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Although the term ‘business English’ is frequently used generically to refer to the language that can
be encountered in business-related texts, these texts actually represent a large variety of genres. Genres
have been defined as “recognizable communicative events, characterized by a set of communicative
purposes identified and mutually understood by members of the professional or academic community
in which they regularly occur” (Bhatia, 2004, p. 23). Genres are conventionalized and socially situated
(Tardy, 2021) and the language used in them tends to reflect their communicative purposes and contexts
(Goulart and Staples, 2023; Hyon, 2018).

Corporate press releases are published by companies in order to provide newsworthy information to
journalists (and the general public) and promote the company by portraying it in a favourable light
(Catenaccio, 2008). They have been shown to be (1) highly conventionalized with a stable standard
format (McLaren and Guréu, 2005) and (2) ‘preformulated’ (Jacobs, 1999) to resemble news reports so
as to foster journalists’ uptake and make the information they include appear more objective. Corporate
press releases are an egocentric genre (Jacobs, 1999): they are issued when companies want to announce
something about themselves. Another type of egocentric business genre, which has emerged more
recently, is that of LinkedIn summary. An individual user’s profile on LinkedIn includes professional
information about them (e.g. education, work experience) and often features a short ‘About the user’
section (also known as LinkedIn summary) which serves as an introduction to their professional profile
in the specific recruitment context of LinkedIn (Tobback, 2019).

While both corporate press releases and LinkedIn summaries are egocentric genres that serve general
informational and promotional purposes, they differ in terms of addressor (company vs individual),
specific purpose, context and intended readership (fostering uptake by journalists vs sparking potential
employers’ interest). These differences are to some extent reflected in the way self-reference is realized
in the two genres. Companies tend to refer to themselves in the third person, which is a key
preformulation feature as it mirrors the way journalists refer to organizations in their news reports
(Jacobs, 1999). On the other hand, LinkedIn summaries exhibit considerable variation in the way self-
reference is realized, with users opting for first-person singular pronouns (and related determiners) and
others opting for third-person reference (Tobback, 2019).

This WIP paper reports on exploratory research into genre awareness among novice business writers
using some of the first datasets collected as part of the Apprentice Multiple Business GEnRes (AMBER)
corpus (De Cock & Thewissen, 2025), which includes different business genres produced by the same
novice writers of business texts (and provides researchers with rich apprentice metadata). The focus of
the WIP report is on self-reference in the corporate press releases and LinkedIn summaries written by
French-speaking EFL business communication students. Both automatic extraction (e.g. personal
pronouns) and close reading were used to retrieve the writers’ various self-reference strategies. The
following research questions are addressed:

-to what extent do the novice writers use different self-reference strategies across the two egocentric
business genres under study?

-is the novice writers’ company self-reference in the press releases in line with the conventional
pattern reported?
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