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e.g. public relations, marketing, corporate communication,
business, management, advertising, journalism, multimedia,
online media production, digital production, publishing

e.g. public relations officer/ assistant, marketing officer/
assistant, corporate communication officer/ assistant, advertising
assistant, copywriter, project assistant, editor, customer service
officer

AIEHBEREEMTRERRA - #F - SINTH LHERMEANZERSE -
The course is taught by qualified and experienced educators in the education industry.

RS A BRI N BN R A, - B A F AN AR S HEEARFER TR -
The course places great emphasis on the use of different computer software programmes for various kinds of
communicative texts.

MEEEMME BEEFE BAETHTRBEAS -

Students are given opportunities to use creative approaches to storytelling and dubbing to create a variety of
written and spoken persuasive texts in various business contexts.

AU EBEXRERABME  BERMER IS -

The course is expected to enable students to use English creatively in the contexts of public relations and market-
ing through practice in different simulated or near authentic contexts and is supported by different academics
and industry practitioners.

mizlE P ORI E [REEX] BERE  FORSABHREHEMITE -
Students are given instruction and practice to consolidate their four language skills demanded by the secondary
school syllabus, and the course is expected to better their study and employment paths ahead.
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The course involves a rich blend of different subjects, such as English linguistics, English

[
3 M literature, media, marketing, public relations, and psychology.
S ultimodal }5 1835

The course uses texts from different print and online media with a mixture of different modes of
communication, such as written and spoken words, images, colours, sound, space, and movements.

P ediated P51 58
The course places great emphasis on the use of different computer software programmes for

communicative texts.

4 Course Curriculum

1. Overview of Corporate Communication, 2. Enhancement of English Language
Marketing and Public Relations (48 hours) Skills for Public Relations and Marketing
(75 hours)

- Background and relationship of corporate
communication, marketing, and public relations - Creativity and language use in creative
. Considerations for ethical communication and industries with a focus on public relations and

related issues marketing
- Target audience / stakeholders + Comprehension and analysis of promotional

- Case studies of public relations and corporate language fe;f\tures n authe.nt|c texts. )
brand communication campaigns - Comprehension and analysis of public relations

+ Identifying audience needs and communication riting devices to engage audience and
achieve effects
approaches

+ Character development and portrayal for Elements of scripts and stories for TV / radio

storylines in authentic promotional texts programmes )
- Components of stories

- Strategies for enhancing multimodal appeals
used in print and multimedia

- Language for proposal writing and pitch
presentations for the preparation of the
integrated project
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3. Practical Application of English Communication in Marketing and Public Relations (57 hours)
+ Speaking skills for dubbing and ready-made stories telling and skills for writing short texts

« Script writing skills and story drafting skills —
- Skills of writing reflective essays for site visit journals or blogs ﬁﬁamﬁﬂmmgkmgﬂﬁﬁﬁgﬁgagﬂm
+ Proposal writing skills and pitch presentation skills F ] ﬂﬂﬂ!ﬂﬂiﬂﬂ]
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Using the language of persuasion and maintaining goodwill have
been inescapable in different aspects of our business life.

This practical, interactive multidisciplinary course will equip
secondary school students with essential skills and hands-on
experience of producing various kinds of multimodal written
and spoken promotional texts for different marketing and public
relations purposes. Through frequent participation in widely
differing language games and exercises, group activities, and site
visits, students will develop the appealing techniques for making memorable texts, entertaining stories, as well as
persuasive proposals and presentations to reach, impress, and engage a target audience.

With a view to catering for the need of consumer-oriented companies worldwide in today’s technology-driven
world, it is never too early to capitalise on our wise use of the global language to nurture ourselves to be an
efficient advocate of different services, products, and ideas.

Being able to communicate effectively and convey messages that appeal to audiences
is important as a marketer. This course provides young students with the various
knowledge and skills they need to become great communicators, not only preparing
themselves for a future career but also benefiting them throughout their life.

Fiona Lam

Vice President U'lﬂm

Marketing Asia Pacific
Equinix EQUINIX

The proposed course aims to enrich students’ language skills, and its content is found
to be in alignment with the industry needs and enhance students’ employability **l am
happy to know that SCOPE of the City University of Hong Kong is offering this ApL
course, as language skills will be essential for students to have a promising career in
the marketing and promotion industries:-*

The course covers the most essential knowledge and important topics pertaining to
the fields of marketing and public relations. The teaching format includes interesting
lectures, seminars, in-class group activities, and simulation tasks. These will facilitate
secondary school students’ understanding of the subject content. The course content
is also found to be up-to-date and accurate. Updated examples, real-life cases, as
well as live discussions with students and business leaders will be used to enhance
students’ understanding of the current practices and latest development in the industry.

Dr. Fanny Sau Lan Cheung
Assistant Professor

Department of Marketing M b
City University of Hong Kong :
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Inclusive Language of
Public Relations Professionals

Alan Poon

Meticulous public relations professionals care about both the
majority and the minority in addition to the reputation of their
organisation. They, therefore, tend to use the non-biased language
which applies to all readers or listeners without direct or indirect
marginalisation of any certain group. In 2020, Ronald Smith, a
professor of public communication, has suggested in his book,
entitled “Becoming A Public Relations Writer”, various keys to
refraining from bias in language.

The professor encourages the use of nonsexist language which
avoids using masculine pronouns (e.g. “The artist should take care
of his brushes”), masculine nouns (e.g. “man-made”), exclusive
terms (e.g. “businesswoman”), and sex references (e.g. “the woman
judge”). He also mentions the language for LGBTQ people and
transgender issues. Specifically, he advises avoiding old-fashioned
terms such as “homosexual”, which can be replaced with “gay”, and
recommends using the transgender person’s chosen name and the
pronoun which matches the person’s current sex.

Smith also suggests avoidance of age-related words which could
be arbitrarily defined, such as “middle age”, “senior citizens”, and

“young adults”. Added to this, he advocates placing emphasis on
a person as opposed to a physical, mental, or emotional condition.
The term “handicapped people”, for instance, could be replaced
with “people with handicaps”. It would be advisable to employ
inoffensive words if a condition is to be reflected in language.
For example, a person could
be said to be “unable to speak”
and “confined to a wheelchair”,
when terms such as “dumb” and
“crippled” may carry negative
connotations.

Insensitivity, ignorance,
or arrogance may contribute
to biased language, and public
relations professionals are not Wardrobe: Loa Hai Shing/

expected to shrug off their yajr seyling: Joseph Lui (HAIR)/
responsibility for their language.  Make up: Alan Poon
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The Standard (Local News Section). (21 September 2022).

Inclusive Language of Public Relations Professionals.
The Standard.

https://www.thestandard.com.hk/breaking-news/section/4/194858/

Inclusive-Language-of-Public-Relations-Professionals
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