’ N
'\\_A) The Center for Designated Program NIy NrdNY )wnn

P —— Structured programs NaIm NIIN7 ATn

Bar-llan University

17472

07/05/19 :1>TY " IXN

"ONM D™Marn "1n"a Dma%Ns1o 0'vaNn
DY21AXa Mas

93-229-01

nw NN YT
NXXTN (0N a10

0"v 2 niyY g X vono 9"wn 0T mvy

drshabiy@gmail.com mnop' Wit
UNIN DIN'M] :n727-NIyY

.(Moodle) "nTn%" n>yn NIy¥nxa :01NVIRA ONIPN NN

lonin n7'nna N1 haon *

((nr'or¥o0 Nnnvn / 7y nNvn) AT XN 0NN NNVN X

'oN' 'WIX ¥ DOT'PON DX D' D'UITIVON NN7¥NA ONIEN DI'0Q
D'PYNNY?I 0'7TANT7 IVTIN' ;D"A0I00X DXVI/NMIYPN xyI/DNarTAiy
N1j71 ,90112 .00 N71Y9N QIN'WA NI7YINN DRI DIOT9NI 2II'YN 'MINN DY
127NN ,'MIYPN 1Qwn 7N NWIXZN NININNYT pmyn v DP0ITIV0Y
D'AI0N D"NMIYPN DNAYNYT NI NN 7¢ 7Myn NN JIN DRT .IMNRTI

22"IN21 Y2 NN2N IWNNNY DRIY

:01Ij7n PIN A

INNSNNY DY DIIAIXY DNAYN D'UITIVON NIX ND' OVIpPN 17NNa
,2WN NXRIP7 011210 71N N7 0T NMITA7'N .0 MIYPN DAY



The Center for Designated Program NIy NrdNY )wnn

P —— Structured programs NaIm NIIN7 ATn

Bar-llan University

[10'NI N2WN NYWA NIV7NN N7aR '7NN ,MIYPENA DNAYN 0OY DITTINNN
JIIRN

7¢ 1"N2 NN20NNINIAYD 'ON' NIDX7N 7W NNIA'WN2 170V DNIV'YUN ,9011a
MIQ'NN 1ITAYA NIX 2TN7 17w 171011 17W TIAVN D220 L,INMTNA L [IARD
SV

,NNAIT NTIAYA IW'NoNY D72Ivnnl YOXNN 0'1Y 010N NIyon a'X1 ,|>-Ind
D1y 'ont' v NA'0PO0TO] NN 'VIN'R NNII 1A' 'oNn'l NN2oN

0"IY'YA 797 noISn AaxklIN NN

:0"IWY'Ya )70n

(MYI) DNPN MIAN -OXNWYN 1NN VI’ .1

MmN NP MNP N SRR o | oR yaw
(V25N NPRI) (9INNNN)

DY MM ONPY NN 1
onnn

Avraham, E. & 171208 YON> ONN
Ketter, E. (2008).
Media Strategies
for Marketing
Places in Crisis.
Burlington, MA:
Elsevier Inc, pp.
12-18.

Guth, D. W. &
Marsh, C. (2009). 2
Public Relations: A
Values-Driven
Approach. (4th
edit). Boston, MA:
Allyn and Bacon,
pp. 13- 25.

DN .(2000) .X ,MTAD
N TINA NN OO
Oy N7 ,(NOIY) 1IN
(23- 17 y) MN8N




The Center for Designated Program NIy NrdNY )wnn

P —— Structured programs Ninam NIIM? Amn

Bar-llan University

NS P9 : DANR-IN
J7Y2 NIND

N0 P2 PYNHNM HTANN

Swann, P. (2008). D172

Cases in Public
Relations
Management. New
York, NY: The
McGraw-Hill
Companies, Inc,
pp. 12-17. 3

Vaughn, Richard,
"How  advertising
works: A planning
model  revisited",
Journal of
Advertising
Research , Feb/Mar
1986, Vol. 26 Issue
1, pp. 57-65.

17N .(2000) .NX )3 NPT DINN MIN2) MW
I L,N TN DNPY INVN VPN ; DIMNINA
DY NT,(NONY) PN DI 7PN
(169-160 my) MDD
NI PO : AN-ON
27Y2 IND

WP .(2012) o pav 4
PIAVIND PYN UKD P2
MIPND PN DI —
MDY N TN, M2
72N ,NYo5 ,(TNY)
MLV NVLIIMN
NOSYS NN PPIPNPN
92 NVXOIDNIN PN
.265 - 257 My )N

N8N Y AL SSNVPN P90P M)
MM ; MY IN D9 5

YA TPNNYPNN MOMINNN
NPNYINN INADN

NN 7Y IS —ONNYPN PIONP M) 6
YIDWI MYTINN NI
NYI2 YO NNOIM

Avraham, E. & 1NIN SNNYPN WD N
Ketter, E. (2008). 7
Media  Strategies
for Marketing
Places in Crisis.




’ \
'\\_A) The Center for Designated Program NIFTIV" NINDNY 1NN

Structured programs NNam NI AImn

['R-12 ND'D12IIN
Bar-llan University

Burlington, MA:
Elsevier Inc, pp.
187- 203.
D>2WYN DY MTTHNNN
Cameron, G. T.,
Wilcox, D. L.,
Reber, B. H. &
Shin, J. H. (2008). g
Public Relations
Today: Managing
Competition and
Conflict. (1st edit).
Boston, MA: Allyn
and Bacon, pp.46-
57.
N8990 7Y K8 q3WN — M1 7PN NN 9
N2 NPIP ONINTN
N8990 7Y I8 q2WNn — M NIPH NN 10
DO
N8990 7Y K8 q2WNn — M1 MIPH MNN 11
12570
N8N 7Y I8N 72V — M NIPH NN 12
OTONTPN
N8990 7Y I8N NN — N2 NIPNR NN 13
YNI2N 19NP /MIN2
DD 14

0T NIYT .A

I'R

nion / nivn T/ NN LT

.00N0A 0'WADN YW TV 7 NINTY'N NNNINM NINXINA NINdI



The Center for Designated Program NIy NrdNY )wnn
Structured programs NNam NI AImn

[9"8-12 N0 N
Bar-llan University

[n 'V YT 27U NN QIO T 7V 1DIYM'Y NIAXA NAXN T 7V 01172 N'7'V9 NISNNWN
DIIYPRNN 'WXNRNL DUTIVY 010K NN NN NN

'910N JI'X¥n AN .n

Jo10n [1I'vnn 100%:nan

.60 :onipa Maly iy

DoAY L

720 DRI
Avraham, E. & Ketter, E. (2008). Media Strategies for Marketing Places

.in Crisis. Burlington, MA: Elsevier Inc, pp.12-18; 187-203

Cameron, G. T., Wilcox, D. L., Reber, B. H. & Shin, J. H. (2008). Public
Relations Today: Managing Competition and Conflict. (1st edit). Boston,
.MA: Allyn and Bacon, pp. 46- 57

Guth, D. W. & Marsh, C. (2009). Public Relations: A Values-Driven
Approach. (4th edit). Boston, MA: Allyn and Bacon, pp. 13- 25

NS NRSIP

Swann, P. (2008). Cases in Public Relations Management. New York,
NY: The McGraw-Hill Companies, Inc, pp. 12-17.

Vaughn, Richard, "How advertising works: A planning model revisited",
Journal of Advertising Research , Feb/Mar 1986, Vol. 26 Issue 1, pp. 57-
65.



4,
'\\_A) The Center for Designated Program NIFTIV" NINDNY 1NN

P —— Structured programs NaIm NIIN7 ATn

Bar-llan University

727 DROIP
50 ,M20%T ay M7 ,(N2MY) 100 LR N2 120X 2o ann .(2000) LK ,mTeb

23 -17 'y ,n"va MR IR P0 120N

:2°AR-7N 20N QY 20T L,(ND7W) 117 L,R 1IN .a2°ap% aman L(2000) X L30
169 -160 'y ,n"vya IR IR P

07 X :7IN2,"1M2 7P 7I1Y 01— 1°2wNG Y wRA Pawpa” L(2012) 0 aw
N2 NYOINNR MIPH NVIWD ORI L RIPnn PR avI9m a02an L2390 ,(77W)
265 - 257 'y 1R

N'"721N82 oNpgnnv.t

Sociological aspects in Public Relations and Crisis Management



