IUCH, CeJIaHHbIE BPYUYHYIO

COOOILIEHNE IS IPECChI; pa3JaTOYHbII MaTepHua
cOOBITHE; MEPOTIPUATHE

enBa

KpaeyroybHbIi KaMEeHb

uepapxusi moTpeOHOCTel; Teopus Macioy, cocTosIias B TOM,
YTO MEPBOCTEIICHHbIE TOTPEOHOCTH OpraHU3Ma, Ba)KHBIC IS
BBDKMBAHUS, SBISIOTCS JOMUHUPYIOIIMMH W JIOJDKHBI
YAOBJIETBOPATHCS O TOTO, KaK MPUOOPETYT 3HA YHUMOCTh
0ojiee BBICOKHE, COLMAIBHO OIpeaesieMble MOTPEOHOCTH
YeJioBeKa

pasr. pyKoOBOJICTBO; HAYaJIbCTBO

UHTEIJIEKTYyall
TEJEB. Cepbe3Has Mporpamma

JIOPOTOCTOSIIME TOBAPHI, TOKYNKa KOTOPBIX TPEOyeT
npeBapuTENbHON HHGOPMAIIUK U 00 TyMBIBAHHUSI J10
MPUHATHS OKOHYATEJIbHOTO PEIICHUS

OCHOBHOU (paKT; aKTyaJbHBIM BOMIPOC; KIIFOUEBOH MOMEHT;
M3IOMHUHKA; BBIJIBUTATh HA MEPBbBIN IJIaH; BHITITUYNBATH;
MpuaaBaTh 00JIbIIIOE 3HAYEHHE; OCBELIATh; IPUBJIEKATh
BHUMaHHE OOIIECTBEHHOCTH; J€MOHCTPUPOBATH
BBIJICJIEHHBINA TEKCT

HaHUMATh

BCIUIECKH (B KaHalaX CBS3M); PEKJ. CECHCALIMOHHBIN ycex;
YTO-TO, MOJIb3YIOIIeecs OOJbIION MOMYISPHOCTHIO; XUT
MIPEICTaBUTEIBCKUE PACXObI

MPOAYKIIMS MOBBIIIEHHOTO CIPOCa; MOMYyJsipHasi mporpaMmma
[OCJIETHHUE COOOIIEHUS

CUCTEMA y4eTa JOMOB C BKJIIFOUEHHBIMU TEJIEBU30paMU B
omnpeaeseHHOe Bpems; eciii B peruone umeetcs 1000
TEJIEBU30POB, @ B JaHHBI MOMEHT BKIt0YeHO 500, TO
Koa(dunuent pasexn 50

TUTIEPTEKCTOBBIN S3BIK OMMCAHUS JOKYMEHTOB; SI3bIK
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Hyper-Text Markup
Language
huge

human interest stories

hype
hypermarket

identifiable
immediate demand

immediate signal area

impact
impact advertising

impression
improve

include
independent station
in-depth interview

index

index of trademarks
indicia

indirect advertising
inferior

initial outlay
in-market test

innovation

THIIEPTEKCTOBOM MapKUPOBKU;

OTPOMHBIN

CTaThs JUIsl BCEX

HaBSI3YMBasl peKyiama

CyImepMapKeT C IHUPOKUM BHIOOPOM TOBApOB, YACTO
OPUEHTHUPOBAHHBIN HA TOPTOBJIIO CO CKUIAKOU

I

KOHKPETHBIW, YCTAHOBJICHHBIN

BBICOKHH CIIPOC; 3allpoC O CPOYHOM MOCTAaBKE TOBApa
30Ha IPSIMOrO IIpUEMa CUrHaia

TOJIYOK; UMITYJIbC; BIUSHUE; BO3JICHCTBUE PEKIaMbl Ha
ayJIMTOPHUIO

peKIamMa, pacCYMTaHHAsI HA MOIIHOE BO3JECHCTBUE Ha
noTpeduTenen

BIIEYATIICHUE

yJIy4IlaTh; COBEPIIEHCTBOBATE; UCIIPABIISITh; IIONPABJIATH;
MOBBIIIATE IIEHHOCTD; 03/I0POBJIATh; YTOUHSITH; 10pad0TaTh;
YBEJIMYUBATH 3()PPEKTUBHOCTH; 00JIaropaKuBaTh;
MOJIEpPHU3UPOBATH

BKJIFOYATh

KOMMepUecKas nepefaroniasi CTaHIMs

LIEJIEBOE UHTEPBBIO; METOAMKA MHTEHCUBHOTO
MHTEPBBIOWPOBAHMS, UCTIOIB3YIOLIAs TIIATEIBHO
CIUIaHUPOBAHHbBIE, HO 33/1aBa€Mble B CBOOOIHOM MOPsIIKE
BONPOCHI JUIsI ONpeieJIeHUs TTyOOKUX BHYTPEHHUX
yOEXKIeHUI pEeCTIOH/ICHTOB

MH/IEKC; YHCIIOBOM MTOKAa3aTellb; yKa3aTellb; KaTajlor
yKazarejab TOBAPHBIX 3HAKOB

IIOYTOBBIE HAKIICHKH, 3HAKH, IITEMIIEIIH

KOCBEHHas1, CKpBITas pekjama

MITQJIIINH 110 YUHY; JHUI0, CTOSIIEe HIKE M0 MOJI0KEHHUIO,
paHry, 3BaHuI0; MOJYMHEHHOE JIULIO; TUI0X0€ (KaYyeCcTBO);
BTOPOCOPTHBIN

NepBOHAYAIbHBINA BapUAHT MOATOTOBKU MaKeTa PeKIaMbl
croco0 mpoBepkH 3(H(HEKTUBHOCTH PEKIAMBbI ITyTEM MOICUYETa
peanbHON MpOJaXH TOBapa Ha KOHKPETHOM PhIHKE
HOBOBBEJICHHUE; BHECEHUE HOBBIX UEPT B YCTOSIBLIYIOCS,
MIPUBBIYHYIO PEKJIAMY; CO3JJaHUE HOBOM PEKJIaMbl HA OCHOBE
HOBBIX MJIel U IPUHIIUIIOB
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in-pack premium

insight

internship
interview
item
introduce

it's a pity
it's an open secret
inventory test

jacket

jacket flap
jingle

jingle commercial
job definition
JPEGs

(Joint Photographic
Experts Group)

jump-over

junk food

junk mail

croco0 MPOABIKEHHS TOBapa Ha PhIHKE, 0COOCHHO IIUPOKO
WCII0JIb3YyEMBIH MPU MPOJIAaXKe MUILEBBIX IPOJTYKTOB, KOT1a
paau pexiaMsel JEUIEBBIM IPOIYKT B BUIE MOJapKa
BKJIaJIBIBAETCS B YIIAKOBKY TOBapa, KOTOPbIN MpHoOpen
MOKyTaTellb

NPOHUKHOBEHHUE B CYTh; CIOCOOHOCTh TPOHUKHOBEHMS;
YSICHEHUE; TIPABUIIBHOE MPECTaBICHHE; SKCKYPC
IPEIIUIUIOMHAs IPAKTUKA; CTAKUPOBKA

VUHTEPBBIO

ra3eTHasl 3aMeTKa; HOBOCTh, COOOIIEHUE

BHEJPATH; YUPEKAATh; BBO3UTh; IPUBHOCHUTD; IIPEICTABIIATD;
3HAKOMMTb; PEJIOChUIATh; BCTABUTh; IPUBHECTH;
MIPUMEHSTh; IPUMEHUTD; IPEACTABUTH; PEKOMEHI0BaTh;
BBOJIUTH B yIIOTpeOIICHHE;

KaJlb, K COXKAJIEHUIO

HU JIJIs1 KOTO HE CEKPET, YTO...

aHKETHPOBAHME ; CLIOCOO OMpoca HACEIEHHS B COLIMATIBHBIX
UCCIIEeIOBAaHUsAX, B T.4. U1 HyxJ PR, pexiiambl, MapkeTHHra,
NOJIMTUYECKUX KaMIIaHUI

J

00J10KKa; KOHBEPT 1 0(ULIMATBHBIX TOKYMEHTOB;
yIaKoBKa JUIs OHUIHAIBHBIX IIOYTOBBIX OTIPABICHUI
KJIaraH CynepoOJIOKKH KHUTY WK JKypHaja

My3bIKaJbHas peKjiaMa; peKJIaMHbIH TEKCT, UCIIOJIHAEMBbII
1101 MY3BIKY; ITO3bIBHBIE PAJJUOCTAaHLIUN

pEKIJIaMHBIN KYIJIET, TEKCT KOTOPOTO, Kak IpaBuUIIo,
BKJIIOUAET Ha3BaHUE PEKIAMUPYEMOTO TOBapa U GUPMBI, €T0
MIPOM3BOISIIEN

JOJKHOCTHAsI MHCTPYKIIUS

JITOPUTM CXKATHS HEMOBMYKHOTO H300paKEHUS,
paspabortannsblii JPEG; o0beanHEHHAS SKCiepTHAs Ipyna
no otorpaduu; paboyas rpymnmna 1o crangapTam Hu(poBHIX
BUJICO- U MYJIbTUIUIMKAIMOHHBIX H300pakKeHH
IIPOIOJDKEHUE )KYPHAIIBHOM MJIM Fa36THOM CTAaThbU Ha JPYrou
CTpaHHULIE

HE3/I0pOoBasi MUIIA, N300MIyIoas J00aBKaMH U
HaIOJIHUTEISIMU

pEKIIaMHBIE U3/1aHUs, PACChIIAEMbIE 10 IOYTE OECIIaTHO;
UH(GOPMaLIMOHHBIA MyCOp; MaKyJlaTypHas moyTa,
COMHHTEJIbHBIE COOOLIEHUS (peKiiaMa, IUPKYJISpBbI); ToUuTa
TPETHETO KJ1acca, aApecoBaHHas ">KUIbLY" U colepKallas
peKIaMHbIe OOBSBICHUS U MIPU3bIBBI 0Ka3aTh (PMHAHCOBYIO
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junket

justification
justify

Kill fee

Kinetic boards
Kinetics

know-how

knowledge base

landfill

landfill site
launch

launch ad, launch
advertising
launch price

launch rebate
launching test

layout
level
level of analysis

level of consumer
awareness

level of income
level of prices
lifestream

litter

live action

livecasting

MIOMOIIb; HEHYKHAsl peKIaMHasi KOPPECIOHIEHLUS; ClIaM: B
HNnrepuere

KOMaHJUpoBKa coTpyaHukoB CMMU 3a cuet ¢pupmsbl 1uis
OCBEILIEHUS JEATENBHOCTU 3TON (PUPMBI

TIOJIUTP BBIKIIIOYKA CTPOKH

IMOJIUTP. paciiojaratb TCKCT Ha CTPAHUIIC, OCTABJISAA PABHLIC
10JIs ¢ 00eux CTOpPOH

K

orara paboThl 10 JOINOIHUTEILHOMY JOTOBOPY, KOTa
IIEPBBIN 3aKa3HOW BapUaHT OTBEPTHYT
yJIN4YHas IATOBAs PeKama C JBHKYIIUMHUCS dJIEMEHTAMU

KHHCTHKA, IPUCMBI JKCCTUKYIISAIUA U TGJ'IOI[BI/I)KCHI/Iﬁ Ipr
KOMMYHHKaIIUN

«HOY-Xay»; 3HaHME CIIEHUANbHBIX CIIOCOOOB H
TEXHOJIOI'MH IIPOU3BOACTBA; CEKPETHI IPOU3BOICTBA; 3HAHU
Y yMEHUS
uH(pOpMaLMsl, UCTIONb3yeMasl IPU FKCIIEPTHOM OLIEHKE

L

MyCOpHas sima

CBaJIKa

BBIXOJ1 Ha HOBBIY PBIHOK; BBIXOJ] HA PHIHOK C HOBBIM TOBAPOM
peKIaMHasi KaMITaHUs ¢ 11eJIb MPOABIKEHUS TOBapa Ha PHIHOK

LIEHA Ha HOBBIM BUJ TOBApa, HA3HAYEHHAs C YYETOM PacX0JI0B
10 €ro NPOJIBUKEHHUIO HA PBIHOK; CTOMMOCTb Pa3MeIICHUS
pEeKJIaMbl Ha HOBBIM TOBAp B MaraznHax pO3HUYHON TOPTOBIIA
CKHMJIKA ONTOBUKAaM 3a BHEJIPEHHE HOBBIX TOBAPOB HA PBIHOK

KOHTPOJIb MPOIeCcCa BHEAPECHUS HAa PHIHOK HOBOTO BHIA
TOBapa
pacmnosyioKeHue; Mmokas

ypOBEHb

3HAYUMOCTh 1 0OBEMHOCTH CHUCTCMBI, BBI6paHHOI71 B Ka4CCTBEC
OCHOBBI I TPOBCICHW A aHAJIN3a
CTCIICHb U3BCCTHOCTHU MAPKH

YpOBEHb J10X0/1a

YPOBEHb LIEH

TEUEHHE KU3HU; )KU3HETIOTOK

MYCOPHUTb, MYCOP

METO/1 CO3JJaHMsl TEJIEBU3MOHHOM pEKJIaMbl IIOCPEACTBOM

CBEMKH JIIOJIEN B UX ITOBCEIHEBHON KU3HU
";xuBas" 3anUCh (HEe CTyAMIHAS)
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live copy

live link-up
live program

long-term sales
look down on smb.
loss leader

lot
loyalty

loyalty campaign

luxury

magazine advertising

magazine concept

magazine network

mailings index
mainstream

maintenance stage

major markets
make-up editor
management capacity
manager

manual
manufacturing
expenses

market

peKiIamMa, YnTacMasa Uik KOMMCHTHUpYEMasd JTUKTOPOM B
HpHMOf/'I nepeaayc, a HE B 3aIllMCU
TCICEMOCT

npsiMasi epeada nporpammsl B 3¢up 6e3 npeaBapuTebHON
3anucu
JUTUTENIBHBIA CPOK MPOIAXKU TOBapa

CMOTPCTDb CBBICOKA, ITPC3UPATh KOTro-jn0o

IPOJYKT, PEKJIAMUPYEMBI IO LIEHE HHXKE TOW, KOTOPYIO
PO3HUYHAs TOPTOBJIIA YXKE YIUIATUJIA 32 HETO; ATO JIEJIAETCS B
LETISX YBEJIMUEHHUSI OTOKA MOKYMaTeNen

KHUHOCTY/IUST; MECTO ChEMKHU; MapTHus rpy3a, ToBapa

BEPHOCTD; MPEAAHHOCTD; JIOSITbHOCTh; OJIarOHAIEKHOCTB;
NPUBSI3aHHOCTb; 0JIATOCKIIOHHOCTbH; COOJIIOJICHHIE 3aKOHOB;
coOJTI0IeHNE TpaBa; 3aKOHHOCTh

porpamMma JOsIIbHOCTH, TporpaMMa IMOOIPEeHHUS
TIOCTOSIHHBIX KJIHCHTOB

POCKOIIIb

M
pEeKIaMUpPOBAaHKE TOBAPOB, UAEH UM yCIyT HA CTPAHULIAX
KYpHAJIOB
KOMIUIEKCHBIN MOAXO0A K MOKYIKE BPEMEHHU Y BELIAOIINX
cTaHIMi 0e3 3apaHee 00yCIOBIEHHOTO BPEMEHH Mepeaaun
WIN XapaKTepa MporpaMMbl, B KOTOPYIO 3Ta pekiama Oyaer
BKJIFOUEHA

KOMILJIEKT JKYPHAJIOB pa3HbIX HAUMEHOBAHUH,
MpUOOPETAEMBbIX 110 €IMHOM MOJITUCKE
WHJIEKC OTIIPABICHUN MPSAMON MOYTOBOM PEKIaMBbI

FOCHOACTBYIOIIAs TCHACHIMS; TPUHATICKAIUN MAaCCOBOM
KYJbTYype; JTOMUHUPYIOLINN; CPEAHELIEHOBOM; MACCOBBIN;
HIMPOKO PaCIpPOCTPAHEHHBIN; CEPUITHO BBIITYCKaEMBbII

JJIATCIIBHOC COTPYAHHYCCTBO MCXKAY PCKIAMOAATCIICM U
PEKIIaMHBIM ar€HTCTBOM
OCHOBHBIC, TJIABHBIC PBIHKH

penakTop
3¢ (EeKTUBHOCTD PYKOBOJICTBA
PYKOBOJIUTEINb

PYKOBOJICTBO, ITocoOue

3aTpaThl Ha BBITYCK

PBIHOK; TIpOJIaXka; COBIT; TPYIINa NOTEHIIHAIBHBIX
NOKyTaTtesei ¢ 00IUMH HHTEPECAMH, KETAHUSIMH,
MOTPEOHOCTAMM; BCE MOKYIATENIN TOBAapa OJHOTO BU/IA; BCE
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marketing

market segmentation
marketer

mashup

mass edition

measure

media
media-bying service

media choice

media classes

media clutter
media kit

menace
mention

message boards
micromedia

mission definition
mortgage

mother tongue
move up

movie audience
multilingual
multiple choice

MOTEHIIUATbHBIE PAIUOCTYIIATENIN WU TEIE3PUTEIN
CO3/IaHKM€ PHIHKOB cOBbITa MJIK CIpoca

CerMeHTalus pbIHKa

COBITOBUK

HEOJHOPOAHBIM KOHTEHT; MAIIIal, COUYeTaHue UHPOPMALINH U3
Pa3HbIX HCTOYHUKOB UJTK 0a3 TaHHBIX Ha yKe
CYIIECTBYIOIIEM CANTE

MaccOBOE M3/IaHKE, UMEIOIIIee, KaK MPaBUio, OOIBIION TUPAK
Y HIUPOKOE PaCIpOCTpAHCHUE

MaciITad; MEpuIIo; KpUTEpUid; MepKa; CTENeHb; Mpeie;
MeponpusTue; Gopmat (CTPOKH); U3MEPSATH; MEPUTD;
OTCUUTHIBATH; BbIABATh [0 MEPKE; PACIIPEACIISTh;
OILICHUBATH (XapakKTep U T. I1.); ONPEACIISATh; COPa3MEPATh;
pasrpaHuYUBaThH

CpelICTBa MacCOBOM MH(OpMAITUU

areHTCTBO, paboTaroIIee ¢ PEKIAMOJATENISIMH 110
pasmemnienuto pexiambl B CMU (mokymnka BpeMeHU Ha paanro
U TEJIEBUIEHUU UM MECTa B ra3eTax U *KypHallax)

BbIOOD Hanbosnee noaxoasmero CMU mist pazmenieHus
peKIIaMbl

knaccudukanuss CMU: neyats, 371€KTpOHHAS CBSI3b, YIUYHAS
(ropozckas) MUTOBAsE WM TPAHCTIOPTHAsI HH(GOPMAIIUS,
IPsIMbIE TIOYTOBBIE OTIPABICHUS

HEyJlayHOE pa3MmelieHne pexiamsl B CMU

MeJIha-KUT; TOCTOSTHHO JIEUCTBYIOIINI 1 OOHOBIISIEMbIN
KOMIUIEKT JOKYMEHTOB JINOO JOKYMEHT-TIPE3CHTAIIHS
yrpo3a, OoNacHOCTh

YIIOMUHATB; CChUIATHCS HA; 0OMOJIBUTHCS; TOMHHATD;
MOMSIHYTh; Ha3BaTh; HA3bIBaTh; OTMETUTh

JIOCKa COOOIIEeHUM/ 00 BABICHUI

MUKPOMUHHATIOPHBII HOCUTEIIb; MUKPOHOCHUTEINb
(upopmanun)

MIOCTaHOBKA 3aJa4u

CBSI3LIBAThL ce0s1 00CIIaHUEM; CBSA3LIBATEL CE0s
00s13aTeNIbCTBAMHU;, pyUaThes (CIOBOM); 3aKJIaIbIBATh;
3aJI0’KUTh; MOPYIUTHCS; 3aKJIaTHAS; 3aJI0T; UTTOTEKa/
UTIOTEYHBINA KPEIUT; KPEAUT MO HEJBUKUMOCTD

POIHOU SI3BIK

NPOABUTATHCS 110 CIIYX0e

KUHOAYIUTOPHUSI, KHHO3PUTETU

MHOTOSI3bIKOBOU

MHOT000pa3HbIi BEIOOD
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multiply

narration
narrative copy

narrow
narrow casting

negotiations
negotiable instruments

neighborhood
net

newsworthy

news kit

non-biased
non-profit
organizations
novelty

novelty advertising

null
null character

YBEJIMUUBATHCS; PA3MHOXKATHCS; YBEJIUUUTD; YBEIHUUUTHCS;
pa3sMHOXaTh; Pa3MHOKUTh; PA3MHOXKUTHCS; TUIOAUTH;
Pa3BOJUTHCS; YMHOXKATh; Pa3BECTUCH; TPUYMHOKHTH;
MHOT'OKpPaTHO; MHOXECTBEHHO; IIOBTOPHO

N
JTUKTOPCKUM TEKCT
THUI PEKJIAMHOTO TEKCTa, COCTABIISIEMOTO B BUJE CIOKETHOTO
pacckasa; B HEM M3JlaraeTcsl Kakas-In00 CUTYyaIus U ¢
MMOMOIIBIO PEKIIAMUPYEMOTO TOBapa UiN yCIyTH
MPEJIaracTcs BBIXO U3 CUTYyallMu
Y3KHI; TECHBIW; THIATEJIbHbBIN; TOYHbIN
nepeaavn KabeabHOTO TeNeBUICHUS, TPEAHA3HAUCHHBIC TS
y3KOT'0 Kpyra JHIl, 0CO00H ayIuTOPHH;
CIIeIIMaTu3UPOBAHHbBIN MMOKa3
MEPETOBOPHI
000POTHBIN KPEIUTHO-ECHEKHBIN JOKYMEHT; 000POTHBIN
JTOKYMEHT
COCEJICTBO
YUCTBIN, 0€3 BBIUETOB (O J0X0JIC); CETh BEIaHMUS, YACTHIN
JI0XO0/]T; CyMMa, BbIIJIauUBaeMasi PEKJIaAMHBIM areHTCTBOM
CMMU 3a pacnpocTpaHEHHE PEKIAMBbI, 38 BBIYETOM
KOMHCCHOHHBIX
3aCyKMBAIOIINNA OCBEIIECHHUS B TI€YaTH; UHTEPECHBIN;
BaXKHBIH (0 COOBITHN)
Habop
KYPHAJTUCTOB,

HBIOC-KHUT, Oq)HHHaHBHI)IX JOKYMCHTOB JIIsL

IIOATOTOBJICHHBIX CriIcuajabHO JJIsL

KOHKPETHOTO MEPOIpUATHs, (Menua-penuns, ouorpaduueckue
CIPaBKH, TEKCTHl BBICTYIUICHHUS, (AKT-IUCT, a TaKKe
OpOIIOpHI, Ipyrue

mMaTrepualbl, TCMAaTUYCCKH CBA3aHHBIC C MGpOHpI/IHTI/IGM)

JINCTOBKH u I/IH(bOpMaHI/IOHHBIe

00BEKTUBHBIN

HCKOMMCPpYCCKasd OpraHu3anusd; Opranu3anus, HC UMCIoIias
OCJIBIO U3BJIICYCHUC HpI/I6BI.HI/I

KHMKKa-IIOEJIKA U3 pa3psiia KHUKEK-UTPYIIEK,
npelycMaTpUBalollasi HEKOTOPYIo paboTy ¢ Oymaroii,
HanpHUMep BbIpe3aHue 1o nepPoprupoOBaHHBIM Clie[]aM; IOUTH
BCETJla IPeAHA3HAYCHA IS ACTEN

pEKJIaMHbIE CYBEHUPHI (PUPMBI C BKITFOUEHHUEM HOBBIX
00pas1ioB

HEJICWCTBUTEIIbHBIN; HECYILECTBYIOLINMI

HOJIUTP. poden

0]
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objectives
odd

off-air channel
off-balance

offbeat advertising
offprint

opinion magasine

opinion poll
opinion research
opportunity
opportunity cost
orbit

outlet

out of work
outlay
overhead

overline

owner
lawful owner
legal owner
media owner

plant owner
real owner

package

packager

L[eJIb; CTPEMJICHUE; OPUEHTHUPHI; IJIAHOBBIC 3a/1aHUS;
napameTp

HEUYCTHBIN; HEMAPHBIN; JIUITHUN; T00aBOYHBIN; CTPAHHBIN;
CIIy4aiHbIN

KaOEeITbHOC TEIICBUICHUE

HEypaBHOBEIICHHBIN

OpUT'MHAaJIbHAsA, CBOoeoOpa3Has, HelaOJoHHas pekiama
NeYaTHBI OTTUCK CTaThH, ONMYOJMKOBAHHOW B HAYYHOM
KypHajie, OeCIIaTHO MepelaBacMbIi H31aTeJIEM aBTOPY
KypHaJl, ODUEHTUPOBAHHBIN HAa OCBEILIEHUE COLUATIBHBIX
nmpo0iaemM

OmpoC 00IIECTBEHHOTO MHEHHUS

aHaJIM3 OOIECTBEHHOTO MHEHMUS

BO3MOXXHOCTh

alTbTEPHATUBHBIC U3JICPKKH

peKJIaMHbIe OOBSIBICHNUS, TOAONPAEMbIE /ISl BKIIIOUCHUS B
pazuo- Uiy TeJlenepeaaun ¢ y4eTOM BpEMEHH MoKa3a 1
COOTBETCTBHS MEKIy TUIIOM PEKJIaMbI U COJEPKaHUEM
nepeaayn

BBIXO/I; pacIpeielICHHE; PIHOK COBITa; TOProBas TOYKa
0e3 paboThI

3aTpaThl; PacXoIbl

3aroJIoBOKH (TiepealoTcs BMecTe MmoJie3HOU nHpopMalei,
OTHHUMaAs 4acTh Tpaduka)

10J13ar0JI0BOK, ITOMEIIaeMbIil HaJi OCHOBHBIM 3arjiaBueM
CTaThH B Ta3eTe

COOCTBEHHUK; BJIAJIENICII; BIaJIeTEIb; 001a/1aTelIb;
CoJIepKaTesb; X0351MH; 3ar0JI0BOK

MIOJTHOTIPABHBIN COOCTBEHHUK

BJIAJICNICT] CPEJICTB MacCOBOM MHGOpMAITUT
BJIaJIeJIel] YCTAaHOBOK HapY>KHOU peKIaMbl
(hakTHYECKUIA BIIaIeTIel

P
TIOK; KWTIa; YITAKOBKA; COTJIAIIICHHE 110 PSITy BOTIPOCOB;
KOMIUIEKCHAs C/eNKa; OJIOK; KOMIUIEKT; OJIOK pajiio- WIn
TEJICPOTrpamMM, MPOJTABACMBIX CJIMHBIM OJIOKOM; OJIOK
MPOrpaMM, MpeIaraeMbIX PeKJIaMOAATEI O TSI
CIIOHCHPOBAHUS ¥ TAKUM 00Pa30M JIJIsi CKPBITOM peKJIaMbl
KOMIIaHUS, KOTOpas 33 yMbIBACT U CO3/IaeT KHHUTY, 3aKa3bIBast
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partwork

participation program

partnership
penalty
perform
performance
periodicity
persistent

personality sketces
personnel
perspective
persuasive
photoengraving
picture

picture agency
pioneer product
pitching

pitfall

play date
playback
pocket book
podcasting

political ends
pollution
portfolio

pop-up, pop-up book

PYKOIIMCH aBTOPY U 3aT€M IIEpEyCTynasi U3AATE0 aBTOPCKUE
[paBa; MHOTAa TOTOBUT TUPAX IO 3aKa3y MU3JaTes, IPU 3TOM
MO>KET HE MepeyCcTynaTh aBTOPCKUE MpaBa
W3JlaHuE, BBIITYCKAEMOE YaCTAMH OJMH pa3 B OAHY WM JIBE
HEJIeJIU, U3TOTOBJIEHHOE TAKUM 00pa3oM, YTO €ro MOKHO
cOpOIIIOPOBATH B LIENYIO KHUTY CAMOCTOSITEIHLHO
paauo- WK TEJIEBU3MOHHAS IPOrpaMMa, pa3Hble YacTH
KOTOPOU CIIOHCUPYIOTCS Pa3HBbIMH PEKJIAMOJIATEIISIMU;
porpamMma, BKJIFOYAIoIlas peKJIaMHbI€ KJIMIbL, IPOrpaMma C
Y4aCTUEM ayAUTOPHH, IPUCYTCTBYIOLIEH B TENECTYAUU
NapTHEPCTBO; TOBAPUILECTBO; KOMITAHHUS
HakazaHue; mrpad
MPEACTaBIATh YTO-IHO0 nepe MyOIuKoi, ayAuTopueit
CeaHc
MEePUOJUYHOCTD
YIIOPHBII; HACTOMYMBBIN; CTOMKUI;, YCTONYNBBIN;
IIOCTOSIHHBIN; HAaBSI3UMBBIM; TOJITOCPOYHBIN
CTaTbHU-3apUCOBKH
NIEPCOHAIT; TMYHBIN COCTAB; IITAT; KaJPbl
nepcrnexTuBa (Ha pororpaduu U B AKUBOIHCH)
yOenuTenbHbIN; HaBSI3UMBBIN; apryMEeHTAaTUBHBIN;
dhoToxHIIIe
PUCYHOK; )KUBOITMCHOE TMOJIOTHO; KapTUHA; (poTorpadus;
U300paxeHune; Kaap; KHHOPHIEM
¢doroarenne, 00CTyKUBAIOIIEE PEKIAMHbIE ar€HTCTBA
HOBBII TOBap
MUTYUHT (KOPOTKAsi TPEe3EHTAIHS JIF0OOT0 MPOEKTa ¢
MOJIOKUTETBHBIM (D (PEKTOM B cpe/ie MaIo3auHTEPECOBAHHBIX
JIFOJIeH, TTo/1aua MPOEKTa)
3a0Jy’KJICHHE; OIOKa
KOHEYHBIN CPOK MMOKAa3a peKJIaMbl 0 TEIEBUACHHUIO
BOCTIPOM3BE/ICHUE
KHHUTa KApMaHHOTO pa3Mepa
MOJIKACTUHT; TOJIKAacT (O POBAHHAS 3aIIUCh WU
paauonepeiaya, pa3MeIleHHasi B UHTEPHETE JJIs 3arPy3KHu Ha
MIEPCOHAJIbHBIE ayAUOILIEHEPHI).
MOJIMTUYECKUE 11eJIU, HAMEPEHHUSI
3arpsi3HeHue
nopt¢enb; namnka ¢ J0KyMeHTaMu
KHIKKa-MIaHOPaMa - pa3HOBUIHOCTh KHUKEK-UTPYIIEK C
MOTHUMAIOIIUMHUCS TPEXMEPHBIMH H300paKCHHUSIMU TIPU
OTKPBIBAaHUU KXKJION CTPAHHIIBI
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position

poster
power

praise
predict

predominantly
preparedness

prepping

prescribe

presell

press coverage
press kit

press release

proceed

process
process colors

processed

product development
product life cycle

profit-oriented
profitable
progressive

prolong
prominent

promoter
promotion

MO3ULHS; MECTO; MOJIOKEHHE; CTATYC; Pa3MEIICHUE PEKIIAMBI
B ra3ere; BpeMsi Iepeiadl peKiiaMbl B 3Qup
pEKJIaMHBIN MJIaKaT; HAPY>KHbBIN PEKJIaMHBIN IIUT; TAHETb
CuJa; BJIACTh; MOTYIIIECTBO; CIIOCOOHOCTh; MOJIHOMOYUE;
MIPaBO; SHEPTHSI; MOIIHOCTh
XBaJIUTh; MIPOCIIABIISIThH; BOCXBAJATh; IPEBO3HOCUTH;
MPEJICKa3bIBATh
10 MIPEUMYIIECTBY, TIIaBHBIM 00pazoM
TOTOBHOCTD; IOJATOTOBJIEHHOCTh
MOATOTABIIMBATh; IPAKTUUECKasi MOATOTOBKA K )KU3HU MOCTIE
KOHI[a [IUBUIIM3AIUH (00yCTpOCTBO yOeXKuIIa, CO3JaHue
3amacoB MPOBOIOBOJILCTBUS, OPYXKHUS U T.1.)
MIPEANUCHIBATh; MPUKA3bIBATh; MOPYYaTh, 1aBaTh HAKa3; Mo -
MUCHIBAaTh, HA3HAUYATH (JIeKapcTBo; to, for - komy-i.; for -
MIPOTUB YETO0-1.)
IpoJlaXka ToBapa, NpeIBapsIoias OCHOBHYIO PEKIAMHYIO
KaMIIaHUO
OCBEILICHUE B MPECCe
Ha0Op IOKYMEHTOB IS )KYPHAJIUCTOB, MTOATOTOBJICHHBIX
CIIEIUATIBHO JJI1 KOHKPETHOTO MEPONPUsITHUS (BBICTABOK,
npecc-KoH(epeHInii, mpecc-TypoB, Mpe3eHTaIui, COOpaHUit
aKIOHEPOB U T. 1.).
CoO0IIIeHUE TSI PECChl; THPOPMAITMOHHOE COOOIIECHHE,
COJIEPKUT OPUITHATHHYIO MMO3UIIUIO OPTAaHU3AIINH B BUJIC
peakiyy Ha TOT WIK UHON MHGOPMAIIMOHHBIN MTOBOJT
MpUCTYNaTh (K 4eMy-JI.); TPOJOJIKATh; BO3OOHOBJISTH;
MIEPEXOAUTH K CIEAYIOLIEMY JTaIly
IPOoIIeCC; XO/; TEUCHHE; MOABEPraTh 00paboTKe
YEThIPEe OCHOBHBIX 1IBETA (CUHUMN, KPACHBIH, JKEJITHIN U
YEpHBIN ), UCIIOJIb3yEeMbIE B IIBETHOU IeYaTH
TOTOBBIN K YIOTPEOIECHUIO
pa3paboTKa u3aenus
YKU3HEHHBIHN [IUKJ TPOJIYKTa, CPOK FOJIHOCTH
OPUCHTHPOBAHHBIN HA MOJYyUYCHHUE MPUOBLIH
NpUOBUTHHBIN; PEHTA0ETbHBIN
MEepPEI0BOM; IPOTrPECCUBHBIN; TOCTENICHHBIM;
MPONOPIIMOHATBLHO BO3PACTAIOIIUI
MPOJIOKATh, MPOJIEBAThH
MMEHUTBIN; MOKa3aTeJIbHbIN; N3BECTHBIN; BBIIAIOLIUNCS;
3HAYUTEIbHBIN
y4peauTeNb; OCHOBATEb
MOOIIPEHUE; TTPOJABMKEHHUE TI0 CIIYXKOE; TPOMOYIITH;
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propaganda

proposal

prospective consumer
prospectus

provide

proximity

PR officer

public relations officer
public-address system
(the_ general public
public opinion

to make public

in public

publicize

publisher

pull-up sentence

pulse

push

quality
questionnaire

quickie
quiz show
quote

radiobroadcast
range

ratio
rational

raw

raw material
reach

MPOIBM)KEHUE TOBApa Ha PhIHOK; peKiIaMa

peKiIaMa; rmpornarasia

NPOEKT; IJIaH; 3asBKa; MPEJIOKEHUE; PEKOMEH IaIUs
MOTEHIUAIbHBIA TOTPEOUTEID

MPOCHEKT; OpoIIopa

CHa0KaTb, 00eCcIeUYNBaTh

OJIU30CTh; COCEJICTBO; BEPOSITHOCTD; TOCTYITHOCTb
COTPYIHHUK OT/IENIA CBA3CH ¢ 0OIIECTBEHHOCTHIO

(paauo)TpaHCiIAnus

HIEpOKasi O0IIECTBEHHOCTh

00IECTBEHHOE MHEHHE

npenaBaTh(MpeaaTs) IMACHOCTH

myOIAIHO

OTOBEINATh; JeIaTh JOCTOSHHEM INIACHOCTH; PEKIAMHUPOBAThH
u3JaTenb; N31aTeIbCTBO

aItO3MOIIE3HC; BHE3aIlHas OCTAHOBKA B XOJ€ BBICKA3bIBaHUS,
HapyIIIamas

CBUACTCILCTBYIOIIAA O

CHHTAaKCHYCCKOC IMOCTPOCHUC peun u

HaIlJIbIBE YYBCTB, KOJICOAHMIX
TOBOPSIIETO

MOBBIIICHHAS YaCTOTHOCTh NIEPEJAYN OAHOM U TOM ke
peKiIaMbl, KaK MPaBuIo, B IEPUObI MTUKA TTPOTaKHU
peKIaMUpyEMOro TOBapa

NaBJICHNE; HAKUM; TIOOYXKICHUE; UMITYJIbC

Q

Ka4yeCTBO; I0OPOTHOCTD; COPT; KIIacC

IIEpEYEHb BOIIPOCOB U YKA3aHUU, UCIIOJIb3YEMBIN ITPH
MPOBEICHUY UHTEPBBIO; OMPOCHBIN JIUCT, AaHKETA
PEKJIaMHBIN KJIUI

TEJIEBUKTOPHUHA

1MTaTa; IUTUPOBATH; CChUIATHCS (HA KOTO-TH00);

R

panuonepenaya

psi; Lenb; coOpaHue; KOJUIEKIIHS; 30Ha ICUCTBUS; AHAIa30H;

KoJicOaHue; IBKEHUE IICH

MPONOPIIHS; OTHOLICHNUE; KOAPPUITHESHT

pa3yMHBIN; pallMOHAIbHBIN

CBIPOU

CBIpbE; MaTepual

30Ha PaJIno- WK TeIeoOCTy>KUBAHUS; OXBAT; YUCIIO JIIOJIEH,
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reader

readership
realization

ream
reason
recoup
recourse
recycle
reduce
reference

reference book

render

report

representation
rescue smb. out of

smth.
research
resemble
response
resume
review

review copy

reward
rewards

rewrite man

roll

roll-up
RSS News
rumoured
rumours
rubbish

BUJICBIIMX WJIH CIIBIIIABIINX PEKJIAMHBIE OOBSIBICHUS
YUTATENb; KOPPEKTOP; PEIAKTOP; XPECTOMATHS;
CUUTBHIBAIOIIEE YCTPONUCTBO

YUTATENN, KPYT YUTATEIICH, YNTaTeIbCcKast Macca
peanu3anys; IpoJaka; BHIIIOJIHEHHUE; MTOJIydyeHHEe TpeOyeMoil
IICHBI

nayka Oymaru oobemom B 500 nrctoB

HpuYrHa; 000CHOBaHHE

BO3MENIAaTh; KOMIIEHCHUPOBATh; BBIYUTATh; YIEPKUBATD
perpecc; obpaleHue 3a MOMOIIbIO

nepepadaThHIBaTh

YMEHbBIIATh

CCBUIKA; CHOCKA; CIIPaBKa; PEKOMEHAIIHS; JIHIIO, Jafolee
PEKOMEHTIAITHIO

CTIPaBOYHUK

IUIATHTh; BOCIIPOU3BOIUTD; OKa3bIBATh TOMOIIIB;
IPEIOCTaBIATh

JOKJIaJ; OTYET; CBOJKA; CBEICHUS

M300pakeHNUe; MPEICTABICHNE; TIPEICTABUTEIHCTBO
CITaCTH KOTO-JI.

UCCJIEI0BaHUE; U3YUCHUE; aHAIIN3
MOXOJIUTh, UMETh CXOJCTBO

OTBET, OTKJIMK

pe3rome

nepecMoTp; 2) 06o3penue; o03op; 3) peuensus; 4)
MIEPUOANYECKOE U3/IaHUE

PEIEH3UOHHBIN YK3EMIUISIP KHUTH, TIepejaBaeMblii OECIIaTHO
pelaKuusm ra3er, ;KypHaioB u ap. CMU nis moarotoBku u
OITYOJINKOBAHMSI PEIICH3HH

HarpaxxJathb, MOOMIPATH, CTUMYJIHUPOBATH

BO3HArpaxacHUS

JIUTEPATYPHBIN PEIAKTOP

MOMMEHHBIN CITUCOK; POJTHK (TUTACTUKOBAS HIIH
MeTajutnyeckas 000MHa-KaTyIlKa); pyJIoH

MOOMIIbHBIA BBICTABOYHBINA CTEH]

JIEHTa HOBOCTEU

M3BECTHBIN 110 CIIyXam

CIIyXH

Mycop
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sacrifice

salary
salesmanship
sample
sandwich-man
satellite television
satisfaction

scale

scenario
scheme
science

scoop

screen

selection of the best

items

seasonality index
semantic web
serial rights

settlement

show

sketch

skill

skilled

be skilled in smth.

sky-writing

soap opera

social

social networking

soundbite

spam

MOTEPSI; HEJ0CTaua TePATh; YMEHbBIIATHCS; YXYAIIAThCS
3apruiara

HaBsI3bIBAHKE, TPOTATKHMBAHNUE TOBapa

oOpaserr; mpo0a; BEIOOpPKA; MpeACTaBUTENbHAS TPYyTIIa
YeJIOBEK-pPEeKIaMa; «KUBasi peKIamMa

CIIyTHUKOBOE TEJIEBUICHHE

YIOBJIETBOPEHHUE; UCIIOJIHEHHE 00513aTENbCTBA
MacuITad; pazmMep; mIKaia; rpajgaus; ypoBeHb; CTYIECHb
(pa3BuTHS); B3BECUTH; OJIHATHCS; B300OpAThCS; CBOAUTH K
onpeeNEHHOMY MacITady; CBECTH K OMPEACIEHHOMY
MaciiTady; onpeaesiTh MacITao;

cueHapuil KHHOPWIbMA; TOCTAHOBOYHBIN CLIEHAPUIA
PEKJIaMHOTO KJIUTIa

CXeMa; IJIaH; CUCTeMa; CTPYKTypa

HayKa

CEHCaIMs; OLIEIOMIISIONIAs HOBOCTh: SKCKIFO3UBHOE
CcooOI1IIeHnE

JKpaH

0TOOp HaMOOJee aKTyalIbHBIX MaTepHAIIOB

(hakTOp CE30HHOCTHU; MOTMPABKA HA CE30H
CEMaHTHUYECKH CTpYKTypupoBaHHas CeTb
BTOPMYHOE aBTOPCKOE MPABO Ha MJIATHOE UCIIOJIb30BAHUE B
ra3erax WM JKypHaJlaX BBIJIEPIKEK U3 y)Ke OIMyOJIMKOBAHHOTO
IPOU3BEICHUS
ITOCENOK, OCEJICHHUE
MO0Ka3; IEMOHCTpALIMs; TEeIenporpaMmma; oy; IpocMOTp
ACKHU3; HAOPOCOK; OUepK
YMEHHUE; MaCTePCTBO; UCKYCCTBO; KBATU(UKAIUS, PEMECIIO
YMEJIbIil; HICKYCHBIN; KBATU(DUIIMPOBAHHBIN; KaJAPOBBIii;
XOPOIIIO MOATOTOBIEHHBIN; 3HAIONINN; 00J1a1atoIIi
OIIBITOM; OBITH CIIOCOOHBIM B YeM-JIH00
peKiama ¢ MOMOIIBI0 CAMOJIETOB, OCHAILIEHHBIX
CHEIUATILHBIMU JBIMOBBIMHU TIPUCTIOCOOTICHUSIMHU
«MBUTHHASI OTIEPay; MHOTOCEPHUIHBIE TeIe(PHUIBMEBI C
MEJIOIPAMATHUYECKUM CIOXKETOM
0OIIIECTBEHHBIN; COIUATLHBII
COIMAJIbHBIE CETH
(dpaza u3 peun NoaUTUKA (MUTUPYyEMAs 1O Pagro UITH
TEJIEBUJICHUIO )
craM, ycToe cooOIIeHue (MepeiaBaeMoe Mo dJIEKTPOHHON
MOYTE)
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specialized skills

spend one's leisure time
sponsor identification
index

spot

spread

stakeholder

standpoint

standstill

staple

state

statistical index of sales
potential

stimulant

stories on crime
strength

strike
substance

success

succinctly
suggestion

supply
support

supporting cast

sustain
swamp

npodeccuoHaabHas KBaauduKanus

MIPOBOJIUTH CBOE CBOOOIHOE BpeMs

MHJICKC Y3HABAEMOCTH CIIOHCOpa (MPOIICHT 3pUTENeH WIn
ciymiatesnei, CioCOOHbBIX Ha3BaTh CIIOHCOPA MPOTPaMMBI)
MECTO; MECTHOCTb; HAJIMYHBIN TOBap; BCTABKa Ha PaJvo U
TENEBUICHNH JINUTEIbHOCTRIO OT 10 10 60 ¢; cooOIeHne
pacrpoCcTpaHEeHHE; YBEIUUYCHHE; Pa3pbIB, Pa3HUIIA MEXKITY
[IEHAMU, KypCaMU U T. I1.; Pa3BOPOT KHUTH WU KypHAIa,
MaTepual, 3aHUMAIOIUi 00e CTPaHUILIBI pa3BOPOTa
KIJIFOUEBBIE MAPTHEPHI (/M 3aMHTEPECOBAHHBIE CTOPOHBDI )
TOYKA 3pEHUs

3aCTOM; MPOCTOil; Oe3elcTBIE

TOBap MacCOBOTO MOTPEOICHUSI; CKPEIKa

rocyaapctso; mrat (CILIA); cocTosiHue; monox)eHue
CTaTUCTHYECKUI UHIEKC HOTEHIIMAILHOTO 00BEMa cOBITA

BO30YyKIaroIIee CPeICTBO, CTUMYIISATOP; CIIMPTHOM HAMUTOK;
o0y XKJeHUEe, CTUMYJT; BO30YKIAOITUH, CTUMYJIHPYIOIINIA;
TOPSYUTEIb HBIHM (O CIIMPTHBIX HAITUTKAX )

COOOILIEHUS O COBEPIIEHHBIX MPECTYIIICHUAX

CHWJIa; TOCTOMHCTBO, CUJIbHASI CTOPOHA; HHTEHCUBHOCT,
MOIIIHOCTb; &) TPOYHOCTbh; KPETIOCTh; 0) HEMPUCTYITHOCTH;
COIMPOTHUBIIIEMOCTD; CTAOMIIBHOCTh, YCTOMUNBOCTD (pbIHKA U
T. I1.); CONPOTUBJIEHNUE; YUCIIEHHOCTD, YNCIIEHHBIA COCTAB
3abacToBKa; 0acTOBaThH

BELIECTBO, MAaTEPHsl, CYOCTAHIIMS, PEAIbHOCTh; HEUYTO
peabHOE, peajJbHO CYLIECTBYIOIIEE

ycIiex; yaaua; IpolBeTaHue; 6J1arocoCTOsIHUE;

KpaTKo; CKaTo

IPEJJIOKEHUE; COBET; HAMEK; yKa3aHUE; BHYILIECHHUE;
peKOMeHAaIMS;

00ecneYnBaTh, MOCTABIIATH

MIOMOIIb; MTOJICTIOPhE; COMPOBOXKACHHE; AKTPUCA BTOPOTO
cocrtaBa; obecrnieueHre (TOMOIIIb); TOMOTaTh (MaTePUAIBHO);
coziepaTh (CEMBIO U T. I1.); 3alllMIIATh; COJICHCTBOBATH;
MOJITBEPK/1aTh;

aHTYypaXX; COMPOBOXKIAIONIAs OM3HEC WM KaKylo-JI. HHYIO
nyOJIMYHYIO0 JIeATeIbHOCTh OOCTAaHOBKA, CTHJIMCTUYECKOE
odopmiieHre (MCXOHO-TeATPAIBHBIN TEPMUH).
MOATBEPKAATh; MOJIEPKATh; MOAACPKUBATh
3aTOIUISTh, YTOILISATh
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switch on/ off

tabloid

take

take into consideration

take-off
take-out
target

target consumer

telebridge
telecast

telecommuting

tend
thriller
tick
ticket
tip

tone

tool
TOP

touch points
tour highlight
trademark

trust

ultimately

BKJIFOYATH/ BBIKITIOUATH (TEJIEBU30P, PATHO

T
0oraTo WIIOCTPUPOBAHHAS ra3eTa, OOBIYHO pa3MEPOM B
MOJIOBUHY Ta3€THOTO JINCTA
OpaTh; MPUHUMATh; MOKYIATh; CheMKa; OTCHSATHIN Kaap
MPUHUMATh BO BHUMAHHE
CKUJIKa; KOMUCCHUS
BBIUET; BBITLIATA; MPOILIaTa
MUILIEHB; 11eJIb O0BEKT; YCTAHOBKA
[EJIEBOM TOTPEOUTEIND
TEJIEMOCT
ABTOOTBETYHK; TEJICBEIIAaHNE
TEJIEKOMMYHHUKAIIHSI; KOMIUIEKCHOE UCIIOJIb30BaHHUE
KOMIThIOTEpA, MOJIeMa U TesieoHa AJis epeadn
uHopManuu
HaMEpeBaThCsl, UMETh TEHICHITHIO
TpUILIEP
CYEeT, KPEAUT; I0BEPHE
OWJIeT; SIPJIBIK; KBUTAHIIUS; YIOCTOBEPEHUE
BEpXYIIIKa; KOHYMK; MaJieHbKas MOJCKa3Ka;
KOHUICHITNATIbHAST UHPOPMAIUST; HEOOIBIION JTEHEKHBIN
MOAApOK; CBEJICHNS, MTOTyUYEeHHbIE YaCTHBIM 00pa3oM (13
HaJIEKHOTO UCTOYHHKA)
TOH; OTTCHOK; TOH; 3BYK; TCHACHITUS; 00IIas 00CTaHOBKA;
HAaCTPOCHUE; CUTYyaIMs Ha PhIHKE
UHCTPYMEHT MEXaHU3M CPEJICTBO (aHAIN3a)
BEpX; BbICIIAs TOUKA; BBICIIAS 1[€HA; BBICILIASI CTETICHD;
BEPXHSS YAaCTh CTPAHUIIBI Ta3€ThI
OCHOBHBIE ACTIEKThI
TYPUCTCKask JOCTOMPUMEUATEIbHOCTh
TOProBasi Mapka; OpUrHHAIILHO 0(OPMIICHHBIN
OTJINYUTEIILHBIN 3HAK, KOTOPBIM TOProBOE MPEAIPUATHE
BIIPaBE IMOMEIIATh HAa PEaTu3yeMbIX UM U3JICTHUSX,
M3TOTOBJIEHHBIX IO €0 3aKa3y
JIOBEpHE; Bepa; OTBETCTBEHHOE MOJ0KEHUE; JOJIT;
OTBETCTBEHHOCTD; IOBEPATH; BEPUTH; TOBEPATHCS,
rnoJsiaratbesi (Ha KOro-iu0o0); HaJesaThCs;

U
B KOHII€ KOHIIOB, B KOHCYHOM C‘-IéTe; B KOHCYHOM HTOIC,
HaITOCJICOO0K; B IICPCIICKTUBC
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update
upper-income
consumer

URL Uniform
Requirement Location

vary in
valuable
values
versatile

video facilities
viewer
visibility

vital
vivid

vlogs
volunteer

want ads
washed-out

waste
wiki

write up an order
writing materials
writing pad
writing skills

OOHOBJIATH
MOTPEOUTEIb C BBICOKUM YPOBHEM JI0XOI0B

YHUDUIIMPOBAHHBIN yKa3aTelb pecypca

\Y
OTJIMYAThCS, BAPbUPOBATHCS
EHHBIN
LICHHOCTH
Pa3HOCTOPOHHUMN; U3MEHUYUBBIN; PA3HOILIAHOBBIN;
YHUBEPCAIBHBIN
BHU/JICOCAJIOH
3pUTETh
BUJIUMOCTD; 0030D; 0YEBUIHOCTb; PUBJICKATESILHOCTH;
MONYJISIPHOCTD; PEUTUHTOBOCTh
MMEIONINH KU3HEHHO Ba)KHOE 3HAUYCHHE, HAanOo0Iee BaKHBIN
SIPKU; )KUBOM; TIBUTKWN; SICHBIN; OOpa3HBIN; )KU3HEHHBIH;
HATJISIHBIA; KAPTUHHBIN; dKUBOMUCHBIN; BUJIEO, PEUb,
M300pa’KE€HUE U TaHHBIE;
BUJICO-THEBHUK B MHTEPHETE; BUIC0-0JIOT
BOJIOHTED; OOIIECTBEHHHUK; MTPeJiarath (CBOIO MOMOIIb,
YCIYTH); IpeAjiaraTh OMOIIb; JIeJIaTh MO0 CBOSH MHUIIMATUBE

W
0OBSIBIICHUS O MPUEME Ha paboTy
TIOJIMHSIBIINN; O€CIIBETHBIN; O€3)KU3HEHHBIN; YTOMJICHHBIH,
BBIJIOXIITUICS (O YETTOBEKE)
0TOpPOCHI, MyCOp
BUKHM (TrUneprekcToBas cpeaa (00braHo Beb-caiiT) miist cOopa
U CTPYKTYpPHU3AINH MUCbMEHHBIX CBEJICHUI MOXKET UMETh
MHO>KECTBO aBTOPOB. HeKOTOpbIe BUKU MOTYT MPaBUTh BCE
MIOCETUTEIH )
odopMuUTh 3aKa3
MMCbMEHHBIC PUHAICKHOCTH
OTPBIBHOM OJIOKHOT
OTIBIT; IPO(EeCCUOHABHBIC 3HAHUS U YMECHHSI U3JI0KEHUS
MaTepuaia B TUCbMEHHOU opMe; MaHEpa MUChMA;
TPaMOTHOCTh
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ENGLISH EXPLANATORY DICTIONARY
PUBLIC RELATIONS and MARKETING VOCABULARY

The strength of any public relations agency lays in its understanding of
the market and client needs. A firm grip of PR terminology should help this
process.

1. Above the Fold
A phrase used to describe the top portion of the newspaper. The term 1s used
in reference to the positioning of a news article on the page and is generally
used to describe the prominence of that positioning.

2. Account team
These are the key players that bring a campaign together. This normally
consists of an account director (responsible for overseeing overall team
management); account manager (responsible for day to day project
management); senior account executive/account executive (carries out most
of the day to day functions); account manager (programmes execution of
campaign activities on a daily basis) and an account assistant (providing
clerical assistant and researching information to support the campaign).

3. Adoption
final acceptance of the idea after having successfully passes through the four
earlier stages

4. Advertorials
These are feature articles that are used to promote a company’s services and
products and can be found online and in print. These articles normally
contain a number of keywords to help their ranking in key search engines.

5. Affirmative Disclosure
Information in an in an advertisement, required by the Federal Trade
Commission or other authority, that may not be desired by the advertiser.
This information frequently admits to some limitation in the product or the
offer made in the advertisement.

6. Background Check
Used by employers to verify the accuracy of the information you provide on
your resume or job application -- and beyond. On the rise as prices fall on
these services. Items checked include: employment verification, educational
background/degrees, references, credit history, medical records, driving
record, court records, criminal records, and more.

7. Benefits
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An important part of your compensation package, and part of the salary
negotiation process. Note that every employer offers a different mix of
benefits. These benefits may include paid vacations, company holidays,
personal days, sick leave, life insurance, medical insurance, retirement and
pension plans, tuition assistance, child care, stock options, and more. Can
be worth anywhere from 20 to 40 percent of your salary.

8. Boiler Plate
Any text that is often reused without being changed from document to
document.

9. Brainstorming
The idea generation process that takes place within an agency to develop a
campaign strategy.

10.Brief
The outline of the campaign that is given by the client to the PR agency or
developed as collaboration between the two.

11.BurellesLuce
A media monitoring and measuring company based in Livingston, New
Jersey. The company provides press clipping services, including newspaper,
magazine and Internet monitoring and television segment recording and
transcript services.

12.Business Plan
A complete overview for a business, from development of a vision and
mission of the business to the setting of business goals to the reasons why
organization (or person) is in business to the detailed plan for reaching those
goals. A business plan may also contain background information about the
organization and management team attempting to start and run the business.
Detailed analysis and information about the product or service, marketing
and branding strategies, and key competition should all be included.
Business planning should include both short-term (1-year) and long-term
(3-5 years) goals and plans.

13.Business-to-business
Selling products and services to other companies rather than consumers. It’s
considered a specialized field, and there are many professional associations,
events, books, and periodicals dedicated to business-to-business sales and
marketing. Also known as B2B or B-to-B.

14.Career Activist
Someone who 1is proactive in planning, evaluating, directing, and
controlling his or her career rather than simply reacting as situations arise.

(Some call this approach career mapping.) A career activist has an enduring
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interest in understanding and achieving his or her full career potential, while
maximizing career marketability.

15.Career Branding
Helps define who you are, how you are great, and why you should be
sought out. Branding is your reputation. Branding is about building a name
for yourself, showcasing what sets you apart from other job-seekers, and
describing the added value you bring to an employer.

16.Career Exploration
The process of finding a rewarding career path, as well as specific jobs
within a particular career path. Think of career exploration and planning as
building bridges from your current job/career to your next job/career.
People of all ages -- from teens trying to explore careers for the first time to
mature workers seeking to find a new career for recareering -- use various
methods of career exploration to help uncover careers that offer fulfillment.

17.Canned Message
A suggested response to a predicted or commonly asked media question.

18.Community Relations
Enhancing organization's participation and position within a community
through outreach efforts for the mutual benefit of the organization and the
community.

19.Conduct PR as if the whole company depends on it
no corporate strategy should be implemented without considering its impact
on the public

20.Contract Employee
Where you work for one organization (and its salary and benefit structure)
that sells your services to another company on a project or time basis

21.Copy
Normally any text in the form of press releases or articles that are distributed
through a variety of mediums including journalist contacts, social media and
press release websites.

22.Copyright
legal protection from unauthorized use o intellectual property fixed in any
tangible medium of expression

23.Corporate Culture
The collection of beliefs, expectations, and values shared by an
organization's members and transmitted from one generation of employees
to another. The culture sets norms (rules of conduct) that define acceptable
behavior of employees of the organization. It's important for job-seekers to

understand the culture of an organization before accepting a job
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24.Corporate Social/Environmental Responsibility (CSR)
A process of promoting a company as an ethical organisation. This may
include details of their charity work or fundraising initiatives or partnerships
with environmental organisations. This is in an attempt to show how a
corporation is fully accountable for its actions.

25.Court of Public Law
relationships between individuals and the government

26.Court of Public Opinion
using the news media to influence public support for one side or the other in
a court case

27.Crisis Management
Maintaining relations with the public, government agencies, news media,
employees, shareholders, and other affected parties on behalf of an
organization involved in a crisis situation. Aplan that is put in place to deal
with unexpected problems in a company such as a product recall or
environmental disaster.

28.Diffusion theory
theory that states people adapt an idea only after going through five stages:
awareness, interest, evaluation, trial and adoption

29.Dress for Success
First coined by author John Malloy in the 1970s, the term Dress for Success
signifies tailoring one's attire, grooming, and overall appearance toward
making a great first impression in a job interview -- as well as maintaining a
professional look while on the job to aid career advancement. Will dressing
properly get you the job? Not by itself, but it will give you a competitive
edge and help you make a positive first impression

30.Edelman
The world's largest independent public relations firm with more than 2,700
employees in 48 offices worldwide. Clients include AT&T, ConAgra Foods,
GE, Kraft, Microsoft, Sony and Wal-mart

31.Electronic Resume (or E-Resume)
A resume (see resume) that is sent to the employer electronically, either via
email, by submitting to Internet job boards, or residing on their on Web
page. Includes numerous formats of resumes linked by their mode of
delivery

32.Elevator Speech
A a 15- to 30-second commercial that job-seekers use in a variety of
situations (career fairs, networking events, job interviews, cold calling) that
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succinctly tells the person you are giving it to who you are, what makes you
unique, and the benefits you can provide

33.ELM (elaborated likelihood model) states that there are two routes through
which persuasive messages are processed: the central route, which provides
complete information and is straightforward, and the peripheral route,
which uses means like catchy tunes, colors, and celebrity endorsements

34.Email Cover Letter
A cover letter that is sent to the employer electronically via email. There are
different rules that apply to writing these kind of cover letters, though the
fundamental principles remain the same

35.Embargo
Outlines that a press release or other publication cannot be used until a
specific date.

36.Employee Relations
Typically representing an organization's managements to inform and
motivate the oranization's employees through internal communications,
training, awards programs, and other events.

37.Entrepreneur
Someone who starts and runs his or her own business -- who organizes,
operates, and assumes both the rewards and the risks from running the
enterprise. It takes specific traits to operate a business, including accounting
and financial skills, sales and marketing skills, time management and
organizational skills, planning and implementation skills, and the ability to
have a vision to fulfill an unmet (or poorly met) need better than
competitors

38.e-PR
This is used to increase an agency’s visibility on the internet and may be
done in the form of social media sites such as Facebook, Twitter and
LinkedIn and also through an agency or clients own website. This is also a
useful way to promote PR jobs.

39.Ethics
standards set by the profession, an organization, or oneself, based on
conscience - what is right or fair to others as well as to self

40.Evaluation
This is when a PR agency monitors the effectiveness of its campaigns on an
ongoing basis.

41.Franchising
A legal and commercial relationship between the owner of a trademark,

service mark, brand name, or advertising symbol (the franchisor) and an
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individual or organization (the franchisee) wishing to use that identification
in a business

42.Freelancer/Consultant/Independent Contractor
Where you work for yourself and bid for temporary jobs and projects with
one or more employers. Freelancing is not an alternative to hard work, but
many people enjoy the freedom, flexibility, and satisfaction of working for
themselves

43.Full Service
An agency that may offer a full range of complementary services to its
clients such as in-house design, marketing or copywriting

44.Gen Y Job-Seeker/Worker
The generation of people -- roughly those born between the late 1970's and
the late 1990's -- 72 million or so strong. As job-seekers and workers, this
cohort has very different views on hiring, perks, promotions, and managing
-- and are expected to transform all aspects of employment as they age and
move up the corporate ladder

45.Government Affairs
Representing an oranization's interests to governing bodies and regulatory
agencies, often through direct "lobbying" efforts, and also through public
affairs and other PR activities building issue constituencies.

46.Green Jobs/Green-Collar Jobs
Jobs -- moving from both white-collar (professional) and blue-collar (trade)
-- to positions in renewable-energy and energy-efficiency industries are on
the rise. U.S. green-collar jobs could grow to as many as 40 million by
2030, according to a commissioned report by the American Solar Energy
Society

47.Home-Based (Work-at-Home) Careers
Numerous opportunities exist for job-seekers who want more control over
time and work, who want job flexibility to spend more time with family --
by working from home. Unfortunately, this area is also one that has the
most potential for scams and other fraudulent activities

48.Integrated campaign
A programme that integrates a variety of marketing and communication
tools to deliver consistent message to consumers.

49.Interest
idea has to arouse the individual

50.Internal Communications
Serves as a conduit for information flow between management and the

ranks. Grounded in communication theory, Intranet pages, management
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memos, positon statements, presentations and special events to disseminate
information regarding company updates, management policies, Human
Resoures issues & benefits, business initiatives, crisis management, etc.
51.Internships
One of the best types of work experiences for entry-level job-seekers
because a majority of employers say experience is the most important factor
in whether you're hired. Internships involve working in your expected career
field, either during a semester or over the summer. Besides gaining valuable
experience, you get exposed to the business environment and gain valuable
references and network contacts
52.Job Satisfaction
A term to describe how content an individual is with his or her job. It
includes many factors, including the work itself, value to the organization,
impact on organization, compensation, and more. When workers are very
unhappy with their jobs, they suffer both mentally and physically
53.Job Skills Portfolio
Also referred to as a Career Portfolio, a job-hunting tool a job-seeker
develops to give employers a complete picture of who you are, including
samples of your work -- your experience, your education, your
accomplishments, your skill sets -- and what you have the potential to
become -- much more than just a cover letter and resume can provide.
54.Law
behaviors that are permissible and those that are prohibited by legislation
55.Letter of Recommendation
A letter of support for your skills, ability, and work ethic, usually written by
a former boss or co-worker, but could also be from a teacher or personal
reference. Good for applying to graduate school, but seen as fairly worthless
in job-hunting because no one who would write you a recommendation
letter would say anything negative about you.
56.Libel
published defamation by written or printed words or in some other physical
forma that is communicate dot a third party
57.Listen to the customer
understand public wants and needs
58.Manage for tomorrow
anticipate public relations and eliminate practices that create difficulties
59.Marketing
business discipline concerned with building and maintain a market for an

organization's product or services; focuses externally on selling and how
41



quality and availability of a product or service affect its ability to be sold in
the marketplace

60.Matter Release
An article, written by a PR professional that is structured like a feature but
contains valuable information that would be in a press release. After client
approval, the publicist sends the article to publications through a distributor.
Publications use the article if there is room or extra space.

61.Media
The umbrella term for a number of communication methods such as
newspapers, magazines, radio and TV.

62.Media Relations
Conducting outreach or responding to the news media on behalf of
organization or client.

63.Mentor
A person at a higher level within a company or within your profession who
counsels you and helps guide your career. Some organizations have formal
mentoring systems, while most informal mentoring relationships develop
over time. A mentor relationship is one where the outcome of the
relationship is expected to benefit all parties in the relationship for personal
growth, career development, lifestyle enhancement, spiritual fulfillment,
goal achievement, and other areas mutually designated by the mentor and
partner.

64.Networking
Involves developing a broad list of contacts -- people you've met through
various social, professional, and business functions -- and encouraging them
assist you in looking for a job. People in your network may be able to give
you job leads, offer you advice and information about a particular company
or industry, and introduce you to others so that you can expand your
network. See also social networking

65.Net Worth
For an individual, the difference between the value of assets and the amount
of liabilities. For a sole proprietorship, the difference between the assets and
liabilities of the company.

66.Non-Verbal Communications (Nonverbals)
What you don't say in a job interview may be just as important as the
content of what you do say. Non-verbal communications are about how you
present yourself -- what you say to the interviewer through activities such as
handshake, eye contact, facial expressions (including smiling), body

posture, and hand gestures
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67.Page's 6 Principles
1. tell the truth; 2. prove it with action; 3. listen to the customer; 4. manage
for tomorrow; 5. conduct public relations as if the whole company depends
on it; 6. remain calm, patient, and good-humored

68.Partnership
A legal association created by voluntary association of several individuals to
operate a business.

69.Patent
The exclusive right of an inventor to make, use, or sell an invention

70.Pitch
The full presentation of the public relations programme to clients, after
weeks of in-depth market research.

71.Plugoo
It is a neat widget that allows visitors to chat directly from your website to
your Instant Messenger

72.Portfolio Career
A situation where instead of working a traditional full-time job, job-seekers
work multiple part-time jobs (including part-time employment, temporary
jobs, freelancing, and self-employment) with different employers that when
combined are the equivalent of a full-time position. Portfolio careers offer
more flexibility, variety, and freedom, but also require organizational skills
as well as risk tolerance

73.Press pack/Kit:
A collection of information on a client that is handed out to the media.

74.Profit
The excess of income over expenses; the rewards to an entrepreneur for his
or her risks in setting up the company

75.Propaganda of Deed
provocative actions designed solely to gain attention for ideas or grievances

76.Prove it with action
do what you say; 90% doing - 10% talking

77.PRSA (Public Relations Society of America)
The world's largest oranization for public relations professionals with nearly
32,000 professional and student members.

78.Publics
a group of individuals tied together by a sense of common characteristics or
responses

79.Public Affairs
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Involving your organization in the development of public policy, or helping
to adapt your organization to public expectations and is sometimes used
synonymously to refer to public relations activities (especially in the
government and military).

80.Publicity
Furthering your organization's or client's ingterest through target-media
coverage of strategic messages and events.

81.Public opinion
currently acceptable behavior according to the majority of one's peers

82.Public relations
management function that helps define an organizational philosophy and
direction by maintaining communication within a firm and with outside
forces and by monitoring and helping a firm adapt to significant public
opinion

83.Public relations vs. advertising & marketing
publicity or stories that run without charge in the news columns of the media

84.Recareering
A trendy term for career-change, especially as it applies to Baby Boomers
who when facing retirement age and tired of a long career performing one
kind of work decide to change careers. (Sometimes also referred to as
Career 2.0, yet another trendy term.)

85.Recruiters/Headhunters/Executive Search Firms
Professionals who are paid by employers to find candidates for specific
positions. They often recruit candidates, but job-seekers can also approach
them. Often specialize by industry or geographic region. Avoid any firms
that require you to pay for their services.

86.Reference List
Sometimes also referred to as a Reference Sheet. Simply a listing -- with
key contact information -- of your references. Never include references on
your resume or cover letter; they should be listed on a separate references
sheet that matches the look of your resume. Never provide a list of
references to an employer unless you are requested to do so.

87.References
A group of people who will say good things about you and who know
specifics strengths that you offer. Can include work references (current and
past supervisors), educational references (former teachers or school
administrators), and personal references (who can speak of your character).
Always ask people before including them as a reference for you

88.Request for Proposal (RFP)
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A document that a company writes to request a project proposal from
various PR agencies. The agencies respond with plan proposals, and the
company uses these proposals to choose which agency to select for a project
or campaign.

89.Residuals
A sum paid to a performer on a TV or radio commericial each time it is run,
and is usually established by AFTRA (American Federation of Television
and Radio Artists) or SAG(Screen Actors Guild)contract.

90.Resolution
Refers to the clarity of a television image as received by a set.

91.Resume
A key job-hunting tool used to get an interview; it summarizes your
accomplishments, your education, as well as your work experience, and
should reflect your special mix of skills and strengths

92.RIASEC
Acronym for the career-related personality types developed by psychologist
John L. Holland. The letters in RIASEC stand for: Realistic (practical,
physical, hands-on, tool-oriented); Investigative (analytical, intellectual,
scientific, explorative); Artistic (creative, original, independent, chaotic);
Social (cooperative, supporting, helping, healing/nurturing); Enterprising
(competitive environments, leadership, persuading); Conventional (detail-
oriented, organizing, clerical).

93.Salary
Financial compensation an employee receives for performing the job, and
part of your compensation package. Can be determined by hourly, daily,
weekly, monthly, and yearly. Also can include overtime pay, bonuses, and
commissions

94. Sales pitch
It is a planned presentation of a product or service designed to initiate and
close a sale of the same product or service.

95.Sans-serif type
A typestyle of lettering with no serifs, or cross strokes at the end of main
strokes.

96.Serif type
Short, decorative cross lines or tails at the ends of main strokes in some
typefaces, such as Roman lettering.

97.Situational theory
a principal technique for segmenting audiences in public relations based on

their likelihood of communicating
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98.Systems theory
a theory that suggests how organizations are made up of interrelated parts
and how they use these parts to adapt to the environment

99.Teaser
A promotion that is sent out ahead of a PR campaign to generate interest in a
new product or service

100. Tell the truth
let public know what's happening, provide accurate picture of company's
character, ideals, practice

101. Trademark
a legally protected name, logo, or design registered to restrict its use to the
owner

102. Transferable skills
Skills you have acquired during any activity in your life -- jobs, classes,
projects, parenting, hobbies, sports, virtually anything -- that are
transferable and applicable to what you want to do in your next job.

103. Trial
individual tries out the idea on others

104. Two-way asymmetrical model
it considers PR to be scientific persuasion; employs social science research
methods to increase the persuasiveness of messages

105. Two-way symmetrical model
depicts a public relations orientation in which organizations and their publics
adjust to each other; focuses on the use of social science research methods to
achieve mutual understanding and two-way communication rather than one-
way persuasion

106. Unique Selling Proposition (USP)
The unique features of a product (or service) that set it apart from the others.
The USP is often an integral part of branding and message development.

107.  USP
An advertising term -- unique selling proposition -- that refers to the one
thing about a product that makes it distinct from all others. In job-hunting,
job-seekers need to find the one thing that makes you more qualified for this
job than anyone else. What can you offer that no other applicant can?

108. Vertical Media
It looks at the number of media markets for a product or service. As an

example a barcode printer can be promoted in the following sectors: printing
media, packaging media and food retailing media

109.  Viral Campaign
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A campaign that encourages consumers to spread an advert to others via
email or social media sites

110. Volunteering
Offering your services free of charge, typically to a not-for-profit
organization. Some college graduates volunteer right after college before
starting their careers, which job-seekers considering a career change can use
volunteering work as a great tool to gain experience in a new career field, as
well as establish new networking contacts

111. White space
Unoccupied parts of a print advertisement, including between blocks of type,
illustrations, headlines, etc.

112. Workaholism
A condition where work becomes all-consuming, becoming more important
than personal or family obligations. The person lives for his or her work,
has only work friends, rarely takes time off, and is always in
communication with the office

113. Workplace Values
Concepts and ideas that define a job-seeker and influence your satisfaction -
- not only with your job, but with your life. Job-seekers should perform a
values check every few years to make sure your career is on track

114.  Workplace Wellness Programs
Encourages employees to take steps to prevent the onset or worsening of a
health condition, eliminate unhealthy behaviors and habits, and promote the
adoption of healthy lifestyles. There are two types of wellness programs.
First, there are insurance-based programs (that lower premiums if
employees agree to certain lifestyle changes). Second, there are employer-
based programs (in which the employer is truly trying to change the lives of
its employees for the better).
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TASKS
TEST 1

5 Written Questions
Find the word that matches the definition:

1. understand public wants and needs

2. let public know what's happening, provide accurate picture of company's
character, ideals, practice

3. a legally protected name, logo, or design registered to restrict its use to the
owner

4. main beliefs that include telling the truth; proving it with action; listening to the
customer; managing for tomorrow; conducting public relations as if the whole
company depends on it; remaining calm, patient, and good-humored

5. A model whicht states that there are two routes through which persuasive
messages are processed: the central route, which provides complete information
and is straightforward, and the peripheral route, which uses means like catchy
tunes, colors, and celebrity endorsements.

5 Matching Questions

trial

systems theory

adoption

diffusion theory

interest

a theory that suggests how organizations are made up of interrelated parts

® | and how they use these parts to adapt to the environment

b final acceptance of the idea after having successfully passes through the
four earlier stages

c | idea has to arouse the individual

d individual tries out the idea on others
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theory that states people adapt an idea only after going through five stages:
awareness, interest, evaluation, trial and adoption

5 Multiple Choice Questions

Choose the word that matches the definition:

1. currently acceptable behavior according to the majority of one's peers
1. public relations
2. publics
3. public opinion
4. Court of Public Opinion

2. using the news media to influence public support for one side or the other in a
court case

1. Court of Public Opinion

2. Court of Public Law

3. public opinion

4. public relations

3. a principal technique for segmenting audiences in public relations based on their
likelithood of communicating

1. diffusion theory

2. situational theory

3. systems theory

4. morality

4. published defamation by written or printed words or in some other physical
forma that is communicate dot a third party

1. trial

2. libel

3. law

4. copyright

5. individual exposed to an idea
1. trademark
2. interest
3. awareness
4. marketing
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5 True/False Questions

1. prove it with action - management function that helps define an organizational
philosophy and direction by maintaining communication within a firm and with
outside forces and by monitoring and helping a firm adapt to significant public
opinion

1. True 2. False

2. defamation - any communication that holds a person up to contempt, hatred,
ridicule, or scorn

1. True 2. False

3. Propaganda of Deed - ways in which the situations has been viewed or handled
in the past

1. True 2. False

4. two-way symmetrical model - depicts a public relations orientation in which
organizations and their publics adjust to each other; focuses on the use of social
science research methods to achieve mutual understanding and two-way
communication rather than one-way persuasion

1. True 2. False

5. remain calm, patient, and good-humored - consistency, calmness, reasoned
attention to information and contacts

1. True 2. False

TEST 2
5 Written Questions

Choose the word that matches the definition:

1. published defamation by written or printed words or in some other physical
forma that is communicate dot a third party
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2. depicts a public relations orientation in which organizations and their publics
adjust to each other; focuses on the use of social science research methods to
achieve mutual understanding and two-way communication rather than one-way
persuasion

3. do what you say; 90% doing - 10% talking

4. currently acceptable behavior according to the majority of one's peers

5. a group of individuals tied together by a sense of common characteristics or
responses

5 Matching Questions

listen to the customer

Propaganda of Deed

ethics

advertising

standards of social conduct

a | provocative actions designed solely to gain attention for ideas or grievances

b | paid space and time in the media

¢ | tradition, public opinion, law, morality, ethics

d standards set by the profession, an organization, or oneself, based on
conscience - what is right or fair to others as well as to self

e | understand public wants and needs

5 Multiple Choice Questions
Choose the word that matches the definition:

1. no corporate strategy should be implemented without considering its impact on
the public
1. Court of Public Opinion
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2. public relations
3. conduct public relations as if the whole company depends on it
4. public relations vs. advertising & marketing

2. Ideologies which include telling the truth; prove it with action; listening to the
customer; managing for tomorrow; conducting public relations as if the whole
company depends on it; remaining calm, patient, and good-humored

1. Page's 6 Principles

2. Ethics

3. publics

4. public opinion

3. management function that helps define an organizational philosophy and
direction by maintaining communication within a firm and with outside forces and
by monitoring and helping a firm adapt to significant public opinion

1. public opinion

2. publics

3. public relations

4. evaluation

4. generally, a spiritual or religious prohibition
1. marketing
2. morality
3. publics
4. tradition

5. let public know what's happening, provide accurate picture of company's
character, ideals, practice

1. tell the truth

2. ethics

3. systems theory

4. interest

5 True/False Questions
1. adoption - final acceptance of the idea after having successfully passes through
the four earlier stages

1. True 2. False

2. awareness - idea has to arouse the individual
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1. True 2. False

3. Propaganda of Deed - individual exposed to an idea

1. True 2. False

4. law - behaviors that are permissible and those that are prohibited by legislation

1. True 2. False

5. ELM (elaborated likelihood model) - depicts a public relations orientation in
which organizations and their publics adjust to each other; focuses on the use of
social science research methods to achieve mutual understanding and two-way
communication rather than one-way persuasion

1. True 2. False

TEST 3
5 Written Questions

Choose the word that matches the definition:

1. people who are stakeholders of an organization-communication through
websites, newsletters and magazines letters and annual meetings and annual reports

2. organizations focusing on consumer focused marketing, rather than mass
marketing-IMC

3. special interest group that openly attempts to influence government actions,
especially federal and state legislative processes

4. currently acceptable behavior according to the majority of one's peers

5. some crisis cast organizations in the role of victim others as villains

5 Matching Questions

Special Events
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IMC & More

Controlled vs. Uncontrolled Media

Applying IMC

Developing a plan Step 1, 2, 3

a | 1-Risk Assessment, 2-Developing a Plan

b DB Marketing, Relationship Markteing, Consumer Relationship
Management (CRM) and Integrated brand comunication

. Actions speak louder than words-special events are designed for
participants but also designed for observers
develop a plan, place ads in bewspapers, print and online, sponsoring

d | alternative events with coupons and flyers, sending email newsletters
,JJaunching a direct email and text message campaign
controlled media-speeches, podcasts, newsletters, brochures vs.

e | Uncontrolled Media is the news media, papers, radio and tv, magazines and

online news providers

5 Multiple Choice Questions

Choose the word that matches the definition:

1. consistent message to audience
1. News Conference

2.
3.
4.

Growth of Consumer
Sending one clear message
Special Events

2. value driven management of relationships between an organization and the
publics that can affect its success

1.

2.
3.
4.

PR
Tactics
Marketing
Customers

3. process of researching, creating, refining and promoting a product or service and
distributing that product or service to targeted consumers-examples are sales
promotions, such as coupons, direct marketing- the process of getting a customer
to buy your product or service
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1. Marketing
2. Advertising
3. Investors
4. Tactics

4. Start campaign with an Audit. 1) analysis of the communication network used to
develop marketing communication 2) identification and prioritization of key
stakeholders 3) Evaluation of the organizations DB 4) content analysis of all
messages used within the past year 5) Assement of knowledge of, and attitudes
toward, IMC on the part of marketing managers, top management, and key agency
managers

1. Customers

2. How IMC works

3. Focused Market

4. Investors

5. 1) jealousy, turf battles within the marketing dept. 2) measuring results is
difficult because dont share same ROI measurment vehicle 3) Privacy of peoples
personal information-google for example gets and stores personal information etc.

1. PR vs. Consumer focused markets

2. Growth of Consumer

3. Problem vs. Crisis

4. Problems with 21st century marketing

5 True/False Questions
1. 4 stages of crisis — depends, flood, hurricane, earthquakes

1. True 2. False

2. News Conference — schedule meeting between an organizations reps and the
news media, must have the following three conditions: 1) have a highly
newsworthy breaking story- 2) it is advantagous to meet with reporters as a group-
3) you know that journalists will be glad they came, the story is that good

1. True 2. False

3. Government — government at any level, Fed, State county or city, can
profoundly affect an organization. PR practitioners thus use a portfolio of tactics to
make their organizations voices heard in the halls of government
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1. True 2. False

4. Problem vs. Crisis — 1-Warning Stage, 2-point of no return, 3-cleanup phase, 4-
things return to normal

1. True 2. False

5. Customers — marketing-process of getting a customer to buy your product or
service

1. True 2. False

TEST 4
5 Written Questions

Choose the word that matches the definition:

1. process of researching, creating, refining and promoting a product or service and
distributing that product or service to targeted consumers-examples are sales
promotions, such as coupons, direct marketing- the process of getting a customer
to buy your product or service

2. consumer wants and needs, consumers cost, convience to buy, communication

3. include churches, schools, professional organizations, clubs, chamber of
commerce and other local groups: include Volunteering, Donations and
sponsorships, Cause Marketing, Speeches, Open houses/tours, face-to-face
meetings

4. long term relationships with well-established traditional publics, including
employees, news media, governments, investors, consumers, multicultural
community groups, constituents and businesses

5. a public relations action designed to have a particular effect on an organization's
relationship with a particular public

5 Matching Questions

Backgrounder
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Problems with 21st century marketing

Accomplishing Tactics

4 stages of crisis

Government

Delegation, deadlines, quality control, communication within the team,
communication with clients & supervisors, constant evaluation

is a supplement to the news release, it contains useful background
information on the subject ie person or organization

1) jealousy, turf battles within the marketing dept. 2) measuring results is
difficult because don’t share same ROI measurement vehicle 3) Privacy of
peoples personal information-Google for example gets and stores personal
information etc.

1-Warning Stage, 2-point of no return, 3-cleanup phase, 4-things return to
normal

govt at any level, Fed, State county or city, can profoundly affect an
organization. PR practitioners thus use a portfolio of tactics to make their
organizations voices heard in the halls of govt

5 Multiple Choice Questions

Choose the word that matches the definition:

1. 1-. Success tactics are part of a written documents. 2-tactics target one public at
a time. 3-tactics based on research. 4- tactics send a clear message. 5-tactics are

specific 6-tactics are evaluated as they're performed
1. Accomplishing Tactics
2. Lobbies & Lobbyists
3. Crisis Communication Planning
4. Tactics & Traditional Publics

2. DB Marketing, Relationship Marketing, Consumer Relationship Management
(CRM) and Integrated brand communication
. Customers

IMC & More
Focused Market
How IMC works
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3. people who are stakeholders of an organization-communication through
websites, newsletters and magazines letters and annual meetings and annual reports
1. Investors
2. PR
3. Customers
4. Tactics

4. PR by definition is a mgmt. function plays a critical role during times of crisis.
in ideal setting practitioners should be in a position to advise mgmt before, during
and after each incident-1) Risk Assessment, 2) Developing the plan

Crisis Definition

Community Groups

Crisis Dynamics

Crisis Communication Planning

b=

5. IMC- 1)focus on individual customers, 2) IMC practitioners use Databases, 3)
IMS practitioners send a well-focused message, 4) use consumer preferred media
5) favor interactive media

1. IMC differs f/ mass marketing 5 steps

2. What is a crisis

3. Lobbies & Lobbyists

4. News Releases & News Media

5 True/False Questions
1. Customers — marketing-process of getting a customer to buy your product or
service

1. True 2. False

2. Developing a plan Step 1, 2, 3 — 1-Risk Assessment, 2-Developing a Plan

1. True 2. False

3. What is a crisis — depends, flood, hurricane, earthquakes

1. True 2. False

4. Controlled vs. Uncontrolled Media — controlled media-speeches, podcasts,
newsletters, brochures vs. Uncontrolled Media is the news media, papers, radio and
tv, magazines and online news providers
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1. True 2. False

5. P's — Product, Price, Place, Promotion

1. True 2. False

TEST 5
5 Written Questions
Choose the word that matches the definition:

1. Primary Public-Directly affect your organizations pursuit of its values-driven
goals. Secondary Publics-Ability to affect your organizations pursuit of its values-
driven goals are minimal

2. PR Managers-They solve problems, advise other managers, make policy
decisions, and take responsibility for the success or failure of public relations
programs-found in rapidly changing environments. PR Technicians-Rarely make
key strategic decisions, and they rarely advise others within the organization.
Primary role is to prepare communications that help execute PR policies created by
others. found in organizations that are stable and predictable

3. Information about who the public is. Demographic information might include
age, race, sex, income, education

4. Propaganda-a viewpoint accepted at the exclusion of others

5. long term relationships with well-established traditional publics, including
employees, news media, governments, investors, consumers, multicultural
community groups, constituents and businesses

5 Matching Questions

Psychographic

Internal & External Publics

IMC

59



Traditional & non-traditional publics

Relationship Management

Traditional Publics-are groups with which organizations have ongoing,
a | long-term relationships. for example, employees, news media, gov'ts,
investors, customers

b | Non-tradtional Publics-are groups that are unfamiliar to an organization

Good relationships with their public are important to businesses success.
¢ | Internal Publics-Inside your organization for example employees as well as
a primary public

data about what members of a public think, believe and feel
for example are they liberal, moderate, or conservative

Integrated Marketing communications (IMC) Customer focused marriage
of three distinct disciplines

e 1) Advertisting

2) Marketing

3) some functions of PR

5 Multiple Choice Questions
Choose the word that matches the definition:

1. Corporations
Nonprofit organizations and trade associations
Governments
PR agencies
Independent PR firms
1. Stakeholder
2. PR v Propaganda
3. Where are Jobs 1-5
4. 5 Elements of PR

2. Public-any group whose members have a common interest or common values in
a particular situation. A political party can be a public
Stakeholder-Has a stake or an interest in an organization
For any given organization, then all stakeholder groups are publics-but not all
publics are stakeholders
1. Traditional Publics
2. Stakeholder vs. Public
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3. Stakeholder
4. Psychographic

3. Opinion Leader-Stock holders often turn to successful investment analysts for
advice. Employees may turn to union leaders or trusted supervisors
Decision Makers-people who have the authority to dictate actions and establish
policies for publics

1. Public Relations

2. 5 Elements of PR

3. Opinion Leader decision Maker

4. Stakeholder vs. Public

4. helps establish and maintain mutual lines of communication, understanding,
acceptance and cooperation between and organization and its publics
Reputation management, perception management, image management

1. Public Relations

2. Psychographic

3. Co-Orientation

4. Boundary Spanning

5. separate their organizations from important publics
1e practitioners act for the good of the relationships, knowing that healthy
relationships are vital to their organizations success

1. Public Relations

2. Co-Orientation

3. Boundary Spanning

4. Demographic

5 True/False Questions
1. Stakeholder — When a public has a relationship with your organization, the
public is called a stakeholder, meaning it has a stake in your organization or in an
issue potentially involving your organization

1. True 2. False

2. Co-Orientation — helps establish and maintain mutual lines of communication,
understanding, acceptance and cooperation between and organization and its
publics

Reputation management, perception management, image management

1. True 2. False
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3. Advertising vs. PR vs. Marketing — Advertising=Paid
PR=unpaid
Marketing=Identified Speaker

1. True 2. False

4. R,P,C.E — Dynamic model of the PR process
Research

Planning

Communication

Evaluation

1. True 2. False

5. Domestic & International — Domestic Publics-those within your country
International Publics-those beyond your country’s borders

1. True 2. False

TEST 6
5 Written Questions

Choose the word that matches the definition:

1. It 1s 32 percent higher than trust in business leaders to tell the truth

2. Awareness (informational), attitudinal, motivational (behavioral)

3. The pyramid of influence is now a diamond, with the pyramid of authority on
top and an inverted pyramid of community on the bottom

4. Attempts to measure the practices and preferences of a specified public by
tabulating responses to a standardized series of questions

5. Interactive

5 Matching Questions

Define "public relations"
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What's the difference: PR as a strategic function or
as a tactical function?

What are survey strenghts?

What is the key group to a focus group's success as
a research tool?

What are the 4 PowerPoint Ps?

a | Key phrases: management function, mutually beneficial relationships
PR as a strategic function supports the organization's mission and overall
b strategic plan and is in a "C suite" position. PR as a tactical function does
not take part in formulating strategy and just communicates, is not in a "C
suite" position
- Plan
- Prepare
© - Practice
- Present
Provides an excellent "snapshot" of a situation, good when definitive
d numbers are needed, usually recognized by senior managers as solid
research technique, can disclose source and scope of problem, excellent
way to track trends, can be done quickly using the Internet
e | A strong, well-trained moderator/facilitator

5 Multiple Choice Questions
Choose the word that matches the definition:

1. Treat employees well, exhibit ethical and transparent practices, place customers
ahead of profits while also delivering quality products and services

1. How is an objective defined?

2. Why would you use an executive summary?

3. When should you do evaluative research?

4. According to Edelman, how does business build trust today?

2. - Power
- Patronage
- Persuasion
1. Three ways by which people are motivated to act
2. When should you do evaluative research?
3. What are the 3 types of objectives?
4. What are the 4 PowerPoint Ps?
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3. In PR most of our messages need to be persuasive because we are attempting to
persuade key publics to think, believe or act in some way beneficial to our
organizations

1. What is the diffusion process?

2. What is included in the background section of a PR plan?

3. Why is the hierarchy of belief important to PR practitioners?

4. What is known as the tools of persuasion important to PR practitioners?

4. Segmented publics, escalating social problems, increased reliance on
organizational communicators to establish relationships with publics to mediate
disputes, increased expectation of CSR, public's control over access to information

1. 10 steps in Planning Matrix

2. Five social trends affecting PR

3. What is a focus group?

4. What are the 4 PowerPoint Ps?

5. Props and examples can be used, can gather uniform data across many different
groups and locations, can provide the possibility of learning completely new
information, can be modified as needed during the process, facilitates obtaining
information on "WHY?", can be relatively inexpensive

1. What are focus groups weaknesses?

2. What are survey strengths?

3. What are the 4 PowerPoint Ps?

4. What are focus group strengths?

5 True/False Questions
1. In the new diamond, how do authority and community communicate? — Most
executives will never read a complete plan/proposal

1. True 2. False

2. Besides solving a problem or taking advantage of an opportunity, what else must
a PR plan do? — Support the organization's strategic communication plan

1. True 2. False

3. According to Edelman, do people learn differently from traditional media than
from social media? — No

1. True 2. False
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4. What is included in the background section of a PR plan? — Information about:
- The organization (history, who's who, what's what?

- Its environment

- The product

- Promotions

- Market

- Competition

- Resources

- SWOT

- Public profiles

1. True 2. False

5. What is meant by "selective perception and retention"? — Research done by

others that you use

1. True 2. False
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ENGLISH IRREGULAR VERB CHART

Infinitive Past Simple Past Participle Russian Equivalent

be was/were been OBITh, SIBIATHCS

bear bore born(e) MIePEHOCHTH; MIEPEBO3HTH;
HECTH; JEPXKaThCSA, UMETH;
BbIJICPKUBATh; OMMUPATHCS;

beat beat beaten OUTH, KOJTOTUTH

become became become CTAaHOBUTHCS

begin began begun HAaYWHATh

bend bent bent THYTh

bet bet bet JIepKaTh Napu

bind bound bound BSI34Th; CBSI3BIBATE;
TIPUBSI3HIBATE;

bite bit bitten KycaTh

bleed bled bled KPOBOTOUHUT; O00JIUTHCS;
JlaBaTh COK; pacIUIbIBaThCcs (O
Kpacke, YepHuJax)

blow blew blown JIyTh, BBIJIbIXaTh

break broke broken JIOMaTh, pa30MBaTh, pa3pyliaTh

breed bred bred Pa3BOJIUTH; BOCITUTHIBATE;
o0ydJaTh

bring brought brought IPUHOCHUT, MIPUBO3UTH,
JIOCTABIISATH

broadcast broadcast broadcast BECTH paguonepenavy;
BeIIaTh; MIPOU3BOJIUTH
pazOpoCHOIt ceB

build built built CTPOUTH, COOPYKATh

burn burnt/burned burnt/burned rOpeTh; MOJIYYUTh OXKOT; KEUb;
COKHTaTh;

burst burst burst B3PBIBaTh; JIONATHCS;

buy bought bought MOKYMNAaTh, IPUOOPETATH

can could MOYb, YMETh

catch caught caught JIOBUTH, IOMMATh, CXBATUTh

choose chose chosen BbIOMpATh, U30MPATh

cling clung clung LEIJISATHCS, JIepKaThCs;
MPIINTIATH

come came come TPUXOJIHUTD, TTOJIXOIUTh

cost cost cost CTOUTH, 00XOIUTHCS

creep crept crept TMIOJI3TH;, KPACThCS,

cut cut cut pe3athb, pa3pe3aTh

deal dealt dealt UMETB JIEJI0, pacpelesiTh

dig dug dug KONAaTh, PbITh

do did done JIeJIaTh, BBIIOJIHATH

draw drew drawn pPHCOBAaTh, YEPTUTh

dream dreamt/dreamed | dreamt/dreamed MeYTaTh; IpeMaTh

drink drank drunk MIUTh
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drive drove driven €3IUTh, IIOJIBO3UTH

eat ate eaten €CTb, MOTJIONIATh, TOE/IATh

fall fell fallen nagaTh

feed fed fed KOPMUTH

feel felt felt YyBCTBOBATH, OIIYIIATh

fight fought fought JIpaThCsl, CPaKaThbCsl, BOEBATH

find found found HaxO0JIUTh, OOHAPYKUBATh

fly flew flown JeTaTh

forbid forbade forbidden 3amnpenarh

forget forgot forgotten 3a0b1BaTh O (4EM-11O0)

forgive forgave forgiven IpouiaTh

freeze froze frozen 3aMep3aTh, 3aMUPATh

get got got MOJIy4aTh, 100UpaThCs

give gave given JIaTh, IOJIATh, TAPUTh

g0 went gone UJTH, TBUTATHCS

grind ground ground IIepeEMabIBaTh; TOJIOYB;
pacTupartb

grow grew grown pacTH, BBIpacTaTh

hang hung hung BEIIATh, Pa3BEIINBATh, BUCETh

have had had HMETh, 00JIa1aTh

hear heard heard CJIBIIIATD, YCIIBIIATh

hide hid hidden NpsITaTh, CKPHIBaTh

hit hit hit yaapsTh, IMOpaxaTb yAapsTh,
MOpaxxaTh

hold held held JIepKaTh, yIIepKUBATh,
3aJIepP’)KUBATh

hurt hurt hurt paHUTh, TPUYUHATH  OOJIb,
yIIHOUTH

keep kept kept XpaHUTh, COXPaHSTh,
MOJIJIEP>KUBATh

kneel knelt knelt IIPEKJIOHATH KOJIEHA; CTOATh Ha
KOJICHSIX

know knew known 3HaTh, UMETh NIPEICTABICHUE

lay laid laid KJIACTh, MOJIOXKUTh, IOKPHIBATH

lead led led BECTH 3a coboii,
COIPOBOXKJATh, PYKOBOJIUTh

lean leant/leaned leant/leaned HAKJIOHSTh; OMUPATHCS

learn learnt/learned learnt/learned YYUTb, 3HAKOMHUTHCS

leave left left MOKUJIaTh, YXOJUTbh, Y€3)KaTh,
OCTaBJISIThH

lent lent lent OJaJDKUBaTh, JaBaTh B3aWMBI
(B monr)

let let let MO3BOJISITh, pa3peniarh

lie (in bed) lay lain JIeXKaTh

lie (not to tell | lied lied 0OMaHBIBaTh, JIraTh

the truth)

light lit/lighted lit/lighted 3a)KUTaTh, CBETUTHCH,
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OCBCIIATh

lose lost lost TePsATh, TUIIATHCS, yTPAYUBATH

make made made JIeNaTh, CO3/1aBaTh,
W3rOTaBJIMBATh

may might UMETh BO3MOXXHOCTh; OBITh
BEPOSITHBIM, MOYb

mean meant meant 3HAYWTh, HWMETh B  BHILY,
M0JIpa3yMeBaTh

meet met met BCTpEYaTh, 3HAKOMHUTHCS

mow mowed mown/mowed nmoAcTpurath (ra3oH, TpaRBy),
KOCHTH

pay paid paid TJIaTUTD, OIJIaYMBATh,
pPacCUYUTHIBATHCS

put put put CTaBUTh, NIOMCIIAThH, KJIACTh

read read read YUTATh, IPOYUTATH

ride rode ridden €XaTh BEPXOM, KaTaThbCs

ring rang rung 3BCHETH, 3BOHUTH

rise rose risen BOCXOJIUTh, BCTaBaTh,
MIOJTHUMAThCS

run ran run OeXxaTh, OeraTh

saw sawed sawn/sawed BUJICTh

say said said TOBOPUTb, CKa3aTh,
IPOU3HOCUTH

see saw seen BUJICTD

seek sought sought HCKaTh, Pa3bICKUBATH

sell sold sold poJaBaTh, TOPrOBaTh

send sent sent MOCHLIaTh, OTIIPABJIATH,
OTCHUIATH

set set set YCTaHaBJIUBATh, 3a/1aBaTh,
HA3HAYaTh

sew sewed sewn/sewed IIUTH

shake shook shaken TPSICTH, BCTPSIXUBATh

shall should cienyer; Oyuer

shed shed shed JIUTh; U31y4YaTh

shine shone shone CBETUTD, CUSThH, 03aPSITh

shoot shot shot CTpENATh

show showed shown MOKa3bIBaTh

shrink shrank shrunk CKMMATBCS; COKPAIlaThCs;

shut shut shut 3aKpBIBATh, 3anuparsb,
3aTBOPSITH

sing sang sung NIeTh, HATICBATh

sink sank sunk TOHYTb, HOTPYKaThCs

sit sat sat CHJIETh, CAIUTHCS

sleep slept slept craTh

slide slid slid CKOJIb3HUTh

smell smelt smelt MaxHyTh, OUTYIIATh 3aMax

SOW sowed sown/sowed cesiTh
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speak spoke spoken TOBOPHTH, pasroBapuBaTh,
BBICKa3bIBATHCS

spell spelt/spelled spelt/spelled OKOJIJIOBbIBATh, HANUCATh WJIU
MIPOU3HECTH 10 OyKBaM;

spend spent spent TPaTUTb, pacxojoBarh,
IPOBOJUTH (BpeMs)

spill spilt/spilled spilt/spilled MIPOJINBATh

spit Spat Spat IIPOKAJILIBATE; IPOTHIKATH

spread spread spread pacpoCTPAHSThH

stand stood stood CTOATh

steal stole stolen BOPOBAaTh, KPacTh

stick stuck stuck BTBIKaTh, IPUKJIEUBATh

sting stung stung JKaJINTD, )KE€Yb

stink stank stunk IJI0XO MAXHYTh, BOHSITh

strike struck struck yapsiTh, OUTh, TOPAKATH

swear swore sworn KIISICTBCSI, TPUCSITATh

sweep swept swept MECTH, NOIMETATh, CMaXUBaTh

swell swelled swollen/swelled pasayBaThCsi; HAOyXaTh

swim swam swum TJ1aBaTh, IJIBIThH

swing swung swung KayaThbCsl, BEPTETHCS

take took taken Opathb, XBaTaTh, B3ATh

teach taught taught Y4UTb, 00y4aTh

tear tore torn pBaTh, OTPHIBATH

tell told told paccka3bpIBaTh

think thought thought JyMaTh, MBICJIUT,
Pa3MBIILISATh

throw threw thrown OpocaTb, KHJIaTh, METaTh

understand understood understood IMOHUMATh, IIOCTUTATh

wake woke woken POCKINATHCS, OYIUTh

wear wore worn HOCUTB (OJIEKIY)

weep wept wept IUIAKATh

will would BCIIOMOTaTeJIbHBIN TJ1aroJu
OBITh B Oy/yIlIeM BpeMEHU

win won won 100eTUTh, BRINTPATH

wind wound wound MOBOPAYMBATh; OOEPHYTH;

write wrote written MHCaTh, 3aIIUCHIBATH

"‘

® L Keep in Mind:

All new verbs in English are regular.

1. I photocopied the report.

2. She faxed it to me.

3. They emailed everybody about it.
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4.1 googled my name and got more than 20 000 responses.

There are approximately 180 irregular verbs. You don't need to learn all of
them because some of these are very rare but many others are very useful and you
do need to know them.

What's the easiest way to learn them? Some people think you should learn a
list 'by heart'. Others think you should not learn them at all — you will just
gradually acquire them over time.

One useful method is to note down new irregular verbs as you meet them. It
is useful to write these verbs (or any vocabulary you want to learn) in sentences
and learn those rather than the individual word.

Which is easier to learn?
- stick stuck stuck
- I stuck the photo into my album.
Another technique is to classify the irregular verbs into 4 categories.
1. All forms the same
- set set set
- cost cost cost
2. Similar sound groups
- beat beat beaten
- eat ate eaten
- blow blew blown
- throw threw thrown
- drink drank drunk
- sing sang sung
- speak spoke spoken
- wake woke woken
3. The second and third forms are the same.
- bend bent bent
- sleep slept slept

- spend spent spent
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- bring brought brought
- buy bought bought
- teach taught taught
- have had had
- pay paid paid
- say said said
4. The "unclassifiables"
- come came come
- do did done
- g0 went gone
- show showed show

As you meet new irregular verbs, try to decide in which category they fall.
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Name of persons who pioneered many PR techniques

As a student of public relations, you should understand that the profession
has a history and a heritage. It has been shaped by men and women whose actions
and ideas have made the difference. Following are notes about some of these
figures important to an understanding of the contemporary development of public
relations.

H. S. ADAMS wrote the first magazine article about public relations in 1902 when
American Review published "What Is Publicity?"

SAMUEL ADAMS orchestrated public relations for the Revolutionary War. He
organized the Sons of Liberty, developed the symbol of the liberty tree, staged the
Boston Tea Party, named the Boston Massacre, and developed a propaganda
campaign that lasted for more than 20 years, until the successful conclusion of
American independence from Britain.

JOSEPH VARNEY BAKER left his job as city editor with the Philadelphia
Tribune in 1934 to become public relations consultant with the Pennsylvania
Railroad. He later opened his own agency in New York City, the first African
American to gain national prominence as a public relations practitioner. Varney
also was the first African American to become president of a chapter of the Public
Relations Society of America and the first to become accredited by PRSA.

PHINEAS T. BARNUM was a 19th Century circus promoter and press agent, a
showman in every sense of the word. For many of today's PR professionals, he is
also the first great PR man. He staged curious events and generated sensational
publicity for his circus. His association with public relations lies in his mastery of
promotion and press agentry, out of which has developed the publicity model of
public relations. Barnum's exploits illustrate a fine example of what has become a
fundamental belief in today's public relations: "perception" is the key. "It's not
what they know, it's what they believe," is how the owner of one New York firm
put it recently. Make them believe they are listening to the greatest proposal of all
time, and you will have them signing on the dotted line. Make them believe that
your product will give them exactly what it is they want and they will scamper to
clear out your shelves.
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LEONE BAXTER and her husband CLEM WHITAKER in 1933 founded the
first public relations agency for political campaign management. The agency
handled campaigns for several California governors and for President Eisenhower.
Eventually Ms. Baxter became head of the agency, Whitaker and Baxter
International.

EDWARD BERNAYS was a press agent and public relations consultant to many
clients, including Presidents Woodrow Wilson and Calvin Coolidge, the American
Tobacco Company, General Electric, Alcoa, the American Dental Association,
Dodge Motors, the NAACP, and many others. In 1923 wrote Crystallizing Public
Relations, which provided principles and practices for an emerging profession. At
New York University, he taught the first college course in public relations. A
nephew of Sigmund Freud, Bernays developed public relations as an applied social
science. He applied psychology in public persuasion campaigns. He developed the
concept of public relations as “the engineering of consent” which he called “the
very essence of the democratic process, the freedom to persuade or suggest.”
Along with Ivy Lee, Bernays is considered one of the founding fathers of the
public relations profession. He died in 1995 at the age of 103. Life magazine
named him one of the 100 most influential Americans of the 20th century. His
wife, DORIS FLEISCHMAN, was a public relations pioneer in her own right. She
counseled clients in the arts, business, government, and education. Fleischman
advocated for issues such as women’s pay and the advancement of women in
media careers. In 1925, she became the first married American woman to be issued
a U.S. passport in her maiden name.

HAROLD BURSON emphasized marketing-oriented public relations to build his
agency, Burson-Marsteller, which today is one of the largest public relations
agencies in the world, with offices in 81 countries.

CARL BYOIR, associate chair of the Committee on Public Information, in 1930
founded his own agency, Carl Byoir and Associates. In 1973 CB&A became the
first of several major public relations agencies to become subsidiaries of
advertising firms.

EDWARD CLARKE and BESSIE TYLER established the Southern Publicity
Association, which created a promotional campaign for the Ku Klux Klan,
increasing KKK membership from a few thousand in 1920 to 3 million in 1923.
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JAY COOKE was a banker and financier who directed the first American
fundraising drive when he conceived a plan to sell Union war bonds during the

Civil War. He raised more than $1 billion for the federal government through the
bonds.

GEORGE CREEL headed the Committee on Public Information (AKA the Creel
Committee) during the Wilson administration. The committee mobilized public
opinion to support the U.S. effect in World War One. Creel used public relations
techniques to sell Liberty Bonds, promote food conservation, and build the Red
Cross.

ELMER DAVIS, a former journalist, headed the Office of War Information
during World War Two, coordinating public information from the military and
mobilizing public support for the war effort and undermining enemy morale. He
successfully campaigned against efforts to strip Japanese Americans of their
citizenship, and he opposed the anti-communist investigations of Sen. Joseph

McCarthy.

PENDLETON DUDLEY, a pioneer public relations consultant, opened an agency
on Wall Street in 1909. Dudley emphasized the public information model of public
relations. Today Dudley-Anderson-Yutzy, a subsidiary of Ogilvy & Mather
Advertising, is admired for its introduction of innovative techniques to win public
approval.

DORMAN EATON first used the term "public relations" in 1882 when he
addressed Yale Law School graduates on "The Public Relations and Duties of the
Legal Profession." The attorney used the term to refer to an organization's role in
service the public welfare.

PRESIDENT DWIGHT EISENHOWER established the United States
Information Agency to "tell America's story abroad." He appointed the first woman
press secretary (see Ann Williams Wheaton).

JAMES ELLSWORTH established the public relations program of the American
Telephone and Telegraph Company in the early 1900's, working closely with
THEODORE VAIL AT&T's consumer-minded founder. Ellsworth's activities led
to support by the public for the concept of a private monopoly operating with
government regulation in the public interest.
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HENRY FORD in the first decade of the 1900's was the first major industrialist to
make extensive use of two basic public relations concepts — positioning and
accessibility to the media. Ford's public relations counselor was EARL
NEWSOM, who worked behind-the-scenes in a planning capacity, with Ford
bearing the public persona of his company.

PAUL GARRETT in 1931 became the first person to direct public relations at
General Motors. During his 25 years at GM, he emphasized quality performance,
public interest, and honesty as corporate public relations principles. His
effectiveness inspired other corporations to establish public relations departments.

DENORA ‘DENNY’ GRISWOLD founded Public Relations News, the first
newsletter about public relations. She also operated her own public relations
agency with her husband, GLENN GRISWOLD.

REX HARLOW became the first full-time public relations educator when he
began teaching at Stanford University in 1939. He founded the American Council
on Public Relations and guided its development into the Public Relations Society
of America in 1947.

JOHN W. HILL in 1927 founded Hill and Knowlton, following a 17-year career
as a newspaper reporter, editor, and financial columnist. For 50 years, he guided
the company to become one of the largest public relations agencies in the world. In
2001 the agency had 1,117 employees generating fees of more than $325 million a
year. Hill reflected a two-sided goal for public relations — to provide information in
non-controversial situations, to provide advocacy and persuasion when controversy
exists.

SAMUEL INSULL, president of the Chicago Edison Company, pioneered
consumer relations practices. His company developed the first "bill stuffers" in
1912. It also used news releases and external magazines. Insull was the first person
to make public relations films.

INEZ KAISER is credited as being the first female African American to establish
her own public relations firm with national accounts. She began her agency in
1980.

AMOS KENDALL was a writer and editor from Kentucky who became one of

the most influential assistants of PRESIDENT ANDREW JACKSON. In 1829 he
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became, in effect, the first White House press secretary. Kendall wrote
speeches,editorials, state papers, and news releases. He also conducted opinion
polls and developed the administration's own newspaper.

MOSS KENDRIX was a public relations and marketing consultant who promoted
African American visibility and tried to affect a positive portrayal of blacks in
advertising. Kendrix was the first African American with a major marketing
account, Coca Cola. Other clients included Carnation, Ford Motors, and the
National Education Association.

WALTER LIPPMANN was a newspaper reporter and columnist who wrote the
first book focused on the role of the media and public relations in a democratic
society, Public Opinion, published in 1922. The book is credited with helping
launch the profession of public relations.

PRESIDENT ABRAHAM LINCOLN was a master at strategic communication.
He wisely communicated with Congress and with the people. His Civil War
adversary, meanwhile — JEFFERSON DAVIS, president of the Confederate
States — kept most matters secret, failed to take the public into his confidence, and
made decisions behind closed doors. Since much of the war focused on public
opinion, it is little wonder that Lincoln was more successful than Davis in
marshalling public opinion, demonstrating the value of an informed and energized
citizenry.

IVY LEDBETTER LEE was a journalist and a publicist before he distinguished
himself as the first public relations counselor. Along with Edward Bernays, Lee is
recognized as one of the founding fathers of modern public relations for leading
the transition from press agentry to the public information model. The emergence
of contemporary public relations dates from 1906, when Lee was hired by the
anthracite coal industry to advise it toward settling a strike. He later counseled
railroads and governments. His most famous client was John D. Rockefeller. Lee is
known for his 1906 "Declaration of Principles" which called for honesty with the
press and public. Lee died in 1934 in disgrace, having been investigated by
Congress because his last client was the Nazi-operated German Dye Trust.

JOHN MARSTON defined a four-step management process for public relations
in his 1963 book, The Nature of Public Relations. He inroduced the acronym
RACE (research, action, communication, evaluation).
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GEORGE MICHAELIS founded the Publicity Bureau in Boston in 1900, the
nation's first press agency. He advised clients to pay attention to internal "human
relations." The publicity firm came to national prominence in 1906 when it was
hired by railroads to help them oppose government regulation. The unsuccessful
outcome of the campaign led the railroads to drop the Publicity Bureau and
established their own public relations departments. The bureau went out of
business in 1911.

In his famous essay On Liberty, JOHN STEWART MILL enunciated the
principle that “the sole end for which mankind are warranted, individually or
collectively, in interfering with the liberty of action of any of their number, is self-
protection.” He wrote that we should be “without obstacle from our fellow-
creatures, so long as what we do does not harm them, even though they should
think our conduct foolish, perverse, or wrong.”

ARTHUR W. PAGE in 1927 became the first vice president for public relations
with the American Telephone and Telegraphy Company, AT&T. He insisted that
public relations should be built on performance rather than mere publicity. During
the Second World War, he helped create Radio Free Europe to promote America
and democratic values with broadcasts into the Soviet bloc during the Cold War.

GEORGE PARKER, a Buffalo journalist, directed publicity for GROVER
CLEVELAND in his three presidential campaigns. Parker was handling publicity
for the National Democratic Committee in 1904 when IVY LEE was hired as his
assistant. The two men formed a public relations agency in New York City the
following year, but the agency lasted only four years because Parker held to the
publicity perspective while Lee wanted something more in public relations. Parker
left to become publicity director for the Protestant Episcopal Church and later
returned to political publicity.

JOHN and FRANK PATTERSON, founders of National Cash Register, in the
early 1900's used brochures, newsletters, and fliers in the first direct-mail
campaign.

HENRY ROGERS developed publicity campaigns for Hollywood stars and is

credited with creating the profession of entertainment public relations. His clients
included Rita Hayworth, Joan Crawford, Audrey Hepburn, and Gary Cooper.
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PRESIDENT FRANKLIN ROOSEVELT used several public relations vehicles.
In 1933 he began his series of "fireside chats" to inform and persuade American

citizens. He also expanded the role of the Office of War Information during the
Second World War.

PRESIDENT THEODORE ROOSEVELT was the first president to make
extensive use of the public relations techniques of news conferences and
interviews. He saw the White House as a "bully pulpit" with much potential for
publicity and advocacy.

Almost 40 years ago, University of North Carolina Chapel Hill professors
DONALD SHAW AND MAX MCCOMBS introduced a theory that drastically
changed the field of communications. The agenda-setting theory details how the
media affect public opinion by noting that there is a positive correlation between
how often a particular topic is covered in the media and how important the public
believes that topic to be. According to the theory, the media play an important role
in determining how the public thinks and feels about major events and issues

CHARLES J. SMITH was one of the first persons hired by a corporation to do
what today we call public relations. In 1899 the Mutual Life Insurance company
hired him to write news releases to improve its image.

WILLIAM WOLFF SMITH in 1902 opened the nation's second public relations
agency, a firm in Washington DC specializing in influencing legislators through
publicity. The firm, which lasted only until 1911, also focused on press agentry
with businesses defending themselves against muckraking journalists.

GEORGE WESTINGHOUSE established the first corporate in-house public
relations department in 1889, headed by journalist E. H. HEINRICHS. The
department was charged with promoting Westinghouse's alternating current against
the direct current of Edison General Electric Company.

ANNE WILLIAMS WHEATON was named associate press secretary to
President Dwight Eisenhower in 1957, the first women in such a role. Her
appointment called attention to the growing role of women in public relations.
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Professional Organizations

1929: Religious Public Relations Council (RPRC) established

1935: National School Public Relations Association (NSPRA) established

1936: National Association of Accredited Publicity Directors (NAAPRD)
established (renamed in 1944; merged in 1947 into PRSA)

1938: American Association of Industrial Editors established (merged in 1970 into
IABC)

1939: American Council on Public Relations established (ACPR) (merged in 1947
into PRSA)

1944: NAAPRD renamed National Association of Public Relations Counsel
(NAPRC)

1947: NAPRC and ACPR merge to form Public Relations Society of America
(PRSA); based in New York City

1948: Canadian Public Relations Society (CPRS) / Sociét¢ Canadienne des
Relations Publiques (SCRP) established, based in Ottawa

1953: Agricultural Relations Council established

1955: International Public Relations Association (IPRA) established; based in
London

1956: Council on Public Relations Education established within Association for
Education in Journalism and Mass Communication

1956: Foundation for Public Relations Research and Education established within
PRSA

1960: National Society of Fund Raising Executives (NSFRE) established

1961: American Public Relations Association merged into PRSA

1967: the Public Relations Student Society of America (PRSSA) is the foremost
organization for students interested in public relations and communications

1968: Public Relations Student Society of America (PRSSA) established, with
PRSA affiliation; based in New York City

1969: National Investor Relations Institute (NIRI) established

1970: International Association of Business Communications (IABC) established
with merger of AAIE and International Council of Industrial Editors

1974: Corporate Communicators of Canada merged into IABC

1975: Council for Advancement and Support of Education (CASE) established
1982: Issue Management Council established

1984: Hispanic Public Relations Association established

1987: National Black Public Relations Society established

1997: National Communications Council for Human Services merged into PRSA
2000: RPRC renamed Religion Communicators Council (RCC)
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THE GREEN GLOSSARY: COMMON SUSTAINABILITY TERMS
As the world transforms with the evolution of technology, climate, politics
and economics, there are interconnected practices which positively balance
environmental and social goals for the good of nature, citizens, and businesses.
Leading the way is the green economy, an economic model that prioritizes the
success of human well-being and social equity, while reducing environmental risks
and ecological scarcity.
The importance of green economy is that it encourages economies to
become more sustainable and low-carbon, and ensures that natural assets continue
to provide the resources and environmental services for our continued well-being.

GREEN ECONOMY PRINCIPLES

The most common green economy principles identified from a review of
eight published sets of principles or characteristics:
1. The green economy is a means for achieving sustainable development.
2. The green economy should create decent work and green jobs.
3. The green economy is resource and energy efficient.
4. The green economy respects planetary boundaries or ecological limits or
scarcity.
5. The green economy uses integrated decision making.
6. The green economy measures progress beyond GDP using appropriate
indicators/ metrics.
7. The green economy is equitable, fair and just — between and within countries
and between generations.
8. The green economy protects biodiversity and ecosystems.
9. The green economy delivers poverty reduction, well-being, livelihoods, social
protection and access to essential services.
10. The green economy improves governance and the rule of law. It is inclusive;
democratic; participatory; accountable; transparent; and stable.
11. The green economy internalizes externalities.

UNDESA (2001). A Guidebook to the Green Economy, Issue 2: exploring green economy principles United
Nations Division for Sustainable Development.

A

acidification: natural processes in soils, freshwaters, and oceans in geological time
frames. However, anthropogenic activities on planet Earth have considerably
accelerated acidification by releasing of protons from certain substances into the
ecosystem enhancing natural processes as well as by changing dynamics, balances,
and pathways. This process is primarily caused by fossil fuels and hurts various
ecosystems, such as marine life.

alternative energy: energy created from renewable or otherwise “green” sources.
Some examples of alternative energy are hydroelectric, solar, and wind energy.
Though not renewable, nuclear energy is considered by some as a form of
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alternative energy because little to no carbon emissions are created through this
process.

B

biodegradable: a material that naturally decomposes into the Earth on its own.
Biodegradable materials aren’t necessarily beneficial, some may release methane
into the atmosphere as it decays. If it is beneficial to the Earth, it is considered
compostable.

biofuel: a source of renewable energy derived from biomass that’s considered an
alternative to fossil fuels.

biodiversity: a term used to describe the enormous variety of life on Earth — from
plant and animal species to habitats and ecosystems.

biomass: plant and animal materials (such as waste) that can be used as biofuel.
biomimicry: imitation of natural systems and structures in human creations by
mimicking natural forms and shapes, including natural processes and entire
ecosystems. The concept of a circular economy is an example of biomimicry, in
which the economy mimics nature’s cyclical model of renewal and reuse.
blackwater: a type of contaminated wastewater sourced from toilets, kitchen
sinks, and dishwashers (basically, sewage water). Through water treatments,
however, blackwater can be reused and recycled, reducing water waste and
conserving energy.

BPA - bisphenol A: a chemical that is used to create polycarbonate (PC) plastics.
The latter is found in baby bottles and sippy cups. This type of plastic is not easily
recycled but, beyond that, research says it can seep through into food and drinks,
exposing humans and infants to serious health risks.

brown material: dry, carbon-rich materials that can be composted. Some
examples of brown materials include leaves, dryer lint, and shredded paper bags.
They are necessary in composting for aeration purposes (allowing water and air to
move instead of sitting in a soggy mess).

byproduct: something that is produced as a result of making something else. This
can range from something as innocuous as sawdust from sawing wood to carbon
dioxide from gasoline.

C

cap and trade: a program giving a finite amount of carbon credits to organizations
that frequently pollute. Once the cap is reached, they cannot use any more credits,
preventing the organizations from releasing any more carbon into the atmosphere.
Companies with an excess number of credits can sell their surplus to those that
need it, giving a financial incentive to those that emit less.

carbon credit: units used in a system that allows organizations the right to
produce a certain amount of carbon, and buy or sell those rights. One credit equals
one tonne of carbon dioxide emitted into the atmosphere.
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carbon dioxide - (CQO,): an important heat-trapping gas, or greenhouse gas, that
comes from the extraction and burning of fossil fuels (such as coal, oil, and natural
gas), from wildfires, and from natural processes like volcanic eruptions.

carbon dioxide equivalent - (CO,E): a simple way to describe several greenhouse
gases as one unit, measured as having the same warming potential - carbon
dioxide.

carbon footprint: the amount of carbon released by a person or organization is
known as their carbon footprint. In general, a “footprint” should refer to all
emissions—not just carbon.

carbon neutral: net-zero CO, emissions

carbon offset: equivalent to one tonne of carbon dioxide emitted into the
atmosphere. While carbon offsets can help rebalance the atmosphere, it’s important
to remember they don’t reduce emissions. Additionally, this term is limited to just
carbon dioxide and excludes other dangerous greenhouse gases, like methane.
carbon sinks: anything that naturally absorbs and removes CO, from the
atmosphere. Oceans, plants, and soil are examples of carbon sinks.

carbon tax: a government operation that incentivizes companies to reduce their
greenhouse gas emissions through a tax. Finland, Sweden, and Norway use a
carbon tax system.

circular economy: an economic model that envisions a closed system of continual
resource use. The goal is to reduce waste, reuse or up-cycle what we have, and
recycle those elements that cannot be reused. This redesign of the current operating
system finds its roots (no pun intended) in nature’s cyclical model, where there
exists a continual cycle of renewal and reuse, and where the concept of waste as an
end product doesn’t exist. Indeed, it becomes a valuable resource, as “food” for
something else.

CITES-certified: the Convention on International Trade in Endangered Species of
Wild Fauna and Flora (CITES) was created in the 1970s. It’s an agreement that
ensures international trade between governments does not harm endangered plants.
A CITES-certified ingredient (like the mica found in our Smoothing Eye Cream)
means its usage doesn’t threaten the species survival.

clean energy standard (CES): a percentage of electricity to come from ‘clean’ or
low-emitting sources. CES is used as an incentive for companies and suppliers to
use more green energy and fewer fossil fuels.

climate action: any measurable movement taken by an individual, company, or
organization to reduce their greenhouse gas emissions and control global warming.
climate change or global warming: a shift in Earth’s temperature largely
attributed to human-made greenhouse gas emissions.

climate neutral: net-zero all greenhouse gas emissions, such as nitrous oxide and
methane.

while climate neutrality includes Brands that reach net neutrality by reducing and
offsetting their emissions can apply for certification. Versed is Climate Neutral
Certified.
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climate neutral now pledge: an initiative created by the UN in 2015 to encourage
companies and individuals to reduce their own carbon footprints, as well as fight
back against climate change.

climate positive: exceeding achieving carbon neutrality by removing additional
carbon dioxide from the atmosphere; also referred to as carbon negative.
closed-loop recycling: an indefinite form of recycling where a product’s raw
materials are broken down and used to create a similar product again and again
without creating much waste. Aluminum cans are an example of closed-loop
recycling.

coalition for rainforest nations - (CfRN): an organization that works to reduce
deforestation and preserve these vital ecosystems.

compost: an eco-friendly alternative to simply throwing items like food scraps in
the trash bin, where they would otherwise end up in the landfill. These scraps (both
green and brown material) are added to a bin where they decompose into nutrient-
rich soil and are added back into the Earth.

compostable: a biodegradable material that breaks down naturally, benefitting
Earth’s soil. Compostable items also decay at a much faster pace (typically 90-120
days).

conservation: a philosophy that calls for the protection of natural landscapes,
wildlife, or resources.

corporate environmental responsibility - (CER): the acronym, a company’s
CER takes ownership of the environmental impact its organization has on the
planet.

cradle to cradle: using the end-use product (‘waste’) for the source of a new
product. Instead of manufacturing a product from scratch, all products can be
designed for continuous recovery and re-utilization.

cradle to gate: a term that considers the environmental impact of an item from its
creation to when it reaches a store’s shelf or can be sold.

cradle to grave: the entire life cycle of an item from start to finish. Those that
evaluate their products’ environmental impact from cradle to grave will consider
everything from ingredient sourcing and manufacturing to disposal and
breakdown.

cruelty-free: formulas that haven’t been tested on animals.

D

decent work: productive work in conditions of freedom, equity, security and
human dignity.

decompose: a biological process where organic matter breaks down into more
simple forms. Products that are able to decompose are considered safer for the
environment because they have a shorter lifespan.

deforestation: removal of trees, typically in tropical rainforests. It also destroys
ecosystems and threatens the livelihood of indigenous peoples.

disposables: products designed to be thrown away after a single use or a few uses.
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downstream emissions: a scope 3 emission indirectly related to a customer (as
opposed to upstream, which refers to the supplier). An example of a downstream
emission is a customer tossing a product in the trash, which ends up in the landfill
and releases carbon dioxide into the atmosphere.

E

eco-conscious similar to eco-friendly: a term referring to any person, organization,
object, or company that considers the environment in some capacity.

emissions: a greenhouse gas released into Earth’s atmosphere, damaging the
planet. Emissions fall into three different buckets, referred to as scopes: Scope 1
are direct emissions controlled by an organization (e.g. shipping online orders),
Scope 2 are indirect emissions that are controlled by an organization (e.g. the
electricity used in a warehouse), and Scope 3 are indirect emissions that are not in
control of an organization (e.g. customers tossing empty products in the trash).
Scope 3 emissions are the most difficult to quantify.

end of life: the way how a product or material to be disposed, including
recyclability and decomposition.

energy-efficient: a term describing any product or process that uses as little energy
as possible to reduce emissions and cut back on pollution.

ecosystems: a community of living and non-living species that interact and coexist
within an environment.

endangered species: animal or plant species that are at risk for extinction. As of
2021, there are over 16,000 endangered species.

extinction: dying out of an entire species, for a variety of reasons, with the
inability to return.

F

fairtrade certification: a product certification method carried out by a third-party
organization, setting standards for the production of goods without the economic
exploitation of producers and ensures that producers are paid a living wage.

forest degradation: removing large areas of trees for non-forest use.

Forest Stewardship Council - (FSC): it is in charge of protecting precious
resources from deforestation and degradation, one way being through their
certification. A product that is FSC-certified has been vetted by this council and
ensured that its paper was sourced in an ethically responsible manner by not using
hazardous chemicals, disturbing indigenous cultures, endangering environments
that are considered rare, and more. All Versed paper packaging uses 100% FSC-
certified paper.

fossil fuel: a type of fuel formed from plant and animal fossils (or the remains of
organisms that existed millions of years ago). They are: petroleum, coal, natural
gas, and orimulsion. Having a high carbon content, fossil fuels are thought to be
dangerous when burned, resulting in climate change, ocean acidification, pollution,
and more. Green energy is considered to be an alternative to fossil fuels.
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G

global warming: global warming refers to the increase in Earth’s temperature over
time as a result of increased greenhouse gas emissions.

green and sustainable supply chain management can be defined as the process
of using environmentally friendly inputs and transforming them through change
agents into outputs that can be reclaimed and re-used at the end of their life-cycle
therefore, creating a sustainable supply chain. This process is eco-friendly and
becomes a part of the corporate social responsibility.

greenhouse effect: a cause for global warming, it refers to the sun’s heat
becoming trapped in Earth’s atmosphere due to an increase in gases, like methane.
greenhouse gas (GHG): six major types gases that serve as a trap heat in Earth’s
atmosphere, warming the planet and leading to climate change. They are: water
vapor, carbon dioxide, methane, ozone, nitrous oxide, and chlorofluorocarbons.
green jobs: work in agriculture, industry, services and administration that
contribute to preserving or restoring the quality of the environment.

green material: in composting (not necessarily related to their actual color) wet,
nitrogen-rich scraps that help spur microbial growth, breaking materials down and
creating compost. Examples include banana peels, coffee grinds, grass clippings,
and dead flowers.

green pricing refers to an optional utility service that enables customers of
traditional utilities to support a greater level of utility investment in renewable
energy by paying a premium on their electric bill to cover any above-market costs
of acquiring renewable energy resources.

green procurement refers to acquiring products and services that do not lead to
the deterioration of environment. This is the implementation of environment
friendly practices in carrying out business activities and strikes the right balance
between sustainable procurement and corporate social responsibility.
greenwashing: misleading others when speaking about one’s own environmental
impact. For example, a company that uses vague terms without any scientific
evidence to make it seem more eco-conscious than it actually is. As a consumer, it
can be tricky to avoid falling into a greenwashing trap. Support organizations that
back up their words with verified numbers and facts and question terms that aren’t
regulated, such as green, eco-friendly, and all-natural.

H

HDPE - high-density polyethylene: highly recyclable plastic can typically be
found in milk jugs, laundry detergent, shampoo bottles, and plastic bags.

humus: nutrient-rich nonliving, finely divided organic matter in soil, derived from
microbial decomposition of plant and animal substances.

HVAC: the acronym for heating, ventilation, and air conditioning. HVAC systems
are some of the most energy-intensive systems within the built environment.
Investing in building insulation can reduce the need for large, energy-intensive
HVAC systems.
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landfill: a dump where waste is deposited. They are harmful because they release
greenhouse gases and toxic chemicals into air and water supply.

LDPE - low-density polyethylene: plastic typically used in packaging coating
(like on your coffee cups), container lids, and plastic bags. It is not easily recycled.
leaping bunny: a cruelty-free certification that ensures a product has not been
tested on animals. It also conducts its own audit, requires additional compliance
from a brand’s third-party suppliers, mandates an annual recommitment, and does
not allow products to be sold in any country where animal testing is required. All
Versed products are proudly Leaping Bunny certified.

life cycle analysis (LCA): an analysis of a product’s environmental impact from
cradle to grave. There are typically six stages included: material extraction,
manufacturing, packaging, transportation, use, and end of life.

M

methane - (CHy): odorless, colorless, and highly flammable greenhouse gas.
microplastics: solid plastic particles smaller than Smm long composed of mixtures
of polymers and functional additives. They do not biodegrade. They have been
found in marine, freshwater and terrestrial ecosystems as well as in food and
drinking water. Their continued release contributes to permanent pollution of our
ecosystems and food chains.

N

net-neutral or net-zero: the ideal balance of emissions where all the greenhouse
gases emitted into the atmosphere are negated by the number of GHGs offset.
non-renewable resource: a finite resource that cannot be replenished quickly
enough to keep up with its high consumption rate. Coal, oil, and natural gas are
some examples of non-renewable resources.

(0]

offset: counteracting one act by doing the opposite. In sustainability, offsetting
refers to purchasing carbon credits to offset the number of GHG emissions released
into the atmosphere.

organic: technically, any living thing is considered organic. When it comes to
formulas and ingredients, however, an organic label (like on produce) signifies it
was made without the use of fertilizers and pesticides. Because organic farming
doesn’t use chemicals, it 1s considered to be more sustainable and better for the
planet, saving energy, reducing pollution, and avoiding land erosion.

P

PC - polycarbonate: the most common type of plastic. It is not typically accepted
at recycling programs and often created using BPA, a chemical that can negatively
impact our health.
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PE - polyethylene or polythene: the most common type of plastic used, mostly in
packaging.

PEG - polyethylene glycol: a type of micro plastic derived from petroleum that
can pollute oceans and harm marine life.

PET/PETE - polyethylene terephthalate: a type of polyester used in plastic
packaging. It became popular in the 1970s for being light, inexpensive, and
recyclable. But recycling rates remain low (only 9% of plastic gets recycled) and
PET bottles create 100x more emissions than glass versions.

plastic: a type of synthetic material made from polymers. It is moldable, cheap,
and lightweight but has a detrimental effect on the environment. In fact, it takes
over 450 years for a single plastic bottle to decompose. There are 7 types of
plastics that you’ll see labeled with a resin identification number (that engraving
found within a triangle on the bottom of your plastics).

pollution: any contaminant that infiltrates the environment with the ability to harm
the planet and its inhabitants. There are several types: air, water, land, radioactive,
thermal, light, and sound pollution.

post-consumer recycled (PCR) material: plastic broken down and reused to
make new products, eliminating the waste it’d create if it simply went to
decompose in a landfill. Products that are made with PCR use less virgin plastic
and don’t create much waste. Versed’s product lineup is currently 50% PCR by
weight.

postindustrial recycled (PIR): a product created using waste left behind during
the manufacturing process (also known as post-industrial or pre-consumer waste).
For example, scraps or ‘pinch-off’ left behind from creating a plastic jug can be
saved and used to manufacture something else.

PP - polypropylene: plastic that is typically used in hot food containers, since it is
strongly resistant to heat.

PS - polystyrene: plastic that is used for styrofoam containers. It is almost never
accepted at recycling programs.

PVC - polyvinyl chloride: a type of plastic known to be the most toxic, hazardous
type of plastic. It can be found in cling wrap, binders, and tubing. PVC is rarely
accepted in curbside recycling programs.

R

recyclable: any material that can be broken down into raw materials to create
something new. Recycling reduces waste, conserves energy, and prevents
pollution.

recycling program: collection of recyclable materials from the waste stream,
processing the commodities into new products, and purchasing products containing
recycled materials.

recycled content: anything made with recycled content uses material that was
previously recycled, such as PCR plastic.

reef-safe or reef-friendly: an informal term used to describe any product,
ingredient, or practice that doesn’t harm coral reefs. It’s mostly used to describe
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sunscreen, as chemicals found in many SPF formulas can cause coral bleaching,
leading to this species’ decline in health. Any sunscreen made without oxybenzone
and octinoxate is generally considered reef-safe.

reforestation: replanting trees as a solution to deforestation, which harms our
planet and causes climate change (among other problems).

regenerative agriculture: a form of agriculture that emphasizes the remediation
of depleted soils through organic and non-synthetic processes. It goes beyond
sustainable agriculture by improving ecosystems rather than trying to maintain
them, rejecting pesticides and synthetic fertilizers and seeking to mimic natural
cycles.

renewable resource or a flow resource: renewable resources are naturally able to
replenish before they are depleted. Solar and wind energy are examples of
renewable resources.

resin identification number: the number listed on the bottom of plastic items,
signaling the type of plastic it is made of. #1 (PET/PETE), #2 (HDPE), and #5 (PP)
plastics are accepted at most curbside recycling programs. #3 (PVC), #4 (LDPE),
#6 (PS), and #7 (other) plastics are not always able to be recycled, so always check
your local city’s guidelines before tossing.

S

science-based targets: used when organizations develop goals for reducing their
greenhouse gas emissions. What makes them ‘science-based’, however, is that they
coincide with what science tells us is necessary to make a positive impact on
global warming. The Paris Agreement states global warming should be limited to
below 2°C above pre-industrial levels; a company’s science-based target will
adhere to that number when calculating goals.

single-use: any disposable item that cannot be recycled or reused, such as a cotton
swab. Single-use products create waste and typically end up in a landfill.
Whenever possible, swap single-use items for reusable ones instead.

spend-based method: a way to calculate emissions based on their monetary value
(e.g. emissions per dollar spent). This method multiplies the economic value of a
good or service by the industry average emission factors.

sustainability: according to the United Nations, sustainability means meeting the
needs of the present without compromising the ability of future generations to meet
their own needs. Sustainability is most often used to speak about preserving the
health and longevity of our planet. Sustainability must encompass impacts across
climate, waste, water, air, biodiversity, and social inclusion, says the United
Nations' Department of Economic and Social Affairs. A product or company is not
sustainable unless all aspects of its impact are sustainable.

T
tonne: not to be confused with ‘ton’, a tonne is a metric measurement of weight
often used when speaking about carbon emissions. 1 tonne = 1000kg = 2,204.6 lbs.
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upstream emissions: a type of Scope 3 emissions, upstream refers to anything
related to a supplier (as opposed to downstream, which refers to the user). An
example of an upstream emission is methane being released at a third-party
manufacturer.

\%

veganism: the practice of abstaining from animal-sourced ingredients, including
meat and dairy. Vegan products use less water and emit fewer emissions than non-
vegan products, reducing your footprint by up to 73%. Versed products only use
100% vegan ingredients.

virgin plastic: new, never-before-used plastic. Virgin plastic is essentially the
opposite of PCR (recycled plastic).

versed: prepared by having knowledge or experience of something

W

waste stream: the entire flow or cycle of waste that a person or organization is
responsible for. There are two types: material-related waste streams (such as
plastic) and product-related waste streams (like batteries).

wishcycling: tossing something in the recycling bin hoping it’ll get recycled
without actually knowing whether it can be, thus contaminating the stream of truly
recyclable items. Think before you toss!

Z

zero waste: any act, process, or product that creates zero waste. Like the term
‘greenwashing’, zero waste is one of those concepts to be wary of. Because most
processes produce some waste, including factors you may not think about like
carbon dioxide emissions and water — it’s incredibly difficult to produce zero
waste. Companies and organizations that claim to do so could be overpromising, so
always take a critical eye to the term when you come across it.
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AHTJIO-PYCCKHM CJIOBAPH OBIIIUX TEPMHUHOB I10 BOITPOCAM
“3EJJEHO DKOHOMUKHN”

A

abiotic factors: abuotumyeckue @axTopbl cpeabl (TemriepaTypa, CBET, BO/a,
COJIEHOCTh, KUCIIOPO]I, MArHUTHOE I0JI€ 3€MJIH, [10YBA).

appropriate public transportation:

B

be sure to dispose of all paper and plastic: 00s3aTebHO YTUIIU3UPYUTE BCIO
OyMary u mjiacTUK

broad sustainable investments: 3eeHbIe UHBECTUIIMN OOIIETO TOJIKA

C

carbon disclosure project - (CDP): mpoekT packpbITusi uHGOpPMAIMH O BBIOpOCax
YIJIEKUCIIOrO ra3a

carbon neutral: yriepoaHo-HENTPaIbHbIN

circular economy: 5KOHOMHKA 3aMKHYTOTO IIUKJIA /

combat climate change: npoTuBojelicTBHE U3MEHEHUIO KJIMMaTa; 00pb0a ¢
W3MEHEHHEM KJIMMaTa

corporate social responsibility - (CSR): kopniopatuBHasi counanbHas
OTBETCTBEHHOCTH

D

decoupling: HapyieHHe CBSI3U; pacUEIICHUE, PA3bEAUHEHUE

depletion: ucromenue

desertification: onmycteiHUBaHuE

disrupted ecosystems: pazopBaHHbI¢/ pa3pyIlICHHBIC YKOCUCTEMBI

diversion of flow of rivers: nepedpocka pex

dump: cBanka

dumping toxic industrial waste: cOpacbIBaTh TOKCHYHBIC OTXOIBI
IMPOMBINIJICHHOI'O IIPOMU3BOACTBA

E

ecological scarcity: sxonoruyeckuii repunut

ecosystem and biodiversity protection: 3anura skocructemM u 6ropazHOOOpa3us
effluent: crounnie BOABI

environmental decline: yxyameHnne cocTOsSIHUSI OKPYKarOUIEN CPEAbI
environmental factors: sxoyiornueckue TpedoBaHUs

environmental lending: 3eneHble 3aliMbl

environmental pollution: 3xon0oruueckoe 3arpsi3HEHUE
environmentally-friendly: skonornuecku 6e3onacHblit

equator principles: npuHUKIIBI 3KBaTOpa

exhaust fumes: BpeiHbIE BBIXJIOMbI
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F

fair trade: cnpaBeasuBas/ >TUUHAas TOPrOBIS

food security: mpooBoIbCcTBEHHAsI 6€30MACHOCTD

fossil fuels: rckonmaemoe TOIIMBO; TOPIOYKE MOJE3HBIE UCKOMIAEMBbIE; UICKOTIAEMbIe
BU/IbI TOTLJIUBA

frequency and severity of natural disasters: yactoTra U CEpbre€3HOCTh CTUXUHHBIX
OeacTBUM

G

giant glaciers: ruranTckue JeIHUKA

global financial crisis: MupoBoii/ rmo0GanbHbBIN GUHAHCOBBIN KPU3UC

global impact investing ratings system - (GIIRS): cucrema olieHkr HHBECTULINIM
0 TJI00aTLHOMY BO3/IEUCTBUIO

global reporting initiative: rimo6anpHass ”HUITHATUBA IO OTYETHOCTHU

green bond: 3enenbpie obMranyum

green investing: 3eJeHbIC UHBECTUIIUU

green settlement: «3eneHbIe» MOCEICHUS

greenhouse effect: mapuukoBsIii 3pdexT

gross misallocation of capital: rpy6oe HelleneBoe UCIOB30BaHKE KanuTala

guiding principles for business and human rights: pykoBosiire nNpUHIUIBI
JJ1s1 OM3HECa U IIpaB YeJloBeKa

H

hazardous wastes: omacHbIle OTXO/bI
human activity: nesTeIbHOCTh YeJIOBEKA
human well-being: 6Gi1arononyudne dyenoBeka

I

impact investing: 1ie11€eBo€ COIMaIbHOE UHBECTUPOBAHUE

improving energy efficiency: nossienue sHeprodhHEeKTUBHOCTH

incineration: cxxuranue 0TXo0J10B

install anti-pollution equipment: ycTaHaB/IMBaTh Ha MPEINPUATUIX
IPOTUBO3Arps3HUTEIBLHOE 000PYI0BaHUE

intensive melting of glaciers: NHTEHCUBHOE TastHUE JIETHUKOB

irreversible, with catastrophic consequences: 6e3B03BpaTHO, ¢
KaTaCTPOPUIECKUMU TTOCTIEACTBUSIMU

L

land and water conservation: oxpaHa 3eMeJIb U BOJIHBIX PECYPCOB
landfill: cBanka mycopa

list of endangered species: kpacHasi KHUTa

M
marsh: 6051010
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maximum allowable emissions: mpenensHO TOMTYCTUMBIE BBIOPOCHI

mean daily sample: cpegnecyTounas npooda

Montreal carbon pledge: MoHpeanbCKuii JOTOBOP 110 YIJIEPOIHBIM
00s13aTeNIbCTBAM

N

national reserve: HallMOHAJIBHBIN 3aII0BETHUK

natural capital declaration - (NCD) - nexnapanusi o npupoJHOM KamnuTaie

natural habitat: ecrecTBenHas cpena oOuTaHUS

negligence: XaJJaTHOCTh

noise pollution/ standards: nrymoBoe 3arpsi3HeHHE/HOPMBI ITYMOBOTO
3arpsi3HEHUS

non-point source of pollution: HeTOUYEUHBIN UCTOYHUK 3arPSI3HEHUSA

(0]

oil slick: HedTsHas ruienka (Ha Bojie)

ozone depleting substances - (ODS): 030HOpa3py1Iaronme BemecTsa
ozone hole: o30HO0Bas npIpa

ozone layer disturbance: pa3pyiieHre 030HOBOTO CJI0sI

P

pollutant: 3arps3HsrONIEE BEMIECTBO

portfolio carbon footprint: COBOKYITHBII YIII€POAHBIN CIE] KAXKA0U MO3UIUN B
nopT(OINO MO OTHOUIEHUIO JOJIM KOMIIAHUW B IAHHOM NOPT(HOINO

poverty alleviation: cokpaiienrie MmaciTaboB HUIIETHI, 00pHOa C HUIIETOMN

R

recycling: BTopruyHO€E HCIOIB30BAHNE, PEKYTIEPALIMS, PELUPKYIISILIUSA

reduce the threat: cHuwxarts yrposy

resilience of society: ycToiunBoCTb 00IIIECTBA

resilient economy: ycToiiunBasi 53KOHOMUKA

resource depletion: ucromenue pecypcon

resource-constrained: pecypcoorpaHM4€HHbIN

responsible investment: OTBETCTBEHHOE MUHBECTUPOBAHUE, aHAJIOT TEPMUHA
«yCTOMYMBOE UHBECTUPOBAHUEN

S

self-destroying products: 6uosiornuecku pasiaraeMbie MPOayKThI

sewage system: cucTeMa OYMCTKU CTOYHBIX BOJ

sewage: CTOKH, HEUUCTOTBI

social equity: counanbHas CripaBeINIMBOCTh, COLIMAIBHOE PABEHCTBO

social marginalization: connanbHas MapruHanu3aIus/ U30JIUPOBAHIE

socially responsible investing - (SRI): coliuaibHO OTBETCTBEHHOE
WHBECTUPOBAHHUE
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socio-political dissent: colaIbHO-NIOJIMTUYECKOE PA3HOTIIACHE

solar power plant or photovoltaic power station - colHeYHbIE YHEPIETUUECKHE

YCTaHOBKH

solid waste management: yTuin3amnusi TBEPAbIX OTXO/I0B

sustainability index/ benchmark A: nHaekc ycTOHYMBOCTH

sustainability rating: pediTUHT yCTOMYMBOrO pa3BUTHS

sustainable agriculture: 5KoJIOTHYECKH pallMOHAIBLHOE CEJILCKOE XO35HCTRO,
YCTOHYHMBOE CEIbCKOE XO35IICTBO/ 3eMiIeienie

sustainable development goals - (SDGs): nenu ycToiunBOro pa3BUTHS

sustainable development: ycroliunBoe pa3Butue

sustainable finance: ycroitunBoe ¢puHaHCHpOBaHUE

T
toxic substance: TOKCHUYECKOE BEIIECTBO

U
use of alternative energy sources: HCI0JIb30BaTh AJIbTCPHATUBHBIE NCTOYHUKHU
SHEPIrUun

\%
violent conflict: HacuIBCTBEHHBIN/ )KECTOKUI/ KOH(MIUKT/ MPOTUBOPEUUE

W

wastes: 0TXOIbl

wastewater: cTo4yHas BOJa

water / air pollution: 3arps3HeHue Bo/ibl/ BO3ayxa
water abstraction: Bogo3abop

water quality criteria: kxputepuu KauecTBa BOJIbI
weather patterns: cuHONTHYECKUE SIBJICHUSA
wildlife conservation: oxpaHa >kxMBOIl IPUPOJBI
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FUN & FASCINATING PR FACTS YOU PROBABLY DIDN’T KNOW
As a future entrepreneur/ marketer, you may know how much public

relations can help grow your business. But did you know PR also has a rich,
colorful history full of insightful stories that we can all learn from, even today?
Without further ado, here are some fun and fascinating PR facts:

1) PR goes back to the earliest days of civilization. From communicating through
cave drawings to Egyptian pharaohs’ ‘“sacred carvings” and Greek noblemen
learning rhetoric from sophists, communications management is an age-old
practice. (Source: The Museum of Public Relations);

2) Benjamin Franklin’s Poor Richard’s Almanack is one of the earliest known
examples of content marketing. This annual publication sold thousands of copies
each year, generating incredible demand for the printing and paper business that
Franklin owned. (Source: Content Marketing Institute);

3) Modern PR dates to 1900, when the first public relations agency, “The Publicity
Bureau,” was founded by former Boston journalists. The agency operated for
“some 12 years before it disappeared into the sands of oblivion.” However, PR
continued to grow throughout the early 1900s thanks to popular pioneers such as I.
Lee and E. Bernays. (Source: Journalism & Mass Communication Quarterly);

4) The Great Depression touched every aspect of American life — including the
communications business. Due to the economic downturn, companies primarily
sought to build trust rather than sell products. Most turned to PR over marketing,
with PR even getting top billing on organizational charts! Advertising spending,
meanwhile, plunged by more than 60 percent between 1929-1933 and would not
fully recover until after World War II. (Source: MuckRack; Encyclopedia.com);

5) The first press release was published in October 1906 by I. Lee on behalf of the
Pennsylvania Railroad. After a tragic accident, Lee issued a statement to reporters
rather than concealing the facts, and the first press release was born! The release
secured praise for the railroad’s honesty and was even reprinted in the New York
Times. (Source: Meltwater);

6) The first PR firm owned by a Black woman was opened in 1957,

7) Denora “Denny” Griswald founded the first public relations newsletter in 1944
which is still in operation today as PRNEWS;

8) In 1950s—1970s the growth of large institutions, heightened public awareness

and media sophistication resulted in increasing incidence of societal change,
conflict and confrontation. Posters, buttons, anthems and chants were among the
tools used in the most notable social movements of the 20th century. Massive
protests to end hate, discrimination and war were led with the steady beat of “We
shall overcome,” “Equality now” and “Make love, not war.”;
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https://www.prmuseum.org/pr-timeline
https://contentmarketinginstitute.com/2014/04/lessons-historys-inventive-content-marketers/
https://journals.sagepub.com/doi/abs/10.1177/107769906604300208?journalCode=jmqb
https://muckrack.com/blog/2020/07/28/surprising-facts-about-public-relations
https://www.encyclopedia.com/economics/encyclopedias-almanacs-transcripts-and-maps/advertising-great-depression
https://www.meltwater.com/en/blog/press-release-anatomy-and-history--not-much-has-changed
https://muckrack.com/media-outlet/prnewsonline

9) The New York Times added to the dimensions of storytelling when it
transformed an ordinary cardboard box, when combined with a smartphone, into a
virtual reality device. Created for video-only stories shot in 360 degrees, the device
immerses the viewer into the story. (Source:Virtual Reality and The New York
Times);

10) The 2008 presidential election was the first time social media was used
extensively and effectively to connect politicians and voters. Barack Obama used
Facebook, YouTube, MySpace, Twitter, Digg, BlackPlanet, LinkedIn, AsianAve
and more to gain the youth vote and win the election. Social media’s
unprecedented growth at the start of the 21st century brought profound changes in
human connections. The public relations profession took a leadership role in social
media’s use and development as a two-way communication tool;

11) One surprising thing that clients find surprising about PR is that it is a big
commitment. A successful PR program requires a client to dedicate time in their
schedule to interviews, preparation, and relationship building at a bare minimum.
For many business leaders, that’s asking a lot, but clients that commit tend to see
the highest returns. (Source: https://www.linkedin.com/in/ashley-angello);

12) Social media is almost as common as word of mouth and TV/radio ads for
learning about brands or companies. Social media is becoming one of the most
dominant external communications channels. Currently, 33% of PR professionals
use social media tools daily and 17% use them weekly. About 43% of brands and
nonprofits are more likely to use social media tools daily, compared to 24% of
agencies, 48% use social as their primary external communication channel and
58% anticipate it will become a main channel in the next three years. (Source:
https://sproutsocial.com/insights/public-relations/);

13) There are no direct statistics for Public Relations to measure the success of a
media piece but the intangible benefits are clearly visible in the increase in website
traffic, mentions on social media, number of views, press clips, etc. The lack of an
easy measure should not stop brands from using PR and replacing it with social
media posts because they are not the same. A well-executed PR strategy yields
long-term benefits which will automatically be reflected in the indirect numbers
(Source:  https://teampumpkin.com/blogs/you-cant-miss-these-5-awesome-facts-
about-public-relations/);

14) Are public relations and marketing the same thing? While most people tend to
put the two in the same basket, the main difference is that marketing’s primary
goal is to promote a specific product or service, while a public relations strategy
always aims to maintain a positive reputation of a person, brand, or a service. (The
Muse)

95


http://www.nytimes.com/newsgraphics/2015/nytvr/
http://www.nytimes.com/newsgraphics/2015/nytvr/
https://www.linkedin.com/in/ashley-angello/
https://sproutsocial.com/insights/public-relations/
https://teampumpkin.com/blogs/you-cant-miss-these-5-awesome-facts-about-public-relations/
https://teampumpkin.com/blogs/you-cant-miss-these-5-awesome-facts-about-public-relations/

PR STATISTICS - 2022

% 72% of PR professionals say that politics make their jobs harder. (Sword and
the Script)

¢ The global PR market revenue is expected to reach $129 billion by 2025.
(Statista)

¢ Over 40% of PR experts see the media as unbiased. (Sword and the Script)

¢ US public relations agencies spent $11.51 billion in 2020. (Statista)

% Less than 45% of PR professionals have a crisis communication plan. (Muck
Rack) 72.8% of PR managers are female. In terms of ethnicity, Hispanics or
Latino women account for only 3.1% of that number, 3.1% go to Asian, and
10.7% to Black women. (Muck Rack)

% An average PR annual salary in the US is $51,140. (PayScale)

% The global PR market value is expected to amount to $129 billion by 2025.
(Statista)

¢ 95% of PR specialists say that they present the truth in their work often or
sometimes. (Sword and the Script)

¢ The most popular communication tool among PR professionals is email.

The Most Popular Communication Tools o TRUELIST
Among PR Professionals

100% 82% 81% 62%

Email Video conferencing Direct messaging Phone
(e.g. Zoom, Google Meet, (e.g. Slack,
Skype) Microsoft Teams)
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CTAHJAPTHBIE ®PA3bI, OOPOTHI, KOHCTPYKIIUM J1JIA
PEOEPUPOBAHUA U AHHOTUPOBAHUS CTATbHU

1. HazBanue CTaTbu, aBTOpP, CTUJIb.

The article, ’'m going to give a review of, goes under the heading ..... — CrtaTbs,
KOTOPYIO 5 ceifuac X0uy MpoaHaTH3HUPOBaTh, HA3bIBACTCA ...
The article to be reviewed is taken from... — CraThs, KOTOpPYIO HEOOXOIUMO

MIPOaHaJIN3UPOBATh, B35Ta U3...
The headline of the article is — 3aroioBok cTaTbu. ..

The author of the article is... — ABTOp cTaThu...

It is written by — Ona Hanmcana ...

The article under discussion is ... — CTtaTbs, KOTOPYIO MHE ceiidac X04eTcsi 00CYIUTh,
The title of the given article is ... — 3aroi1oBok JaHHOU CTaThbU

2. Tema. Jlornueckue 4yacTtu.

The topic of the article is... — Tewma cTaTbu

The key issue of the article is... — KiiroueBsIM BOIIPOCOM B CTAaThe ABISIETCS

The article under discussion is devoted to the problem of... - Crarbio, KOTOpYIO MbI
00cyXaeM, ITOCBAIICHA MPoOJIeMe. ..

The author in the article touches upon the problem of... — B crarbe aBTOp 3aTparuBaer
nmpoOuemy....

I’d like to make some remarks concerning... — S Obl XOTen caenaaTh HECKOJIBKO

3aMEYaHuH 10 TIOBOY. ..

I’d like to mention briefly that... - XoTenock 661 KpaTKO OTMETHUTD. ..

I’d like to comment on the problem of... — $ Obl XO0Ten NPOKOMMEHTHPOBATH
npobyemy...

The article under discussion may be divided into several logically connected parts which
are... — CTaTbsg MOXeT OBITh pa3/ielieHa Ha HECKOJIBKO JIOTUYECKH B3aMMOCBS3aHHBIX
4acTeu, TaKuX Kak...

3. KpaTkoe coaepkaHue.
At the beginning of the story the author - B Hauane UCTOpUU aBTOP

describes — omnuckiBaeT introduces — 3HakOMUT/ mentions - YIOMHHAET
depicts - n306paxkaer recalls -BcmomuHaet

touches upon - 3arparuBaet makes a few critical remarks on - gemaeT HECKOJIBKO
explains - oObsacHsET KPUTUYECKUX 3aMEYaHUi O

The story begins (opens) with a (the)

description of — onucanuem the analysis of a summary of — xkpaTkum

statement - 3asiBJIecHUEM anamuzom/  the  characterization of ——

introduction of — mpencraBnennem  xapakrtepuctukoi/ (author’s) opinion of —

the mention of — ynomunanuem MHeHueM aBtopa/ author’s recollections of —
BOCIIOMHHaHHEM aBTopa/ the enumeration of —
nepeyHeM

In conclusion the author
dwells on - ocTanaBiIMBaeTCs Ha exposes - MOKa3bIBaeT
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points out - yKa3pIBaeT Ha TO accuses/blames -o0BuHsIET
generalizes — 000011aeT/ reveals - moka3bIiBaeT gives a summary of -gaet 0630p

4. OTHOUIEHUE aBTOPA K OTJAEAbHBIM MOMEHTAM.

The author gives full coverage to... - ABTOp JaeT NOJHOCTHIO OXBATHIBAET. ..

The author outlines... - ABTOp onuchkIBaeT

The article contains the following facts..../ describes in details... - CtaThsi comepXuT
cieayromue QakThl .... / IOAPOOHO OMUCHIBAECT

The author starts with the statement of the problem and then logically passes over to its
possible solutions. - ABTOp HayMHAeT C TMOCTAHOBKM 3aJlayd, a 3aTEM JIOTHYECKH
NEPEXONT K €€ BO3MOXKHBIM PEIICHUSM.

The author asserts that... - ABTOp yTBepKIaer, 4To ...

The author resorts to ... to underline... - ABTop mpuberaet x ..., 4TOOBI MOAYECPKHYTH ...
Let me give an example... - [To3BosbTE MHE IPUBECTH TIPUMED ...

5. BeIBOT aBTODA.

In conclusion the author says / makes it clear that.../ gives a warning that... - B
3aKJIFOUYEHUE aBTOP TOBOPUT / MPOSICHSIET, UTO ... / 1aeT NpeaynpexaecHue, uTo ...
At the end of the story the author sums it all up by saying ... - B xoHI1e pacckasza aBTop

MIOJIBOJTUT UTOT BCETO ATOTO, TOBOPS ...

The author concludes by saying that../ draws a conclusion that / comes to the conclusion
that - B 3axiroueHue aBTOp TOBOPHT, UTO .. / JIEJNAET BBIBOJI, YTO / MPUXOJUT K BBIBOIY,
4TO

6. Bai BeIBO/L.

Taking into consideration the fact that - [Ipuaumas Bo BHUMaHUe TOT (aKT, 4YTO

The message of the article is that /The main idea of the article is - OcHoBHas umes
cTaThu (IIOCIaHUE aBTOPA)

In addition... / Furthermore... - Kpome Toro

On the one hand..., but on the other hand... - C ogHO¥# CTOPOHHI ..., HO ¢ JAPYTOH
CTOPOHBI

Back to our main topic... - BepHeMcs k Halieil OCHOBHOU TeMe

To come back to what I was saying... - YToObI BEepHYTECS K TOMY, YTO 51 TOBOPHJI

In conclusion I’d like to... - B 3akmouenue st xoTen Obl ...

From my point of view... - C Moeii TOUKH 3peHHUS ...

As far as I am able to judge... - Hackonbko s MOry CyIauTh .

My own attitude to this article is... — Moe J1n4HOE OTHOIIEHHE K

I fully agree with/ I don’t agree with - 5l monHOCTBIO cornaceH ¢/ S He coryiaceH ¢

It is hard to predict the course of events in future, but there is some evidence of the
improvement of this situation. - TpyaHo npencka3atb X0 COOBITUN B OyIyIIeM, HO €CTh
HEKOTOPbIE CBUJCTENHCTBA YITYUIICHHS.

I have found the article dull/ important/ interesting/of great value - Sl Haxoxy cTarbio
CKYYHOMU / Ba)XHOI/ MHTEPECHOI/ UMEIOIIYIO0 O0JBIII0E 3HAUeHUE (IIEHHOCTH)

As to ..., Uro xacaerco ..., Toadd toit, ... B go0aBox, ...
Actually, ... ®aktuyeckw, ... In addition, ... K Tomy xe, ...
Moreover, ... bonee Toro, ... In a word, ... OgHHM CJIOBOM, ...
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Besides, ... Kpome Toro, ... In short, ... Kopoue, ...

So, to sum it up, ... Urak, nogsons utor, In conclusion, ... B 3axmouenue,

It goes without saying that... Camo co0oii pazymeercs, 4To ...

It is important to note that ... BaxxHo oT™METHUTB, YTO ...

It's important to remember that ... Ba)kHO MOMHHUTH, UTO ...

On the one hand, ..., on the other hand, ... C 01HO¥ CTOPOHHI ..., C IPYTOil CTOPOHBI
It's well known that ... H3BecTHO, 4TO ...

So far as we know, ... Hackonbko HaM U3BECTHO, ...

Attention is called to the fact that... Buumanue npuBnekaercs k Tomy (axry, 4To ..
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http://publicrelationsblogger.com/
http://advertising.about.com/od/publicrelationsresources/a/presskitstools.htm
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http://elanasprthoughts.wordpress.com/tag/pr/
http://www.deirdrebreakenridge.com/2009/01/new-pr-vocabulary/
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ten-years-pr.
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Ettps :/l'www.skc-pr.com/blog/12-fun-fascinating-pr-facts-you-probably-didnt-
now
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