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Abstract  
Press releases are one of the most important tools that a company uses to communicate with and 
through the media in order to project its corporate identity, build its corporate image and enhance its 
corporate reputation. Drawing on the corporate communication (CC) literature, this study adopts a 
linguistic-pragmatic approach to investigate the linguistic devices that two communications service 
providers of different nationalities employ in press releases. Based on a corpus of 48 press releases 
(20 British and 28 Greek entries), this study analyses comparatively: (a) first- and third-person self-
reference; (b) definite description; and (c) time and place deixis. Important differences in the way the 
two companies construct their identities and images were found in terms of: (1) the role of the generic 
author/speaker; (2) the ways in which the third-person self-reference is achieved; (3) the use of the 
inclusive language (i.e. ‘we/our’); and (4) the shifts in time and place deixis.  
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 “Everything an organisation says, makes or does will, in some way, ‘communicate’.”  
                                                                                                                    (Gray & Balmer, 1998:699) 
 

                                    ✦ 

1. Introduction  

Companies are interested in how they build and project their corporate images in order to 
establish a good corporate reputation over time. The genre of ‘press’ or ‘news release’1 is 
a typical corporate information dissemination means of communication in and through the 
news media. The aim is to display that information which will manage, transform and 
convey a company’s desired public image. Press releases “are statements, often about the 
launch of a new product, service or event, used by organisations to brief media journalists 
and encourage them to write articles on the subject” (Blundel & Ippolito, 2008:274). 
According to Cameron, Sallot and Curtin (1997), press releases influence as much as 25-
80% of the news content.  

Corporate identity, image and reputation are key concepts within the relatively new field 
of CC. Van Riel (1995:26) defines CC as “an instrument of management by means of which 
all consciously used forms of internal and external communication are harmonised as 
effectively and efficiently as possible”, with the ulterior motive of establishing “a favorable 
basis for relationships with groups upon which the company is dependent”. In managerial 
terms, “any group or individual who can affect or is affected by the achievement of the 

                                                           
1 The terms press or news releases are used interchangeably in the literature. Here the term press releases is 
adopted throughout, given that (a) the genre of releases is addressed to the press; and (b) it is the press that 
determines, on a second stage, as a gatekeeper, whether a press release constitutes news or not.   
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organisation’s purpose and objectives” (Freeman, 1984:6) is known as ‘stakeholder(s)’ and 
encompasses shareholders and investors, customers and consumers, managers and 
employees, journalists and media organisations, trade unions, suppliers, the government, 
prominent people of the community in which the company takes action, and society at 
large. Thus, the prosperity of any company closely depends on its relationships with key 
stakeholders (Morsing & Schultz, 2006) and the way in which it is viewed by them.  

A review of the extant literature reveals that prior research has examined the influence 
of business news on corporate reputation (e.g. Meijer & Kleinnijenhuis, 2006), the 
relationship between newsworthiness and publication of news releases in the media (e.g. 
Hong, 2008) and the self-reference in press releases (e.g. Jacobs, 1999). However, little 
work has been done on the role that the linguistic structure of press releases plays in the 
process of building corporate image and reputation. This is an important oversight in the 
literature given that (a) the linguistic structure of press releases can ensure an easy picking 
up by the press, which in turn leads to positive media coverage (Jacobs, 1999); and (b) 
positive news coverage influences corporate reputation and buyers’ intentions (Yoon, 
Guffey & Kijewski, 1993). Against this backdrop, this study presents an interdisciplinary 
approach to corporate identity and image by combining insights from linguistics (i.e. 
pragmatics and discourse analysis) and the CC field. There is a need for organisations in 
today’s competitive business environment to understand how their corporate images are 
linguistically constructed and impact on corporate reputation.  

2. The corporate communication concept  

2.1. Defining corporate communication  

The field of CC arose in the 1970s, when the restrictions of the ‘public relations’ model 
became too obvious to both researchers and practitioners. Public relations dealt mainly with 
communication with the press and had a rather tactical character. But as other stakeholders 
started asking more information – the press is not the only stakeholder of a company – the 
need for a broader communication concept emerged (Cornelissen, 2008). This new 
concept, namely CC, considers company as a complete entity or body, includes areas from 
corporate design to internal communication, public affairs, etc. (Argenti, 1996) and 
encompasses the different ways in which a company presents itself to all internal and 
external stakeholders (Christensen, Morsing & Cheney, 2008). In line with theorists in the 
field (e.g. Gray & Balmer, 1998; Van Riel, 1995), Cornelissen (2008:5) defines CC as “a 
management function that offers a framework for the effective coordination of all internal 
and external communication with the overall purpose of establishing and maintaining 
favourable reputations with stakeholder groups upon which the organisation is dependent”. 
Thus, CC calls for a holistic approach of communication.  

2.2. Corporate identity  

Corporate identity was originally associated merely with elements of visual design, logos, 
marketing and with the way in which companies present themselves to external audiences 
(Lippincott & Margulies, 1957). Corporate identity has gradually expanded and nowadays 
involves all forms of communication, performance and behaviour (Henderson, Cote, Leong 
& Schmitt, 2003); it refers to “all the forms of expression that a company uses to offer 
insight into its nature” (Van Riel, 1995:27). Simply stated, corporate identity is the self-
presentation of the distinct characteristics and character of a company to an audience (Gray 
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& Balmer, 1998). In a nutshell, corporate identity concerns “the reality and uniqueness of 
the organisation” or “what the organisation is” (Gray & Balmer, 1998:695) or how the 
organisation wishes to be perceived by its stakeholders. 

2.3. Corporate image  

For Dutton and Dukerich (1991), corporate image is the way in which an organisation is 
perceived by organisational members. Van Riel (1995:23) defines corporate image as “a 
set of meanings by which an object is known and through which people describe, remember 
and relate to it. That is the result of the interaction of a person’s beliefs, ideas, feelings and 
impressions about an object”. Gray and Balmer (1998:697) added that corporate image is 
“the immediate mental picture that audiences have of an organisation”. In a similar vein, 
Cornelissen (2008:9) considers corporate image as “the immediate set of associations of an 
individual in response to one or more signals or messages from or about a particular 
organisation at a single point in time” (emphasis added). Taken together, both interpersonal 
communication and mass media can shape the perceptions that other people hold for the 
organisation (Dowling, 1986). 

2.4. Corporate reputation  

According to Gray and Balmer (1998:697), “corporate reputations, typically, evolve over 
time as a result of consistent performance, reinforced by effective communication”. For 
Cornelissen (2008:9), corporate reputation is “an individual’s collective representation of 
past images of an organisation (induced through either communication or past experiences) 
established over time” (emphasis added); corporate reputation is the way in which 
stakeholders evaluate past corporate images in the present. Since corporate image is a 
projection of corporate identity that leads to corporate reputation over time, corporate 
reputation demands a perfect ‘alignment/transparency’ between corporate identity and 
image (Ravasi & Schultz, 2006). It should be noted that there are plenty conditions outside 
an organisation that may influence the degree of a company’s news coverage and the 
establishment of its reputation (e.g. the age and size of the company, the type of the industry 
in which an organisation operates, the intimacy of a firm to particular news source) 
(Schultz, Mouritsen & Gabrielsen, 2001). 

3. A linguistic-pragmatic approach to press releases  

3.1. Methodology  

This study adopts press releases on issues for which proactive/acclaiming self-
presentational verbal behaviour is used (Aerts & Cormier, 2009) as the unit of analysis. A 
cross-cultural and corpus-driven study has been conducted based on the linguistic notions 
of reflexive person, time and place deixis with a focus on the transformation of deictic 
perspective in the process of rewording a press release. A core aspect of press releases is 
how the perspective of the company is adopted by the journalist – whether s/he will copy 
press releases verbatim, rather than rewriting them in his/her own words (Jacobs, 1999). It 
follows that the linguistic structure of press releases is an issue that calls for 
interdisciplinary research on the organisation of discourse in a company and the 
(re)structure of the company’s discourse within the media with a view to enhancing 
corporate image and reputation.  
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Through a linguistic-pragmatic approach, this research observes the so-called ‘self-
reference’ in a corpus of forty-eight corporate press releases issued by two communications 
service providers with similar size and economic performance. The highly technological 
telecommunications field has been selected on the basis of the torrential, immediate and 
costly changes that take place both during the launch of new products and across their 
further development, encouraging the production of press releases. The first company is 
British and has provided twenty press releases, while the second is Greek with twenty-eight 
press releases. For confidential reasons, no information which betrays the two companies 
is revealed; the British and Greek companies are disguised as ‘BR’ and ‘GR’, respectively. 
The time frame for the analysis of press releases extends to two months and seventeen days 
for BR and to six months and twenty-three days for GR. Many of GR’s press releases were 
shorter and lacked important linguistic information; therefore it was deemed necessary to 
spread the sample and the time period of the selected press releases in an attempt to achieve 
a representative sample of linguistic occurrences. The archives from which the selected 
press releases were drawn are publicly available through the official websites of both 
companies. The press releases were selected on the basis of the following linguistic 
features: (a) first- and third-person self-reference; (b) definite description; and (c) time and 
place deixis. 

3.2. First- and third-person self-reference  

A close inspection of the corpus indicates that: (a) both companies achieve self-reference 
through third person in the form of the organisation’s proper name (i.e. ‘BR’ and ‘GR’) or 
the phrase ‘the company’; (b) there is an interesting differentiation between BR’s and GR’s 
press releases regarding the use of first-person pronoun ‘we’ and the subsequent possessive 
adjective ‘our’: an examination of the BR’s data reveals considerable occurrences of ‘we’ 
and ‘our’, while the GR’s data presents rare occurrences of them; (c) in the case of BR, the 
inclusive language (i.e. ‘we/our’) is merely present when the author/speaker of the press 
release provides quotations of people who usually work for the company, while in GR 
citations occur seldom; (d) both companies avoid using ‘I’ and ‘my’, even in cases of 
citations where it would be rational for an employee to use ‘I’/‘my’ speaking for his/herself. 
Below, four extracts of the press releases included in this study that are emblematic of the 
aforementioned phenomena are provided: 
 

(1) The company is one of the largest residential broadband providers in the UK […]. (BR, 18)2 
(2) (Name of the executive director of BR’s digital entertainment), executive director of digital 

entertainment at BR said: “[…] We continue to explore innovative new ways to bring our customers’ 
favorite content to them and, with (name of a new service), we’re making sure they’re spoilt for 
choice.” (BR, 20)  

(3) GR is the first to achieve broadband speeds of up to 42.2 Mbps. GR has upgraded its 3G network 
and achieved download data speeds unique not only in Greece but also worldwide. (GR, 16)  

(4) The company clarifies that it has no involvement in these incidents as the distribution of such leaflets 
is not included in its policy. (GR, 26)  

 
In terms of the proper name that both companies use, this is a typical feature of institutional 
discourse “in which the [speaker or writer] is a spokesperson of an institution, [speaking or 

                                                           
2 This type of coding indicates (a) the company that each extract belongs to and (b) the numerical order of 
the corpus according to the chronological sequence of each company’s press releases.   
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writing] not as ‘I’, the personal ego, but as a public identity or role” (Lerman, 1983:77); 
“an identity which may lead [the principal] to speak inclusively for an entity of which he 
is only a part” (Goffman, 1981:226). The author/speaker of BR/GR’s press releases 
constitutes the ‘institutional voice’ (Jacobs, 1999), indicating that the same person is both 
an individual and ‘the principal’ who, simultaneously, represents BR/GR. Both companies 
refer to themselves through their proper names as a means of detaching the identity of the 
author/speaker of the press release and projecting company’s identity (see Section 2.2). 
Thus, the author/speaker of the press releases neglects intentionally his/her personal ego in 
favor of BR/GR’s objectives. Every employee who speaks on behalf of the company has 
to do the same and this is the reason for having ‘I’-avoidance even in cases of citations. 
Following Levinson (1983), the reference BR/GR may be called the ‘deictic centre’ which 
enhances BR/GR’s stability through third-person self-reference (Goffman, 1981). The 
proper name BR/GR refers to that company and it is only the author/speaker that shifts 
during the retelling and not the deictic centre. Both BR/GR employ the third-person self-
reference making their press releases seem more objective and neutral, rather than self-
interested and promotional. The main reason for this tactic is the intention to align the 
corporate frame with the news one (Jacobs, 1999). This phenomenon is described in the 
literature as ‘point of view distancing’ and can be defined as ‘I’-less discourse that intends 
to distinguish the notions of ‘displacedness’ and ‘situatedness’ (Auer, 1988; Brown & 
Levinson, 1987). 

Both companies use extensively the phrase ‘the company’, but without any specific 
pattern; although it seems as if companies prefer to say ‘the company’ when they deal with 
a negative situation (e.g. in (4)), this cannot stand as a general rule. Based on the high 
percentages of proper name and ‘the company’, and on the location of ‘the company’ in 
the releases, it is argued that companies just interchange proper name with ‘the company’ 
in order to avoid extensive repetitions. Therefore, the fact that GR uses ‘the company’ more 
than BR (89% and 75%, respectively) is absolutely justified on the basis of their difference 
in the use of inclusive language (i.e. ‘we/our’) (see discussion below). All in all, the main 
reasons for ‘the company’ phenomenon seem similar to those of employing a proper name, 
but with a higher degree of distance from the company’s identity. Table 1 presents 
descriptive statistics per company for each linguistic feature under investigation. 

 
Table 1. Frequencies, means and min and max values of self-reference per company 

Linguistic Features 
 

GR (28 Releases)  BR (20 Releases)  

 Frequency (%)  Mean (min-max)  Frequency (%)  Mean (min-max)  

Proper name  28 (100%) 3.5 (2-5) 20 (100%) 3.5 (3-4) 
‘The company’  25 (89%) 4.5 (3-6) 15 (75%) 2 (1-3) 

‘We/our’  3 (10.7%) 1.5 (0-3) 18 (90%) 8 (4-12) 

 

With respect to inclusive language, BR employs ‘we’ and ‘our’ at the high percentage of 
90% in contrast with the low 10.7% of GR. All of BR’s press releases involve at least one 
citation, contrary to GR’s press releases that hardly contain any quotations. On the rare 
occasions that GR uses citations, they are not attributed to a GR member, tend to be very 
short and abstract and lack inclusive language (i.e. ‘we/our’). This differentiation is 
intriguing in view of the ‘egocentric’ character of press releases (Jacobs, 1999) in 



96 Konstantina N. Zefkili 
 

conjunction with Sifianou’s (1992) claims regarding the higher value of English society on 
privacy and individuality (i.e. negative politeness) and the emphasis placed within the 
Greek society on involvement and in-group relations (i.e. positive politeness). In the BR’s 
case, the individual’s identity as the executive director of digital entertainment (e.g. in (2)) 
is deliberately preserved against that of BR’s identity. This phenomenon serves the 
following three purposes: (a) it operates as a solidarity builder; (b) it functions as an 
advertising device that is closely associated with BR’s group membership, stakeholders 
and employees; and (c) it forms an undeniable resource for persuasion that is based on 
BR’s press releases (Lipovsky, 2006). 

The most possible explanation for GR’s preference of preserving its identity by 
consistently repeating its proper name or ‘the company’ is that GR strives to be ubiquitous 
within the whole body of its press releases through third-person self-reference and does not 
wish to interrupt its nominal presence with citations. GR extremely rarely uses ‘we/our’. 
All relevant uses seem to occur unconsciously, without intending to gain inclusive 
language’s advantages. From a managerial perspective, through the repetition of its name, 
GR (over-)projects its desired corporate image to increase market awareness and foster 
familiarity and confidence to stakeholders (Dowling, 2001). It is worth noting that, overall, 
GR does not give an elaborate corpus of press releases and this is probably due to the rather 
immature stage of CC in Greece at the present time. 

On some rare occasions, the first- and the third-person self-reference appeared to be 
interchangeable. However, this phenomenon is found mainly in cases of BR’s quotations 
(e.g. in (2)). BR refers to itself in the first person (i.e. ‘we’) and then in the third person 
(i.e. BR) and vice versa. This extremely limited phenomenon is known as ‘referential 
switch’ (Thompson & Thetela, 1995). According to the corpus, this referential alternation 
seems to be a strategic device that BR employs when it seeks to enhance either its prestige 
(e.g. praising itself publically) or solidarity (e.g. approaching its stakeholders). This 
strategy occurs in the corpus when a member of the company makes a forward-looking 
announcement, a review of a particular successful action, when s/he thanks existing 
customers or asks for their support in the future. Briefly, the author/speaker wishes to 
convince stakeholders of BR’s abilities in order to gain their trust. Clearly, this referential 
switch serves multiple organisational purposes, including the enhancement of corporate 
image and reputation. All in all, combining third-person self-reference with inclusive 
language (i.e. ‘we/our’), BR seems to enjoy a competitive advantage over GR; BR builds 
not only its corporate image (see Section 2.3), but also enhances the ‘we’ feeling of its 
stakeholders and employees that leads to a high level of solidarity and triggers the sense of 
organisation’s uniqueness (see Section 2.2) (Cornelissen, 2008). 

3.3. Definite description  

Third-person self-reference in press releases is achieved not only through the 
organisation’s proper name or ‘the company’, but also through a definite description or 
‘nominal anaphor’ (Maes, 1991) of the organisation. (5) and (6) are representative extracts 
of this phenomenon for GR and BR, respectively: 
 

(5) GR achieves 10 years of a successful trading operation on the 6th of April, the best (mobile) 
communications service provider in Greece and the providers with the most powerful presence in 
the whole of Southeast Europe. (GR, 12)  
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(6) The company is one of the largest residential broadband providers in the UK […]. BR has the UK’s 

most advanced TV on demand service and was the first TV platform to carry [name of a successful 
service]. It is the second largest provider of pay TV, was the first to launch a high definition TV 
service […]. The company operates the most popular virtual mobile network in the UK which, when 
launched, was the world’s first such mobile phone service. It is also one of the largest fixed-line 
home phone providers in the country. (BR, 18)  

Despite the ‘disindividualising’ role of definite description (Maes, 1991), occurrences such 
as “one of the largest residential broadband providers in the UK” serve two different 
functional ways of third-person self-reference. The first functional way, termed 
referential/‘qualificational’, concerns how to pick out one individual. The second 
functional way, termed attributive/‘identificational’, aims at attributing one or another 
particular trait to one individual (Donnellan, 1966). The most interesting finding from BR’s 
press releases is that the author/speaker uses definite description not only for the company, 
but also for its components (i.e. services and networks). Thus, definite description can be 
associated with inductive reasoning: BR’s services and networks are the most popular. 
BR’s services and networks form BR. And the stakeholder infers: BR is the most popular 
company (within its field) (i.e. attributing popularity to BR) (e.g. in (6)). From a managerial 
viewpoint, the attributive/‘identificational’ function of definite description plays a key role 
in the projection of corporate identity, the very nature of which demands attributes (see 
Section 2.2). This is important given that corporate identity is a core determinant of 
corporate image (see Section 2.3). Just as identity management among the interlocutors 
determines the final linguistic choice (Archakis & Tsakona, 2012), it is identity 
management among the company and its stakeholders that decides the final linguistic 
choice here (i.e. definite description). 

GR uses definite description far less frequently than BR (see Table 2). Donnellan (1966) 
labels definite description as ‘parasitic’; its referential function is activated through the 
attribution of more explicit traits to BR/GR. Through definite descriptions, the BR/GR’s 
author/speaker takes on a more generic role with the intent to praise, exaggerate and 
enhance the professional abilities of BR/GR (Wilson, 1990). Therefore, Jacobs (1999:239) 
aptly characterises self-reference through definite description as “a powerful mechanism 
that is not as innocent as it may seem”, partly due to the fact that definite descriptions 
should be oriented toward “the intention of the text” (Maes, 1991:217). As far as press 
releases are concerned, the dilemma is which text’s intention should be respected, that of 
the press release or that of the subsequent news products? Although for most journalists 
the identification of BR/GR through definite description is ‘digestible’, the divergence 
between the intentions of journalists and those of companies still remains. 

 
Table 2. Frequencies, means and min and max values of definite description per company 

Linguistic Features  
 

GR (28 Releases)  BR (20 Releases)  
 Frequency (%)  

 

Mean (min-max)  Frequency (%)  Mean (min-max) 
Definite description  12 (42.8%)  1 (0-2) 17 (85%) 2.5 (1-8) 
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3.4. Time and place deixis  

Another important linguistic feature of press releases is that of time and place deixis. The 
corpus indicates that BR prefers time over place deixis, in contrast to GR which avoids any 
reference to time and place. Therefore, the focus here is on BR: 
 

(7) LONDON, Jul 28 (BUSINESS WIRE) – BR Inc. (NASDAQ: VMED; LSE: VMED) today 
announces […]. (BR, 19)  

Almost all of BR’s press releases involve time deixis (95%). As for place deixis, this occurs 
less often with a frequency of 20%. However, place deixis is mainly present in press 
releases that provide information regarding BR’s financial performance (e.g. the 
company’s progress in the stock market). For Levinson (1983), news items are deictically 
egocentric as far as the self-reference of place is concerned; place references of BR are to 
London, which is expected given that BR is located in London. 
 

Table 3. Frequencies, means and min and max values of time and place deixis per company 
Linguistic Features  

 

GR (28 Releases)  BR (20 Releases)  
 Frequency (%)  Mean (min-max)  Frequency (%)  Mean (min-max)  

Time deixis  0 (0%)  0 19 (95%)  2 (1-3)  
Place deixis  0 (0%)  0 4 (20%)  1  

 
“Time deixis concerns the encoding of temporal points and spans relative to the time at 
which an utterance was spoken (or a written message inscribed)”, hence it demands “the 
division of time into diurnal span including coding time” and it necessitates “ultimate 
reference to participant role” (Levinson, 1983:62). Obviously, time and place deixis might 
be an obstacle to the process of rewording, making the retelling of an announcement tied 
to the journalist’s willingness to align his/her role with that of the company. However, in 
the case of press releases, time and place deixis offers the advantage of newsworthiness. 
References such as ‘today’, ‘this morning’ or ‘now’, are not only “naming some day on 
which the reported event happened; they are doing a bunch of other things. For one, ‘today’ 
is not equivalent to the series of other days in the sense of being just some day. ‘Today’ in 
part constitutes the warrant for the report, i.e. to say it happened ‘today’ is to claim it as 
potential ‘news’.” (Sacks, 1992:172). Moreover, when BR refers to ‘London’ and ‘today’, 
it seems to forget that journalists want to easily include this information in their own news 
reports; the phenomenon of deixis disregards the hearer/reader’s presence and has been 
subjected to criticism for having an “asocial, one-sided focus” (Jones, 1995:31). All in all, 
deixis is defined as a “joint, goal-directed activity […] mediated by language” (Jones, 
1995:41). Thus, its social-interactional nature needs to be taken into account in order to 
facilitate authors/speakers’ adaptation to readers’ expectations. 

4. Discussion and conclusions  

This study provides corpus-based evidence to demonstrate how the linguistic features of 
reflexive person, time and place deixis contribute to corporate identity, image and 
reputation management. To this end, an interdisciplinary approach has been adopted: 
investigation of linguistic features in corporate press releases provides the springboard for 
a discussion that draws on the pragmatics and CC literatures to suggest implications of 
linguistic and managerial relevance. 
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The main findings are the following: First, both companies avoid ‘I’ reference and 
achieve the third-person self-reference through proper names, ‘the company’ and definite 
descriptions. Second, the inclusive language (i.e. ‘we/our’) is employed almost merely by 
BR in cases of citations. Third, the first- and third-person self-reference appear 
interchangeably into quotations of BR’s press releases. Fourth, BR prefers time over place 
deixis in contrast to GR, which avoids any reference to time and place. However, the 
phenomena of time and place deixis do not obstruct companies from projecting their 
intended images through the press. Fifth, the extensive use of proper names, ‘the company’ 
and definite descriptions intends to ‘point-of-view operations’: the BR/GR’s 
author/speaker neglects his/her own point of view to encourage journalists to copy verbatim 
parts of BR/GR’s press releases (Brown & Levinson, 1987; Fillmore, 1975). This leads to 
an easy picking up by the press, which brings positive media coverage (Hong, 2008; Jacobs, 
1999). Sixth, the third-person self-reference, definite descriptions and time and place deixis 
contribute to the preformulating nature of press releases (Jacobs, 1999). Finally, the 
extensive use of proper names and the phrase ‘the company’ flouts Grice’s (1975) quantity 
maxim according to which a contribution should be “as informative as is required for the 
current purpose of the exchange” without being “more informative that is required”. This 
flouting/exploitation is both understandable and expected given the preformulating nature 
of press releases. Perhaps implicature theory can shed more light on the role, nature and 
implications of extensive repetitions in the context of CC, in general, and press releases, in 
particular. 

Overall, the study findings suggest that the linguistic structure of press releases can 
affect corporate identity and, in turn, corporate image and reputation. It seems that more 
cross-disciplinary research and collaboration between business and linguistic scholars is 
needed in this area. For example, a linguistic investigation into the construction of 
quotations in the press release genre could reveal further aspects of corporate identity, 
image and reputation management. 
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