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BBEJAEHHUE

B coBpeMeHHBIX YCIOBUSIX Ba)KHBIM HAIlPaBJICHHEM B 00pa30BaTelbHOM IIPO-
necce siBisiercs d3QPEeKTUBHOE MCIONIb30BaHWE MH(POPMAIIMOHHBIX TEXHOJOTUl. Pa3-
paboTKa U BHEAPEHHUE JJIEKTPOHHBIX CPEJCTB B BBICHIMX YYEOHBIX 3aBEJCHUSIX U
pacnpocTpaHeHUE IUCTAHIUOHHON (POpMBI 00ydeHHs OO0ECTeYMBAIOT Kauye€CTBEHHO
HOBBIM YpOBEHb OOYyYEHMS, TOCTPOCHHBIM Ha MPUHIMIIAX MUHTEPAKTUBHOCTU U HH-
(bOpMaIMOHHON OTKPHITOCTH.

AKTYyanbHOCTh CO3JIaHUSI DJIEKTPOHHOTO Y4eOHO-METOJIMYECKOTO KOMILIEKCa
(manee — OYMK) no yueOHON nucuuIuinHE «S3bIK CPEACTB MAacCOBOM KOMMYHHUKa-
UK» OOYCJIOBJICHA €r0 MPUHIIUIHUAIHHBIM OTIWYHUEM OT TPATUITMOHHO TPUMEHSIC-
MBIX MEYATHBIX TUIAKTUYECKUX KOMIUIEKTOB M €ro mpodeccCHOHaNbHON HaIpaBieH-
HOCTBIO.

DNIEeKTPOHHBIM Y4eOHO-METOANMYECKUM KOMIUICKC I10 JUCHUIUIMHE «SI3BIK
CPEJICTB MAaCCOBOM KOMMYHUKAILIMI MPeIHA3HAYEH JIJIsl OpraHu3aluu mnpoiecca o0y-
YEHHUs HA T'yYMAHUTAPHOM (PaKyJbTETE, TOTOBSIIETO CIEIUATUCTOB MO MEXKKYIbTYp-
HOM KOMMYHHKaIMH 1o cnenuaibHocTd 1-23 01 02 «JIuarBuctuueckoe odecrnedeHue
MEXKYJIbTYPHBIX KOMMYHHUKaUui». Janusiii DYMK cooTBeTcTBYeT TpeOOBaHUSIM K
COJICPKaHUIO0 U YPOBHIO MOJATOTOBKH CIEIUAIUCTOB, COPMYITHpPOBaHHBIX B ['ocy-
JapCTBEHHOM 00pa3oBaTelIbHOM CTaHAApTE Uil BBICIIMX YYEOHBIX 3aBEJCHUN U Ha
OCHOBE yueOHoro riana MucturyTa.

Lens co3manus KoMIUIeKca — (GOPMUPOBAHKE Y CTYJIEHTOB CUCTEMbI OPHECHTH-
PYIOIIUX 3HAHUN 00 aKTyaJIbHBIX U JIUCKYCCHOHHBIX BOMPOCAX TEOPUH HOPM COBpE-
MEHHOTO JINTEPATYyPHOTO S3bIKA U MPOOJIeMax uX peann3anuu B s3pike CMU.

B nporecce oOydenus Takxe peanuzyercs npopeccuoHallbHasl 1elb, MPEAo-
Jararoias yMEHHUE MCIOJIb30BaTh 3HAHUS, MOJYYCHHBIE NMPU U3YUYEHUH Kypca «SI3bIK
CPEACTB MAaCCOBOM KOMMYHMKAILIMM», TO €CThb HCIOJIb30BAHUE PAlMOHAIBHBIX MPO-
rpaMM OOIIEHUS MTPU COOIOICHUH MTPABUI PUTOPUKU U BEpOATBLHOTO STUKETA — BJIla-
JETh apTyMEHTHPOBAHHOW MPOIYKTUBHOW pedbio B (popMe MOHOJIOTA, AWAIIOTA WIIH
MOJIUJIOTA B CIICMYIONIUX JKaHpaX: JEKIHUs, AOKiIal, Oecena, «KpyTJbId CTOM, JHC-

Kyccusl, 1e0aThl, UHTEPBBIO.



JlaHHBI KOMIUIEKC pa3pabOoTaH B COOTBETCTBHH ¢ pabodeil mporpaMMmoi o
y4eOHON AUCIUIUIMHE «SI3bIK CPEJICTB MAacCCOBOM KOMMYHHUKAIIUU» JJI CTYJEHTOB
4-5 KypcoB AHEBHOU (hOpMBI OOyUEHHS, C YUETOM peajbHbIX BO3MOXHOCTEH U IO-
TpeOHOCTEN U PaCCYMTAH Ha aKTUBHYIO ayJUTOPHYIO U CaMOCTOSTEIbHYIO BHEAY U~
TOPHYIO padoTy.

OVMK 1o yueOHOI AUCHUIUIMHE «SI3BIK CPEICTB MAacCOBOW KOMMYHHUKALIUK»
COCTOUT U3 TEOPETUYECKOr0 U MPAKTUYECKOr0 Pa3lesoB, pa3jenaa KOHTPOJIS 3HAHUN
Y BCIIOMOTaTEJIbHOIO pa3zeia.

TeopeTnueckuil 1 MpPaKTUYECKUNA PA3AEIIbl COAECPKAT HEOOXOJUMBIE TEOPETHU-
YECKUE CBEJCHHUS, TEKCTOBBIC U IOCIETEKCTOBBIE 3a/1aHUs, a TAKXKE 3aJaHUs U1 ay-
nupoBanus. [IpakThueckue yCTHbIE M NMHUCbMEHHbBIE 3a/laHUs CIIOCOOCTBYIOT pa3BU-
TUIO YMEHHMH J1aBaTh XapaKTEPUCTUKY U aHAJIM3UPOBATh MEAMATEKCT Kak 0a30BYIO
kareroputo sizbika CMU; npuMeHSATh NOJIyYEHHBIE TEOPETUUECKUE CBEACHUS U MPAK-
TUYECKUE HABBIKM B XYPHAIUCTCKOM AEATEIBHOCTH, B YACTHOCTH — IPU CO3JAHUU
COOCTBEHHBIX MEIMATEKCTOB; a TAK)K€ HCIIOJIb30BATh MOJTYYCHHbIC 3HAHUS JUIS 3(-
(eKTUBHOrO 00ecreyeHus: MEeXKYJIbTYPHON KOMMYHHUKALIUU.

Paznen KOHTpOJS 3HAHUN COMEPXKHUT 3aJlaHUS ISl CAMOCTOSITEIIbHOW PabOThI,
CUTYalIMOHHBIE 3a7]a4U 110 TEME, IEPEYEHb BOIIPOCOB K DK3aMEHY.

Bo BciomoratenbHbIi pa3zies BXOAAT yuyeOHas mporpamma Mo JUCLUUILIMHE U

CIIUCKHA OCHOBHOU M JIOTIOJIHUTEIBHOMU JINTEPATYPHL.



1. TEOPETUYECKHM PA3JIEJ

UNIT 1. THE MEDIA AND THEIR AUDIENCES

OUTLINE

l. Defining the Media.

2. Using the Media.

3. The power of Mass Media.

4. Categorization of the Media.

5. Categorizing audiences. Target audience.

1. Defining the Media

1.1 Read the dictionary definitions of ‘medium’ and ‘media’ given below.

medium 1 a way or means of expressing your ideas or means of communicating with
people.

e.g.: I went to secondary school in a country where English is not the medium of in-

struction.

2 a substance or material which is used for a particular purpose or in order to produce
a particular effect.

e.g.: Air is a medium for sound. I think watercolour is an extremely difficult medium
to work with.

media 1 the media are television, radio and newspapers/magazines regarded as a
group. e.g.: The Media entertain or spread news and information to a large number
of people.

The news media are interested only in bad news.

2 is a plural of medium.

In English, a distinction is made between the first and second senses of the term me-
dia by the use of a definite article. People talk about the media when they are refer-
ring to newspapers, magazines, television and radio, but media when they are using
the word as the plural of ‘medium’.

1.2 Make up sentences with the words medium, media, the media.

1.3 Explain what you understand by the terms. Give Russian Equivalents for these
terms: media coverage, media event, media hype.

1.4 Match these definitions with the words given above. Write down them.

a) the amount of time or space given to an event by the media;

b)  an event that the media give a lot of attention to,

c) a lot of attention given to an event by the media, making it much more im-
portant than it really is.

1.5 Say what is the media event of these days (media hype) and its coverage?
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2. Using the Media

2.1 We live in an increasingly media-literate society. We hear and see news through
television, radio, print and online media constantly and ideas and opinions are formed
by them.

The media appeal to different groups of people who use the media in a variety of
ways and who have different characteristics and interests.

The functions of mass com-munication in society could be paralleled by statements
about how the media function at the level of the individual, how the individual uses
mass communication. At the individual level, the functional approach is given the
general name of the uses-and-gratifications model. The various uses and gratifica-
tions are classified into four categories: cognition; diversion; social utility; and
withdrawal.

Cognition

Cognition is the act of coming to know something. When a person uses a mass medi-
um to obtain information about something, then he or she is using the medium in a
cognitive way. At the individual level, there are two different types of cognitive
functions. One has to do with using the media to keep up with information on current
events, while the other has to do with using the media to learn about things in general
or things that relate to a person's general curiosity. It have found that many people
give the following rea-sons for using the media:

— I want to understand what is going on in the world;

— I want to know what political leaders are doing;

— I want to satisfy my curiosity;

— The media make me want to learn more about things;

— The media give me ideas.

Diversion

Another basic need of human beings is for diversion. Diversion can take many forms.
Some of the forms identified by researchers are:

(1) stimulation, or seeking relief from boredom or the routine activities of everyday
life;

(2) relax-ation, or escape from the pressures and problems of day-to-day existence;
(3) emotional release of pent-up emotions and energy. Let us look at each of these
gratifications in more detail.

Stimulation. Seeking emotional or intellectual stimulation seems to be an inherent
motivation in a human being. Psychologists have labeled these activities lucid behav-
iors — play, recreation, and other forms of activity that seem to be performed to main-
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tain a minimum level of intellectual activity. Many people report that they watch,
read, or listen simply to pass the time the media have taken.

Relaxation. When faced with overload, people tend to seek relief. The media are one
source of this relief. Watching channels or reading magazines represents a pleas-ant
diversion from the frustrations of everyday life. Some might relax by listening to se-
rious /cinema classical music. The content is not the defining factor, since virtually
any media material might be used for relaxation by some audience members.
Emotional Release. The use of the media for emotional release is fairly obvious. For
instance, emotional release can take more subtle forms. One of the big attractions of
soap operas, for example, seems to be that many people in the audience are comforted
by seeing that other people have troubles greater than their own. Other people identi-
fy with media heroes and par-ticipate in their triumphs. Such a process evidently ena-
bles these peo-ple to vent some of the frustrations connected with their normal lives.
Emotional release was probably one of the first functions to be attributed to media
content.

Social Utility

Psychologists have also identified a set of social integrative needs, including our need
to strengthen our contact with family, friends, and others in our society. The social
integrative need seems to spring from an individual's need to affiliate with others.
The media function that addresses this need is called social utility, and this usage can
take several forms. First, we talked with a friend about a TV program. Or we Have
discussed a current movie or the latest record you heard on the radio. If so, we are us-
ing the media as conversa-tional currency. The media provide a common ground for
social conversations, and many people use things that they have read, seen, or heard
as topics for dis-cussion when talking with others.

Withdrawal

At times, people use the mass media to create a barrier between themselves and other
people or activities. For example, the media help people avoid certain chores that
should be done.

People also use the media to create a buffer zone between themselves and other peo-
ple. When you are riding a bus or sitting in a public place and do not want to be dis-
turbed, you bury your head in a book, magazine, or newspaper. If we are on an air-
plane, we might insert a pair of earphones in our ears and tune everybody out. Televi-
sion can perform this same function at home by isolating adults from chil-dren or
children from adults .



Content and Context

In closing, we should emphasize that it is not only media content that determines au-
dience usage, but also the social context within which the media exposure occurs. For
example, soap operas, situation comedies, movie magazines all contain material that
audiences can use for escape purposes. People going to a movie, however, might val-
ue the opportunity to socialize more than they value any aspect of the film itself. Here
the social context is the deciding factor.

It is also important to note that the functional approach makes several assumptions:
audiences take an active role in their interaction with various media. That is, the
needs of each individual provide motivation that channels that individ-ual's media
use.

1. The mass media compete with other sources of satisfaction. Relaxation, for exam-
ple, can also be achieved by taking a nap or having a couple of drinks, and social util-
ity needs can be satisfied by joining a club or playing touch football.

2. The uses-and-gratifications approach assumes that people are aware of their own
needs and are able to verbalize them. This approach relies heavily on surveys based
on the actual responses of audience members. Thus, the research technique assumes
that people's responses are valid indicators of their motives.

2.2. The ways of utilizing the media.

Media can be used in almost any discipline to enhance learning, both in class, and al-
so for out-of-class assignments. Short film and television clips, written articles, and
blog postings can be viewed to reinforce concepts and spark discussion. Songs and
music videos, especially when the lyrics are made available, can be used to the same
effect.

Research suggests that people learn abstract, new, and novel concepts more easily
when they are presented in both verbal and visual form (Salomon, 1979). Other em-
pirical research shows that visual media make concepts more accessible to a person
than text media and help with later recall (Cowen, 1984). In Willingham's (2009) re-
search he asks a simple question to make his point, "Why do students remember eve-
rything that's on television and forget what we lecture?" -- because visual media helps
students retain concepts and ideas. Bransford, Browning and Cocking also note the
crucial role that technology plays for creating learning environments that extend the
possibilities of one-way communication media, such as movies, documentaries, tele-
vision shows and music into new areas that require interactive learning like visualiza-
tions and student-created content.



The Advantages of Using Media:

1. Many media sources (feature films, music videos, visualizations, news stories)
have very high production quality capable of showcasing complex ideas in a short
period of time. This helps develop quantitative reasoning.

2. Media offers both cognitive and affective experiences. It can provoke discus-
sion, an assessment of one's values, and an assessment of self if the scenes have
strong emotional content.

3. The use of media sources help connect learners with events that are cultur-
ally relevant. As a result, a positive consequence of utilizing media is that instructors
must keep their materials and examples up-to-date.

4. News stories can be used to connect theories taught in the classroom with
real world events and policies.

The Advantages of Media for Students:

1. Popular media (films, music, YouTube) are a familiar medium to students that
helps gain attention and maintain student interest in the theories and concepts under
discussion. Students can see the theories and concepts in action. In more than a fig-
urative sense, theories and concepts leap from the screen.

2. Students can hone their analytical skills by analyzing media using the theo-
ries and concepts they are studying.

3. The use of media in the classroom enables students to see concepts and new
examples when they are watching television, listening to music, or are at the movies
with friends.

4. Students can experience worlds beyond their own, especially if the media is
sharply different from their local environment.

In addition to numerous advantages, there are also a number of cautions that faculty
should keep in mind in utilizing media. Using media requires a complete understand-
ing of copyright law, an appreciation of the workload involved, and some skill in rec-
ognizing content that will enhance learning, instead of becoming a distraction.

3. The power of Mass Media

3.1. “The main aims of Mass Media are to keep people informed, to educate people
and to entertain them”, say media organizations. But they mainly attempt to persuade
people to share a particular set of values and beliefs. The Media affects people.

Now we need to look at the Media in terms of how media actions, interactions and
reactions affect consumers of the Media. We need to look at how various educational,



business and government actions affect others and how compounding media media
impressions impact. Society as a whole is both a media audience and a media partici-
pant, the roles intersect, overlap and parallel at various times. Mass Media follows
the principles to appeal to the viewers, they select information and give it and they
form public opinion, draw attention to this or that problem, this fact makes them so-
cially important.

3.2. Read the following extracts and approve of or disapprove of them.

Advantages of the media include that it allows information to be dispersed quickly
and that it allows people to learn about cultures other than their own. Disadvantages
of the media include that it can result in the spread of misinformation and the devel-
opment of bad values.

Here are some certified educators’ opinions:

Steph Muller

The first thing to understand about the media is that it is ever-changing. Twenty years
ago, newspapers and radio were the primary sources of news and the best way to dis-
perse information. Nowadays, printed newspapers are just about dead, and everyone
gets the news courtesy of websites and social media.

Advantages of the media include the fact that media provides a way for information
and news to be widely shared. This information ranges from basic stuff like the local
weather and upcoming events to the exposition of injustices. A great example to con-
sider is COVID-19. If there was no media (newspapers, radio, television, websites
and social media), it would have been very difficult to spread the news that we are
fighting a deadly virus, and the death toll would have been higher.

A second advantage of the media is that it exposes us to culture, art, and ways of life
which we would otherwise never have known.

A third advantage is that thanks to advertising, the media provides a platform for
businesses to gain market shares, thereby keeping the economy going.

On the flip side of the coin, there are many disadvantages and dangers to the media,
and these have arguably been exacerbated by recent shifts in media. Twenty years
ago, our news was found in newspapers and was written by trained journalists. Now-
adays, anyone with a keyboard and an opinion can get published on the internet, and
this can lead to hatred and misinformation.

I would argue that many media users behave unethically. Take for example the papa-
razzi who were chasing Princess Diana on the night that she died. They were willing
to put people's lives at risk to get the photograph and make some money. To provide
another royal family example, it seems that Kate Middleton is pregnant every week if
one were to take certain media sources seriously.
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The media gives rise to a need for good judgment and discernment, which are not at-
tributes possessed by everybody.

Michael Koren

There are advantages and disadvantages of the media. One advantage of the media is
that it is able to get information to the public in a quick and timely manner. The me-
dia can warn us of impending bad weather, dangerous situations in a city, a state, or
the country. The media has the resources to expose injustices, corruption, or abuse of
power that an average citizen would never be able to expose. This can lead to positive
change in our country. The media has uncovered events where elected officials have
been using government workers to campaign for them while they are supposedly
working on government business. The media has uncovered scams where people try
to take our money dishonestly. The media keeps us updated on news, weather, and
sporting events. The media can play a very important and helpful role.

The disadvantages of the media include a risk of inaccurate reporting and a loss of
privacy. Sometimes, in a rush to be the first to break a story, the media puts out incor-
rect or inaccurate information. This can be embarrassing, and depending on the in-
formation, it can harm a person’s reputation. In the election of 1948, many newspa-
pers reported that Dewey defeated Truman when in reality it was the other way
around. It is very easy for people to use the media to make false claims or make
claims that are only half true. Political candidates sometimes do this, and we recently
saw a high-profile news reporter do this. It is hard to check everything that is reported
or stated by the media. Additionally, with all the cameras and coverage today, there
really is no privacy. When somebody makes a mistake or inadvertently says some-
thing wrong, it can get blown way out of proportion. The recent Miss Universe error
is an example. The media has both positive and negative aspects associated with it.

Sarah Miles

This is a really loaded and great question! There are many advantages of the media.
Nowadays it is so easy to get the latest breaking news. We are able to stay up to date
on what is happening around the world. All we need to do is turn on our computer or
smartphone and we can instantly have the news. We are able to see what other cul-
tures have to offer. We are able to see how indigenous people are living in their own
communities. The media offers a great outlet for people to learn more about other
people's beliefs and values. It is a great tool for teaching children about other cul-
tures, as well.

On the flip side of all the great things the media offers us, there are many dangers to
be seen with how much media we are exposed to. Too much information can cause
mass panic in some cases. If there is a wide outbreak of some mysterious illness in a
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foreign part of the world, then some people may become panicked that the illness
might come to where they live. The media can also be a bad thing with our children.
Sometimes the media has a way of making kids think that there is only one to look or
believe. Kids are thinking that what they see is the norm and they will do whatever
they can to be like everyone else. Creativity and uniqueness has become something
that is looked upon as bad in the media.

Isabell Schimmel

The major advantage of the modern mass media is that it can provide us with huge
amounts of news and entertainment quite easily. This enriches our lives because it
makes us better informed and it gives us things to do at all times.

There are many possible negatives about the media. Culturally, having a mass media
can push us towards having a single culture. It can destroy regional cultures within a
country and diminish the differences between different nations. Media can also have
a huge impact on the values we have so that, for example, our children might develop
bad values if they are constantly exposed to such values in the media.

4. Categorization of Mass Media

4.1. The Media can be classified according to:

1)  the channel of information transmission. All the Media can be divided into
electronic (television, radio, computer) and print (magazines, newspapers, flyers,
newsletters, scholarly journals and other materials that are physically printed on pa-
per). TV delivers information affecting two channels of people’s perception: visual
and audio. In newspapers the only channel i.e. visual channel is activated. In the
newspaper the text is more important than that one on TV;

Print Media like Newspapers, Journals and Magazines are the basic oldest channels
of communication between one source to another. Print Media are being printed in
every regional language to facilitate the readers, to get information and knowledge in
one's own mother tongue.

2)  the size of the audience it embraces. The Media can embrace with their infor-
mation the international, national and local community;

3)  the quality of information they perform. Tabloids (gutter press) and the qual-
ity newspapers;

4)  the type of information they perform. Hard and soft news;

5)  the frequency of their coming. They are daily, weekly, Sunday, monthly,
weekend editions.

4.2. New Media is any Media - from newspaper articles and blogs to music and pod-
casts — that are delivered digitally. From a website or email to mobile phones and
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streaming apps, any internet-related form of communication can be considered new
media.

New media doesn’t necessarily refer to a specific mode of communication. Some
types of new media, such as an online newspaper, are also “old media” in the form of
a traditional printed newspaper. Other new media are entirely new, such as a podcast
or smartphone app. It becomes even more complicated to define when you consider
that as technology continues to advance, the definition continually changes.

Earning a new media degree can be an excellent way to develop a wide array of skills
to work in media and technology across many industries.

“I think the most important thing to know about new media is that it is always chang-
ing,” Bord said. “Though this does make it a challenging field because professionals
have to be aware of the constant changes in trends and technologies, it also makes it a
very exciting and dynamic field to enter.”

Just a few examples of new media include:

— Websites;

— Blogs;

— Email;

— Social media networks;

— Music and television streaming services;

— Virtual and augmented reality.

Media is a vast industry that encompasses dozens of job roles that leverage skills
ranging from writing and oral communication to coding, graphic design and more.
Some common job roles for someone with a new media degree can include social
media manager, public relations specialist and marketing executive.

By studying and working in new media, professionals in the field can develop strong
and marketable skills that are valuable across a vast range of industries. From writing,
editing and design to marketing and public relations, these skills can help you market
yourself to too many types of employers to list.

As a new media professional, you can bring value to a company or organization be-
cause you will be prepared to apply your technical and soft skills to adapt to the ever-
changing landscape in the field.

5. Categorizing audiences. Target audience

5.1. Media industries categorize audiences so they are easily targeted. These catego-
ries include age, gender and class. Generally audiences are defined through their de-
mographic profile or their psychographic profile.

An audience is categorized according to their class, income, occupation (high mana-
gerial, administrative or professional, supervisory, clerical and junior managerial,
skilled manual workers, semi and unskilled manual workers, state pensioners, casual
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or lowest grade workers, unemployed with state benefits). This is an audience defined
by their values, attitudes and lifestyles; high managerial, administrative or profes-
sional, intermediate managerial, administrative or professional are the wealthiest
and potentially have the highest disposable income.

People in their 50°s plus, retired from a profession, and have a high disposable in-
come with time on their hands. They are often adventurous and like to experiment
and seek enjoyment from their remaining years. They are the fastest growing users of
the internet.

A fashionable marketing term for pre-teens, girls in particular aged between seven
and 11, a group having substantial purchasing power. They are more worldly wise,
fashion conscious and more media-aware than children of this age used to be.
Generation Y. This is a term used to describe social groups born from 1983 -2007.
The main concept behind this group is based around some of the key issues which
have occurred within this timeframe such as development of the internet and Septem-
ber 11th. These issues are seen as affecting the values, attitudes and lifestyles of
members of that group. Generation Y’s key characteristics are a quest for physical
security and safety, patriotism, heightened fears, acceptance of change and being
technically savvy.

5.2. How media products target audiences.

When considering how products attract and reach their target audience methods may
include:

Technical and audio codes: editing, music, headlines etc.

The language and mode of address: this might target a specific audience whilst alien-
ating another, for example, Grand Theft Auto’s game cover might use lexis and tone
specific to an audience of primarily young males who will understand the references
and language as they are the intended audience.

The construction: the way in which a text is constructed, such as the opening se-
quence to a TV drama might use enigmas, multi-stranded narratives and stars associ-
ated with that genre.

Platform: an audience can also be targeted through the ways in which a product is
marketed and distributed. For example, viral, online and social media campaigns for
TV dramas are used to target a younger audience. The positioning of the audience —
this may be through the camera shots and angles, the use of music and other audio
codes, the language and mode of address.

5.3. Target audience

A target audience is the intended audience or readership of a publication, advertise-
ment, or other message catered specifically to said intended audience. A target audi-
ence is the group of people you want to hear, see, and interact with your messaging
with the aim of turning them into loyal customers. Getting your message to the right
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people at the right time in the right way represents the best chance for you to increase
your bottom line. The media industry is highly competitive and all media texts are
created with a target audience in mind.

If there isn’t an audience for a media text then it won’t be successful either in getting
its message across or, if it is a commercial media text, making money for the produc-
ers.

Media producers use audience research and analysis to find out as much as possible
about their target audience and use that research to ensure their production will ap-
peal to them.
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UNIT 2. TELEVISION CULTURE

OUTLINE

1. Television content

2. TV Genres and Types of TV programmes
3. TV interviews and TV debates

1. Television content

Television is a system for transmitting visual images and sound that are reproduced
on screens, chiefly used to broadcast programs for entertainment, information, and
education. The television set has become a commonplace in many households, busi-
nesses, and institutions. It is a major vehicle for advertising. Few inventions have had
as much effect on contemporary American society as television.

Television in the United States differs and compares to television in other countries.
In Afghanistan a few years back, the Taliban created a law that stated that having a
television in your possession was a crime. Women could only watch programming in
their home, while men had the option of viewing out in public like in bars or restau-
rants. With wars taking place, there is only a small percentage of people able to view
TV. Most of the programming is imported from other countries. In their country they
have a version of the United States’ American Idol called the Afghan Star. They
could also vote on their favorite singer using their mobile devices. The talk shows
were drawing a huge audience. Like in the United States, Reality TV, Quiz, and vari-
ous cooking shows are gaining a larger audience creating more ratings. Regardless of
the various media competitions, people watch more TV now than ever. Americans
typically watch TV four and a half hours per day. In Japan, they watch a few more
minutes than Americans.

Social media 1s becoming more and more prevalent in our lives in the twenty-first
century. Not only does social media affect our friends, but it also affects our televi-
sion experience. Social media consists of a variety of websites that allow the user to
create an online profile and interact with other people, places, and things. The most
common two are Facebook and Twitter. People are able to communicate with friends,
get special offers from stores, and interact with television shows through these social
media outlets. Twitter is a microblogging site, restricting posts to 140 characters or
fewer. The limit allows real-time posts to be made using SMS (short message ser-
vice) technology, which is the basis for text messaging on the cell phone and other
mobile devices. Tweets can also be posted online at Twitter.com. In recent years, a
lot of attention has been given to Twitter. People mainly use Twitter for sharing in-
formation and posting what they are doing right then, commenting on some social is-
sue, or telling where they are located at that given time. Using Twitter, television
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shows allow the viewing audience to comment on the shows they are watching. Of-
tentimes, the network will replay the show and show all the previous tweets from that
show. The other social media “giant” that engages millions of users is Facebook. Fa-
cebook was established in 2004 as an internet platform to facilitate interpersonal
communications among college students. Facebook has grown into a mediated envi-
ronment that supports both interpersonal and commercial interaction among individu-
als that may or may not know each other. Facebook will allow you to post a comment
about a show as well. This is why social media is gaining a lot of attention within the
television community. Users of social media often like to multitask. Using social me-
dia allows them to view a show, and at the same time, tweet to their friends about
what happened on the show.

Comments can also be posted on Facebook about what viewers thought about par-
ticular shows that they have watched. Social media is used more today than it was
used in the past. It is estimated that between 66%-96% of consumer goods companies
have adopted social media, including Facebook, to connect with consumers, and have
done so for a variety of reasons, including the capacity to “tell a story” about brand
identity or product development, to provide a transparency about business practices,
to establish connections with consumers. Social media also allows for the consumer
to offer their opinion during and after the purchase process. In mass communication,
social media is sweeping the market, and is also affecting the way we view television.

2. TV Genres and Types of TV programmes
Each medium develops its own ways of telling stories. These different ways of telling

stories encompass the devices of the plot, the technical aspects of the medium, and
the codes and conventions of types of stories. Another way of putting this is that dif-
ferent media allow different possibilities of telling the story and performance and the
relation between the two. Whether as readers (audiences) of texts or as producers of
them, we recognise these combinations and categorise them, in order to advise or
predict what kind of story this is going to be.

These categories of story may be identified as genres (the French word for types or
kinds). On the one hand, genres can be seen as offering an important way of framing
texts that assists comprehension. Genre knowledge orientates competent readers to-
wards appropriate attitudes, assumptions and expectations about a text, which are
useful in making sense of it. On the other hand, genres may be seen ideologically, as
constraining interpretation, as limiting the available meanings of the text. What is a
genre? Texts concerned with the study of television, such as Williams (1990), Tul-
loch (2000) or Creeber (2001), offer genres (or forms, as Williams calls them) of tel-
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evision program, such as news, drama, ‘variety’, sport, advertising, ‘cop series’, soap
opera, documentary, cartoons, situation comedy, children's television and ‘popular
entertainment’.

TV and online series — programmes are still the predominant means of entertainment.

So let’s have a look at the most known types.

1) comedy = a play, movie, etc. of light and humorous character with a happy or
cheerful ending;

2)  cartoon = a film or television show made by photographing a series of draw-
ngs;

3)  music show = a live music performance in front of the audience;

4)  sports show = tv show that gives information about sport events, matches, ath-
letes etc;

5)  quiz show = a television programme in which people answer questions, often
in order to win prizes;

6) documentary = a television programme that shows a story or situation truth-
fully;

7)  reality show = a television programme in which ordinary people are continu-
ously filmed, designed to be entertaining rather than informative;

8) police drama = a story or drama about the investigation of a crime by the po-
lice;

9) the news = a television broadcast which consists of information about recent
events in the country or the world;

10) soap opera = an ongoing drama serial on television, featuring the lives of
many characters and their emotional relationships;

11)  chat show = a television show or programme in which celebrities are invited
to talk informally about various topics.

3. TV interviews and TV debates

A media interview is a discussion involving questions and answers for the purpose
of broadcast. It is distinct from an informational interview,McLean, S. (2005). The
basics of interpersonal communication. Boston, MA: Allyn & Bacon. where you
might be asked questions to learn background on a story, but you will still need to ob-
serve the three hallmark rules of interviews:

1. Anything you say can and often will be used against you;

2. Never say anything you would not feel comfortable hearing quoted out of con-
text on the evening news;

3. Be prepared for the unexpected as well as the expected.
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At first, those rules may sound extreme, but let’s examine them in the context of to-
day’s media realities. In a press interview setting you will be recorded in some fash-
ion, whether audio, video, or handwritten notes on a reporter’s notepad. With all the
probability for errors and misinterpretation, you want your words and gestures to pro-
ject the best possible image to the press. There was a time when news programs
didn’t have to justify themselves with advertising dollars, but today all news is news
entertainment and has to pay its own way. That means your interview will be used to
attract viewers. You also have to consider the possibility that the person interviewing
you is not a trained professional journalist, but rather an aspiring actor or writer who
happened to land a job with the media. From their perspective, your quote in an au-
dio, video, or print content package is dinner. It may also serve the public good, and
inform, or highlight an important cause, but news has a bottom line just like business.
Because of these factors, you need to be proactive in seeing the press interview as
part of the overall spectacle that is media, devoted to revenue. The six-second quote
that is taken from the interview may not represent the tone, range, or even substance
of your comments, but it will have been chosen to grab attention. It will also go viral
if it catches on. Your interviewer may ask you a question that is off-the-wall, inap-
propriate, outside the scope of the interview, or unusual just to catch you off guard
and get that attention-worthy quote. So consider your role in the interview: to provide
information and represent your business or organization with honor and respect. In
sports, business, and press interviews, a good defense is required.

That said, a press interview is a positive opportunity, whether it is planned in advance
or catches you off guard in public. You are the focus of the interview, and many peo-
ple believe that if you are on television, for example, that you have something to say,
that you have special insight, or that you are different from the viewing audience.
That can give you an edge of credibility that can serve your business or company as
you share your knowledge and experience.

Press interviews are often requested at the last minute, and you may not be the first
person this reporter asked for an interview that day. They have a story in mind, and
they are looking for you to be part of that story. If the opportunity to be interviewed
arises on the spur of the moment, you will need to make a quick judgment on whether
to agree or decline. Your decision will rest on a multitude of factors, such as how
much you know about the topic, whether someone else in your organization is better
qualified to answer, whether your employer would appreciate your agreeing to speak
to the media, and so on.
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TASKS

1)  Observe a press interview. How do they take turns? Does the interviewee ever
look nervous? What could he or she have done to improve their performance? Write a
brief suggestion and provide the link to the interview.

2)  Find a sample press interview on a video Web site such as YouTube and eval-
uate it based on the guidelines in this chapter. Was it effective? Why or why not?
Present your findings to the class.

3)  Find at least one example of an interview gone bad. It may involve a misquota-
tion, expressions of frustration or anger, or even an interview cut short. What hap-
pened? Provide a brief summary and provide the link to the interview.

A political interview is a specific type of media interview. It is said to be “one of the
most important ways in which the political debate is conducted” (Hannan 1986). It is
by definition an interview in which the people interviewed are “members of the polit-
ical elite - i.e. political decision makers who hold, or actively seek to hold widely
publicised public offices” (Blum-Kulka 1983: 133). The interviewer usually address-
es the politician in a very respectful way by his or her title or family name whereas
the politicians typically do not address the interviewers at all.

A debate is a formal discussion, for example in a parliament or institution, in which
people express different opinions about a particular subject and then vote on it.
Televised debates are an extremely important election campaign medium for several
reasons. Many voters watch debates; they also learn about debates from news and/or
from discussions with other voters. Furthermore, televised campaign debates are be-
coming more common over time. Every American general election presidential cam-
paign since 1976 has featured at least one debate (the first American general election
debate occurred in 1960, when Nixon and Kennedy squared off). Recent years have
seen dozens of US presidential primary debates (the first presidential primary debate
was broadcast on radio in 1948). Debates for other elected offices—US senate or
congress, governor, and mayor—are becoming more common. Other countries, in-
cluding Australia, Britain, Canada, Germany, Iran, Italy, Poland, South Korea, Spain,
Taiwan, and Ukraine, have also held debates among political leaders in recent years.
Debates are important because they allow voters to directly compare leading candi-
dates, and the face-to-face confrontation of debates can generate a direct clash of ide-
as, helping voters learn more. Although candidates prepare for debates, candidates
usually are not allowed to bring prepared notes to the debate. This can mean that un-
expected questions or comments from an opponent may provoke more candid an-
swers than found in heavily scripted spots or speeches. Debates provide extended ex-
posure to candidates. Debates are longer than most other campaign messages (usually
one to two hours long), and some campaigns feature more than one debate. Finally,
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televised debates have substantial effects on viewers, as elaborated below. It should
be noted that debates usually feature a question and answer format, with candidates
alternating answers to each. Some debates permit candidates to make opening state-
ments and/or closing remarks not prompted by questions. Without question, debates
merit scholarly attention.

Watch these videos and get the idea about tv debates:

I The First Presidential Debate: Hillary Clinton And Donald Trump (Full Debate) |
NBC News
https://www.youtube.com/watch?v=855Am6ovK7s&ab_channel=NBCNews

IT President Trump and former VP Biden face off in first presidential debate —
9/29/2020

https://www.youtube.com/watch?v=Y4HQzel8F U&t=149s&ab_channel=CNBCTel
evision
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UNIT 3. NEWS BROADCASTING

OUTLINE
1. TV News
2. Criteria for news selection

3. TV News hosts

1. TV News

News broadcasting is the medium of broadcasting of various news events and other
information via television, radio, or internet in the field of broadcast journalism. The
content 1s usually either produced locally in a radio studio or television studio news-
room , or by a broadcast network. It may also include additional material such as
sports coverage, weather forecasts, traffic reports, commentary, and other material
that the broadcaster feels is relevant to their audience.

Television news refers to disseminating current events via the medium of television.
A "news bulletin" or a "newscast" are television programs lasting from seconds to
hours that provide updates on international, national, regional, and/or local news
events.

There are numerous providers of broadcast news content such as BBC News, NBC
News, CNN, Fox News Channel, CNA, and Al Jazeera, as well as numerous pro-
grams that regularly provide this content such as NBC Nightly News. In addition to
general news outlets, there are specialized news outlets, for example about sports
ESPNews, Fox Sports News, and Eurosport News, as well as finances, including
CNBC, Bloomberg Television, and Fox Business Network.

Television news is very visually-based, showing video footage of many of the events
that are reported; still photography is also used in reporting news stories, although not
as much in recent years as in the early days of broadcast television. Television chan-
nels may provide news bulletins as part of a regularly scheduled news program. Less
often, television shows may be interrupted or replaced by breaking news reports
("news flashes") to provide news updates on events of great importance.

Newscasts, also known as bulletins or news program(me)s, differ in content, tone,
and presentation style depending on the format of the channel/station on which they
appear, and their timeslot. In most parts of the world, national television networks
will have bulletins featuring national and international news. The top-rated shows
will often air in the evening during "prime-time", but there are also morning news-
casts of two to three hours in length. Rolling news channels broadcast news content
24 hours a day. The advent of the internet has allowed the regular 24-hour-a-day
presentation of many video and audio news reports, which are updated when addi-
tional information becomes available; many television broadcasters provide content
originally provided on-air as well as exclusive or supplementary news content on
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their websites. Local news may be presented by standalone local television stations,
stations affiliated with national networks or by local studios which "opt-out" of na-
tional network programming at specified points. Different news programming may be
aimed at different audiences, depending on age, socio-economic group, or those from
particular sections of society. "Magazine-style" television shows (or newsmagazines)
may mix news coverage with topical lifestyle issues, debates, or entertainment con-
tent. Public affairs programmes provide analysis of and interviews about political, so-
cial, and economic issues.

News programs feature one or two (sometimes, three) anchors (or presenters, the ter-
minology varies around the world) segueing into news stories filed by a reporter or
correspondent by describing the story to be shown; however, some stories within the
broadcast are read by the presenter themselves; in the former case, the anchor "toss-
es" to the reporter to introduce the featured story; likewise, the reporter "tosses" back
to the anchor once the taped report has concluded and the reporter provides additional
information. Often in situations necessitating long-form reporting on a story (usually
during breaking news situations), the reporter is interviewed by the anchor, known as
a 'two-way', or a guest involved in or offering analysis on the story is interviewed by
a reporter or anchor. There may also be breaking news stories which will present live
rolling coverage.

Television news organizations employ several anchors and reporters to provide re-
ports. They may also employ specialty reporters that focus on reporting certain types
of news content (such as traffic or entertainment), meteorologists or weather anchors
(the latter term often refers to weather presenters that do not have degrees in meteor-
ology earned at an educational institution ) who provide weather forecasts — more
common in local news and on network morning programs — and sports presenters.
Live coverage will be broadcast from a relevant location and sent back to the news-
room via fixed cable links, or via online streaming. Roles associated with television
news include a technical director, a television crew of operators running character
graphics (CG),teleprompters, and professional video cameras. Most news shows are
broadcast live.

As it has been mentioned above newscasts are traditionally broken into familiar
blocks that include lead stories, other news, sports, weather and a kicker.

Lead news stories are the most important stories that occurred during the day and,
even in local newscasts, are often national stories. Lead stories can also consist of
breaking news that develops during the news broadcast or that began just before the
broadcast went on the air. Some newscasts will actually go live to a reporter who has
arrived on the scene of the breaking story, giving viewers up-to-the-minute infor-
mation on what's happening. According to Meredith Miller, a news producer for an
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ABC affiliate in Arkansas, live team coverage and news anchor movement during a
breaking lead story can help to engage viewers. Some newscasts only feature one lead
story, while others open the newscast by announcing two or three lead stories.

At the conclusion of the lead story block, many newscasts will move on to other less
urgent news. The "other news" segment, also known as the "B block," often covers
local crimes, arrests, updates on old stories, government activities and lifestyle and
health stories. This block takes up the bulk of most newscasts and is designed to pro-
vide a comprehensive overview of news and stories news producers feel are im-
portant and informative to the average viewer.

The weather block of a newscast provides detailed information on the day's weather,
five-day forecast, possible storms and weather disturbances that may strike a particu-
lar area. Many weather forecasters use digital, colored maps with graphics that dis-
play weather patterns, cloud formations and areas of heavy rainfall. The weather
block may also become the lead story in the event of a tropical storm, hurricane, bliz-
zard, heavy rainfall or heat wave that causes disruptions to power, traffic accidents
and displaced homeowners.

The sports block of a newscast covers all the day's sporting events, provides scores
and shows highlights of played games. Many sports newscasts also include inter-
views with athletes and sports personalities and often have live coverage of sporting
events taking place in the community. Before the advent of national cable sports net-
works like ESPN, the sports segment was one of the most popular blocks of a news-
cast; but increasingly, many local stations are cutting back on this block. According
to Timothy Franklin, director of the National Sports Journalism Center at Indiana
University, sports is the least-viewed part of a newscast, and news directors are elim-
inating many of their well-paid sports anchor positions.

The kicker is the last segment of a newscast and often features a bizarre or humorous
story intended to end the news on a lighter note. Television news producers also use
kickers to humanize their anchors and make them more relatable to the viewing audi-
ence. Kickers are designed to make the audience leave a newscast feeling good about
what they've just seen as opposed to lingering on the hard news from earlier in the
program.

https://ourpastimes.com/typical-characteristics-of-a-horror-movie-12560216.html

https://en.wikipedia.org/wiki/News_broadcasting
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2. Criteria for news selection

For an event to be deemed newsworthy it should be recent, concern elite people, be
negative and be surprising.

Recency demands that a newsworthy event should have occurred within the last
twenty-four hours and during that time things should have happened that can be seen
as an origin and as a point of achievement or closure.

An event should concern elite persons. This means that the people in the news will
all be familiar, if not individually then at least in their social roles. Certain political,
official, sporting and entertainment people will be familiar in their own right. In other
cases, the roles will be familiar even if the individuals filling them may vary — the
trade unionist, the disaster survivor, the minority spokesperson, the victim. The so-
cially powerful tend to be familiar to us as individuals, the powerless or the voices of
opposition are familiar mainly as social roles, which are filled by a variety of forget-
table individuals. News occurs in the public sphere which is where elite people circu-
late rather than the domestic. The domestic appears only when it is the site of extreme
or violent crime and can thus be constructed as a matter of public law and order. The
public sphere is one that our society deems to be masculine (having qualities regarded
as characteristic of men and boys such as strength, boldness, leadership, individual-
ism) and is thus populated largely by men. News is largely about “the masculine” and
aimed at a male audience.

Negative news disrupts the normal. Conflict is as important in making a good news
story as it is in making a good fiction.

News surprisingness goes together with the belief in the objectivity of the news.

3. TV News hosts

A TV News anchor is a person who presents televised local, national, and world news
to the public. They may work along with a co-anchor as representatives of the station
both on-air and in the community. Their roles are important because they are what
turn a day's variety of news stories into a cohesive TV program. Most TV news an-
chors work full time and may be required to work nights and weekends to lead news
programs or provide commentary. TV news anchors work in offices, conference
rooms, and newsrooms either helping to develop daily programs or presenting them
on-air to viewers.

This career generally requires the ability to do the following work:

1. Present the news to viewers in a professional, calm, and friendly manner;
2. Ensure their appearance properly represents the face of the network;
3. Participate in helping to formulate news stories by pitching ideas and providing

feedback on content;
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4. Quality check each story to ensure grammatical correctness, accuracy, and
clarity;

5. Attend meetings in preparation for each day's newscast and help producers
form the structure of each program;

6. Participate in researching and writing news stories.

A newsroom meeting is usually held when the anchors arrive so that they can be
briefed on the day's news. Because the news cycle is typically 24 hours, anchors walk
in while stories are in the process of being completed. This meeting informs the an-
chors which story will lead the newscast and which ones are still being investigated
and allows the anchors to pitch their own ideas and help the newscast producers de-
velop the structure of the program.

Many anchors will take the time to edit their own copy. That can be as simple as
changing some wording so that a script will sound natural when they read it on the
air. Others have formal titles such as managing editor, which means they also ap-
prove the reporters' scripts for grammar, clarity, accuracy, and fairness. The best an-
chors are involved in the writing of the news and aren't simply news readers.

The hour before a newscast is the most intense period for a TV news anchor. That's
the time late-breaking stories come in, revisions are made to scripts, and the anchor
prepares mentally to deliver the news. That preparation ensures that an anchor will be
confident and relaxed when the cameras are turned on.

TV news anchors require the following skills to perform their job successfully:

Communication skills: A primary skill for this position is the ability to communicate
clearly both in writing, editing, and quality-checking news pieces, as well as speaking
to a TV audience, newsroom staff, and others.

Interpersonal skills: TV news anchors need to work well with co-anchors, other
newsroom staff, as well as news sources, to help develop daily programs. Because a
TV news anchor is the face of a station or network, there's also an understood re-
quirement for community involvement. This means anchors will spend time volun-
teering, joining civic or charity groups, and speaking to students.

Stamina: This job requires the ability to work in a fast-paced, stressful environment,
where news programs must be ready to air on time. The TV news anchor also needs
to adapt to sudden on-air program changes such as delivering late-breaking news
without a prepared script.

Problem-solving skills: Some TV news anchor skills can't be taught in a classroom.
One is the ability to ad-lib without a script, similar to what a stage actor might do
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during a play. A TV news anchor has to be able to keep talking if a piece of equip-
ment breaks down during a live newscast, or to ask a question of a reporter at the end
of a story.

https://www.thebalancecareers.com/tv-news-anchor-career-profile-and-job-
description-2315478

27



UNIT 4. EDUCATIONAL TELEVISION

OUTLINE
1. What do TV shows teach your preschooler?
2. The good things about television.

3. Are TV shows effective teachers?

1. What do TV shows teach your preschooler?

Most parents carefully select what television programs and movies their children can
watch. But a study in the latest Journal of Applied Developmental Psychology found
that even educational shows could come with an added lesson that influences a child's
behavior. Douglas Gentile, a professor of psychology at lowa State University, was
part of the research team.

"Children who spent more time watching educational programs increased their rela-
tional aggression toward other children over initial levels," Gentile said. "This study
shows that children can learn more than one lesson out of a given program. They can
learn the educational lesson that was intended, but they're also learning other things
along the way".

This unintended impact has to do with the portrayal of conflict in the media and how
preschool-age children comprehend that conflict. Gentile said TV and movie produc-
ers often incorporate an element of bad behavior in order to teach children a lesson at
the end of the program. This type of conflict is also found in children's literature.
However, since children between the ages of 2 and 5 do not typically understand the
plot of shows, Gentile said they do not know how the beginning of a story relates to
the end.

"Even though educational shows like Arthur have pro-education and pro-social goals,
conflict between characters is often depicted with characters being unkind to each
other or using relational aggressive tactics with each other," Gentile said. "Preschool
children really don't get the moral of the story because that requires that they under-
stand how all the parts of the show fit together. You need pretty complicated cogni-
tive skills and memory skills to be able to do that, which are still developing in young
children."

For the study, researchers observed how the children interacted with others in the
classroom and on the playground at daycare centers. They also relied on behavior re-
ports from teachers and parents. They found that children exposed to educational
programs were more aggressive in their interactions.
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Researchers observed each child for approximately 2.5 hours throughout the study.
They note that the aggression they witnessed was generally not physical. Jamie
Ostrov, a professor of psychology at the University of Buffalo in New York and an-
other member of the research team, said the behaviors often mirrored those incorpo-
rated in children's programming.

"The most common relationally aggressive behaviors were children saying, 'l won't
be your friend anymore unless you do what I say,' or 'You can't come to my birthday
party' as well as socially excluding a peer from play," Ostrov said. "From our view-
ing, this type of relational aggression is much more common in young children's pro-
gramming than physically aggressive behavior."

Lessons for parents

Researchers caution parents against completely pulling the plug on TV and movies
for their children. Gentile said there is a benefit to educational programming, but it
could also teach undesirable behaviors. Parents may already limit the content and the
amount of media their children consume, but he said parents can be more involved
when their children are in front of the TV.

"Parents can watch with their kids and help them to understand the plot. Parents can
comment along the way and then explain the message at the end. They explain how
the insulting behavior or the ignoring behavior was not appropriate. This will help
children interpret and get the message and help them learn to watch it for those mes-
sages," Gentile said.

Researchers asked parents about the specific media their children were exposed to
during the study. Ostrov said most programs were educational or informational in na-
ture with an emphasis on social and emotional issues. Programs such as "Arthur," as
well as "Curious George" and "Reading Rainbow," were among those most often
mentioned by parents. Gentile said to more fully understand the issues presented in
these programs there needs to be more analysis of the content.

https://www.sciencedaily.com/releases/2013/02/130219102118.htm

2. The good things about television

Television is an inescapable part of modern culture. We depend on TV for entertain-
ment, news, education, culture,weather, sports - and even music, since the advent of
music videos.

Instead of two or three stations we now have hundreds, with shows for every taste
and interest. As well, we increasingly get our TV through digital devices — comput-
ers, phones, tablets — sometimes watching on more than one screen at once. Watching

29



television has become a more solitary activity and less shared time means that adults
are less able to monitor what their kids are watching.

With more and more ways of viewing TV available we now have access to a pletho-
ra of both good quality and inappropriate TV content. In this crowded television
environment, the key is to provide young children with a guided viewing experience
and to model and teach them the critical thinking skills they need to be active, en-
gaged viewers.

Television offers lots of benefits to kids:

— TV enables young people to share cultural experiences with others;

— TV can act as a catalyst to get kids reading — following up on TV programs by get-
ting books on the same subjects or reading authors whose work was adapted for the
programs;

— Television can teach kids important values and life lessons;

— Educational programming can develop young children’s socialization and learning
skills;

— News, current events and historical programming can help make young people
more aware of other cultures and people;

— Documentaries can help develop critical thinking about society and the world;

— TV can help introduce youth to classic Hollywood films and foreign movies that
they might not otherwise see;

— Cultural programming can open up the world of music and art for young people.
How to choose good TV.

How can we select viewing that is good for children? One approach is to ask the fol-
lowing questions:

— Does the program encourage children to ask questions, to use their imagina-
tions, or to be active or creative?

Television watching doesn’t have to be passive. It can prompt questions, Kindle cu-
riosity, or teach activities to pursue when the set is off;

— How does this program represent gender and diversity?

Young children believe that television reflects the real world. To not see people like
themselves—in race, ethnicity, or physical ability, for example—may diminish their
self-worth, and not seeing people different from themselves may lead to a distorted
view of the world as well. Beyond the simple presence or absence of diversity, it’s
important to look at zow different people are portrayed;

— How commercialized is this program?

Some children’s programs are designed to act as extended commercials for related
merchandise. While this is often true from the outset, in other cases the merchandis-
ing may not appear until the show is successful — which can lead to a situation where
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the marketing becomes more important than the program itself, and hurts the quality
of the show;

— What are the common themes and topics in this program?

Watch a few episodes of the program to see the common themes and storylines. What
characteristics are shown in a positive or negative light? Which behaviours and activ-
ities are rewarded, and which are punished? What does the show suggest is important,
valued or desirable?

— What emotional effect will this program have on children?

Consider that children will often have different emotional reactions than adults.
Things which we consider to be normal elements of drama, such as conflict between
characters or putting characters in jeopardy, can be distressing for very small
children. Also, all children are different: don’t assume that a child will be able to
handle content because you watched it at their age or because siblings or classmates
have watched it without incident.

3. Are TV shows effective teachers?

It seems like the perfect innovation: a device that provides entertaining, interactive
education to your child 24/7 free of cost (with the exception of the monthly cable bill,
of course), allowing you to safely plant them in front of the screen while you work or
savor your free time. While early TV was often regarded as mindless entertainment,
this would change as a new dimension of children’s media emerged in 1969. With the
creation of the instant hit Sesame Street came a flood of innovative new shows for
children that not only sought to entertain, but also to educate. While productive in
theory, many parents debate whether or not this “hands-free” approach to learning is
actually helping their children to grasp preschool concepts, or if it’s simply neglect-
ful. Does educational television actually help children learn, or is it too good to be
true?

The first benefit of educational television comes in the form of accessibility. A child
coming from a financially-strained family may not be able to attend preschool, but
can easily turn on the TV to have access to similar knowledge they’d be expected to
learn in preschool. This is, of course, where educational programming has an ad-
vantage: it’s accessible and reliable, providing an otherwise uneducated child with
the information they’ll need in a fun and interactive way.

Another major benefit deals with how vast and widespread television is. Naturally,
education on certain topics differs between locations; a preschooler from San Fran-
cisco is going to learn about different societal issues and norms.

Racial diversity isn’t the only area where Sesame Street has proven to be a positive
influence— also featured is a segment about breastfeeding, a cast member with Down
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Syndrome, a Muppet whose father is incarcerated, a song empowering natural hair,
and even an episode that tackles the sensitive topic of death. Introducing these topics
gives parents a great opportunity to discuss them with their child, giving the topics a
preface and reason to be discussed. Though reading, writing and math are integral
parts of education, it’s imperative that children learn about the world around them
and the people within it.

Though it’s clear that TV offers an accessible education with different perspectives
than a preschool classroom, what are the shortcomings of educational TV? Unlike a
teacher, who can stop, repeat and answer questions, the TV can only go forward, at a
pace which may not be ideal for all children. The child cannot ask questions on puz-
zling topics, which can lead them to either not grasp—or worse—misunderstand a
lesson. The child cannot learn from experiences from the TV like they can at a pre-
school, where many lessons and ideas are conveyed through the senses. Another ma-
jor issue boils down to the unhealthy nature of watching TV; when a child learns in a
school environment, play and physical activity are encouraged, while excessive TV
watching can cause a child to become lethargic.

So, now that we know the pros and cons of educational TV, what can we take from
this? Educational TV 1s most effective when used as a supplement, rather than the
primary source, of education. These shows can spark a conversation between a parent
and child and provide an opportunity to teach them with a hands-on approach. This
approach is supported by the creators of Sesame Street, who decided to air their epi-
sode about death on Thanksgiving, when children would be surrounded by adults. In
the end, it’s important that we realize the importance of discussing things with our
children and guiding them through the world of education by hand, rather than by
screen.
https://www.northerniowan.com/11309/opinion/are-tv-shows-effective-teachers/
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UNIT S. ENTERTAINMENT JOURNALISM

OUTLINE

l. Entertainment journalism vs news journalism
2. Entertainment is a human need

3. The rise of TV quiz shows in America

1. Entertainment journalism vs news journalism
Read the information below and single out the difference between two kinds of jour-

nalism.

Entertainment journalism is any form of journalism that focuses on popular culture
and the entertainment business and its products. Like fashion journalism, entertain-
ment journalism covers industry-specific news while targeting general audiences be-
yond those working in the industry itself. Common forms include lifestyle, television
and film, theater music, video game, and celebrity coverage.

As you have found out before, news journalism deals with information of current
events or reports of events that have previously occurred. The main purpose of this
type of journalism is to inform. Entertainment journalism deals with information
about the entertainment industry such as films, television shows, events, music, fash-
ion and video games among others. The main purpose of this type of journalism is to
entertain.In this area of journalism, however, it is not just about the pure reproduction
of facts, as the Central European journalist Norman Schenz sums it up: "We no long-
er just write about an event, we tell stories".

Journalists can skew facts in a particular matter that cause their story to come across
as entertainment. This action can have a profound effect on the consumer, making the
authenticity of the report questionable. Cases of this problem can occur in news arti-
cles, magazines, and documentaries.

2. Entertainment is a human need

Answer the question after reading: Do you support this point of view?

Entertainment is important as it brings people together and is a good way for the en-
tire family to bond. It diverts people’s attention from their demanding lives and
amuses them in their leisure time. Among the cognitive benefits of entertainment me-
dia are the maintenance or improvement of problem solving and enhanced perceptual

skills. Music, in addition to its mood management function, also affects brain devel-
opment, language, and cognitive development. One undeniable feature of play is fun.

Moreover, it provides employment. The entertainment industry is one of the largest
employers. From the street magician to the galaxy of stars we see on TV, they are all
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earning a living because of entertainment. It also plays a great role in fostering the
economy in that a lot of tax is collected from the industry.

What forms of entertainment do you know? Movies. Movies are the easiest and most
common form of entertainment that most people in the world consume. 7V Shows.
Just like movies, television is another type of entertainment that is easily available
and comes in a wide array of choices. Books. Video Games. Sporting Events. Comedy
Clubs. Circus.

Talk shows, as one of the most traditional and simple radio and TV formats, continue
to be popular, not only because of their very simple formula, but because of their
ability to spectacularize conversation. By focusing on issues or topics regarding polit-
ical or social matters, as well as pertaining to the guests' private domain, talk shows
need to come across as spontaneous. At the same time, since home audiences have to
be involved in a conversation that is not specifically addressed to them, they some-
how become “ratified bystanders.” In order to represent the main interactional mech-
anisms studied in research and theory of sociology of communication and journalism,
this entry addresses different types of talk, with particular attention to television for-
mats. The central role of the talk show host, divided into different and complemen-
tary functions, is a key to read some of the changes in the role of journalists.

The TV studio, the studio host, and the interview are the basic common elements in
the various forms of talk show. Other elements which are vital in deciding how each
talk show is perceived and experienced, are the scenographic set-up, camera tech-
niques, the use of sound and the entire audio-visual dimension.

3. The rise of TV quiz shows in America

Read the following article and point out the main ideas of each paragraph.

Before quiz shows hit prime time on television, they were on radio. Quiz shows, pop-
ular for their informal feel and their inclusion of everyday people, started out slowly
on network radio. In the early 1930s, it consisted almost solely of music and comedy.
Soap operas, minstrel shows, news, commentary, and sporting events rounded out the
programming.

During the Depression, however, the quiz show caught on. The beloved big-band
show, the sportscast, the mystery hour, even the soap opera, were transformed into
some kind of prize-giving game, quiz, contest or jackpot. By 1940, 50 quiz shows
were on the air. By the time the 1940s had ended, 200 such shows had air time, in-
cluding "Colonel Stoopnagle," "Professor Peter Puzzlewith," and "Dr. 1Q," which
was emceed by a man who would drop jingling silver dollars into the hands of win-
ners, a sound that could be heard by every radio listener.
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One of the most popular and intelligent shows was "Information, Please," which
called on the audience to send in questions to stump a panel of experts. The show
aired for 14 years, until its finale in 1952, and was noteworthy not only for its suc-
cess, but for its integrity. At the time, radio programs made their way on air in two
ways. They were underwritten by big name sponsors, who were expected to be in-
volved with the show, or they were funded by individual producers, making them
self-sufficient.

But with the outbreak of WW II the radio quiz shows became mere ghosts of what
they once were. The federal government restricted many shows, fearing the unfet-
tered access that quiz shows granted to broadcasting studios in wartime. Those shows
that did survive gave away patriotic prizes. After the war, the quiz shows came back
strong.

As television moved into millions of homes in the 1950s, the popular quiz shows fol-
lowed. Like many other radio quiz show producers, Louis Cowan, who had concep-
tualized the show "Quiz Kids" in 1940, tried his hand at television. A TV version of
"Quiz Kids" proved only a modest success, never catching on the way the radio show
had. But Cowan also produced the radio show "Stop the Music," which was one of
the few radio quiz show conversions to do well on television.

WRITING. Topic: “Share your attitude to entertainment journalism”.

Source: https://www.pbs.org/wegbh/americanexperience/features/quizshow-rise-tv-
quiz-shows/
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UNIT 6. BUSINESS AND FINANCE IN THE MEDIA

OUTLINE

1. Business journalism.

2 The impact of the media on financial markets.
3. Using social media to market businesses.

4 Advertising.

1. Business journalism

Read the information below and answer the questions:
1)  What does the area of business journalism cover?
2)  What do business reporters typically write?

3)  Name the most important business reporter responsibilities.

1.1 Business journalism is the part of journalism that tracks, records, analyzes and in-
terprets business, economic and financial activities and changes that take place in so-
cieties. Topics widely cover the entire purview of all commercial activities related to
the economy.

This area of journalism provides news and feature articles about people, places and
issues related to the business sector . Most newspapers, magazines, radio, and televi-
sion-news shows include a business segment. Detailed and in-depth business journal-
ism may appear in publications, radio, and television channels dedicated specifically
to business and financial journalism.

1.2 A business reporter typically writes articles with regards to breaking news making
readers get informed about the industry's current changes and major events. Business
reporters gather and analyze facts with regards to events that are newsworthy. They
collect information through investigation, research, observation, or interview. Gener-
ally, they write and report stories for news magazines, television, newspaper, or ra-
dio. It is part of their job to establish innovative ideas for writing news that is associ-
ated with a business.

The most important business reporter responsibilities are listed below.

1)  Arguably the most important personality trait for a business reporter to have
happens to be communication skills. An example from a resume said this about the
skill, "reporters, correspondents, and broadcast news analysts must be able to report
the news" Additionally, other resumes have pointed out that business reporters can
use communication skills to "report on real estate, telecommunications and biotech-
nology";

2)  Another commonly found skill for being able to perform business reporter du-
ties i1s the following: computer skills.According to a business reporter's resume,
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"journalists should be able to use editing equipment and other broadcast-related de-
vices." Check out this example of how business reporters use computer skills: "uti-
lized apple works, pagemaker, and photoshop computer software";

3)  Interpersonal skills is also an important skill for business reporters to have.

This example of how business reporters use this skill comes from a business reporter
resume, "to develop contacts and conduct interviews, reporters need to build good re-
lationships with many people" Read this excerpt from a resume to understand how
vital it is to their everyday roles and responsibilities, "developed strong interpersonal
skills and secured trust of community leaders to gain competitive advantage".

1.3 Business channels are the channels that concentrate on business news.

CNBC (the Consumer News and Business Channel) continues to possess the wealthi-
est audience (in terms of average income) of any television channel in the United
States. During the late 1990s and early 2000s, CNBC's ratings were increasing sharp-
ly along with the stock market, often beating those of CNN during market hours.

Other reliable channels include CNN Money, The Financial Times, The Wall Street
Journal, Fox Business, The Motley Fool, The Economist, and Yahoo Finance.

https://www.zippia.com/business-reporter-jobs/what-does-a-business-reporter-do/

2. The impact of the media on financial markets
Read the text and make a list of its key ideas.

The role of information and the way it is reflected in the value of financial instru-
ments has been long debated in the financial literature. The traditional theory pro-
posed in 1970 by Eugene Fama, Nobel laureate in economic sciences, postulates that
the condition for a market to be efficient is associated with how much the stock prices
might reflect the available information. More recently, the financial literature has
shifted attention towards the channels and the ways in which information is presented
and communicated, as it has been understood that the way the information is shaped
and delivered to investors can lead to completely different financial outcomes.

In this sense, there are two main mechanisms that can influence the way in which in-
vestors retrieve and process financial information: on the one hand, information in-
termediaries (newspapers, TVs, and others) select and convey to investors only the
part of information they believe to be relevant; on the other hand, the way in which
each individual can differently interpret the same piece of information depends on the
individual’s beliefs and the possible presence of personal cognitive biases.

The relationship between information and finance is therefore enriched by a double
complication. First, the information that reaches investors has been already selected
and potentially slanted, twisting the individual’s attention towards a limited number
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of topics. Second, once the investor has been exposed to a given information, the in-
terpretation is highly influenced by the way each investor processes it.

An example of the limited attention and the effects on financial markets has been de-
scribed in a research paper published in 2001 in the Journal of Finance: The New
York Times dedicated a large space on its Sunday edition to a specific biotech com-
pany and its scientific progress about cancer treatment. None of the information re-
ported was actually new and these progresses had already been known for at least five
months. Nonetheless, following the New York Times article, the company share price
increased from $12 to $85 the day after the article to settle, then to $52 immediately
after. This example shows that financial markets (sometimes) react to stale news, as
an effect of media coverage. It is therefore evident that the media can influence the
dynamics of investment behavior, catalyzing public attention.

However, the extent and the effects of media on financial markets have a much
broader reach as they often act as a watchdog against potential corporate misbehav-
iors. Media coverage can be decisive both to enhance the quality of corporate govern-
ance, bringing to light and impeding possible misconducts or frauds.

These results have also been made possible by the strong development and diffusion
of new techniques for text analysis. Among those, textual analysis allows to inform
about the positiveness or negativeness of a certain article body, based on the count of
the proportion of tonal words. For the financial lexicon, for example, Tim Loughran
and Bill McDonald have developed a dictionary which takes into account the specific
jargon used by the financial industry.

In a recent article , Emanuele Bajo (Director of the Global MBA in Corporate Fi-
nance of Bologna Business School) and Carlo Raimondo (University of Lugano)
show how the tone used by the newspapers when they report about a forthcoming
IPO (Initial Public Offering, i.e. the process of a company going public) has an im-
portant effect on the so-called underpricing phenomenon. The phenomenon, widely
documented in the scientific literature, consists of a voluntary and apparently irra-
tional company’s decision to set an offer price lower than what the market would be
willing to pay. This choice determines a significant price increase during the first day
of trading. In this article, the authors show that this phenomenon is also associated
with the tone used by newspapers in presenting the listing companies: a more positive
treatment on the media pushes retail investors to buy the shares as soon as they are
available on the market, consequently increasing the price and making the relative
underpricing more sizeable.

https://www.bbs.unibo.eu/the-impact-of-the-media-on-financial-markets/
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3. Using social media to market businesses

Social media are internet services that let you interact with others and share and cre-
ate content through online communities.

Social media present great marketing opportunities for businesses of all sizes. You
can use social media to:

— promote the name of your brand and business;
— tell customers about your goods and services;
— find out what customers think of your business;
— attract new customers;

— build stronger relationships with existing customers.
Social media marketing has many advantages:

— broad reach — social media can reach millions of people all around the world;

— ability to target particular groups — many forms of social media (e.g. Facebook,
Twitter, Instagram) allow businesses to target specific groups, often in particular lo-
cations;

— free or low-cost — many forms of social media are free for business, and paid op-
tions are usually low-cost;

— personal — social media allow you to communicate on a personal basis with indi-
vidual customers and groups;

— fast — you can quickly distribute information to many people;

— easy — you don't need high-level skills or computer equipment to participate in so-
cial media. The average person with a standard computer should have no difficulty.
Of course, marketing through social media also has its risks. These include:

— wasted time and money for little or no tangible return;
— the rapid spread of the wrong kind of information about your business (e.g. in-
correct information accidentally posted by you, negative reviews posted by others);

— legal problems if you don't follow privacy legislation and the laws regarding spam,
copyright and other online issues.

It's important to be aware of these risks and to have strategies in place to avoid them
if you decide to get involved in social media marketing.

Different types of social media are good for different marketing activities. The key
social media services are:

— Facebook — a social networking site that allows you to have conversations with cus-
tomers, post photos and videos, promote special offers, and more;
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~ Twitter — a 'microblogging' service that allows you to send and receive short mes-
sages from customers and potential customers;

—~YouTube — an online video-hosting service that lets people share their videos;
—blogs — internet sites that contain a series of entries or 'posts' about topics of interest
to the author, much like an online 'diary';

— coupon sites — websites that offer discount coupons for goods, services and events;
— online photo-sharing services — websites that allow users to store, organise and
share their photo collections;

—location-based marketing sites — websites that deliver targeted marketing messag-
es to customers in particular locations, through mobile devices such as smartphones
and tablets;

— customer review sites — websites that feature customer reviews of goods and ser-
vices.

Many businesses are also using online technology to support their marketing efforts.
This includes:

—developing applications for mobile devices;
~modifying websites to make sure that they work properly on mobile devices;
— giving customers the option of paying online.

Most social media services are affordable and easy to use, and they can put your
business in touch with customers like never before. Getting your business online can
provide new opportunities and benefits. There are many different ways to do business
online, and it's a good idea to consider which ones might suit your business.
Depending on your products and your customers, you might plan to run your entire
business online. Or you might decide to provide just some of your services online.
Your customers will expect you to have a website where they can find information
about your business, such as contact details and what products or services you offer.

1)  Define social media.

2)  What marketing opportunities do social media present?

3)  Name advantages of social media marketing.

4)  Are you aware of the risks that marketing through social media has?

https://www.business.qgld.gov.au/running-business/marketing-sales/marketing-

promotion/online-marketing/social-media

4. Advertising
Before reading the text, answer the following questions: Do you think advertising is

necessary at all? When, why and how should we use advertising?
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4.1. Advertising is any paid form of communication from an identified sponsor or
source that draws attention to ideas, goods, services or the sponsor itself. Most adver-
tising is directed toward groups rather than individuals, and advertising is usually de-
livered through media such as television, radio, newspapers and, increasingly, the In-
ternet. Ads are often measured in impressions (the number of times a consumer is ex-
posed to an advertisement).

Advertising is a very old form of promotion with roots that go back even to ancient
times. In recent decades, the practices of advertising have changed enormously as
new technology and media have allowed consumers to bypass traditional advertising
venues. From the invention of the remote control, which allows people to ignore ad-
vertising on TV without leaving the couch, to recording devices that let people watch
TV programs but skip the ads, conventional advertising is on the wane. Across the
board, television viewership has fragmented, and ratings have fallen.

Print media are also in decline, with fewer people subscribing to newspapers and oth-
er print media and more people favoring digital sources for news and entertainment.
Newspaper advertising revenue has declined steadily since 2000. Advertising reve-
nue in television is also soft, and it is split across a growing number of broadcast and
cable networks. Clearly companies need to move beyond traditional advertising
channels to reach consumers. Digital media outlets have happily stepped in to fill this
gap. Despite this changing landscape, for many companies advertising remains at the
forefront of how they deliver the proper message to customers and prospective cus-
tomers.

An advertisement is a message paid for by a company and delivered through a mass
medium to a target audience. Commercials are examples of ads that run specifically
on broadcast media like television and radio. Choosing the right medium to persuade
your target audience is a critical element of successful advertising.

The words, “Ad*“ and “Advert* are both shortened forms of the word “Advertise-
ment“. In other words — they are both abbreviations. Therefore, you can clearly see
that all three of these words mean the same thing.

4.2. Advertising has three primary objectives: to inform, to persuade, and to remind.

— Informative Advertising creates awareness of brands, products, services, and ide-
as. It announces new products and programs and can educate people about the attrib-
utes and benefits of new or established products;

— Persuasive Advertising tries to convince customers that a company’s services or
products are the best, and it works to alter perceptions and enhance the image of a
company or product. Its goal is to influence consumers to take action and switch
brands, try a new product, or remain loyal to a current brand;
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— Reminder Advertising reminds people about the need for a product or service, or
the features and benefits it will provide when they purchase promptly.

When people think of advertising, often product-focused advertisements are top of
mind—i.e., ads that promote an organization’s goods or services. Institutional adver-
tising goes beyond products to promote organizations, issues, places, events, and po-
litical figures. Public service announcements (PSAs) are a category of institutional
advertising focused on social-welfare issues such as drunk driving, drug use, and
practicing a healthy lifestyle. Usually PSAs are sponsored by nonprofit organizations
and government agencies with a vested interest in the causes they promote.

4.3. Advantages and disadvantages of advertising
Read the text and name the factors which can influence the choice of media.
As a method of marketing communication, advertising has both advantages and dis-

advantages. In terms of advantages, advertising creates a sense of credibility or legit-
imacy when an organization invests in presenting itself and its products in a public
forum. Ads can convey a sense of quality and permanence, the idea that a company
isn’t some fly-by-night venture. Advertising allows marketers to repeat a message at
intervals selected strategically. Repetition makes it more likely that the target audi-
ence will see and recall a message, which improves awareness-building results. Ad-
vertising can generate drama and human interest by featuring people and situations
that are exciting or engaging. It can introduce emotions, images, and symbols that
stimulate desire, and it can show how a product or brand compares favorably to com-
petitors. Finally, advertising is an excellent vehicle for brand building, as it can create
rational and emotional connections with a company or offering that translate into
goodwill. As advertising becomes more sophisticated with digital media, it is a pow-
erful tool for tracking consumer behaviors, interests, and preferences, allowing adver-
tisers to better tailor content and offers to individual consumers. Through the power
of digital media, memorable or entertaining advertising can be shared between friends
and go viral—and viewer impressions skyrocket.

The primary disadvantage of advertising is cost. Marketers question whether this
communication method is really cost-effective at reaching large groups. Of course,
costs vary depending on the medium, with television ads being very expensive to
produce and place. In contrast, print and digital ads tend to be much less expensive.
Along with cost is the question of how many people an advertisement actually reach-
es. Ads are easily tuned out in today’s crowded media marketplace. Even ads that ini-
tially grab attention can grow stale over time. While digital ads are clickable and in-
teractive, traditional advertising media are not. In the bricks-and-mortar world, it is
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difficult for marketers to measure the success of advertising and link it directly to
changes in consumer perceptions or behavior. Because advertising is a one-way me-
dium, there is usually little direct opportunity for consumer feedback and interaction,
particularly from consumers who often feel overwhelmed by competing market mes-
sages.

4.4. Impact of advertising on society

Read the text and summarize the ideas.

Advertising has brought in an advanced manner of building awareness about any
product or a service in the society. It has enabled the consumers to have knowledge
about the service or the product before making any purchase. Advertising has grown

on the levels of creativity and innovation. The types of ads being produced these days
have shown great influence on the minds of people by persuading them through at-
tractive advertising tactics. These tactics of advertising have therefore shown a great
impact of the society in the following ways:

1. Today the human needs are fulfilled by the source of advertisements. Almost
every product today is advertised in order to reach a larger group of people. This ben-
efits the company with increased sales. For instance, if a person wishes to buy a car
and is in dilemma whether to make a purchase for it or not. In this case his target
would be set and he would be eager to learn more about it from the advertisements.
The advertisement will in a way provoke him to buy. In this way advertisements con-
trol the mind of the interested person by fulfilling their want;

2. Advertising has increased the awareness of the people by keeping them updat-
ed with the activities of the market like what product is launched? What is the market
price of that product? What is its use? How is it used? Etc. This enables them to par-
ticipate in the ongoing happenings market actively. In other words, advertising
influences consumer behavior;

3. However, it does give a negative impact on society by creating unrealistic ex-
pectations for the product local cleaning service near me. The features that are usually
advertised generally are not the same when dealt in real life. This disappoints the
consumer and the relationship gets harmed;

4, Advertising impacts on the economic stability of the society. The influence of
ads on society builds their desire to purchase. This increases the sales of the company
which sums up to benefit the economic stature of the country.

The impact of advertising on society has brought in a great change. It has made peo-
ple think beyond their compact world of stability. It has made society change their
way of living. The marketers try to influence or persuade consumers to buy the par-
ticular product. It is also a medium serving many businesses.
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WRITING. Topic: “Advertising and its impact on society”.
https://courses.lumenlearning.com/suny-marketing-spring2016/chapter/reading-

advertising/
https://www.easypresswire.com/blog/impact-of-advertising-on-society/
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UNIT 7. PRINT MEDIA

OUTLINE

1. Newspapers.

2. Advertising in newspapers.

3. Magazines and journals.

4. Advantages of advertising in magazines.
3. Journalism genres and article types.

1. Newspapers
Read 1.1 and 1.2 and answer the questions:
1)  What are the Russian Equivalents to the expressions in bold type?

2)  Which factors led to a decrease in readership according to the text?

3)  Can you distinguish between a tabloid and a broadsheet?

1.1. Although newspapers are no longer the fastest medium for carrying the bulletins
and headlines of the day, they still provide the best display and in-depth coverage
of events and news . Some researchers say there has been an increase in readers at
the same time there has been a decrease in the number of newspapers. Roberts &
Maccoby, on the other hand, cite studies that indicate a decrease in readership espe-
cially among younger adults who do not have the newspaper-reading habit and are
less likely to develop it as they grow older. They even offer references and explana-
tions for why there is a decrease. Factors they cite include decline in home owner-
ship, increase in single-person households, increase of women in the labor force, and
changes in amounts of available time.

Researchers ascribe the decrease in the number of newspapers in part to the fact that
more newspapers are now owned by chain newspaper companies "making the busi-
ness more efficient and profitable". Among the top papers are the NY Times, Wall
Street Journal, Christian Science Monitor, Washington Post, & USA Today. Among
the newspaper chains are Gannett Co., Inc., Knight-Ridder Newspapers, Newhouse
Newspapers, Tribune Co., Dow Jones & Co. Inc., Times Mirror Co., News America
Pub. Corp., and the NY Times Co.

Small weekly newspapers and specialized weekly newspapers serve the local com-
munity or distinct ethnic, cultural, or professional groups . Some papers provide an
English version of foreign ones for specific ethnic populations (e.g., a company in
Colorado publishes the Soviet newspaper PRAVDA in English).

Two hundred twenty (220) of 3,000 black newspapers founded in the United States
still exist. They are financially strong and circulate to approximately 4 million. The
National Newspaper Publishers Association is a black press organization begun in
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1940. After World War II, black press began declining as "blacks became increasing-
ly assimilated into white culture". James D. Williams in his book, The black press
and the first amendment, suggested the decline was in part due to more people turn-
ing to television, the indifference of major advertisers to black media, and the quality
and quantity of reporting in some instances.

The newspaper audience includes 138 million Americans of whom 2 out of 3 read a
newspaper daily, 9 out of 10 adults read at least 1 newspaper weekly and 2.2 people
read each newspaper delivered to a household. The average reader is likely to be
male, mature, college graduate, higher income, white, and stable vs. mobile. Six out
of ten readers read the comics daily, 100 million people read the Sunday comics sec-
tion.

1.2. In the world of print journalism, the two main formats for newspapers are
broadsheet and tabloid. Tabloid: a smaller than standard newspaper which focuses
on less “serious” content, especially celebrities, sports, and sensationalist crime sto-
ries. Broadsheet: a standard or full sized newspaper that takes a serious look at major
news stories.

2. Advertising in newspapers
1)  Write out the words denoting types of newspapers.

2)  Memorise the types of ads in newspapers.

Newspaper advertising can promote your business to a wide range of customers. Dis-
play advertisements are placed throughout the paper, while classified listings are un-
der subject headings in a specific section.

You may find that a combination of advertising in your state/metropolitan newspaper
and your local paper gives you the best results.

Types of Ads in newspapers:

1. classified advertisements — ads arranged according to product or service;

2. display advertisement — ads that use illustrations, photos, visual elements, may
be National or Local;

3. special inserts — Tender notices, Public notices, Shifting of office etc.;

4. free standing insert — pre-printed ad inserted in newspapers folds that fall out

when the reader opens it and attract immediate attention.

3. Magazines and journals
Read the text and find English Equivalents to the following Russian ones:
— eXKEeJHEBHbIC JIe/IaliHbI (CPOKH) —

— TOCTIEYIOIIHNE BBITYCKH KypHaJa —
— U3/1aTeJIbCTBA —
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— MOKYIaTh )KYPHAJIBI B AMHHYHOM SK3EMILIIPE —

— U3-3a —

— peIaKTophl —

— CTOUMOCTD TTOJNTUCKH —

Unlike newspapers with daily deadlines, magazines have time to look more closely at
issues for analysis and interpretation. They can follow the flow of events over time
through a series on a given topic in subsequent editions of the magazine. "Surveys of
magazine readers' actions suggest that readers tend to take more action as a result of
their reading than is taken by consumers of other media".

A great number of magazines published in the continental United States in the 90-s
were monthly. They do not include the private, institutional, or in-house publications.
New York based publishers produce one-third of the magazines published; the rest
are scattered among the fifty states. More people buy magazines on a single-copy ba-
sis rather than subscriptions, partly due to the rising costs of postage.

Magazine publishers are increasingly using computers and demographic data to seg-
ment audiences for their advertisements and content. Readers preselect categories of
interest and the magazine publishers assure that each issue has at least one appealing
article for each segment. Neighbors, therefore, may get one differing article in their
copy of the same magazine in a given month.

Unlike past practices where editors waited for freelance contributions for their edito-
rial content, they now most often use staff-developed and staff-written materials.
"Schedules are too demanding and story development is too complicated to allow the
editors to depend on volunteer contributions".

Consumer magazines fall into 13 or more categories: Women's, men's, sophisticated,
quality, romance, news, sports, travel, exploration, humor, shelter, class, and city.
Specialized magazines consist of juvenile, comic, little literary (Prairie Schooner),
literary (Paris Review), scholarly (Journalism Quarterly), educational (College &
University Journal), business (Nation's Business), religious (Christianity Today), in-
dustrial or company (Western Electric World), farm (Farm Journal), transportation
(Railway Age), science (Scientific American), and discussion (New Republic).

Most magazines keep subscription costs down by using advertisements. Only a few
attempt to control the content of their periodicals by eliminating all advertisements
and the content controls associated with those ads. Advertisers in many cases must be
taken into account when promoting articles on recent research findings.

4. Advantages of advertising in magazines

Advertising in a specialist magazine can reach your target market quickly and easily.
Readers (your potential customers) tend to read magazines at their leisure and keep
them for longer, giving your advertisement multiple chances to attract attention.
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Magazines generally serve consumers (by interest group e.g. women) and trade (in-
dustry/business type e.g. hospitality).

If your products need to be displayed in colour then glossy advertisements in a maga-
zine can be ideal — although they are generally more expensive than newspaper ad-
vertisements.

Magazines do not usually serve a small area such as a specific town. If your target
market is only a small percentage of the circulation, then advertising may not be cost-
effective.

Business magazines include publications such as trade journals for business, indus-
tries or occupations. Generally readership includes business managers and executives
and business students and can create image, prestige or reputation, can reach special-
1zed groups and better reproduction.

5. Journalism genres and article types
Study the information and pay attention to the word combinations in italics.
5.1. In journalism, there are several different articles or journalism types. Some of the

best-known include news articles, interviews, features, reviews, columns and editori-
als.

A news article 1s the most important article type in journalism. Its purpose is to con-
vey information by answering the questions of what, where, when, how, why and
who as neutrally and objectively as possible. The purpose of news is to tell people
what has happened.

The form of a news article is highly standardised and regularly referred to as a
downward-facing triangle structure. The most important information is located at the
beginning of the news article and, from there onwards, less and less important back-
ground information is provided. The style has become so standard, that the last chap-
ter or chapters of a news article can be removed during the layout without it hamper-
ing the ease of understanding the article. The most important message in a news arti-
cle is called a news lead. It is a brief, concise description of the article’s content.The
most important message in a news article is called a news lead.

In its simplest form, an interview can be in a question-answer format, where both the re-
porter’s questions and the interviewee’s answers are quoted directly.

A feature article is a longer article type than a news article. A feature should be fact-
based, objective and accurate, but the genre also allows for more creative expression
than a news article. While containing elements of news, feature writing provides
scope, depth, and interpretation of trends, events, topics or people. It aims to human-
ise, add colour, educate, entertain and illuminate. Types of features can be, for exam-
ple, news features on a topical phenomenon including the use of several independent
sources, profiles and reportages.
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Columns, editorials and reviews are even more subjective article types than features.
They can and usually do include openly personal opinions from the writer. Neverthe-
less, a good review not only presents the critic’s opinions, but the critic’s expertise is
put into practice, for example to analyse a piece of art or culture and place it in a
larger context or tradition. Likewise, a good column is not just a rant composed of the
writer’s thoughts but a well justified argument on a topical issue.

5.2. Newspaper Article Characteristics.
Read the text and prepare to speak on the specific newspaper article characteristics.
Authors: Newspaper articles frequently do not list authors. Articles may be obtained

from the various national and international wire services such as Associated Press
and Reuters and may only reference the wire service providing the news article. Fea-
ture stories will normally attribute authorship. Editorials might attribute authorship or
will imply that the newspaper editors are the authors. Letters to the editors will rou-
tinely provide the names of the readers submitting the letters.

Frequency: Newspapers can be published daily, weekly, bi-weekly, or even just on
weekends. Major national and regional newspapers typically publish daily, with in-
creased coverage on weekends.

Subject Focus: Newspaper articles typically report news on a wide variety of topics.
Anything is fair game for a newspaper, from politics to science to art and music.
Newspapers published in localities will typically have a section that provides national
and international news coverage and additional sections that focus on local news and
interests. Local papers also typically publish obituaries.

Illustrations/Photographs: Newspapers make extensive use of photographs. Photo-
graphs might come from syndicated sources or from the paper's own staff photogra-
phers. Photos are typically in black and white, however some sections of the paper,
such as the weekend comics, might make use of color.

Advertisements: Newspapers will include advertisements throughout the paper and
might even have full page and special insert advertisements. Advertisements embed-
ded within the paper itself are typically black and white. Those that are included as
special inserts or supplements may be in color and even on glossy paper.

Layout and Arrangement: Newspapers arrange articles on the page in columns.
Lead articles will begin on the front pages of the various newspaper sections and will
continue deeper in the paper. The most important news events typically appear on the
front page of the first section of the paper. Most newspapers are divided into sections.
Typical sections include: national/international news; local news; sports; entertain-
ment/amusements; classified advertisements; and neighborhood news. Editorials usu-
ally appear in the first section of the paper, although some newspapers have a sepa-
rate section devoted just to insights and opinion.
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Overall Appearance: Newspapers are normally printed on large sheets of newsprint
and folded. Different newspapers might opt for varying size formats. Normally print-
ed with black ink, some newspapers might use color to highlight specific sections of
the paper or to publish important photographs.

https://libguides.unf.edu/articletypes/newspaper
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UNIT 8. VISUAL JOURNALISM

OUTLINE

l. Meaning and application of the term.

2 Types of visual content and tools to create it.
3. Anatomy of an advertisement.

4 Types of advertising.

1. Meaning and application of the term

Visual journalism is premised upon the idea that at a time of accelerating change,
often words cannot keep pace with concepts. Visual journalism incorporates ancient
symbols that resonate with humans across cultures and time and conveys meaning in-
stantaneously at a deep level. Visual journalism is an outgrowth of the practice of
graphic facilitation and recording that began entering corporate board rooms, confer-
ences. But its roots date back to ancient cave paintings and carry forward in the work
of designers, architects, and engineers. Only recently has interactive visualization of
this sort moved out into common use in a variety of group engagements. The scholar-
ly father of this visual form of communication is Robert Horn, Ph.D., a fellow at
Stanford University and author of the book Visual Language.

Visual journalism is not a series of symbols with precise meanings but rather images
that suggest complex meanings and contain words. The symbols do not simply repre-
sent but participate in the meaning and, in combination with evocative phrases, are
designed to provoke creative thinking.

https://en.wikipedia.org/wiki/Visual journalism

2. Types of visual content and tools to create it

2.1. Reasons for visual press releases.

65% of people are visual learners. By presenting your press release visually rather than
text based, you have more chance of a journalist or blogger reading it purely due to its
visual nature.

Images not only help journalists and bloggers get the gist of your news story better,
but in turn help them in telling it to their audiences more accurately. A picture is
worth a thousand words is hardly a new adage, so including images can aid readers
digest even the most complex of ideas.

People may not always remember the facts and figures presented to them, but they
will remember how they felt when they read the story. Visuals stimulate our brain
and lead us to heighten our creative thinking. This emotion then helps us with our de-
cision making.
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Hearing news from word of mouth seems like a lifetime ago. Nowadays, social media
is the driving force behind news being spread. People love sharing things that interest
them. Citizen journalism means there is a whole blogosphere that can spread your
news story. Here, the benefit is that multimedia is shareable in ways text isn’t. By
having a range of visual elements alongside your text, you have more chance of your
voice being heard.

As you see there are many reasons to include visual content in your press releases,
but the biggest by far is that visual content gets shared more. If these stats came as a
surprise, content editors are one step ahead of you. They already know that visual
content matters. They’re urging journalists to include more visuals in their articles,
and the more you can give journalists what they need to be successful, the more cov-
erage you’ll get for your clients.

Now that you’re fully convinced of the importance of visual content (you are, right?),
let’s cover some key types of visual content and best practices for leveraging each
type. Some are so simple, you can start adding them to your press releases right
away, while others require more time and resources to develop. Either way, it’s defi-
nitely worth the extra effort.

Images are the workhorses of visual PR. Easy to use, cheap to obtain, and proven to
increase views, adding images to your press releases will drive better results across
the board. Images work best when they are eye-catching, high quality, and relevant.
Steer clear of generic stock photos. Instead, choose images that clearly relate to your
story. For press releases, it’s best to use high quality, high-resolution photos.

When you have a data-driven story to tell, infographics are a natural choice. Visually
appealing, easy to read, and chock full of viral potential, the best infographics literal-
ly paint a picture with your data, making it easy to understand and simple for readers
to follow along.

Simplicity, clarity, and good data are the keys to a successful infographic. Start with
the question, “What impression do I want the reader to take away from this data?”,
and design your infographic around the answer.

Use your data to tell a clear narrative, and don’t deviate from it. Use only as many
visuals as you need. A simple, easy-to-understand story is always better than an over-
crowded collection of statistics, no matter how good it looks.

Creating your own visual content isn’t as hard as it sounds, and it’s usually cheaper
than paying someone else to create it for you. If you carry a smartphone, you already
have everything you need to create gorgeous photos and videos. Make it a habit to
snap pictures and film footage throughout your workday, and you can create a solid
backlog of visuals almost effortlessly.
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2.2. Helpful tools to create your own visual content:

— PowerPoint templates. PowerPoint is easy to use and a surprisingly powerful tool
for visual design. From gorgeous Facebook cover photos to killer infographics, you’ll
be surprised at how far PowerPoint can take you;

— Canva. If you don’t have the budget for a graphic designer, Canva is a lifesaver.
This simple online tool helps you design images, edit photos, and create beautiful
visual content at little to no cost. It’s fast, too. Canva includes hundreds of elements
and fonts for free, or you can access their premium digital library for a very small fee;
— Adobe Voice. Adobe Voice is a free iPad app that lets you easily create your own
animated videos. All you have to do is talk. Choose from over 25,000 images to cre-
ate your custom backdrop, and Voice automatically adds music and cinematic mo-
tion;

— Wistia. Wistia is an excellent resource for all things video-related. For practical
guidance concepting, producing, and marketing videos, be sure to check out their free
Learning Center.

When going visual, remember to keep it visually articulate. Place visuals where they
count — overcrowding your news story with too many images or videos will clutter
readers’ minds and impede your objective of getting more coverage of your story.
And remember, visuals should help your press release pass the ‘so what’ test — so
keep them on track and interesting.

Source: https://www.prezly.com/academy/ultimate-guide-visual-press-releases
https://everything-pr.com/press-release-visual/

3. Anatomy of an advertisement
Advertisements use several common elements to deliver the message. The visual is
the picture, image, or situation portrayed in the advertisement. The visual also con-
siders the emotions, style, or look-and-feel to be conveyed: should the ad appear ten-
der, businesslike, fresh, or supercool? All of these considerations can be conveyed by
the visual, without using any words.
The headline is generally what the viewer reads first — i.e., the words in the largest
typeface. The headline serves as a hook for the appeal: it should grab attention, pique
interest, and cause the viewer to keep reading or paying attention. In a radio or televi-
sion ad, the headline equivalent might be the voice-over of a narrator delivering the
primary message, or it might be a visual headline, similar to a print ad.
In print ads, a subhead is a smaller headline that continues the idea introduced in the
headline or provides more information. It usually appears below the headline and in a
smaller typeface. The body copy provides supporting information. Generally it ap-
pears in a standard, readable font. The call to action may be part of the body copy, or
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it may appear elsewhere in a larger typeface or color treatment to draw attention to
itself.

A variety of brand elements may also appear in an advertisement. These include the
name of the advertiser or brand being advertised, the logo, a tagline, hashtag, Website
link, or other standard “branded” elements that convey brand identity. These elements
are an important way of establishing continuity with other marketing communications
used in the IMC campaign or developed by the company. For example, print ads for
an IMC campaign might contain a campaign-specific tagline that also appears in tele-
vision ads, Website content, and social media posts associated with the campaign.

https://courses.lumenlearning.com/suny-marketing-spring2016/chapter/reading-
advertising/

4. Types of advertising

A successful advertising campaign will spread the word about your products and ser-
vices, attract customers and generate sales. Whether you are trying to encourage new
customers to buy an existing product or launching a new service, there are many op-
tions to choose from.

The most suitable advertising option for your business will depend on your target au-
dience and what is the most effective way to reach as many of them as possible, as
many times as possible. The advertising option chosen should also reflect the right
environment for your product or service. For example, if you know that your target
market reads a particular magazine, you should advertise in that publication.

The following list is an introduction to advertising tactics that you could use.

Television has an extensive reach and advertising this way is ideal if you cater to a
large market in a large area. Television advertisements have the advantage of sight,
sound, movement and colour to persuade a customer to buy from you. They are par-
ticularly useful if you need to demonstrate how your product or service works.
Producing a television advertisement and then buying an advertising slot is generally
expensive. Advertising is sold in units (e.g. 20, 30, 60 seconds) and costs vary ac-
cording to:

— the time slot;

— the television program;

— whether it is metro or regional;

— if you want to buy spots on multiple networks.
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Directories list businesses by name or category (e.g. Yellow Pages phone directo-
ries). Customers who refer to directories have often already made up their mind to
buy — they just need to decide who to buy from.

The major advantage of online directories over print directories is that if you
change your business name, address or phone number, you can easily keep it up to
date in the directory. You can also add new services or information about your busi-

ness.
If your target market uses print and online directories, it may be useful to advertise in
both, although print directories are being used less.

There are many ways to advertise outside and on-the-go (tranmsit). Outdoor bill-

boards can be signed by the road or hoardings at sport stadiums. Transit advertising
can be posters on buses, taxis and bicycles. Large billboards can get your message
across with a big impact. If the same customers pass your billboard every day as they
travel to work, you are likely to be the first business they think of when they want to
buy a product.

Even the largest of billboards usually contain a limited amount of information; oth-
erwise, they can be difficult to read. Including your website address makes it easy for
customers to follow up and find out more about your business. Outdoor advertising

can be very expensive especially for prime locations and supersite billboards.

Direct mail means writing to customers directly. The more precise your mailing list
or distribution area, the more of your target market you will reach. A direct mail ap-
proach is more personal, as you can select your audience and plan the timing to suit
your business. A cost effective form of direct mail is to send your newsletters or fly-
ers electronically to an email database. Find out more about direct mail.

Catalogues, brochures and leaflets can also be distributed to your target area. In-

cluding a brochure with your direct mail is a great way to give an interested customer
more information about your products and services.

https://www.business.qld.gov.au/running-business/marketing-sales/marketing-
promotion/advertising/types
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UNIT 9. RADIO

OUTLINE

1. Definition, history and facts.
2 Introduction and glossary.

3. Technological innovation.

4 Marketing and regulation.

1. Definition, history and facts

1.1. Radio, sound communication by radio waves, usually through the transmission
of music, news, and other types of programs from single broadcast stations to multi-
tudes of individual listeners equipped with radio receivers. From its birth early in the
20th century, broadcast radio astonished and delighted the public by providing news
and entertainment with an immediacy never before thought possible.

Based on the human voice, radio is a uniquely personal medium, invoking a listener's
imagination to fill in mental images around the broadcast sounds.

The prime purpose of radio is to convey information from one place to another
through the intervening media (i.e., air, space, non conducting materials) without
wires. Besides being used for transmitting sound and television signals, radio is used
for the transmission of data in coded form.

1.2. During the 1860-s: Scottish physicist, James Clerk Maxwell predicted the exist-
ence of radio waves; and in 1886,German physicist, Heinrich Rudholph Hertz
demonstrated that rapid variations of electric current could be projected into space in
the form of radio waves similar to those of light and heat. In 1866: Mahlon Loomis,
an American dentist, successfully demonstrated “wireless telegraphy”. Loomis was
able to make a meter connected to one kite cause another one to move, making the
first known instance of wireless aerial communication.Guglielmo Marconi, an Italian
inventor, proved the feasibility of radio communication. He sent and received his first
radio signal in Italy in 1895. In 1895, a young Italian named Gugliemo Marconi in-
vented what he called “the wireless telegraph” while experimenting in his parents'
attic. He used radio waves to transmit Morse code and the instrument he used became
known as the radio. By 1899 he flashed the first wireless signal across the English
Channel and two years later received the letter “S”, telegraphed from England to
Newfoundland. This was the first successful transatlantic radiotelegraph message in
1902.

1.3. Radio news stories must have these attributes:

— The writing style should be conversational. Write the way you talk;
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— Each sentence should be brief and contain only one idea. We do not always talk in
long sentences. Shorter sentences are better in broadcast news writing. Each sentence
should focus on one particular idea;

— Be simple and direct. 1f you give your audience too much information, your audi-
ence cannot take it in. Choose words that are familiar to everyone;

— Read the story out loud. The most important attribute for writing for “the ear” is to
read the story aloud. This will give you a feeling for timing, transitions, information
flow, and conversation style. Your audience will hear your television or radio news
story, so the story has to be appealing to the ear.

https://www.britannica.com/topic/radio

2. Introduction and glossary.

Study the glossary.

blog

An online publication written by an individual or a group of individuals that covers a
subject of their choosing, a contraction of the term 'web log'.

brand identity

The image a company constructs for itself through the use of logos, slogans and other
marketing tools in order to appeal to an audience.

Broadcasting Code

Ofcom's Broadcasting Code sets standards for television and radio shows which
broadcasters have to follow.

commercial radio

Radio is owned by private companies and usually funded by advertising.

convention

The normal standard practices for doing something.

diction

The way words are spoken in a clear and precise way.

house style

The overall design concept used by a magazine, website, or media company which
includes logos, fonts, and colours.

licence fee

A compulsory payment made by households in the UK that own a TV, the money is
used to finance the BBC.

media convergence

When audiences use one platform to consume various types of media texts.

media platform
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A media platform is where a media text is presented; this can be TV, cinema, com-
puter, games console, digital media player, smartphone, tablet, magazine, or newspa-
per

pirate radio stations

Stations which are unlicensed and are therefore transmitting illegally.

podcast

An audio file, usually similar to a radio show, that can be streamed or downloaded to
a computer or mobile device.

remit

The area of activity in which an organisation or person is permitted to operate.

Royal Charter

The Royal Charter is the constitutional basis for the BBC. It sets out the public pur-
poses of the BBC, guarantees its independence, and outlines the duties of the Trust
and the Executive Board.

stream

A method of downloading digital media such as audio and video as a temporary file.
target audience

The specific audience group a media text is aimed at.

zoo format

A live presenter-led radio show which contains music, chat, guest interviews, an au-
dience phone-in and competitions delivered in a spontaneous, comic way.

Radio has evolved dramatically since the first broadcasts in the 1920s.

As a media industry it was dominated by the BBC until the 1960s when pirate radio
stations became popular with young people.

This popularity would pave the way for commercial radio to establish itself and al-
low the industry to develop.

Modern radio is available in various forms:

— BBC Radio: national stations include Radio 1,2,3.4, 5 live and 6 Music. The BBC
also has over 50 regional radio stations broadcasting throughout the UK. All these
stations operate under the conditions of the Royal Charter and don't carry adverts
because they are funded by the licence fee;

— Commercial and Independent Radio: stations include Classic FM and Absolute.
These stations are funded by advertising;

— Regional Stations: these can be delivered by the BBC as well as commercial and
independent radio broadcasters. For example BBC Radio London or Radio Essex,
which is commercially owned by the Adventure Radio Group;

58



— DAB (Digital Audio Broadcasting): Planet Rock and Magic are examples of this
type of radio station;

— Community Radio;

— Hospital and Student Radio.

A radio programme's style and content will be influenced by the station identity and
often by the personality of the presenter.

Programmes can be broadcast live or be pre-recorded.

For example, The Radio 1 Breakfast Show with Nick Grimshaw is a live presenter-led
show which contains the expected conventions of music, chat, guest interviews, an
audience phone-in and competitions.

The show is zoo format; this means it includes all those elements mentioned and is
delivered in a spontaneous, comic way.

3. Technological innovation

New technology has helped the radio industry evolve and increase in popularity.
There's been a huge increase in the number of people downloading podcasts and
streaming internet radio. Most radio stations archive past broadcasts on their official
websites, for listeners to access on-demand.

Studio webcams and social media have changed the audience relationship with radio
by making listeners feel more connected to the presenters.

This type of media convergence is also achieved through the use of blogs and fo-
rums on radio websites.

Radio is available on more platforms than ever before, including:

— DAB (Digital Audio Broadcasting);

— FM Radio;

— LW (Long Wave);

— MW (Medium Radio);

— Freeview TV, Sky TV and Virgin TV;

— Online;

— On mobile phones via mobile apps;

— On digital music players.

Brand identities

A radio station will have a specific brand identity which informs their house style.
A radio station's target audience can be identified by the music it plays; a station like
Gold, for example, focuses on playing classic pop songs for an older audience.
Another feature of house style is the language presenters use on air.

For example, Radio 4 uses clear diction and formal language whereas a station tar-
geting a young audience will be more energetic and use informal, everyday language
that may include some slang or abbreviations like ‘LOL’ or ‘YOLO’.
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The BBC is a good case study to show how a single broadcaster can have a range of
brand identities that target different audiences.

Each station has a different remit:

— BBC Radio 1: to entertain and engage a broad range of young listeners with a dis-
tinctive mix of contemporary music and speech;

— BBC Radio 1 Xtra: to play the best in contemporary black music with a strong
emphasis on live music and supporting new UK artists;

— BBC Radio 2: to be a distinctive mixed music and speech service, targeted at a
broad audience, appealing to all age groups over 35;

— BBC Radio 3: to offer a mix of music and cultural programming in order to engage
and entertain its audience;

— BBC Radio 4: to be a mixed speech service, offering in-depth news and current af-
fairs and a wide range of other speech output including drama, readings, comedy, fac-
tual and magazine programmes;

— BBC Radio 4 Extra: to provide speech-based entertainment. Its schedule includes
comedy, drama, stories, features, readings and programmes that appeal to children.

— BBC Radio 5 Live: to provide live news and sports coverage;

— BBC Radio 5 Live Sports Extra: to bring a greater choice of live action to sports
fans by offering a part-time extension of BBC Radio 5 live;

— BBC Radio 6 Music: to entertain lovers of popular music with a service that cele-
brates the alternative spirit in popular music from the 1960s to the present day;

— BBC Asian Network: to provide speech and music output appealing to British
Asians, with a strong focus on news and current affairs;

— The World Service is broadcast internationally and provides news, analysis and
information.

4. Marketing and regulation

Radio stations market themselves through advertising.

They often use their own stations, official websites and social media channels as
platforms to promote forthcoming shows, new presenters, or the general brand
identity of the station itself.

Radio online

Official websites may contain additional content; when a pop star is interviewed on
Radio 1 there may be exclusive excerpts which are only available online.

This is called convergence.

This allows for interactive participation, for example, the audience submitting ques-

tions before and during an interview via the website or social media.
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Webcams can be used to stream radio shows as they are broadcast, allowing the au-
dience to see what is happening in the studio. In this way, radio isn't just audio-based;
it is transformed via new technology into an audio-visual medium.
https://www.bbc.co.uk/bitesize/guides/z2s97hv/revision/3
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UNIT 10. INTERNET

OUTLINE
1. Definition.
2. Introduction and facts.

Read the information below and answer:
Which feature distinguishes websites from other media texts?

Which specific codes and conventions do websites include?

1. Definition

According to Wikipedia, the free encyclopedia, the Internet is the global system of
interconnected computer networks that uses the Internet protocol suite (TCP/IP) to
communicate between networks and devices. It is a network of networks that consists
of private, public, academic, business, and government networks of local to global
scope, linked by a broad array of electronic, wireless, and optical networking tech-
nologies. The Internet carries a vast range of information resources and services, such
as the inter-linked documents and applications of the World Wide Web (WWW),
electronic mail, telephony and file sharing.

Most traditional communication media, including telephony, radio, television, paper
mail and newspapers are reshaped or redefined by the Internet, giving birth to new
services such as email, Internet telephony, Internet television, online music, digital
newspapers, and video streaming websites. Newspaper, book, and other print publish-
ing are adapting to website technology, or are reshaped into blogging, web feeds and
online news aggregators. The Internet has enabled and accelerated new forms of per-
sonal interactions through instant messaging, Internet forums, and social networking
services. Online shopping has grown exponentially for major retailers, small busi-
nesses, and entrepreneurs, as it enables firms to extend their "brick and mortar" pres-
ence to serve a larger market or even sell goods and services entirely online. Busi-
ness-to-business and financial services on the Internet affect supply chains across en-
tire industries.

The Internet has no single centralized governance in either technological implementa-
tion or policies for access and usage; each constituent network sets its own policies.

https://en.wikipedia.org/wiki/Internet

2. Introduction and facts

The internet has come a long way since it was first developed in the early 1960s.
1960-s — only the military, scientists and government officials use the Internet. 1991
— first website built. 1993 — installation of web servers and popularisation of web
browsers. 1994 — with faster internet speeds HTML2 becomes web standard which

62



offers greater design capabilities. 1995 — Microsoft Internet Explorer is released, in-
creasing design capabilities such as animation. 1996 — platforms for website building
and web hosting for the general public are established. 2000-s — new browsers sup-
porting HTML4, JavaScript, XML and CSS become web standard and offer more de-
sign possibilities. Presently anyone can build a professional looking website without
having to learn how to code, via website building tools.

Websites, like video games, offer one key feature which distinguishes them from oth-
er media texts: interactivity.

Websites perform a vital function for many media industries but they are also media
texts in their own right. Media text is any media product such as a TV programme,
film, magazine, video game, newspaper, music track or album created for an audi-
ence.

As such, they have their own specific codes and conventions which include:

Type Description

Navigational features: These are clearly displayed on a web page and are essential in
guiding the user through the content contained on a site. When web designers are
building a website, the navigational features are among the most important to get

right.

Web banner: This is the title or header image of a web page and it works in the same

way as a newspaper masthead or magazine title. It aims to attract an audience and in-
dicates the type of content available. It does this through choice of image and selec-
tion of font.

Flash elements: These design options allow web designers to incorporate animations
and interactive content into a website. A flash plug-in is required to view these fea-

tures on a web browser. Many websites are moving away from Flash and using plat-
form neutral technologies such as HTMLS instead. Some web browsers. such as
Chrome, have announced they are withdrawing from supporting Flash.

Advertisements: Though not all websites carry advertisements, many do as it helps
generate revenue from site visits.

Multimedia features: This is the use of images, video, text and audio on a website to
present information in an engaging and effective way. These features can help make

the content more entertaining and informative.
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Web links: When links direct a user to another page on the same website they are
'internal links' and when they direct a user to the pages of another website they are
'external links'.

Interactive elements: These allow the user to contribute to the website by taking part

in forums, surveys, games, quizzes, or by commenting on an article. In turn, the audi-
ence may be inspired to produce blogs and vlogs using platforms like YouTube,
Tumblr or WordPress, which encourage interactivity from site visitors.

Content convergence
Media industries use websites for media content convergence.
Media convergence is when audiences use one platform to consume various types of

media texts.

For example, the TV show Top Gear has an official website which includes features
articles, video clips, games and links to buy previous episodes in the BBC Store.
Media convergence encourages greater audience engagement by making more con-
tent available on the web platform. This has the potential to increase audience num-
bers as well as the level of enjoyment and appreciation.

https://www.bbc.co.uk/bitesize/euides/z3gghv4/revision/1
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2. MIPAKTUYECKUWMU PA3IEJI

TASKS
UNIT 1. THE MEDIA AND THEIR AUDIENCES

2. Using the Media

2.1.

1)Look up the unknown words and expressions in a dictionary to avoid any difficulty
of understanding:

a media-literate society, a uses-and-gratifications model, cognition, diversion, social
utility, withdrawal, subtle forms, inherent motivation, to keep up with information, to
relate to..., recreation, lucid behaviors, media exposure, emotional release, to as-
sume, valid indicators.

2) Find derivatives and memorize them:

cognition, motivation, curiosity, assumption.

3) Give Russian Equivalents to the following expressions, find them in the text, read
outloud and interpret the sentences:

1. to provide a common ground for smth., 2. to release pent-up emotions, 3. to seek
relief, 4. to enable to vent some of the frustrations, 5. to bury one’s head in a newspa-
per, 6. to be aware of smth., 7. conversational currency, 8. to affiliate with, 9. to avoid
certain chores, 10. a diversion from the frustrations of everyday life, 11. to tune eve-
rybody out.

4) Give English Equivalents to the following Russian expressions:

| mopnepkuBaTh aKTUBHOCTb — ; 2 CTOJIKHYThCS C IEPErpy3Kod — ; 3 IPHUCBOUTH
(mpunucath) QyHKIUIO — ; 4 ONpeAeNuTh HAOOP COLMAIBHO UHTETPAaTUBHBIX MOTPED-
HOCTeH — ; 5 co3aarh OyepHyto 30HYy — ; 6 YMETh BbIpa)xaTh CIIOBaMH, BEpOAITU3UPO-
BaTh — ; 7 pemarmuil GakTop — ; 8 KOHTEHT HE SBISETCS ONpPEACNAIONMNM (HaKTOPOM

5) Questions for discussion:

1. How to use a mass medium in a cognitive way?

2. What forms can diversion take? Comment on each of them.

3. What is probably one of the first functions to be attributed to media content?

4, What is called social utility?

5. What are the ways to create a buffer zone between an individual and other
people?

6. Why do the mass media compete with other sources of satisfaction and relaxa-
tion?
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2.2.

1) Find synonyms to the given verbs in the text:

2)  to back, to support —

3)  toupgrade, to improve —

4) to recollect, to remember, to think of —

5)  to keep, to maintain —

6)  using media —

2) Give Russian Equivalents to the following English ones:

1)  to spark discussion —

2)  one-way communication media —

3)  to showcase complex ideas —

4)  to develop quantitative reasoning —

5)  to keep materials and examples up-to-date —

6)  to gain attention —

7)  to hone analytical skills —

3) Make a list of advantages of using the Media.

4) Points for discussion:

1. Why (what for) can the media be used in almost any discipline?
2. What forms of the media are mentioned in this paragraph? Which of them per-
forms better?

3. Which aspects of utilizing the media are emphasized in the text with the aim of
enhancing learning?

4. Name one-way communication media?

5. Do you agree or disagree with the ideas extended in the text? Stand your

ground using the text and target vocabulary.

3. The power of Mass Media

1. Look up the unknown words and expressions in a dictionary to avoid any difficulty
of understanding:

courtesy of websites, the death toll, to expose to, exposition of injustice, to gain mar-
ket shares, thereby, on the flip side of the coin, discernment, in a quick and timely
manner, impending bad weather, to keep updated on smth, inadvertently, uniqueness,
diminish the differences.

2. Give English Equivalents to the following expressions:

1) IIOCTOSIHHO MEHSIIOIUICA —

2)  pacmpoCTpaHSITh HHPOPMAILIUIO —

3)  oOOCTpeHHBIH, IPEYBEINYEHHBIN —

4)  CBOWCTBO, MPHU3HAK — ; IPUIUCHIBATH KAa4e€CTBA —

5)  3noynotpebiieHHe BIACThIO —
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6)  pacKpbITble COOBITHS, MOIIIEHHUYECTBA —

7)  oOpyLIUTBHCA C HOBOCTBIO, BOPBAThCA B 3(hUp —

8) JIEJIaTh JIOKHBIE 3asIBJICHUS —

9)  HTPOBOKAIMOHHBIN BOTPOC —

10)  OBITh B Kypce —

11)  ornuuHbI ciocob y3HATH OOJIbIIE —

12) oka3aTh OrpOMHOE BIMSIHUE HA —

3. Which aims of Mass Media make them socially important?

4. Make a list of advantages of the modern Mass Media using all the opinions.
5. Make a list of possible negatives about the media according to the texts.

4. Categorization of the Media and audiences
Match the expressions in column A with their Russian Equivalents in column B:

Column A Column B

array of skills — OBITh TEXHUYECKHU MOJKOBAHHBIM —
to alienate — WCIIOJIb30BaTh HABBIKU —
multi-stranded narratives — “BUpycHas” KaMIlaHUs —
augmented reality — YUCTBIN 10XOM —

to leverage skills — Ha0Op HABBIKOB —-

to be technically savvy — OTYYXKIaTh, OTAAISITH —

viral campaign — MHOT'OILJIAHOBBIE IOBECTBOBAHUS —
intended audience — JIOTIOJTHEHHAS! PEAIbHOCTD —
disposable income — MOKYTIaTeIbCKasi CHOCOOHOCTH —
substantial — HesneBast ay IuTOpUs —

purchasing power — CYIIECTBEHHbBIN —

1)  POINTS FOR DISCUSSION:

1. According to which principles can the Media be classified? Give examples;
2. Characterize New Media;

3. Categorize audiences;

4. Explain the way media products target audiences;

5. Define the term “target audience”.

WRITING
TOPIC: The role of the Media (and New Media) in the ever-changing world.

67



TASKS
UNIT 2. TELEVISION CULTURE

1. Television content

Read Television Content and do the tasks:

1. Find English Equivalents to the following in the text:

1)  cucrema nns mepeaadn BU3yaibHBIX 00pa3oB U 3ByKa —

2) HEB3Upas Ha, He oOpalas BHUMaHUE Ha, HE3aBUCUMO OT - ;

3) B3aHMOJICICTBOBATH YE€PE3 COLUAIBHBIE CETH —

4)  wHTepHeT-TUIaTopma —

5) 00JIETYNTH MEKIIMYHOCTHOE OOIIICHUE — |

6) MPUBJICYb BHUMAHUE B CPEJIE ... — ;

7) JFOOUTH MHOT03aJa4YHOCTh —

2. Write out of the text the vocabulary units useful for speaking about social media.
3. Why is social media becoming more prevalent in our lives?

4. Why do people use social media?

5. Why is social media gaining a lot of attention within the television community?
6. Explain what it means: social media is sweeping the market.

2. TV Genres and Types of TV programmes
Read the information about TV Genres and programmes and memorise those defini-
tions.

3. TV interviews and TV debates

Read this section and do the following tasks.

1)  Give Russian Equivalents to the following:
— outside the scope of the interview —

— to catch off guard —

— to have a special insight —

— to give an edge of credibility —

— to arise on the spur of the moment —

— to rest on a multitude of factors —

— face-to-face confrontation of debates —

— to generate a direct clash of ideas —

— to provoke more candid answers —

— to provide extended exposure to candidates —
— to merit scholarly attention —

— to alternate questions —

1)  Points for discussion:
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1. Define a media interview;

2. How can an interview be used?

3. Explain why a press interview is a positive opportunity for an interviewee;

4. What is a political interview?

5. Define a debate;

6. Prove that televised campaign debates are becoming more common over time;
7. Make a list of positives about political debates.

WRITING
TOPIC: In mass communication, social media is sweeping the market.
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TASKS
UNIT 3. NEWS BROADCASTING

1. TV News

Read the text and explain (paraphrase) the following:
— disseminating current events;

—news bulletin;

—news flashes;

— timeslot;

— featuring national and international news;

— the advent of the internet;

— stations, affiliated with national networks;

— to be aimed at;

— to present live rolling coverage;

— to eliminate many of well-paid sports anchor positions;
— make them more relatable to the viewing audience.
1) Give Russian Equivalents to the following:

1)  broadcast journalism —

2)  providers of broadcast news content — ;

3)  to opt-out of national network programming — ;
4)  “magazine-style" television shows —;

5) public affairs programmes — ;

6)  to segue into news stories filed by a reporter — ;
7)  to employ specialty reporters — ;

8)  up-to-the-minute information — ;

9) lead news stories — ;

10) updates on old stories —;

11) causes disruptions to power — ;

12)  displaced homeowners —;

13) to show highlights of played games —;

14)  to cut back on this block — .

3) Answer the questions using the text.

What is news broadcasting?

What does television news refer to?

Comment on newscasts;

Who presents the stories within the broadcast?
What roles are associated with TV news?
What blocks are newscasts broken into?

What do lead stories consist of?

Nk D=
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8. What does the so-called “B block”cover?

0. What information does the weather block provide?
10.  What does the sports block include?

11.  What is the purpose of kickers?

2. Criteria for news selection
Read the text and summarize it.

3. TV News hosts

Read the text and do the tasks:

1)  Give the Russian Equivalents to the following English ones:
— to lead news programs;

— to provide commentary;

— to pitch ideas on the content;

— intense period;

— stamina;

— a fast-paced, stressful environment;

— a prepared script;

— the ability to ad-lib without a script;

2)  Define a TV news anchor.

3)  Which abilities does the career of a TV news anchor require?
4)  Which skills do TV anchors require to perform their job successfully?

4. Watch the video BBC TV News moves to New Broadcasting House, 18 march
2013 and do the following tasks:
1)  pay attention to the following:

appropriate vocabulary used in speech
— formal/neutral/informal;
— word choice;
— specialized vocabulary;
— technical jargon;
— slang.
the way of presenting
— abbreviations;
— figures/numbers;
— titles/names;
— quotations.
sentences
— complete/incomplete;
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— length;
—how many ideas or images contain;
— logical connection between sentences.
voice level and intonation characteristics

— clarity and pitch of the voice;
— careful pronunciation of each syllable;
— blurred pronunciation;
— special emphasis or words;
2)  after watching the news programme once again be ready to comment on:
— fluency of the speech;
— pause between sentences;
— body language and posture of the newscasters;
3)  Have you noticed anything wrong in the spokesperson’s verbal and non-verbal
presentation? For example: constant problems — a popping sound “p”, hissing sound
“s”, too many repetitions, comments under breath;
4)  follow a reporter/announcer as he/she delivers news to the audience, comment
on the details:

appearance on camera
— facial expressions;
— eye contact (direct/indirect);
— make up;
— fashion (very formal/semiformal/informal clothing).

purposes he/she serves
— studio reporter;
— stand upper;
— sitdowner;
— walker through;
5)  what can you say about:
— the layout of the studio;
— lightning;
— music;
— graphics.
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TASKS
UNIT 4. EDUCATIONAL TELEVISION

1. What do TV shows teach your preschooler?
Read the text and do the the following tasks:

1)  Give Russian Equivalents to the following expressions:

— intended impact;

— to learn the educational lesson;

— to learn a lesson out of a programme;

— to incorporate an element;

— to have pro-education and pro-social goals;

—to pull the plugon TV;

— to achieve a benefit;

— pretty complicated cognitive and memory skills;

— to be more aggressive in interactions.

2)  Answer the questions using the text:

1. Find the definition to pro-social behaviour;

2. What can children learn, watching educational programmes?

3. What can parents do in order to achieve a benefit rather than teach undesirable be-
haviour when watching TV?

4. How can children benefit when watching pro-education programmes with their

parents/adults?

2. The good things about television
Read the text and do the following tasks:

1)  write out the words and word combinations in bold type and give their Russian
interpretations;

2)  answer the questions:

1. What is negative about the fact that watching TV has become a solitary activity?

2. What is the key in the crowded TV environment to make children engaged view-
ers?

3. Which benefits to kids does TV offer?

4. How can we select viewing that is good for children?

73



3. Are TV shows effective teachers?
Read the text and do the following tasks:

1)  Give English Equivalents to the following:

— HaCJIAXKJAThCS CBOMM CBOOOJIHBIM BPEMEHEM;

— CEMb$l, UCIIBITHIBAIOIIAS. (PUHAHCOBBIE MPOOJIEMBI;

— UMETh JOCTYN K 3HAHUSIM;

— YBJIEKaTEJIbHbI U UHTEPAKTUBHBIN CIIOCOO;

— COI[MANIbHBIE MPOOJIEMBI U HOPMBIL;

— 3aKJIFOYEHHBIN B TIOPbMY;

— HEJIOCTaTKH 00pa30BaTEIHHOTO TEIICBUICHUS;

— MPOJIBUraThCs BIEPE]] C ONPENIEICHHON CKOPOCTbIO;

— YCBOUTD YPOK;

— CBOJUTBCA K ...;

— ype3MepHbIi nmpocmoTtp TB.

2)  Find derivatives and translate into Russian: access;

3)  What is the so-called “hands-free” approach to learning?
4)  Due to what has Sesame Street proven to be a positive influence?
5)  What are the shortcomings of educational TV?

6)  Make a list of concluding ideas.

4. Watch the video Elmo’s World. Teeth - sesame street- brush your teeth

Get ready to comment on its educational role. Emphasize its strong aspects and point

out its weak sides if you can find them.

READING COMPREHENSION
MASS MEDIA
1. Read the text and do the tasks that follow it.
News and entertainment are communicated in a number of different ways, using dif-
ferent media. The media include print media such as newspapers and magazines and
electronic media such as radio and television.

Programmes on radio and television may be referred to formally as broadcasts; and
they may be referred to informally as shows.
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Programmes or shows on radio and television are often presented or hosted by a pro-
gramme host. Popular music programmes are presented by disk jockeys or DJs.
News programmes may be hosted, fronted or anchored by anchors famous in their
own right, sometimes more famous than the people in the news. In more traditional
news programmes the news is read by a newsreader. Reporters and correspond-
ents or television journalists make reports. They and the camera operators who go
with them are news gatherers. Together they form TV crews.

Programmes and reports are transmitted or broadcast live in a live broadcast with
events seen or heard as they happen or recorded for broadcast later. A recording of an
event can be referred to as footage of that event.

A news programme might include: dramatic footage of events such as war or disas-
ter; interviews and studio discussions; vox-pop interviews, getting the reactions of
ordinary people, often in the street or clips or extracts of any of these things.

People sometimes say that today's news programmes are infotainment — a mixture of
information and entertainment, something that people watch or listen for pleasure.
Another example of infotainment is docudrama where real events are dramatized
and reenacted by actors. This is a combination of documentary and drama.

There is of course, a lot of competition between broadcasting organizations. Most TV
and radio networks want to increase the size of their audience or their ratings at the
expense of their networks.

Good ratings are especially important during prime-time or peak-time — the time of
the day when most people watch TV.

High audience figures attract more advertising or commercials to be shown in
commercial breaks between programmes. Commercials are also known as spots.
People watching TV are viewers. Viewers who watch a lot of television without car-
ing what they watch are couch potatoes.

If you zap between channels you use your remote control or zapper to change
channels a lot, may be looking for something interesting to watch and perhaps not
succeeding.

The press usually refers just to newspapers but the term can be extended to include
magazines. Newspapers are either tabloid, a format usually associated in the English-
speaking world with the popular press, or broadsheet, associated with quality jour-
nalism. Tabloids are sometimes referred to as the gutter press by people who disap-
prove of them.

Tabloids often have very large circulations and even bigger readerships. Papers
such as these are often referred to as mass circulation papers.

Newspapers run or carry articles or stories. Articles other than the most important
ones can also be referred to as pieces.
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Editorials give the paper’s opinion about the news of the day. In a quality newspaper
the most important editorial is the leading article or leader. These and other editori-
als are written by leader writers.

Celebrities usually complain about intrusive reporting techniques like the use of
paparazzi — photographers with long-lens cameras who take pictures without the
subject’s knowledge or permission. Other intrusive methods include doorstepping —
waiting outside someone’s house or office with a microphone and camera in order to
question them and secretly recording conversations by bugging rooms with hidden
microphones or bugs.

2. Write out the words in bold and translate them.

3. Give synonyms to the words:
to publish, to broadcast, to anchor, a programme, a host, popular press, quality press,
advertising, prime-time, audience, an editorial.

4. Make a list of 10 questions on the text.

5. Explain the meaning: one anchor — duel anchor, to cover events — to break news;
news bulletin — news flash.

GRAMMATICAL FEATURES OF NEWS TEXTS
I Read the information below and memorise the grammatical features of news texts.
The text of any article displays a multitude of linguistic features that are used by the
writer for a number of reasons. You have to remember that, probably, you will hardly
find all the features in any one article, but you have to be able to find all those that are
there. Find below the list of grammatical features.

1. Adverbial phrases introducing sentences.

Purpose: to save space.

Example: “Characteristically for him, the Prime Minister started his speech with ac-
cusations.” instead of “The Prime Minister started his speech with accusations, which
is characteristic of him.”

2. Relative clauses condensed by the use of the present and past participle and
infinitives.

Purpose: a) to save space and pack in more information into a shorter sentence; b) to
vary the structure of the sentence, which is necessary to break the monotony.
Example: “The British Cabinet has adopted a new law dealing with real estate dispo-
sition and replacing the old legislation passed back in 1982.” instead of “The British
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Cabinet has adopted a new law. The new law deals with real estate disposition. Real
estate matters are now regulated by the old legislation passed back in 1982.”

3. Premodified noun phrases, known as stone-wall constructions.

Purpose: to pack in more information and create dramatic effect. One of the usual pre
modifications is title-and-name combinations.

Examples: “a 57-day fast”, instead of “a fast that lasted 57 days.”

“An American Republican Party member statement,” instead of “A statement by a
member of the American Republican Party.”

4. Apposition.

Purpose: to save space. The most widely used cases include mentioning the post, age,
profession.

Examples: “Mr Sands, 38, ... instead of “Mr Sands who is 38,...”

“Mpr Biden ,the US President, ...” instead of “Mr Biden who is now the President of
the USA.”

Note that in this case premodification could be used with the same effect: “the US
President Mr Biden.”

5. Hyphenated adjectives.

Purpose: to save space.

Example: “panic-stricken people”, instead of “people who were stricken with panic.”
Note that in many cases such adjectives are nonce-words that are not to be found in
dictionaries but whose meaning is readily deductible from their components.

6. Passive verb forms.

Purpose: a) to give a phrase a front position and so emphasize it; b) express an imper-
sonal, neutral tone; c¢) to vary the pattern of active verb form (the most frequent rea-
son for using passive forms).

Examples: “75 people were killed during the blast.”(underlining the most important
fact: the number of casualties); “10 activists were arrested during the demonstration.”
(avoiding the potentially embarrassing use of the name of the doer - police).

7. Subject-with-the-Infinitive.

Purpose: to compact the information and give the sentence a neutral tone.

Example: “12 people are reported to have been killed during the attack.”

IT Identify and comment upon the highlighted grammatical features in the following
excerpts from articles.

The procedure for the comment is as follows:

1)  mention the name of the feature preceded by some introductory phrase;

e.g. I have discovered/ identified/ found the following grammatical features such as

.
DR

2)  cite the example from the excerpt;
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3)  provide the purpose for using this particular feature.

[T Paraphrase the sentences using the appropriate grammatical features.

RADIO

TERMS USED IN BROADCASTING
Let us understand some of the common terms used in the medium of radio.
Audience: The group of people whom radio or media reaches for a particular pro-
gramme.
Listener/s: A person or a group of people who form the target audience of radio pro-
grammes.
Broadcaster: a person who presents or announces programmes over radio for the
public.
Broadcasting: any communication or transmission of any message or signal to the
public through electronic apparatus.
Tuning into radio: You have to switch on your radio and tune into the station you
want to listen to.
Live broadcast: It means a programme being broadcast directly without any pre-
recording or the sounds made at the moment of broadcast.
Pre-recorded programme: The programme recorded on magnetic tape, phonograph-
ic discs or compact disc for broadcasting it later.
Script : The written copy of the words to be spoken during a radio programme.

OBJECTIVES OF RADIO
Firstly, radio informs;
Secondly, radio educates;
Thirdly, radio also entertains.
Radio is the best medium of entertainment. It provides healthy entertainment to the
listeners. There is plenty of music of different types available to people. The popular
types of music are classical, light classical, light, devotional, folk and film music.

People tune into radio basically for these three things — for information, education
and entertainment. As radio is not expensive, for a large number of people in our
country, radio continues to be the only source of information, education and enter-
tainment. Those who cannot read or write or cannot see, listen to radio news for get-
ting informed about what is happening around them. However, the three objectives
of radio are interrelated.

Activities:
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1)  Tune into your favourite radio station. Listen to the programmes over a period
of two or three days. Make a list of them and find out if they were a source of infor-
mation, entertainment or education.

Given below is a list of descriptions;

2) Relate them to the respective term used in the medium of radio:

a) A person or a group of people who form the target audience of radio programmes —

2
b) a person who presents or announces programmes over radio for the public
5

¢) any communication or transmission of any message or signal to the public through

electronic apparatus ;
d) The programme recorded on magnetic tape, phonographic discs or compact disc

for broadcasting it later ;
1) The written copy of the words to be spoken during a radio programme.

You have learnt that one of the objectives of radio is to inform its listeners.

3) Name the other two objectives and give your own examples of such pro-
grammes on radio.

CHARACTERISTICS OF RADIO

— Radio makes pictures: Remember the example of the running commentaries on ra-
dio. As you heard the commentary, you could visualize or ‘see’ in your mind what
was being described. You use your power of imagination as you follow the running
commentary;

— The speed of radio: Radio is the fastest medium. It is instant. As things happen in a
studio or outside, messages can be sent or broadcast. These messages can be picked

up by anyone who has a radio set or receiver which is tuned into a radio station. The-
se days if you have a satellite connection, you can also receive radio signals from var-
ious AIR stations. Otherwise your normal radio set gives the meter or frequency on
which various radio stations operate. You are tuned into that station and listen to
news that happened a few minutes earlier;

— Simplicity of radio: Compared to all other media, radio is simple to use. As men-
tioned in the previous sections, radio needs very simple technology and equipment;

— Radio is inexpensive: As it is simple, it is also a cheaper medium. The cost of pro-
duction is low and a small radio can be bought for a low price;

— Radio does not need an electric power supply: You can listen to radio using dry bat-
tery cells even if you do not have electric power supply or a generator;

— A radio receiver is portable: This facility of moving an object which is called “port-
ability’ gives radio an advantage. These days if you have a car and a radio in it, you
can listen to it as you drive or travel;
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— One does not have to be literate to listen to radio: Unless you are literate, you can’t
read a newspaper or read captions or text on television. But for listening to radio, you
need not be literate at all. You can listen to programmes or news in any language on
the radio.

Activities:

1)  Name any three characteristics of radio;

2)  State whether the following statements are true or false:

I Radio makes pictures;

II Radio is a slow medium;

[T Radio is an expensive medium;

IV One has to be literate to listen to radio;

V Radio is not a portable medium.

TERMINAL (FINAL) EXERCISES

1. Make a list of the common terms that you have learnt on radio broadcasts and ex-
plain each one of them.

2. Describe the objectives of radio with examples.

3. Radio as a medium has certain characteristic features. Explain.
https://nios.ac.in/media/documents/srsec335new/335_Mass_Communication_Eng/33
5_Mass_Communication_Eng_[.9.pdf

TESTS
RADIO TEST QUESTIONS
Check your knowledge:
I. How do commercial and independent radio stations differ from the BBC?

1. Users have to subscribe to their services;
2. They require users to pay a license fee;

3. They are funded by advertising.

II. Which of the following is a DAB only radio station?
1. BBC World Service;

2. BBC Radio 1Xtra;

3. BBC Radio 5 Live.

II1. Which of these is an example of the 'Zoo' format?
1. A sports show on BBC Radio 5 Live;
2. A nature documentary on BBC Radio 4;
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3. The Breakfast Show on BBC Radio 1.

IV. Which of these is NOT an example of how the internet has innovated radio?

1. Listeners can tune in to radio stations via their television set;

2. Listeners can now listen to radio on-demand or download podcasts;

3. Listeners can watch live-action on the internet via studio webcams.

V. Which of these factors is most likely to help you define a radio station’s targeted
audience?

1. The type of music they are playing;

2. The time of day their main shows are broadcast;

3. Whether they have a website or not.

VI. What is BBC Radio 1's remit?

1. To entertain lovers of popular music with a service that celebrates the alternative
spirit in popular music from the 1960s to the present day;

2. To be a mixed speech service, offering in-depth news and current affairs and a
wide range of other speech output;

3. To entertain and engage a broad range of young listeners with a distinctive mix of
contemporary music and speech.

VII. How can radio stations allow listeners to participate in radio shows?

1. Let listeners post questions online for guests being interviewed on the show;

2. Post videos of guests on the station’s website;

3. Stream webcam footage of an interview online.

WEBSITES TEST QUESTIONS

Check your knowledge:

1 Which of the following features distinguish websites from most other media?
a) Colourful graphics;
b) Interactive features;
c¢) Limited advertising.

2 Which of the following features guides the user through the content on a website?
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a) Navigational features;
b) Web banner;

¢) Multimedia features.

3 What is the main function of a web banner?
a) It contains links to external sites;
b) It makes the page layout look professional;

c) It attracts attention.

4 What purpose do multimedia features have on a website?
a) They make the website display better on different devices;
b) They can help to make the content more entertaining and informative;

c) They generate revenue.

5 What function do external web links have on a website?
a) They direct users to pages on the same site;
b) They direct users to pages on another site;

c) They direct users to interactive features.

6 Which of these is an example of media convergence?
a) A TV programme goes out live;

b) A TV programme launches a website with clips, downloads, and interactive fea-
tures;

¢) A radio programme hosts a phone-in.

7 What is the purpose of media convergence?
a) To save money on production costs;
b) To target a niche audience;

c) To encourage greater audience engagement.

Source: https://www.bbc.co.uk/bitesize/guides/z2s97hv/test
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3. PA3JIEJI KOHTPOJISI 3SHAHUMN

3.1. MeToan4eckue peKOMeH AU

10 CAaMOCTOSITeIbHOI padoTe CTYJ1eHTOB

CryneHT B mporecce oOy4deHHs! JOKEH HE TOJBKO OCBOUTH YUeOHYIO MpO-
rpaMMmy, HO ¥ IPUOOPECTH HABBIKM CAMOCTOSATEIBHON pabOThI, KOTOPast CIOCOOCTBY-
€T pa3BUTHUIO OTBETCTBEHHOCTH U OPraHM30BaHHOCTH, TBOPUECKOTO MOAX0/Aa K pelle-
HUIO 1po0JIeM yueOHOro U Npo(hecCHOHATBLHOTO YPOBHS, TOCKOJIbKY CTYJEHT J0HKEH
YMETb IIJIAHUPOBATh U BBIIIOJHATH CBOIO padoTy.

CamocrosrenbHas padoTa CTyIEHTOB SIBJISIETCS OJHOM M3 OCHOBHBIX (popMm ay-
IUTOPHON U BHEAYTUTOPHOU pabOTHI MPH peain3aluy y4eOHBIX TUIAHOB U MPOTPaMM.
CamocrosiTenbHass pabota ompenensiercs Kak MHIWBUIyalbHAs WM KOJUIEKTUBHAs
yueOHas IeITeIbHOCTh, OCYIIeCTBIIsIeMas 0e3 HEeMOCPECTBEHHOTO YJYacThs Meaaro-
ra, HO IO €r0 33/IaHUSM U TI0J] €r0 KOHTPOJIEM.

JI71st opraHu3aIii CaMoCTOSTENbHON paboThl HEOOXOIUMBI CIICTYIOIIHE YCIIOBHS:

— TOTOBHOCTH CTYZICHTOB K CAMOCTOSITEIBHOMY TPY/Y;

— HaJIM4ue U JOCTYIMHOCTh HEOOXOIMMOr0o y4eOHO-METOIMYECKOTO U CIIpaBOy-
HOTO MaTepHana;

— KOHCYJIbTAlIMOHHAS TIOMOIIIb.

@®opMbI caMOCTOSITETILHON pabOThl CTYIACHTOB OMPEIEIISIOTCS MpU pa3paboTke
pabounx mporpamMm Y4YeOHBIX ITUCIHUIUIMH COJEp)KaHuEM Y4YeOHOW AMCUUIUIINHBI,
YUUTBIBasi CTENIEHb IOJITOTOBIEHHOCTH CTY/I€HTOB.

Bunamu 3ananuii As BHeayAUTOPHON CaMOCTOSATEIBHOM pabOThI SBISIOTCS:

— OJ151 081A0€HUSI SHAHUSAMU:

— uTeHue TekcTa (yuyeOHMKa, IOTOJIHUTEIbHOW JIUTEpaTypbl), COCTABICHUE
IUTaHa TEKCTa, MePeBOTYCCKUI aHAIN3 TEKCTa, BBIMHUCKH U3 TeKCTa, paboTa co cloBa-
pPSAMHU U CHPABOYHHKAMHU, O3HAKOMJICHHE C HOPMATHBHBIMU JOKYMEHTaMH, y4eOHO-
HccleioBaTeNbCcKas paboTa, MCIOJIb30BAHUE ayIHO- M BUICO3AIMUCEH, KOMIBIOTEp-
HOI TEXHUKH W UHTEPHETA U JIp.;

—0ns 3AKpeNnIerHUus u cucmemamusayuu BHAHUUL:
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— 00paboTKa TeKcTa, MOBTOPHAS paboTa Ha/I yU4eOHBIM MaTepuaioM (yueOHHKa,
JOTIOJTHUTENIbHON JIMTEPaTyphl, COCTABIICHUE IJIaHA, OTBET Ha KOHTPOJbHBIE BOMPO-
CBl, aHaJTUTHUECKass o0paboTKa TekcTa (aHHOTHpPOBaHHE, pelieH3UpoBaHue, pedepu-
poBaHUE, KOHCIIEKT-aHAIN3 U Jp.), COCTaBlieHne ondauorpadum.

Takum oOpazom, camocrosiTenbHas paboTa Bcerga 3aBepuIacTcsi KaKuMU-I100
pe3ynbTaTaMy. DTO BHIMOJIHEHHBIE 33JaHUS, YIIPAKHEHUS, IEPEBO/IbI, AaHHOTAIUH.

Llenu u 3a0auu

L]envio caMOCTOSTENBHOW PAaOOTHI CTYJIEHTOB SIBJISIETCS OBJaJieHUE (PyHIaMeH-
TaJIbHBIMU 3HAHUAMH, MPOPECCHOHAITBHBIMU YMEHHUSIMH U HABBIKAMU JIEATEIbHOCTH
no mpoduiito, OMBITOM TBOPYECKOM, HCCIENOBATEIBCKON AESITeNbHOCTH. [laHHBIM
y4eOHO-METOIMYECKII MaTepruaa OpUEHTUPOBAH HA JOCTH)KCHUE TIIaBHOW IIeNHU: TMO-
BBIILICHUE PE3YyJIbTATUBHOCTH CAMOCTOATEIBHONW PadOThl CTYJEHTOB, pPa3BUTHE CIIO-
COOHOCTH K CaMOCTOSITEIbHOMY TOJy4eHHIO 3HaHWM, OCBOCHUI0O KOMMYHHUKATHUBHBIX
KOMITETEHUUI 110 Y4eOHOU TUCUUILIIMHE.

B xoze BbINOTHEHHsS] CaMOCTOSITEIbHON pabOThl CTYJEHT HAyYUTCsl aKTUBHO,
IeJICHANPABIEHHO MPUOOpPETaTh HOBBIE 3HAHMS W Pa3BUBATh KOMMYHHKATHBHBIC
yMeHHs 06€3 IMpsIMOro y4acTHus B 3TOM MpOIIEcce MPernoiaBaTeiei; caMOCTOsITENbHO
aHAIM3UPOBATh COBPEMEHHBIE YUeOHO-METOIMUYECKHUE MAaTepUalbl; 3aKPEIIsTh MPOK-
JICHHBIN MaTepual MOCPEICTBOM aHAIHN3a U 0OCYXKICHUS.

VYkazanHas 11e1b TpeOyeT peaanu3aiuu psajaa 3a0au:

— IPUOOPETCHUSIKOHKPETHBIX 3HAHUNW B COOTBETCTBHH C TEMaMHU, 3asBJICHHbI-
MU B y4eOHOI mporpaMme JUCIUILINHBI,

— CHCTEMATH3allMi M 3aKPEIUICHUS TOJYYEHHBIX TEOPETUYECKHX 3HAHUU U
NPaKTHYECKUX YMEHUH 00yUJaronnuXcs;

— pa3BUTHUS NO3HABATENIbHBIX CIIOCOOHOCTEN U aKTUBHOCTH CTYEHTOB: TBOpUE-
CKOM MHUIIMATUBBI, CAMOCTOSITEIbHOCTH, OTBETCTBEHHOCTH U OPTaHU30BaHHOCTH;

— (hopMHpOBaHHS CaMOCTOSITEILHOCTH MBILUICHHUS, CIIOCOOHOCTEH K camopas-
BUTHIO,

— CaMOCOBEPIICHCTBOBAHUS U CaMOpEaTH3aIlHH;

— Pa3BUTHA UCCIICAOBATCIIbCKHUX YMGHHﬁ,
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— pealM3aly YHUBEPCAIbHBIX YYEOHBIX ACUCTBUN C UCTOIB30BAaHUEM HMH(OP-
MalMOHHO-KOMMYHUKAIITMOHHBIX TEXHOJIOTHM.

Nudopmanusi, noiayyeHHas B pe3yJjbTaTe CaMOCTOSITENIBHOTO M3y4YeHUs 000-
3HAUYEHHOTO MaTepuaia, OyaeT HeoOXoauMa il MPOTYKTUBHOU pabOThl HA TIPAKTH-
YECKHUX 3aHATHUAX, a TAKKE YCIIECIIHOIO MPOXOXKIAEHUSA BCEX ATalOB KOHTPOJS 3Ha-
Hui. [Tomrmo ananmza OUOIMOrpadUUYECKOro CucKa JUTEpaTyphl, MOOMIPSIETCS ca-
MOCTOATEJIBHOE HAXOXKJIEHUE W HM3yYECHHE JIONOJIHUTEIBHON JUTEPATYPBl U DJIEK-
TPOHHBIX HICTOYHUKOB.

[Tpu >TOM TIETISIMU 1 337]a9aMU CaMOCTOSITEITLHON ayJUTOPHOUN PabOTHI SIBIISTIOTCS:

— METOJMYECKas NOMOIb CTyAEHTaM NpH M3ydyeHHH aucuuiuiHbl «llepeBon:
AcIeKThl nepeBoAa B MEXAYHAPOJAHOM TypHU3ME» IO TeéMaM, BBIHOCHMBIM Ha CaMo-
CTOSITEJIBHOE U3YUYEHUE;

— o0y4eHHe JOTUYHOMY U MOCJEA0BAaTeIbHOMY MEPEBOJy B Mpe/esiax YCBOSH-
HOT'0 JIEKCUKO-TPaMMaTUYECKOI0 MaTepuaa;

— IpUMEHeHHe c(HOPMUPOBAHHBIX HABBIKOB IPHU paboTe ¢ ayTEHTUYHBIMU Ma-
TepUallaMu;

— pa3BUTHE TBOPUYECKUX CIIOCOOHOCTEH CTYIEHTOB, aKTUBU3ALMS MBICIUTEIb-
HOM NI€ATEIIbHOCTH, MOBBILIEHUE MOJIOKUTEIbHOW MOTUBALIMU K U3YUYEHUIO aHIJIUM-
CKOTO f3bIKa;

— 0TpaboTKa HaBBIKOB PabOThI CO ClELUATbHBIMU TEMAaTHYECKUMH CIOBAPSMH,
C HAYYHBIMH CHPABOYHBIMH MOCOOUSIMHU.

Lenu 1 3a7aun BHEAY JUTOPHOM CaMOCTOATENBbHON pabOThI CTYI€HTOB:

— 3aKpervieHue, yriyOJieHHe, pacllupeHrue U CUCTeMaTh3alus 3HaHWM, MOoJTy-
YEHHBIX BO BPEMS 3aHATHIA;

— CaAMOCTOSITEIIbHOCTD OBJIAJICHUSI HOBBIM YUYEOHBIM MaTepUaIoM;

— (hopMHpPOBaHNE HABBIKOB CAMOCTOSITEILHOTO YMCTBEHHOTO TPY/a;

— OBJIAJICHUE Pa3IUYHBIMUA (POpMaMU CAMOKOHTPOJIS;

— Pa3BUTHE CAMOCTOSITEIIBHOCTH MBIIUICHNUS;

— pa3BUTHE KOMMYHHMKATUBHBIX YMEHUH B chepe nmpodhecCHOHAIBHOrO OOIEHMS;

— BOCIIUTaHUE CIIOCOOHOCTH K CAMOOPTaHU3allNK, TBOPUECTBY.
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CamocrosTenbHasi padoTa MOXKET OCYILECTBISITECA UHIUBUIAYAIBHO WU TPYII-
aMu CTYZICHTOB B 3aBUCUMOCTH OT LI€JIH, 00beMa, KOHKPETHONW TEMAaTUKU CaMOCTOSI-
TEJIbHON PaboThl, yPOBHS CIOKHOCTH, CTETICHU Pa3BUTHUSI YMEHUM CTYJICHTOB.

KoHTpoinb pe3ynpTaToB BHEAYAUTOPHOU CAMOCTOSITEIHHONM PabOTHI CTY/ICHTOB
MOKET OCYUIECTBIISTHCS B MpEEIax BPpeMEHH, OTBEJEHHOTO Ha o0s3aTellbHbIE yueo-
HBIC 3aHATHUS TI0 JUCIUIUIMHE U BHEAYJIUTOPHYIO CAMOCTOSATEIBLHYIO PaboTy CTyACH-
TOB TI0 JUCHUIUIHHE. Mcnonb3yercs ycTHas U MUChbMEHHass (POPMbI KOHTPOJISL.

[To gucummnmHe «S3bIK CpEeICTB MacCOBOM KOMMYHHUKALUM» MPAKTUKYIOTCS
CIIeYIONME BUBI U (POPMBI CAMOCTOSITETHHOU PAOOTHI CTYICHTOB:

— MOATOTOBKA K MPAKTUYECKUM 3AHATHUSM;

— MOJIFOTOBKA K K3aMEHY;

— 0TpabOTKa U3y4yaeMOro MaTepHraa 1o MeYaTHbIM U JIEKTPOHHBIM UCTOYHUKAM;

— BBITNIOJIHEHHUE CaMOCTOATENbHON padOThI;

— IOJITOTOBKA K YYAaCTHUIO B HAYYHO-IPAKTUYECKUX KOHPEPEHIIUX.
3.2. PeKOMeHIlaIII/II/I 10 BBINOJHEHUI0 CAMOCTOSITEIbLHOM paﬁoTbI

H3yuenue meopemuuecko2o mamepuana.

N3ydyenue nuTepatypbl U UHTEPHET-PECYPCOB C LEIbIO PACHIMPEHUS 3HAHUUI
110 TOW WJIM MHOU TeMe HEOOXOIUMO OCYIIECTBISATh C YUETOM CIICIYIONIUX ITyHKTOB:

— MPEXKJIe YeM MPHUCTYMHUTh K padoTe, TpeOyeTCs YeTKO ONpPEeIeIUTh IeIu 3a/1a-
HUS, YTO MTOMOKET OCYIIECTBUTH CAMOKOHTPOJIb B KOHIIE pa0OTHI;

— X0J1 pabOThI IPOBOJIUTH «IIOIIATOBO» M HE MPUCTYIATh K CIACAYIONIEMY ITyHK-
Ty, HE IPOM IS TPEBI Y LN,

— 1pu paboTe C JIUTEPATypPHBIMU MUCTOYHUKAMH BBIJCNSTH TJIaBHOE, 0Opaiiast
0c000€e BHUMaHME Ha KJIACCHYECKUI HEMEIKUH SI3BIK,

— B KOHIIE pabOThl MPOBEPUTH JOCTUTHYTA JIU LI€JIb U CKOJILKO BPEMEHH IMOTpe-
00BaJIOCh JJI €€ TOCTH)KCHUS.

B 3aBuCcUMOCTH OT 11€J11 TPOCMOTPOBOIO YTEHUS U CTEIICHU MOJHOTHI U3BJICUE-

HHA I/IH(i)OpMaL[I/II/I BBLACJIAIOT YCTBIPE MOABHAA IIPOCMOTPOBOIO YTCHHA:
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KoncnekTuBHOE — JJIsi BBIJACIICHUS OCHOBHBIX MbICIeH. OHO 3aKiIi04yacTcs B
BOCIIPUATHH TOJBKO HanOoJiee 3HAYUMBIX CMBICIOBBIX €IMHHI] TEKCTA, COCTABJISIO-
IIUX JIOTUKO-()aKTOJIOTHYECKYIO IIEMTOYUKY.

PedeparuBHOE — 17151 BBIZIETICHUSI OCHOBHBIX MbIcieil. [Ipyu 3ToM ymuTaromiero
MHTEPECyeT TOJILKO CaMOE€ OCHOBHOE B COJICp)KaHMM MaTepuayia, BCe MOJAPOOHOCTH
ONYCKAIOTCS KaK HECYIIECTBEHHBIC JIJI1 IOHUMAHUS TJ1aBHOTO.

O630pHOE — IS OmpesieieHUs cymiecTBa coobmaemoro. OHO HampaBJICHO Ha
BBIJICJICHUE TJIABHON MBICIIM TEKCTA, MPUYEM 3a7a4l CBOSTCS B OCHOBHOM K €€ 00-
HapyEHHUI0O HAa OCHOBE CTPYKTYPHO-CMBICIIOBOM OpraHu3anuu Tekcra. lloHnmanue
IJIaBHOW MBICJIM, BBIPAXKCHHON UMIUIMIIUTHO, B IAHHOM CJIy4yae MPAKTUYECKU HEBO3-
MOHO. MHTepripeTanusi MpOYUTAaHHOTO OrPaHUYMBAETCS BHIHECEHUEM caMOU o01Iei
OLICHKH COJICPKAHUIO U OMPEJECICHUEM COOTBETCTBHS TEKCTa MHTEPECaM CTYIAEHTOB.

OpueHTUPOBOYHOE — JIJII YCTAHOBJICHHWS HAJIWYUsl B TEKCTe HH(POpPMAIUU,
MPEACTABISIONIEN ISl YATAOIIETO HHTEPEC WIIM OTHOCAIIEECA K ONPEAECIEHHON TPO-
oseme. OcHOBHAs 3ajJja4a YUTAIOIIETO — YCTAHOBUTh, OTHOCUTCS JIM JJAHHBIA MaTepH-

aJ1 K THTEPECYIOLIEH €ro TeME.

3.3. 3agaHus 1JI CAaMOCTOATEIbHON PadoThI

1. I3yunTh TEOpETUUECKUI MaTEPUAN TUCIIUIIIIUHBI.

2. O3HaKOMHUTBHCS C OCHOBHBIMH MOHATHIMHU U TEPMUHAMM 110 TEMAM.

3. O3nHakomuThCs ¢ 0OpazoBarenbHbIMU Iporpammamu BBC.

4. O3HaKOMHTBCA ¢ OM3HEC U Pa3BIEKATEIbHBIMU MPOTPAMMAaMH, PEKIAMOM.

5. U3yuntp maTepuanbl s COBEPILIEHCTBOBAHMUS HaBbIKa BJAJIEHUS OOIIECT-
BEHHO-TIOJIMTUYECKON JIEKCUKON M pedyeBOM JeaTesbHOCTH “BoiiHa u mup”, “Mupo-

BbIie peiHku”, “IIpecTymnenue u npaBocyaue”, “bopnda ¢ Teppopuszmom™.
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3.4. Bonpochl K 3K3aMeHY
no JIMCHMIIJIMHE «S3BIK CpeacrTB MAaccoBOM KOMMYHHUKAIIUH»
HpHMCpHBIfI IMCPCUYCHDb IK3aMCHAILIMOHHBIX BOIIPOCOB IO JUCHUIIJINHC
«S1I3BIK CpEeICTB MAaCCOBOM KOMMYHUKALUW» JJI CTYAEHTOB 4-ro Kypca

crenuanbHOCTH «JIMHTBUCTHYECKOE 00ECTICUCHNE MEKKYIbTYPHBIX KOMMYHHUKAIIAN)

1. The problem of defining Terrorism. The targets and activities of terrorists.

2. Name the actions that can be committed by terrorist groups and comment on
them.

3. Describe one of the cases of hostage-taking. Mention the terrorists’ aims and
counter-terrorist actions.

4. Comment on the ways of countering terrorism.

5. Assess the criminal activity in this country in general and in other countries
you have been to.

6. Describe differences in police actions depending on the scale or seriousness
of the crime reported to the police (e.g. homicide vs. shoplifting).

7. Explain what evidence is. What objects may be considered evidence.

8. Describe a crime scene investigation process.

9. Name the stages of crime investigation, participants in the investigation pro-
cess and their responsibilities.

10. Define such types of crimes as: white-collar crime, crime of passion, com-
puter crime. Give their Russian Equivalents.

11. Define such types of crimes as: victimless crime, hate crime, violent crime.
Give their Russian Equivalents.

12. Define such types of crimes as: hate crime, white-collar crimes, computer
crime. Give their Russian Equivalents.

13. Name the stages of the Burress case and its participants.

14. Name the stages of a trial and all the participants of a trial.

15. Define the purpose of capital punishment.

16. Name the methods used by man over the years to put criminals to death.
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17.
18.

functions.

19.

20.
21.
22.
23.
24.
25.

Speak about capital punishment in the USA.

Comment upon the grammatical features used in news texts and state their

Speak on Terrorism as an international problem.

Speak on the tragedy of one of western Europe’s first suicide bombers.
Comment on the main features of the UN anti-terrorism resolution.

In mass communication, social media is sweeping the market.

The role of the Media (and New Media) in the ever-changing world.
Advertising and its impact on society.

Make a tour of a crime lab.
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4. BCTIOMOT'ATEJIbHBIH PA3JIEJI

4.1. YueOHas nporpaMmma

YACTHOE YYPEXIEHUE ObPA3OBAHUA
«MTHCTUTYT COBPEMEHHBIX 3HAHUI M. A. M. IIIUPOKOBA»

YTBEPXJIAIO
Pexrop MHCTUTYTa COBPEMEHHBIX
3HaHuii umMenu A. M. IIlupokona
A.JI.LKanunos

Peructpanmonssiii Ne V/I- /yu.

S3BbIK CPEJICTB MACCOBOM KOMMYHUKAIIUH
Y4eOHast nporpaMMa y4peskIeHUs BbICIIEro 00pa3oBaHus
10 Y4eOHOM AUCHHUIINHE ISl CHIeNHAJIbHOCTH:

1-23 01 02 «/IMHrBHCTHYECKOE O0eceYeHHe MEeKKYJIbTYPHbIX

KOMMYHHUKAIUH (110 HANIPABJICHUAM))
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VYyeOHast mnporpamma CcoOCTaBJ€Ha Ha OCHOBE 0Opa30BaTEIbHOIO CTaHAapTa
Beiciiero oopazosanus OCBO 1-23 01 02 — 2013 «Breicmiee o6pazoBanue. [lepBas
cTyneHb» 1o crnenuaibHocTu 1-23 01 02 «JlunrBuctuueckoe obecreyeHue Mex-
KyJIbTYPHBIX KOMMYHHKAIUi (MO HampaBleHUsM)» U ydeOHoro rutana YacTtHoro
yupexaeHus oopazoBanus « MHCTUTYT coBpeMeHHBIX 3HaHuil umenu A. M. [llupoxo-
Ba» o cnermanbHocT  1-23 01 02 «JIuHrBUCcTHYECKOE 0OECTICUeHNE MEKKYIbTYP-
HbIX KOMMYHUKalui (110 HampaBJEHUSM)», peructpaiuoHHbiii Ne 1-23 01 02-068-
2015/7.

COCTABUTEJIb

C. A. Maxogeykas, cTapimiiii penojaBareib Kadeapbl MEeKKYJIbTypPHOH KOMMYHH-
kanuu YacTHoro yupexxaeHus oopazoBaHusi «MHCTUTYT COBpPEMEHHBIX 3HAHUMN HMe-
Hu A. M. [IIupokosay.

PEIIEH3EHTHI:

H. H. llupsesa, ctapmmii npemnogaBaTeiab Kapeapbl MEXKKYJIbTYPHOW KOMMYHHUKA-
uu YactHOro yupexnaeHnus oOpa3zoBanus «HCTUTYT COBpEMEHHBIX 3HAHWUN MMEHH
A. M. [llupokoBay;

JI. A. booa, crapmuii nmpenoaBatenb Kadeapsl HEMEIKOTo A3bIKa (HaKyIbTeTa MEX-
ITYHapOIHBIX OM3HEC-KOMMYHHKAIM bernopycckoro rocy1apcTBEHHOrO SKOHOMUYE-
CKOr'0 YHHBEPCHUTETA.

PEKOMEHAOBAHA K YTBEPXJIEHUIO:

Kadenpoit mexkynbTypHO KoMMyHHKauuu (mpotokon Ne ot 2 .12.2019 r.);
Hayuno-meroanueckum coBetoM YacTHoro yupexieHnus odOpazoBanus «MHCTUTYT
coBpeMeHHBIX 3HaHuN uMeHn A. M. [llupokoBa» (mmpotokos Ne oT )
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HOACHUTEJIBHASA 3AIIMCKA

JucuunnuHa «S3bIK CpeaCcTB MACCOBOM KOMMYHUKAILUW MPEAHA3HAUYCHA IS
U3Y4YeHHUs] CTYyJIEHTaMHU 3 Kypca CHelHalIbHOCTU «JIMHIBHCTHUYECKOE OOecredeHue
MEKKYJIbTYPHBIX KOMMYHUKALINI.

AKTYyaqbHOCTh M3YYEHHS JUCIHUIUIMHBI 00YCIIOBIIEHA MTParMaTuKO COBPEMEH-
HOM KU3HU — IIEpEepaCHpPEICICHUEM YJIEJIIBHOTO BECa KAHAJIOB KOMMYHHUKAlUHU B
MOJIB3Y CPEACTB MAaCCOBOUW MH(POPMAIINH, BO3PACTAIONICH POJIBIO 3JIeKTPOHHBIX CMMU.

CpenctBa mMaccoBoil MHGOPMAIMKM MPOYHO BOIUIA B JKHU3HB YEIOBEYECKOTO
obmectBa. OHM SIBJISIFOTCS MOIIHBIM CPEJICTBOM BO3JICUCTBHUS HA YEJIOBEUYECKHM pa-
3yM. JlunamuuHoe pazButue TpaguuuoHHbix CMU — newatu, paauo, TeleBUACHUS,
MOSIBJICHUE HOBBIX KOMIIBIOTEPHBIX HMH(OPMAIIMOHHBIX TEXHOJOTUM, rio0amu3aius
MHPOBOr0 HH(GOPMAIMOHHOTO MPOCTPAHCTBA OKAa3bIBAIOT OrPOMHOE BJIMSHHE Ha
IIPOLECC MPOU3BOJICTBA U PACIIPOCTPAHEHUS CIIOBA.

Bynyun nuHaMUYHBIM MO CBOEHM CyTH, SI3bIK CPEICTB MAacCOBOM HMH(pOpMaLUU
HanOoJiee OBICTPO pearupyeTr Ha BCE M3MEHEHHs B OOIECTBEHHOM CO3HAHUU, OTpa-
’Kasi COCTOSTHUE IOCJIEeNIHEero W Biuss Ha ero (opmupoBanue. MIMEeHHO B s3bIKe
CpPeACTB MacCcOBOM MH(OpPMAIIMU JIETKO YBUJIETh T€ HOBbIE TECHACHIIMU B MOAXOJAX K
VU3YUYECHUIO S3bIKA, KOTOPBIE MPOCIICKUBAKOTCS B COBPEMEHHOM JIMHIBUCTHKE.

B xypce «SI3bIk cpeacTB MacCOBOM KOMMYHMKALIMNY» PEATIU3YIOTCS CIIEIYIOLIME
e 00y4YeHUsI MTHOCTPAHHOMY SI3BIKY:

OO0meoOpa3oBaTebHAA LeJdb IPEANOJIAracT:

— (QopMupoBaHUE U Pa3BUTHE COLUAIBHO-NMPOGHECCUOHATIBHOM, MPAKTUKO-
OPUEHTHUPOBAHHOW KOMIIETEHTHOCTH, MO3BOJISIIOIIEH COYETAaTh AKAJIEMUYECKUE H
npodeccruoHanbHble KOMIIETEHIIMH JIJIsl pelieHus 3a1a4 B chepe npodeccruoHaabHOM
1 COLMAJILHOM JICITECIbHOCTH,

— TOBBIIIIEHUE O0IIEr0 YpOBHA 00pa30BaHUS M KYJIbTYpPbl CTYJACHTOB, PaCIIu-
peHue Kpyroszopa CTyJeHTOB Ha 0a3e MpuOOpPETEHHbIX 3HAHUH 110 U3y4YaeMOMY Kypcy,
a Tarke (popMUpOBaHNE UX CONMATBLHO-IMYHOCTHBIX KOMITETCHIIUNA, KOTOPBIC Mpe-
II0JIarar0T YMEHUE aHAIM3UPOBATh U KPUTUUECKNA OCMBICIUBATH UCTOPUYECKUE U CO-
BPEMEHHBbIE MPOOJEMbl 3IKOHOMHYECKOW, TMOJUTHYECKOW U COLUAIbHOU >KU3-
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HU CTpaHbl M3y4aeMOro f3bIKa, CIOCOOHOCTh HAaXOIUTh B3aWMOINOHMMAHUE H
COTPYJHHUYATh C IPEJICTaBUTEISAMU JIPYTUX KYJbTYp, A3BIKOB M PEIUTUMN, CIOCOO-
HOCTb K IIEHHOCTHO-CMBICIIOBOM OpUEHTAI[MM B COBPEMEHHOM MHUPE, YMEHHE OTCTau-
BaTh I'PAKJAHCKYO ITO3HIIMIO.

IIpakTHYeckas Heab AUCUUIIMHBI IPETyCMATPUBACT:

— aKTUBM3AIMIO TPAMMAaTHYECKUX CTPYKTYP B pe4H M 00OTaIeHHE CIIOBAPHOTO
3araca CTyJ€HTOB;

— CTUMYJIMPOBaHUE COLMOJIMHIBUCTHYECKOW KOMIIETEHLIUH, @ UMEHHO CIOCO0-
HOCTH BOCHPHUHHUMATh U TIOPOXKJIaTh HHOSA3BIYHYIO PE€UYb B COOTBETCTBUH C YCIOBUAMHU
peueBOi KOMMYHHUKAIIWH;

— COBEpIUEHCTBOBAHUE KYJIbTYpPbl MEKHALMOHATIBHOTO OOIICHUS, 3HAHUE peasinil
CTpaHbl U3y4aeMOro 53blKa, HOPM BEpOAIbHOIO M HEBEPOAIBbHOTO MOBEICHMUSL.

IIpodeccuonanbHast Heab MPEAIOIAracT:

— 03HAKOMHUTH O0YUaIOLUXCA ¢ 0COOEHHOCTAMH (PYHKIIMOHUPOBAHUS SI3bIKa B
CMU;

— OXapaKkTepu30BaTh HOPMbI JIUTEPATYPHOrO fA3bIKA B KOHKPETHBIX KaHAJax
KOMMYHUKAIIMK — SI3bIKE NI€YaTH, KUHOSI3bIKE, PAaJINO- U TENES3bIKE, SI3bIKE PEKIAMBI,
A3bIKE KOMIIBIOTEPHBIX CPEACTB MacCOBOW MH(OpMALINK;

— COJIEHICTBOBATH MOBBILIEHUIO PEYEBOU KYJIBTYPBI;

— 03HAKOMHUTH C aKTYaJIbHBIMHU U JUCKYCCUOHHBIMU BOIIPOCAMH TEOPUH HOPMBI
COBPEMEHHOT0 JINTEPATYPHOTO S3bIKA U MPoOJIeMaMu UX peanu3anuu B sizbike CMU.

BocnnratenbHasi Helb IPEIMETA 3aKII0YAETCS B:

— ONTUMHU3ALMU CIIOCOOHOCTH  HAaxXOIUTh B3aUMONOHMMAHHE U COTPYAHHU-
YyaTh C MPEACTABUTENSIMU APYTUX KYJIbTYP, SI3bIKOB U PEJIUTUH;

— Pa3BUTUM CHOCOOHOCTH K IIEHHOCTHO-CMBICIIOBOW OPHUEHTAIlUU B COBPEMEH-
HOM MHUDE;

— aKTUBU3aLMN YMEHUS OTCTAUBATh I'PAXKIAHCKYIO TO3ULIUIO.

CTyneHT 10JKeH ObITh OJArOTOBIIEH K PELICHUIO CIEYIOMINX 3a/1a4:

— HAy4YUTHCS J1aBaTh XAPAKTEPUCTUKY U aHAJIU3UPOBATH MEIUATEKCT Kak Oa-

30BYI0 Kareropuro si3pika CMU;
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— onpenensaTh poib CMU B muHaMUKe SI36IKOBBIX MPOIIECCOB;

— HAYYUTHCS TIPUMEHATH IMOJTYUYCHHBIC TEOPETHUYECKUE CBEICHHUS M IMpaKTHYe-
CKHE HaBBIKH B )KYPHAJIUCTCKON ACATEIBHOCTH, B YaCTHOCTH, B CO3/IaHUH COOCTBEH-
HBIX MEJIUATEKCTOB;

— CaMOOTPENICTATHCS B KOHKPETHONW PEUEBOM CUTYAIIMHM U TIOCTYNaTh C yYETOM
CUTyalluu OOIICHUS,

— aHAJIM3UPOBATh U OLIEHUBATH CTETICHD 3(PPEKTUBHOCTH OOIICHHUS.

CTyneHT JOJKEH 3HATh:

— (poneTnueckue, TEKCHUECKHUE, TPAaMMAaTUYECKHE, CTHIMCTUYECKUE, opdorpa-
dbuueckue, opposrnuuecKre, CTUINCTHIECKHE HOPMBI COBPEMEHHOT'O aHTJIMMCKOTO U
PYCCKOTO SI3BIKOB B II€JIOM M IIPUMEHHUTEIBHO K MTPaKTUKE coBpeMeHHbIXx CMU;

— TIapaMeTphl CPEJICTB MACCOBOM KOMMYHUKAIIMHN U (PYHKITUU;

— YKaHPbl MAaCCOBON KOMMYHHKAIIHNH;

— TUTIOJIOTHIO TIPECCHI;

— cnenu@UKy MPe3eHTAINH PATHUOTIPOTPAMM;

— 0COOEHHOCTH KOMMYHHKAIIUN B CHCTEME HHTEPHET.

B pesynbprate m3zydeHus Kypca «S3bIK CpEICTB MAacCCOBOM KOMMYHHKAIAW
CTYJICHT J10JI2K€H YMeTh:

— aHATM3UPOBATH MPOSBICHUS TEJICBU3MOHHON KYIbTYPHI;

— paboTaTh ¢ paguomMaTepruagaMu pa3IudHbIX (OPMATOB;

— BOCIPHHHMATh M TIOHMMATh O(HUIIMAIBHO-ACIOBYIO, PAa3rOBOPHYIO, B TOM
YHCJIe MPOCTOPEUYHYIO, JUAIICKTHYIO peub B (popmaTe Tene- u paauonepenad, KHHO-
bUIBEMOB;

— TpaHC(POPMHUPOBATH TEKCT U aJCKBATHO NIEPEIaBaTh €r0 COJICPIKAHNE;

— IIPEJICTABIIATh KPATKOE COCpKaHNE MTPOUYNTAHHOTO B BUJIE PE3IOME;

— BJIaJIETh apTyMEHTUPOBAHHOW MPOJAYKTUBHOM peubi0 B (popMe MOHOJIOTA,
Uaiora Wid TOJWJIoTa B CIEMYIONIUX JKaHpaxX: JEKIHs, JOKIaa, Oecema, KPyTIIbli
CTOJI, TUCKYyCCHs, Ae0aThl, HHTEPBBIO, COONIO/Iasl MPaBHIa PUTOPUKH M BEPOAITHHOTO
ATUKETA;

—BecTu Oecery  OUIMATIBHOTO — XapakTepa;
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— IPAaMOTHO OCYIIECTBISATh KOMMYHUKAIIUIO B CETU UHTEPHET.

OcBoeHre AaHHOTO Kypca JOJDKHO OOecreduTh (POPMHUPOBAHME CIICAYIOLINX
TPy KOMIETCHIUN: aKaJIeMUYE€CKUX, COLUATBHO-TMYHOCTHBIX U TPO(HECCHOHATIBHBIX.

TpedoBanus K akageMHUYeCKUM KOMIIETEHIIUSAM CIECHUAINCTA

CrnenuanucT JOJIKEH:

— AK-1. YMerp npumeHsATh 0a30Bble€ HAyYHO-TEOPETUYECKUE 3HAHMS IS pe-
HIEHUSI TEOPETUYECKUX U MPAKTUYECKUX 3a]1a4.

— AK-3. BiageTs ncciaenqoBaTeIbCKUMU HaBBIKAMMU.

— AK-4. YmeTs paboTaTh CaMOCTOSITENTBHO.

— AK-7. meTp HaBBIKM, CBS3aHHBIE C HCIIOJb30BAaHUEM TEXHHYECKUX YCT-
pOICTB, yripaBieHueM uHpopmalmeil 1 paboTol ¢ KOMIIBIOTEPOM.

— AK-8. Ob6nmanaTh HaBBIKAMH YCTHOM M MUCbMEHHOM KOMMYHHUKAITUH.

TpeboBanus K cONNATBLHO-THYHOCTHBIM KOMIIETEHIIUAM CIIEIHATUCTA

Crienuanuct J0JKeH:

— CJIK-3. O6nanath ciocOOHOCTHIO K MEKIMYHOCTHBIM KOMMYHHUKAITHSIM.

— CJIK-6. YMeTb paboTath B KOMaH/JIE.

— CJIK-8. YMeTh peanu3oBbIBaTh CLIEHAPUU MTOBEACHUS B TUITUYHBIX CUTYyaIIHSIX.

— CJIK-10. O6nanaTh ONBITOM IPYIIIOBOM KOMMYHHUKAIIUH.

— CJIK-13. BbITh c1IOCOOHBIM K KPUTHUYECKOMY MBIIIJIEHUIO.

TpedoBanus Kk mpodeccCHOHATBLHBIM KOMIIETCHIMAM CIIEHMATHCTA

CnenuanucT JOJIKEH:

—[IK-1. BnageTp CI0KHBIMM KOMMYHUKATUBHBIMA HABBIKAMU U YMECHUSIMU.

— [IK-2. O6nanate 3HAHUSAMU KYJIBTYPHBIX HOPM M OTpaHUYECHHUI B OOILICHUH,
0o0bIYaeB, TPAIUIIUA U STUKETA.

—IIK-5. O6nanaThk CIIOCOOHOCTBIO YOSKIATh.

— TIK-15. Paborath co crnernuaibHON JUTEPATypOi; aHAIU3UPOBATh U OLICHH-
BaTh COOpaHHYI0 HHPOPMAIHIO.

— TIK-16. I'oToBUTHh AOKIaAbI, MaTEpHaNbl K MPE3EHTALUAM U I0JIb30BaTHCS

rJ100aJIbHBIMUA MH(POPMAIMOHHBIMH PECYPCAMH.
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— IIK-17. IIpoBoauTh aHanmu3 COAEpkKaHUA U OCYLIECTBIATh MHTEPHPETALUIO
TEKCTOB Pa3JIMYHON HAIIPABICHHOCTH.

— [IK-25. Bnagetp npuemMamMu MO3TOBOTO HITYpMa, KEWC-CTaJH U UTPOBBIMU
TEXHOJIOTUSAMM.

JlaHHBIN KypC TECHO CBSI3aH C TAKUMHU YUEOHBIMU JUCHUIUIMHAMU KaK TEOpUS U
IpaKTHKa MEePEeBO/Ia, MPAKTUKYM IO KyJIbTYpPE PEUEBOT0O OOIEHUS, MPAKTUKA YCTHOM
Y IMCBMEHHOM PEYM, CTPATETUN U TAKTUKU KOMMYHHMKATHUBHOTO ITOBEJICHMUS.

[To yueOHOMY MJIaHy Ha Kypc «SI3bIK CpeACTB MacCOBOM KOMMYHHUKALUU» OT-
BoguTcsa 68 yacoB (30 mpakTHUuecKUX 3aHATUN U 38 4acOB HAa CaMOCTOSITEIbHYIO pa-
oory).

®dopMa nosry4eHHs BbICIIEr0 00pa30BaHUs — OYHAs.

DopMbl TEKYIIEH aTTeCTaIlK M0 yYeOHON TUCIUILIMHE: 6 CEMECTP — KOHTPOIIb-

Has pabota, pedepar, pazpaboTKa KOHIENIIUN TOK-II0Y Ha MPEATIOKEHHYIO TEMY.

COAEPKXAHUE YYEBHOI'O MATEPHUAJIA

Tema 1

[Tonsitue o cpeacTax maccoBoit mHGopmanmu, ux 3anadax. Tumnslt CMU (anek-
TPOHHbIE M Te4aTHble), ux comnocrabienne. CMU u obmectBo. TepmuHoOIOTHS
cpeacTB MaccoBod nH(popmammu. Tema Ui COBEPIICHCTBOBAHUSI HABBIKA BIIAJCHUS
0OIIECTBEHHO-TIOJIMTUYECKOMN JIEKCUKON U peueBoi AesTenbHocTH «bopbba ¢ Teppo-

PU3MOM.

Tema 2

TeneBusuonnas kynprypa. MHbopManmonnoe npoctpanctso. @opMupoBanue
MHTEPECOB U BKYCOB TeneayauTopuu. Bunel tenenporpamm. UHTepBbio U Teneneda-
Thl. Tema AJi1 cOBEpIIEHCTBOBAHUS HaBbIKA BJIAJIEHUS OOIIECTBEHHO-MOJIUTHYECKOM

JICKCUKOW U peueBoi JesTenbHOoCTH «boprda ¢ Teppopu3Mom».
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Tema 3

TenenoBoctu kak uHpopmanmonHas nepegada. CTpykTypa TeJeHOBOCTeH (3a-
CTaBKa, 3arojioBKHU, TeJeTeKcT). HWHTepHallMoHalIbHbIE U JIOKAJIbHBIE TEJICHOBOCTHU
(BBC): mpobnemaTtuka, npe3eHTaIus, HTepnperanus. TenequKTop: TeKCT, TeleIu-
110, BHEIIIHOCTh, MaHepa, peub. Crennduka rpaMMaTuuecKond CTPYKTYPhI TEKCTa HO-
BocTeii. Tema [ COBEPIICHCTBOBAHWSI HAaBbIKa BIAJCHUSI  OOIIECTBEHHO-

MOJIMTUYECKOM JICKCUKON 1 peueBOl AesTeabHOCTH «boprba ¢ TeppopruzmMomy.

Tema 4

Pa3BuBatouiee teneBuaeHue. HoBoctu KynbTypbl, 00pa3oBaTeibHbIE IPOrpam-
Mbl. BBC — MmupoBoit nuaep o6pa3zoBaTeinbHbIX MporpamMm. Tema Jjisi COBEpIIEHCTBO-
BaHUSl HaBbIKa BIAJCHUS OOILIECTBEHHO-MOJUTUYECKON JIEKCUKOW W pedyeBOu mes-

TCIIBHOCTHU ((HpGCTyHJIeHI/IG H IIPpaBOCYyaHCH.

Tema 5
PazBnekarensuble nporpamMmbl. JKypHaIuMCTHKA TOK-IIOY. TE€IE€BUKTOPUHBI.
Tema mJ1s coBepIIIEHCTBOBAHUS HaBBIKA BJIAJCHUS OOIIECTBEHHO-TIOJIMTHICCKOMN JICK-

CUKOH U peueBol aestenbHocTU «IIpecTyrienue u npaBocyauey.

Tema 6

buznec nporpammel u pexiama. buzHec u puHaHCHI Ha TE€IEBU3UOHHBIX KaHa-
nax Crnernuduka mpe3eHTaIllid HOBOCTEH Ha pPBIHKaX (POHIIOBBIX OWPIK, IIEHHBIX Oy-
Mar ¥ MeTajuioB. Pekiiama, ee pa3sHOBUIHOCTH IO THIAM IMPE3EHTAIUU U BO3JCHCT-
BUsl. Tema Il COBEPIIICHCTBOBAHUSI HaBbIKA BJIAICHUSI OOIIECTBEHHO-TIOJIUTHYECKON

JIEKCHUKOW M PEUYEBOM JIesATeIbHOCTH «lIpecTyIienne u mpaBoCcyue».

Tema 7
[leyaTnsie u3manuss. Tumbl meYaTHBHIX W3JAHUN TO 00BEMY, MpoOJIEMaTHKE,
cnoco0y oOpaieHus K untarento. OOIIeHAIIMOHAIbHBIE U MECTHBIE Ta3eThl U XKYyp-

HaJIbl, KaUeCTBEHHAs U nomyJssipHas npecca. CTpykrypa razer. ConocraBiieHHe Tese-
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BuJeHuss U npecchl. JKaHpel raszerHbix craTedl. OCOOEHHOCTH TI'paMMaTHYECKOM
CTPYKTYpBI 3aroJIOBKOB Ta3eTHBIX CTaTed. Tema i COBEPLICHCTBOBAHUS HaBbIKa
BJIQJICHUS OOIIECTBEHHO -MOJIMTUYECKON JIEKCUKON M peueBoil AesiTenbHocTU «BoitHa

U MUDY.

Tema 8
Busyanbnbie cpenctBa B npecce. Dotorpadus u pexinama. Tema nus coBep-
IICHCTBOBAHUS HaBbIKA BIAJEHUS OOIIECTBEHHO-TIOJIUTHUYECKON JIEKCUKOWU U PEeUeBOM

NeATeNbHOCTH «BoiiHa u Mup».

Tema 9
Panno. Cnenuduka paguonporpaMM B CPaBHEHHH C TEJIICBUICHUEM M MPECCOM.
Tema a1t coBEpIIIEHCTBOBAHUS HaBBIKA BJIAJCHUS OOIIECTBEHHO-TIOJIMTHYECKOMN JICK-

CUKOU M pEYEBOU IEATEIBHOCTH « MUPOBBIE PBIHKI.

Tema 10
Nutepuer. OO1Iee MOHATHE O BCEMUPHOM 3JIeKTpOHHOM ceTH. [IpecTymienue u
npaBocyaue. Tema Il COBEPIICHCTBOBAHMS HAaBbIKA BJIAJEHUS OOIIECTBEHHO-

IOJINTUYECKOM JIEKCUKON U PEYEBOM AEATEIBHOCTH « MUPOBBIE PBIHKIY.
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YUYEBEHO-METOJUYECKAS KAPTA 10 YYEBHOU JTUCIUIIJIMHE

Howmep pazzaena, Tembl

Hassanue paznena,
TEMBI

KonnuecTBo ayaAuTOpHBIX
4acoB

J1a00paTOpHBIC

Jlexknuun
IIpakTuueckue
3aHATHUS
CemuHapckue
3aHATHUS
3aHATHUS

Kommuectso uacos YCP

dopma KOHTPOISA

—

W
AN
9]
(@)}

|

[u—

IlonsiTHe O cpeacTBax MaccOBOU
KOMMYHHUKAIMU, UX 3a1adax. Tumsl
CMMU (pneKTpOHHBIE U TI€YATHBIC),
nx comocrasiaeaue. CMU u o0me-
CcTBO. TepMHHOJIOTUSI CPEACTB Mac-
coBoii uHdopmanuu. Tema nus co-
BEpILICHCTBOBAHUSI HAaBbIKa BIaje-
HHUSI OOILECTBEHHO -ITOJUTHYECKOI
JIEKCUKOM M PEYEBOM NEATEIbHOCTH
«bopwba ¢ TeppopuzMOM»»

(@)

ITuckyccus

TeneBusnonHnass KynasTypa. HMubOP-
MalMOHHOE IMPOCTpaHCTBO. PopmHu-
pOBaHUE MHTEPECOB U BKYCOB TeJe-
aynutopud. Buael Tenenporpamm.
WuTepBbio u Tenenedarsl. Tema mms
COBEPILICHCTBOBaHUSI HaBbIKa BJajie-
HUSL OOIIECTBEHHO -MOJUTHYECKON
JIEKCUKOM M PEYEeBOM NEATEIbHOCTH
«bopbba ¢ TeppopuzMOM»

12

ITuckyccust

TenenoBoctu kKak WHGOPMALMOH-
Has mepenaya. CTpyKTypa TeJEHO-
BOCTEH (3acTaBKa, 3aroJIOBKH, TeJje-
TeKcT). VIHTepHAIMOHANBHEBIE U JIO-
kanbHble TesneHoBoctu (BBC): mpo-
OnmemaTHKa, TMPE3EHTAIUs, HWHTEp-
nperanus. TeneauKTop: TEKCT, Te-
JICJIAIIO0, BHEIIHOCTh, MaHEpa, peyb.
Crnenuduka rpaMMaTHYECKOM
CTPYKTYphbl TE€KCTa HOBOCTeW. Tema
JUTSL  COBEPILIEHCTBOBAHHUS HAaBBIKA

Tuckyccus,
pedepar
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BJIAICHUS 00ILIIECTBEHHO -
MOJIUTUYECKOMN JIEKCUKOW U PEeYeBOM
nesitenbHOCcTH «bopnba ¢ Teppopus-
MOM)

PazBuBaromiee teneBunenne. Hoso-
CTH KYJIbTYpBI, 0OO0Opa3oBaTeIbHBIC
nporpaMmbl. BBC — mupoBoii nuaep
00pa3oBaTeNbHBIX MporpaMm. Tema
JUIT  COBEPIIICHCTBOBAHHUS HAaBBIKA
BJIAICHUS 00IIIECTBEHHO -
MOJTUTUYECKOMN JIEKCUKOW U PEeYeBOM
nesrenpHOoCcTH  «lIpectymiienne u
MIPaBOCY IUE»

Pa3zpaboTka
KOHUICIIIIUN
TOK-III0Y

PasBnekarennHbIE MIPOrpaMMBl.
Kypnanucrtuka TOk-1m0y. TeneBuk-
TOpuHbl. Tema Uil COBEPLIEHCTBO-
BaHMs HAaBBIKA BIIageHUd OOIIECT-
BEHHO -HOJATHYECKON JIEKCUKOH H
peueBoil nesrenbHOCTH <«lIpectyn-
JICHWE Y TTPABOCYIUE»

Pa3zpaboTtka
KOHUICIIIIUN
TOK-III0Y

HUTOI'O: 50

30

20

busnec mporpaMMbl M pekiama.
busnec u ¢uHaHCH Ha TeNEBU3MOH-
HbIX KaHanmax Crneuuduka npeseH-
TalliM HOBOCTEHl Ha pbIHKaX (hoH-
JIOBBIX OWpK, IIEHHBIX Oymar u Mme-
Ta;uioB. Pexnama, ee pa3HOBUIHOCTH
IO TUIIAM NPE3CHTAlMU U BO3JEUCT-
BudA. Tema Uil COBEpIICHCTBOBAHUSA
HaBblKa BJAJICHUS OOILECTBEHHO-
MOJIUTUYECKOMN JIEKCUKOW U PEeYeBOM
JESATEIIBHOCTH

Jluckyccusi,
pedepat

IlewatHrle w3panusa. Tunel nedyart-
HBIX W3JIaHUKA 10 00BeMy, Tpoliie-
MaTHKe, crocoly oOpalieHus K 4u-
tarenmo.  OOIIeHaMOHANBHBIE |
MECTHBIE Ta3eThl U JKYPHAIbI, Kaue-
CTBEHHass M TMOMyJIsIpHasl Ipecca.
OcobenHocTn rpaMMaTH9IeCKOi

Jluckyccus,
pedepar
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CTPYKTYpbI 3aroJIOBKOB Ta3€THBIX
crareil. Tema s CoOBEpIIEHCTBOBA-
HHS HaBBIKa BJIAJEHHS OOIIECTBEHHO
-TIOJINTUYECKON JIEKCUKOM U peue-
BOU AesTeNbHOCTH «BoliHa u Mup»

BusyanbHble cpencrtsa B Ipecce.
@otorpadus u pexinama. Tema s
COBEPLICHCTBOBAHUS HaBbIKA BIIafie-
HUS  OOILIECTBEHHO-MOJUTHYECKON
JIEKCUKOM M PEYEeBON IEATEIbHOCTH
«BoliHa 1 Mmup»

Jluckyccus,
pedepar

Panno. Cnernuduka pagronporpaMm
B CpaBHeHI/II/I C TCICBHUIACHUCM U
npeccoid. Tema 11l COBEPIIEHCTBO-
BaHWS HaBBLIKA BJIaJeHUS OOIIECT-
BCHHO-TIOJINTUYECKON JICKCUKOH U
pedeBoit AesTensHOCTH «MHUpOBBIE
PBIHKID

Pegepar

O -

HNutepuer. OOmee moHsATHE O BCe-
MHUPHOW 3JIEKTpOHHON cetu. [lpe-
CTyIUIEHHME U mpaBocyaue. Tema A
COBEpILICHCTBOBAaHUSI HaBbIKa BJajie-
HUSL  OOIECTBEHHO-TTOJUTHYECKON
JIEKCUKOM M PEYEBOM IEATEIBHOCTH
«MHUpOBBIE PBIHKI

Pedepar

IToaroToBka K 3K3aMeHy

36

9K3aMCH

HUTOI'O: 90

32

58

BCEI'O:140

62

78
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NHOPOPMALINOHHO-METOJIUYECKASA YACTb
MNEPEYEHb OCHOBHOM JIMTEPATYPBI

1. Bukymuna, O. B. Mass Media [B 3 4.] : y4e0. mocoOue mo aHTIUHCKOMY
A3BIKY 7151 00y4alouIXcs MO HampaBleHUsIM MOAroToBku OakanmaBpuara / O. B. Bu-
kynuHa, T. M. Tarapuna, JI. H. FOcynosa ; M-Bo o6pa3zoBanus u Hayku Poc. @ene-
paruu, denep. roc. Gr0KET. 00pa3oBaT. yUpexkaeHUe Boicil. oOpa3zoBanus «Ilerpo-
3aBoJ. roc. yH-m». — I[lerpo3aBojck : M3narensctBo Iletpl’y, 2017.

2.JIpo3noB, M. B. AHrnumiickumii s3bIK B CpEACTBaAX MacCcOBOW HHGOpMa-
nuu=english in Mass Media : yue6. mocobue/ M. B. Jlpoznos, . H. Ky3pmuu. —
Munck : U3a-Bo I'peBuioBa, 2011.

3. Kcenzenko, O. B., Menmxepuikas, E. O. Mass Media Language : yue6. no-
coOue mo s3bIKy coBpeMeHHbIX aHrnos3bruHbix CMU / O. B. Kcenszenko, E. O.
Menpxepunikas. — 3-e uzf., nepepad. u gomn. — M. : U3a-Bo Mock. yn-ta, 2005.

4. James Curran Media and Power. London and New York Routledge, 2002.

MNEPEYEHD JONMOJHUTEJBHOM JUTEPATYPBI

1. COOpHUK aHTIMHCKUX ayTeHTUYHBIX TekcToB, 17 TeM / coct. . C. CenoB. —
2-e u3a. — MuHck : JIexcuc, 2003.
. The Guardian.
. The Financial Times.
. Politics Review.
. Geography Review.
. The Economist.
. www.rbe.ru

. www.dsc.discovery.com

O 0 39 O W K~ W

. www.researchchannel.org

10. www.channel.nationalgeographic.com

11. www.BBCnews.com

12. www.euronews.net

13. www.timesonline.co.uk
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TPEBOBAHUS K BHINOJTHEHUIO CAMOCTOSTEJIBHON PABOTBI

CTYJIAEHTOB
Neo | HazBanue paznena, | Koi-Bo 3amaHue ®opwma BbI- | llenb u 3a-
1/ | TeMbl 4acoB Ha MOJTHEHUS naya CPC
1 CPC
1 |CMHU u  obuiectso. 4 N3yuuts Teope- | Boimonuenue | YriayOnenue
Tepmunomorus THUYECKUM MaTe- | MUCbMEHHBIX | 3HAHUM 1o
CpPENCTB MAacCCOBOH puaia OUCIHUII- ynpa)KHeHI/Iﬁ I/I3yqaeM0ﬁ TC-
uHdOpMAIH JIUHBI, Me C uemblo
O3HAKOMMTBCA C AATbHCHUIICTO
OCHOBHBIMH TIO- CBOOOJHOTO
HATUSIMU U TeEp- OICPpUPOBAHUA
MHUHAaMHA MO TeE- OCHOBHbIMH
Me MOHATUSMHA U
TEPMUHOJIOTU-
el JIUCIHILIU-
HBI
2 | TeneBnsnoHHas Kyiib- 6 OszHakoMuThCsa ¢ | Bemonnenue | Pasputume 1o-
Typa. Pa3BuBaromee oOpa3oBaTelnb- CIELMAJbHBIX | 3HABATEJIbHBIX
TeJIeBUACHHE. Hoso- HBIMHU IIpOrpamM- | IpaxKTu4dec- crocoOHoCTEH
CTH KyJIBTYpBI, 00pa- mamu BBC CKHX 3aJaHull | u OCBOEHHE
SOBATEILHLIC mpo- U TIONCK ® | IPUEMOB TIPO-
MIpUBEJICHUE mecca IO3Ha-
rpamvel BBC — mu- TIPUMEPOB Hus.  Dopmu-
poBoii nuaep obpazo- pOBaHKeE U pa3-
BaTeJIbHBIX MPOrPaMM BUTHE TPAKTH-
KO-
OPUEHTHUPO-
BaHHOM  KOM-
METEHTHOCTH.
3 | busnec mporpammbl 1 8 O3nakoMuTthcs ¢ | Boimonnenue | YriyOnenue u
pekiama.  Pa3sBieka- Ous3Hec MPO- | CIELHAIBHBIX | PACIIMPEHUE
TeJIbHBIE IPOrPAMMBI rpaMMmamMH, pas- | MpaKThue- npodeccuo-
BJIEKATEJIbHBIMU | CKMX 3a/IaHUM | HAIbHBIX 3Ha-
nporpaMMaMi ¥ | U TIONCK H | HUH TI0 U3Yy-
peKiIaMon [IpUBEACHUE YaeMOW TeMe,
MIPUMEPOB. dbopmupoBaHue
PaGora ¢ uH- | rapMOHUYHON
TEpHET- JTUYHOCTH,
pecypcamu JUYHOCTHOE

pa3BUTHE CTYy-
neHta B (op-
MHUPOBAHUU

TaKUX KadecTB,
KaK CcaMOCTOs-
TEILHOCTh B
IM03HABATECIIhb-

HOU JeATelb-
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HOCTH, COBEp-
[IEHCTBOBAaHHUE
JIOTUKM WU aHa-
JIUTHYECKOU
CIIOCOOHOCTH
MBIIJICHUS W
MaMsITH

[TeyarHble n3aHus 10 W3yunts Mate- | Beimonnenue | YriayOnenue
puanbl JUisl CO- | MUCbMEHHBIX | 3HAHUM o
BEpPUICHCTBOBA- | YIPAXKHE- M3y4aeMoH Te-
HUSA HaBbIKa | HUIL.PaboTa ¢ | Me C wenbio
BIaJICHUA  00- | UHTEpHET- JaTbHENIIETO
LIECTBEHHO - | pecypcamu cBOOOJTHOTO
MTOJINTHYECKOU ONEPUPOBAHHUS
JIEKCUKOM U pe- OCHOBHBIMU
YEBOM JIeATEIb- MOHATUSAMHU
HocTH «BolHa u
MUP»

NuTepuer 10 W3yunuts Mate- | Beimonnenue | YriayOnenue
puaibl ISl CO- | MUCbMEHHBIX | 3HaHUHU o
BEpPUICHCTBOBA- | YIPaKHE- M3y4yaeMou Te-
HUA HaBbIKA | HUI.PaboTra ¢ | Me ¢ LEABIO
BIaJICHU  00- | UHTEPHET- JlaTbHENIIETO
LIECTBEHHO - | pecypcamu CBOOOJHOTO
MOJIMTHYECKOU ONEPUPOBAHUS
JIEKCUKON U pe- OCHOBHBIMH
4YeBOU JIeATElb- MHOHITUSIMU

Hocth  «Mupo-
BbIE€ PBIHKN
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ITPOTOKOJI COTJIACOBAHIS YYEFHOU ITPOT'PAMMBI YBO

HazBanue nuc-
[UTLTAHBI, c
KOTOpPOM  Tpe-
Oyercst corja-
COBaHHE

Haspanue | I[Ipennoxenus o6 usme-
Kaenapel | HEHUAX B COJCpPKaHUHU
y4eOHON  MporpamMMbl
YUPEXKACHUS  BBICIIETO
obpa3oBaHus MO Yy4eO-
HOW JTUCIUILUINHE

Pemenue, mnpunsaToe kKa-
dbenpoii, paszpaboTaBie
y4eOHyI0 mporpammy (¢
yKa3aHHeM JaThl U HOMe-
pa mpoTOKOJIa)

JIOITOJIHEHW A U UBSMEHEHHA K YYEBHOU ITPOTPAMME YBO

Ha 201 /201  yueOHBIH TOI

NeNe
I

I[OHOJIHGHI/ISI 1 U3MCHCHUA

OcHoBaHue

Y4eOHas mporpamma rnepecMoTpeHa u 0J100peHa Ha 3aceaHuu Kadeapbl MEKKYJIIb-

TYPHOW KOMMYHHUKAIUU (TPOTOKOJT No OT 201 1))
3aBenytromuii kadenpoit

(y4eHas cTereHb, yYeHOE 3BaHHE) (moxmuce) (1.0.Damumnms)
YTBEPXJIAIO
Jexan daxynprera

(yueHas CTelleHb, Y4EHOE 3BaHUC) (moxmuce) (M.0.®amunus)
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4.2. MeToan4ecKkue yKa3aHus 10 U3YyYCHUIO TUCUUIIMHBI

[lenb Hacrosiero yueOHO-METOIUYECKOT0 KOMILUIEKCAa — ONTUMU3UPOBATH pa-
00Ty CTyJIeHTa [0 YCBOEHUIO Kypca MHTEPIPETALMH KOMMYHUKATUBHOI'O TIOBEICHHUS,
IPEIOCTaBUB B €r0 PacCloOpsKEHUE ayTeHTUYHBIE MaTepuaibl, KOTOPbIE CIIOCOOCTBY-
IOT BBIIIOJIHEHUIO CAMOCTOSITENIbHOM PalboThI, 00€CIeUnBalOT Kau€CTBEHHYIO MOArO-
TOBKY K MPAaKTUYECKUM 3aHSATUSAM, a TAKKE€ MMOBTOPEHHE MaTephayia B XOZE MOAro-
TOBKH K 324€TY U DK3aMEHY.

CocraButens YMK pekomMeHOyeT CTYIEHTY IpEXAE BCEr0 O3HAKOMHTBCS C
IPOrpaMMON Kypca, COCTaBUTh IPEACTABICHHE O €ro LEAX U 3aJadax, Xapakrepe,
o0bEME M TEMAaTUYECKOM CIEKTpE MaTepualia, MOoJUIekKaIIero yCBOEHHI0, 00 o0beMe
TEOPETUYECKUX 3HAHMM M YpPOBHE CPOPMUPOBAHHOCTH MPAKTHUYECKUX HABBIKOB U
YMEHUH, KOTOPBIE 0’KUJAIOTCS B KAUECTBE Pe3yJibTaTa padOThl HaJl KypCOM.

[1naHbl NpaKTUYECKUX 3aHATUHN CIEAYeT U3yUUTh 3a0JarOBPEMEHHO, NIPU 3TOM
MMEET CMBICII CHavajla TO3HAKOMHUTBCS C UX TEMAaTUKOW, C TeM, YTOOBI YETKO Mpe-
CTaBJIATH c€0€ MECTO KaXKJI0T0 MPAKTUYECKOT0 3aHATHS B KOHTEKCTE Kypca B LIEJIOM.

[Ipu moAroTOBKE K ONMPEAEICHHOMY IMPAKTUYECKOMY 3aHSATHIO CIEAYET, IPEkK-
1€ BCEr0 U3Y4YUTh TEOPETUYECKHH MaTepHall, pEKOMEHIYEMYIO JUTEPATYpY, Iepe-
YeHb aKTUBHOM JIEKCUKM M 3aT€M IPUCTyNaTh K BbINOJHEHHIO 3aaaHuil. [Ipu stom
CJIelyeT CIeLMAIbHO OTMEUYaTh MECTA, BbI3BABLIME BONPOCHI WM 3aTPyAHEHUS, YTO-

OBbI OOCYINTH UX HA 3aHITHH.
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4.3. JIluteparypa

1. Bukymuna, O. B. Mass Media [B 3 4.] : y4e0. mocoOue mo aHTIUHCKOMY
S3BIKY JUISI OOYYaIOIIMXCs 0 HaMpaBJieHUsIM NoArotoBku Oakamaspuara / O. B. Bu-
kynuHa, T. M. Tarapuna, JI. H. FOcynosa ; M-Bo o0pa3oBanus u Hayku Poc. @ene-
paruu, denep. roc. Gr0KET. 00pa3oBaT. yUpexkaeHUE BoIicil. oOpa3zoBanus «IleTpo-
3aBOJI. Toc. YH-T». — [leTpo3aBojck : M3narensctBo [letpl'y, 2017.
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Munck : U3n-Bo I'peBuosa, 2011.
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4. https://en.wikipedia.org/wiki/News_broadcasting
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description-2315478

6. https://www.sciencedaily.com/releases/2013/02/130219102118.htm

7. https://www.bbs.unibo.eu/the-impact-of-the-media-on-financial-markets/
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12. https://en.wikipedia.org/wiki/Visual journalism
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14. https://everything-pr.com/press-release-visual/
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