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1 Public Relations A#*(%K

A1

1.1 Background Information 3 418
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Q) BRFARE-EERWFREEEXZNTE A ARKIRS , HHE
HFERE.

1.2 Listening Exercises It /1% =)

Part One (Questions 1~12)

professional n. &l A+ lofty a. Ei%H
comprehensive a. £5&H) common sense # iR
complicated a. B =i shareholder n. &%
concise a. fajBHHY objective n. H#¥R
strip away #|3& brand n. L&

rhetoric a. EEHIEH charitable a. ZZ3E®)
2



legislative a. M. K gratification n, &

niche n. EER(T/E)NIE consistency n. — B
plead v. B3R continuity n. ER M
mandate n. 54 ;2R ripple n. /MR H

tactics n. FRAR , FKHE

You will hear Miss Adams, manager o f the PR department of Sollis Company ,
talking about successful company communications in public relations. As you
listen, for Questions 112, complete the notes using up to three words or a

number. You will hear the recording twice.

Successful Company Communications
There have been heated discussions (1) of public relations from

advertising, public relations from marketing,

It stripped away all of the rhetoric and all of the lofty philosophy: “Effective

»

public relations is simply (2)

Common sense says that a company must (3) and must produce

profit if it is to survive,

Common sense says that for company programs to be successful they must be

founded (4) » not “PR” objectives.
This branding activity must (5) beyond media relations.
It (6) the company to have a public relations team that is involved

in building trust with all of the firm’s buyers and sellers.

When a PR (7) is based on clearly defined target values, customer

values and positioning, the PR tactics are easier to manage and carry out.

We increasingly live and (8) in an environment of instant results,

instant gratification,



Too frequently (9) is willing to approve a given tactic or activity,

but immediately expects positive results,

That only comes with a (10) program.

At the same time public relations people have to continuously manage, (11)
every tactical ‘aspect of their programs and the individual

messages.

That’s one of the key reasons that applied common sense (12) n

your organization’s public relations and communications program,

Part Two (Questions 13~22)

Section One (Questions 13~17)

a rugby match —3ZHHERFE whisper v, {Ki&

person-to-person a. [H X timing n. EFE XS HFHL

hook n. 984 sales figures $E#i

intimate a. E&FH) recipe n. H ik

staff n. BRGL ; @KHR R purposeful a. & BHIH

chit-chat n. KB effortlessly ad. 2t Hl

setting n. Bt getting-to-know-you-type Z8 BRI K

You will hear five short pieces. For each piece, decide the main idea 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.
13.

14,

15.

16.



Main Ideas
17, ignore clients at corporate events
importance of a rugby match

how to do business at corporate events
arrange a meal for business discussion
decide when to bring up business matter
importance of sales figures

choose the right time to mention business

T OTm OO w e

combine social chat with business talk

Section Two (Questions 18~22)

delegation n. f{FH dragon n. I

marketing n. HiHEH symbol n. RAE

business card & K surpass v. 8l , M

treat v. }BfF the Bund 4}

in advance %G dimensional a. ZS[8]#Y

to one’s liking if+««--- BEx brilhiant a. AR

in particular 553 ghmpse n. —¥#§

line n, 4=k the Oriental Pearl TV Tower % Jy BB
pack n. & I

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 twrce.

18. Themes
A  sight-seeing
19, B visiting a museum
C entertaining a customer at dinner
20. D showing visitors around the office
E receiving a customer
21. F arranging for an activity
G visiting a factory
22. H ata business meeting



Part Three (Questions 23~30)

conservative a, FR5FH,SFIHEY stature n. HE LB

sult n. FO%E address v. FRFF

casual a. BEREH formality n. L35 ,{%3X

dos and don’ts 1T R%EN] , T E I tip v. Z5/N%%

observe v. <} occurrence n. TH,

go-between n. HE] A, BKR A tourism n. JEE

foothold n. LR A adverse a. XTE)

cultivate v, ¥&3% motive n. ZhHL

nourish v, ¥FF counterpart n. BJ5 [ H AR FAHEK
affihation n. BEHR A

mnitial a. BHIH, B LK

You will hear Mr. Harris, the PR manager of an American company , talking
with his staff about how to deal wnth government officrals. For each question
23—30, mark one letter (A, Bor C) for the correct answer. You will hear the

recording twice.

23. Government employees 1n eastern countries
A. are more conservative than businessmen in the west
B. have higher positions than those in the west
C. are more conservative than those in the west
24. American businessmen are
A, dressed more casually
B. rarely dressed casually
C. always dressed 1n suit and tie
25. As business meetings are very formal,
A. we must do many things as well
B. we should know what we can and can’t do
C. we may be dressed 1n casual clothes
26. It 1s better to find a person, who , to help translate your ideas
to a high official.

A. 1s usually a successful man



=

walks and talks all the way
C. is usually a local businessman
27. plays an important role in doing business.
A. A family member
B. Business people network
C. A foothold for an appointment

28. Knowing how to address a high government official is important, because he

A. expects you to show respect for him
B. is very proud of his stature
C. expects a down home attitude
29. When meeting government officials, it is to them,
A. necessary to give expensive gifts
B. unnecessary to give gifts
C. necessary to give small, but inexpensive gifts
30. What do businessmen think of as the reward in their business deals?
A. The profit.
B. The tips.
C. To be regarded as “professionals”.

Part Four Homework

You will hear Professor Turner from the Media Department of the State
University of Humanities, giving a lecture to his students on public relations.
For each question 1—6, decide whether the statement is true or false, based on
the talk. Puta “T” in the brackets if the statement is true and an “F” if it is

false. You will hear the recording rwice.

1. ( ) People act on their perception of the facts, which affects their behaviors.

2. () If the investor forms a negative perception of the company, he will buy
its shares,

3. () There are three modes that can be used for your message preparation
strategy.

4. () The behaviors of customers and employees will decide the fate of your

organization,



5. ¢ ) You should choose spokespeople of high stature because they speak
fluently.
6. () Your PR program can be regarded as successful when the customers keep

their original behavior.



