
Corporate Discourse

reeze

Bloomsbury Academic

An imprint of Bloomsbury Publishing Pic

BLOOMSBURY
LONDON • NEW DELHI • NEW YORK • SYDNEY



Contents

Introduction 1

1 The Corporation and its Stakeholders: Identity, Action, Interaction 3
1.1 What are corporations? 3
1.2 The discursive construction of the corporation 7
1.3 What is corporate discourse? 19

2 Approaches to Corporate Discourse 29
2.1 Roles of discourse 29
2.2 Corporate discourse studies 31
2.3 Starting from the text 35
2.4 Starting from the context 48
2.5 Explaining and interpreting corporate discourse 50

3 Communicating with Employees 53
3.1 Job advertisements 53
3.2 Recruitment processes: The job interview 63
3.3 Induction seminars and guides for new employees 65
3.4 Constructing employees 79

4 Communicating with Investors 83
4.1 Annual Reports 83
4.2 The CEO letter 105

5 Communicating with the World: Advertising Discourses 115
5.1 Defining advertising 115
5.2 Product advertising 118
5.3 Advertising discourse across cultures 125
5.4 Advocacy advertising 132
5.5 Hybrid genres 136
5.6 Discourses of branding 139
5.7 Assessing advertising 142

6 Communicating with the World: Websites, Reviews, Sponsorship 147
6.1 Corporate websites 148
6.2 About us’sections 154



VI Contents

6.3 Corporate mission statements 162

6.4 Corporate social responsibility reports 165

6.5 Annual reviews, interactive reviews and reports 168

6.6 Sponsorship 172

7 Interpreting Corporate Discourse 177

7.1 Discourses and discourse 177

7.2 Corporate discourse in a wider perspective 178

7.3 The promotional turn 180

7.4 Critical interpretations 186

7.5 Concluding thoughts 190

Bibliography 191

Index 207


	Inhaltsverzeichnis
	[Seite 1]
	[Seite 2]
	[Seite 3]


