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Listening Practice

At a0 VOOabL“ary .............................................................................
| anchor n. k. A X B motion n. 3&L :
ambition n. S, 36 proposition n. EL, £k
channel n. @il ; 7 &% reinforce v. /mig
corporate a. P&, 24k segment n. 34
dotcom n. M35 service-specific a. JR 497 #
emotional a. Bt &y, Ly strategic a. ®u&#); &6 ; KR
frequently ad. 7% ¥ tactical a. ¥R AR L&, RAMH
highlight v. 3%, & $H tangible a. AH
intangible a. L tribulation n. F
long-term a. ¥k #& vary v. T4k

micro a. &8 wavelength n. % ¥

.....................

Directions: You will hear Mr. Wills, manager of the PR department of Galaxy Company talking
about three aspects of effective public relations. As you listen , for questions 1 —12, complete the
notes using up to three words or a number. You will hear the recording twice .
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The Three Aspects of Effective
Public Relations

Effective PR is much like a three-legged stool: a) understanding the company’s
anchor value, b) understanding the n , and ¢) understanding the marketplace

positioning of the products or services.

The first leg of good
public relations program is the
company’s anchor values. It
should every
strategic and tactical PR
activity. From the day it
opens its doors, every firm
is based on specific purposeful
and fundamental values that
highlight the company’s
strategic ambition, n
for the future.

Without a good under-

standing of these values, it

is impossible for public relations to ll deliver for the company. But by being on
the same wavelength, PR and management can ensure the is always
delivered, that it is delivered to and through the right channels, and that it achieves the
desired impact and objective.

This means you have to translate the company’s values into customer
values and benefits.

All too frequently PR people tend to list the n and functional benefits and stop.

n » PR people often list the tangible values and stop. In the early computer
days there was a common, never-listed line item on purchase orders: the intangible value
that no one n for buying from IBM.

Intangible and tangible customer values must continuously “l’ , and support/
reinforce the company’s anchor values.

The third leg of the PR program is product/service positioning, which will m
market segment to market segment.

Using Intel as an example, there is a different positioning proposition for dealers,
IE , corporate buyers, professional users, software developers, video/
multimedia developers, computer manufacturer management, engineers and buyers, as

well as other micro markets.
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0 Section A

chit-chat n. ¥
effortlessly ad. ##r 3

hook n. 454
intimate a. # %%

person-to-person a. @ %t & &4

Chapter 1 Public Relations/ /A3 X &

a rugby match —3% 3% X MR F

purposeful a. # B #9549
recipe n. #bik; %k
sales figures 441 %

getting-to-know-you-type 283 &1k ey ARFF setting n. # %

staff n. B2 5 . 24K3% i
timing n. ##FE 4G

whisper v. 1&i&

,,,,,,,,,,,,,,,,,,,,,,,,
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Directions: You will hear five short pieces. For each piece, decide the aspect of the piece

in entertaining business partners from the list in the box. Write one letter (A —H) next to

the number of the piece. You will hear the five pieces twice .

brilliant a. Bh£éy
business card % A
delegation n. X% H
dimensional a. & 4 &
dragon n. %

TOmMEmUOw

Aspects
ignore clients
go to a rugby match
send staff to corporate events
arrange a meal for business discussion
decide when to bring up business matter
whisper sales figures
choose the right time to mention business

combine both business and pleasure

glimpse n. —#

in advance %t

in particular 4¥ 303
marketing n. 3% & 44
line n. £ *%
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pack n. &, the Bund #p3#
surpass v. it , A the Oriental Pearl TV Tower % 7 %
symbol n. #4E R AL
to one’s liking  dkeee+e HEak treat v. 134%

Directions: You will hear five short conversations. For each conversation decide the theme
of the conversation. Write one letter (A —H) next to the number of the conversation .

You will hear the five conversations twice .

Themes

sight-seeing

visiting a museum

entertaining a customer at dinner

showing visitors around the office

B
=

receiving a customer

arranging for an activity

visiting a factory

TQmmoowp

meeting a friend

| Part 11 |

N T T VOCAbUIArY
announce v. E 4, F4; ;48R layoff n. st R ;4% ;85
adept a. 4t ;E 4% newsletter n. B 48R, dk 48 i
appealing a. 3|A& e ;FH A perception n. &i%;REH
barrage n. FHXHEH;mE perform v. #4T; %A% ;5 4%
blog n. ¥%, W& % portray v. % ;¥ 7%
community n. #ARX ;34 professional n. AR, A4T
detrimental a. A E8, RF#) proliferation n. ¥ #
enhance v. %% ;3w publicity n. &4 ;) &; X iE
exaggeration n. &K, 5 k; AKX & release n. #3; KA 6947 14
expose v. HE ,BHL; BT reputation n. % &, &4

. favorable a. A A)84;E 4493t A B4 spin v. %, EH
. image n. %, 8048, BE,. B L



