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1
Introduction

In the past few years, I have studied the somewhat uneasy marriage between corporate press releases and the news reports based on them. One the one hand, releases are ‘preformulated’ to some extent: they adopt a number of structural and stylistic features that are characteristic of news reports (Jacobs 1999). But on the other hand, a close study of the differences between press releases and the reports based on them shows clear genre conflicts. In this short case study, I will show that these differences can be found both on the stylistic level and on the level of the content and structure of the texts.

2
Re-styling

In my analysis of corpora of releases and corresponding reports, I have shown that newspaper journalists massively rewrite release material, both in order to make it more readable and to neutralize it, i.e. to distance themselves from the enthusiastic corporate perspective (Pander Maat 2007a, 2008). They do readability work by deleting much of the release information, deleting many details in the information they use, substituting everyday language for jargon and formal phrasings, and adding snippets of background information where needed. Neutralization strategies are toning down or removing positive statements and distancing operations, for instance adding source attributions to statements that otherwise would read as promotional. Tables 1 and 2 illustrate some of these transformations in our case; see Appendices 1 and 2 for the entire texts of the release and the report.

Table 1. Some readability transformations in our text pair

S = shortening by deleting details and removing redundancies

B = adding background information

	Type 
	Release sentence 
	Release text 
	Report sentence  
	Report text 

	S
	2
	Muziek, podcasts, foto’s films en filmtrailers
	2
	Films

	S
	2
	Breedbeeld-tv
	2
	Tv 

	B
	4
	Apple 
	3
	Het Amerikaanse computerbedrijf Apple

	S
	6
	Breedbeeld flatscreen televisie
	4
	Breedbeeldtelevisie

	S
	7
	Al je muziek, foto’s podcasts, films and filmtrailers
	5
	Alle media

	B
	10
	Snelste standaard
	9
	Die een snellere doorstroomsnelheid zal mogelijk maken

	B
	17
	Een HDMI- en component-videopoort 
	10
	Die HDMI-poort waarmee nagenoeg alle breedbeeld-tv’s zijn uitgerust of via een klassieke component-poort


Table 2. Some neutrality transformations in our text pair

	Release sentence 
	Text 
	Report sentence  
	Text 

	1
	Nu verkrijgbaar
	1
	In de winkels

	6
	Is een strak vormgegeven toestel dat
	4
	Het gaat om een kastje dat

	6
	Je eenvoudig kan aansluiten
	4
	Je kunt aansluiten

	6
	Makkelijk en draadloos genieten van X
	5
	X afspelen op je televisie

	10
	Nieuwste en snelste standaard
	10
	Volgende standaard, die … sneller …

	18
	Vanaf vijf extra computers
	4
	Met (maximaal vijf) pc’s


More recently, I have been working on the treatment of the ‘pseudo-quotations’ in releases (Pander Maat 2007b). It seems that the majority of them are removed; when quotations appear in reports, they are often ‘fresh’. Our case here is no exception. Where they concern technical details, the statements by Schiller are transformed into author text; where the company’s strategy is involved, they are replaced by fresh material from to Van den Eynde, the local Apple executive whose contact details are mentioned below the release. Interestingly, Schillers phrase ‘DVD-player of the internet age’ is echoed by the closely corresponding expression ‘DVD-player of the 21rst century’ by Van den Eynde. 

3
Re-contextualizing transformations in our case

The stylistic analysis so far is unsatisfactory as an account of the two texts as communicative events however. Readability and neutrality are no more than constraints on the news text; they do not conceptualize what the texts are actually doing. For this we will have to turn to a more integrated analysis of content, structure and style. 

This kind of analysis is often conducted in terms of the notion of framing (e.g. De Vreese 2005, Van Gorp 2007). Framing stands for the approach taken towards the news event, based on implicit categorizations that determine what needs to be told about it. It is important to realize that these categorizations imply not only conceptualizations of the event (what is its nature?) but also contextualizations of it (what is it related to?). Consider a simple artefact such as a pen. This object can be categorized as a piece of industrial production, as a piece of design, as something to be used in a particular way, as something that can be sold, as something that needs to be disposed of, and so forth. Each case relates a particular conceptualization of an entity or event to a particular domain of related information, i.e. a contextualization of it. Often, a categorization is also related to a particular kind of participant potentially interested in the information. That is, frames implicate receiver roles.

Framing is both a process in generating media content and in receiving such content. We are dealing with the generation perspective here. In this perspective, the processing of source texts, which has its own frames, provides insight in the process of framing.

Frames may be assigned sentence by sentence, since the main event of the text may be approached in various ways through the text. There often are several frames in a single new story. In fact, the number of frames is an important feature of a text, as I will argue. For both press releases and news reports, one of the frames is privileged in that it is used to support the text’s newsworthiness claim.

Frames are not unique text-bound phenomena, but pre-given sets of categorizations concerning event types. Ideally, a corpus analysis provides a set of potential frames for an issue, in terms of which a text can be positioned. For this purpose I have used a small corpus of 14 Dutch press releases on new products with 21 corresponding news reports (a number of them was used more than once). I will first present a case-based analysis, and subsequently relate its results to the background corpus.

We will start our analysis by simple surveying the types of content offered in our texts. The main event may already suggests a frame. When it is said that a product is in the store, it is hard to escape the implication that potential customers are targeted. Also notice the subtle difference in phrasing here between the release (using the marketing idiom ATV now available) and the report (ATV in the stores), which seems to distance itself slightly from the sellers’ point of view, although not escaping it. However, a main event can be developed in various ways in subsequent discourse. And we will see that this text stays firmly within the confines of the marketing frame announced by the head.

Table 3. Topic strands in the release (all of them marketing oriented)

	Main event: ATV in stores
	What you can do with ATV
	Technical details of ATV
	Prices, availability of ATV

	1
	
	
	

	
	2
	
	

	4 5 
	
	
	

	
	6-9
	
	

	
	
	10
	

	
	11-15
	
	

	
	
	16-18
	

	
	
	
	19-20

	
	
	21-25
	

	
	
	
	26-27

	
	
	28-33
	


Apart from the conventional moves such as the company profile and contact details at the end, the text is about the uses of ATV and its price and details of its availability. Already the lead sentence is customer oriented, not main event oriented. Part of the information is quite technical, and seems primarily of interest for expert customers, retailers and special interest journalists. But the text as a whole shows a rather single-minded concentration on the product.

Now consider the news report, which uses more than one frame. Sometimes, a single sentence can be placed in more than one frame.

Table 4. Frames (first row) and topic strands (second row) in the report

	Marketing (framing imported from press release)


	Consumer evaluation
	History 
	Strategy

	Main event: ATV in stores 
	What you can do with ATV
	Technical details of ATV
	Prices and availability of ATV
	Limitations of ATV
	ATV as innovation
	Background: Apple’s strategy

	1-2
	
	
	
	
	2
	

	
	
	
	
	
	3
	

	
	4-5
	4
	
	
	
	

	
	
	
	6-7
	
	
	

	
	
	8-11
	
	11
	
	

	
	
	
	
	
	13
	12-13

	
	
	
	
	14-15
	
	

	
	16
	
	
	
	
	

	
	
	
	
	
	
	17-22


The first frame added to the release information is the ‘history of technology’ frame, in which ATV is placed as an important innovation. The main support for the newsworthiness claim for this report comes from the fact that this product is new and exciting, not only for potential users but for all those moderately interested in new technological gadgets. In the second sentence (5), The Apple TV is categorized as ‘spraakmakend’, together with the i-Phone. There is a telling difference between the lead sentences of the release and the report: the release plunges into the endless new possibilities for the customer, leaving the source of them somewhat in the dark. In fact it does not seem to be a lead in the journalistic sense at all. In contrast, the report lead sentence names the product and introduces its main functionality in an apposition. Thus the moderately interested news consumer is enable to handle the information as well. The history frame in the report is further reinforced by quoting the company representative on the intention to make history by becoming the 21rst century’s DVD-player (one wonders what the 20th century’s DVD player was: the video recorder?). To be fair, the historical innovation frame is not altogether absent in the release either. It shortly surfaces in the quoted statement that the product will be the DVD player of the internet age. But here, it is embedded in customer oriented functionalities information.

The report clearly adopts into the marketing frame further on (6-13), including the hopeful claim that you might not have to wait till next week to see this product. The consumer information is short however, when compared to its counterpart in the release: the text that can be assigned a marketing frame counts 190 words, less than half of the report. 

Furthermore, it is striking that the report also contains negative information, i.e. statements about options lacking in the product. This reveals a more detached stance, that we have provisionally assigned the frame ‘consumer evaluation’. Sometimes however, information about options lacking so far develops into a promise of things to come (sentence 16), slipping back into the marketing frame temporarily.


As a next important topic strand we may identify an analysis of how the product realizes strategic objectives of the company producing it. At first, this happens in a quite harmless way by quoting the national company representative on the consumer group targeted by the product and its intention to make history. But later on, the strategy topic gets a critical twist in the comment that the Apple company uses its TV to increase the sales of its ‘content’ departments. 

The main difference between the release and the report is one of diversification. The release is mainly a product presentation, using a single marketing framing of the product as something to be used and bought. To be sure, the report is still partly couched in the marketing frame. But note that an excellent consumer product with many options is not necessarily a historic innovation, so that the marketing frame is not suitable as the primary frame for news text. Hence the news report uses a more diversified approach, adding three new frames: history, consumer evaluation and company strategy. The news claim of the text is mainly supported by the history of technology frame. Besides the possibilities of the new product, some of its limitations are also mentioned. And finally, the report extensively comments on the company’s strategy behind the new product. These three frames broaden the context for the main event of the story.

4
Our case seen in the light of other re-contextualizations in the corpus

Let us try to assess the generality of our set of changes by looking at the small corpus of press releases mentioned earlier (see Appendix 3). All releases deal with new products or services of Dutch companies. I will mention five kinds of re-contextualization that appear more or less regularly. That is, I will focus on differences between the releases and reports in the corpus, not on the overlap exhibited as well in the same text pairs.

1
The company’s aims with the product

Many news reports discuss what the company is aiming for with its new product or service. For instance, a report about the introduction of cash dispensers in a large store is explained as an attempt to attract more customers. This kind of explanations may also focus on the problem that is to be solved by the new product. For instance, report 1.1 about a new soccer TV network and 12.3 about a new digital system for paying bills tell us this product is an attempt to reach more customers with a product that so far was unsuccessful. And report 11.2 about UMTS services by KPN mention that this product is necessary to comply with the obligation to create an UMTS network offering national coverage. It even interview an ex-executive who frankly admits that it was a mistake to pay so much for the UMTS technique four years ago, since better alternatives have appeared on the market since then. Finally, some reports focus on the efficiency gains made possible by the product, as opposed to the customer orientations dominating the releases. 

2
The product as a competitive move

The product is often related to the position of the company vis-à-vis its competitors. For instance, in a report about telephone banking by voice identification, the new service is situated in the attempts by several banks to improve the personal service communication with their clients. Several reports briefly mention the which competitors have offered the same kind of product, for instance report 3 about a Shell fuel with bio-component, report 4 about a mobile text telephone and report 11.1 about new UMTS services by KPN. Report 12 about the new paying system even cites a representative of a competing company saying this is an interesting development.


In two further cases, the release itself already introduces the competition perspective. For instance, in the release about healthier milk the CEO states the desire to distinguish itself from its competitors as the marketing aim of the new product, which statement is paraphrased in the report.

3 Limitations of the product 

Several releases inform about limitations of the new product. In report 2 on voice identification the possibility of fraud is raised, report 4 on bio-fuel comments that the reductions in carbon-dioxide emission are only modest and that a new generation of bio-fuels is more promising in this respect. Report 8 on the healthier milk product tells us that its prices will be higher.

4 Total re-conceptualization of the product

Two reports offer a total re-contextualization of the product. Characteristic for these total re-framings is that the perspective is changed immediately from the outset. For instance, the announcement of computers with internet in trains is covered under the head ‘the end of quiet reading in trains’, introducing the reader as a threatened species. And a KLM release on a new, safer paying system for its customers entirely focuses on the additional cost incurred by Economy Class travellers using the new system, and explains it as an attempt to let the customers cover the credit card administration costs formerly payed by KLM itself.

5 The product as a historical breakthrough

Most reports adopt a quite detached perspective on the new development, offering at least one of the re-contextualizations discussed so far. There is one exception. A report on a new kind of illuminated clothing introduced by Philips is entirely about the new product and nothing more. “It was quite a challenge to transform the idea into an actual product””, a company representative comments deeply satisfied. This, then, is the most a company can hope for in terms of free publicity. The news claim in this report is entirely based on the excitement about something really new.

To sum up, most reports on new products and services partly re-contextualize it as a move of the company, that is as something that must work to the advantage of the company. While the marketing frame focuses on the customers’ interests, these reports add the company’s interests to the context set.

Returning to our case now, it appears as an example of moderate re-contextualization. It opens by stressing the breakthrough characteristics of the product, and continues by explaining its details. Some limitations of it are mentioned in passing. The last half  of the report is devoted to a discussion of the competitive strategy behind the product. This is in line with the trend in the corpus, since it merges the two strands 1 and 2: it tells us what the product needs to do for the company’s interests and at the same time places it with respect to the company’s competitive position.

5 Conclusion 

In this paper, I have demonstrated a corpus-informed case study of transformations in style, structure and content taking place in the transition from a product release to a news report based on it. My primary focus was on structure and content, not style here. The analysis reveals both differences and considerable overlap in the contextualizations applied to the main event of the release. The overlap consists of statements assignable to the marketing frame, categorizing the product as something to be bought and used by customers. Most newspaper reports add something to this frame however. Most often, the additional material re-contextualizes the product as a move in the interests of the company. This re-framing presupposes a different receiver role, namely that of the expert/analyst interested in understanding how specific markets evolve. It may be argued that this role encompasses the customer role in that one needs knowledge about what the product may mean for consumers to understand what it may mean for the company’s market position.


The central aim of this paper has been to demonstrate that when news reports use material of news agents, they routinely perform context broadening to make it suitable to various readerships. There is no single news frame characterizing reports. What some authors call “news framing” primarily consists of extending the set of contexts brought to bear on the main event. Total re-conceptualizations of the event are exceptional, though they can be found. Hence my hesitation to use the terms ‘re-framing’ for the reworking operations here, as this term is too radical for the not-so-radical modifications and extensions that predominate in actual journalistic practice. For these kinds of modifications, I would prefer to work with the notion of re-contextualization. 
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Appendix 1. 

The original press release (662 words excluding boilerplate)

(underlined information is used in the report) 

[1] Apple TV nu verkrijgbaar

[2] Je muziek, podcasts, foto’s, films en filmtrailers vanop PC of Mac draadloos op je breedbeeld-tv

[3] Brussel, 21 maart 2007 – [4] Apple levert vanaf vandaag Apple TV. [5] Het toestelletje ligt vanaf vandaag in de winkelschappen in de Verenigde Staten en vanaf volgende week ook in Europa. [6] Apple TV is een strak vormgegeven toestel dat je eenvoudig kan aansluiten op een breedbeeld flatscreen televisie. [7] Met Apple TV kan je makkelijk én draadloos genieten van al je muziek, foto’s, podcasts, films en filmtrailers vanuit iTunes op je PC of Mac maar nu op je breedbeeld-tv in de woonkamer. [8] De gebruiksvriendelijke interface van Apple TV en de intuïtieve draadloze afstandsbediening Apple Remote maken het mogelijk om vanuit elke hoek van de kamer snel door je hele collectie digitale media te bladeren en deze af te spelen.

[9] "Apple TV is de dvd-speler van het internettijdperk: je kunt hiermee snel en gemakkelijk je iTunes-bibliotheek op je pc of Mac weergeven op je breedbeeld-tv", aldus Philip Schiller, senior vice president Worldwide Product Marketing van Apple. [10] "Dit kan via je bestaande WiFi-netwerk, maar ook via de nieuwste en snelste WiFi-standaard: 802.11n."

[11] Klanten overal ter wereld kunnen via iTunes en Apple TV eigen films en filmtrailers op hun breedbeeld-tv bekijken, naar hun eigen muziek luisteren via hun home-entertainmentsysteem en hun fotoalbums als diavoorstelling in HD-resolutie bekijken. [12] Daarnaast kan je via de iTunes Store meer dan 100.000 podcasts en videopodcasts gratis downloaden. [13] De iTunes Store is bovendien ‘s werelds grootste online muziekwinkel met meer dan 4 miljoen nummers van alle mogelijke artiesten, in alle mogelijke genres. [14] In de Verenigde Staten krijgen klanten via de iTunes Store ook keuze uit meer dan 5000 muziekclips en meer dan 400 speelfilms en 350 tv-programma’s (waaronder Lost, Prison Break, Heroes, 24, The Office, enz) van vrijwel dvd-kwaliteit. [15] Apple is van plan om dit film- en TV-aanbod in de loop van dit jaar ook buiten de Verenigde Staten aan te bieden.

[16] Apple TV beschikt over een harde schijf van 40 GB waarop 50 uur video, 9000 muzieknummers, 25.000 foto’s of een combinatie daarvan kan worden opgeslagen, en ondersteunt high-definition 720p-uitvoer.* [17] Apple TV is eenvoudig aan te sluiten op een breed scala aan breedbeeld-tv’s en home-entertainmentsystemen, en wordt standaard geleverd met een HDMI- en component-videopoort en een analoge en optische audiopoort. [18] Dankzij de snelle draadloze AirPort 802.11**-netwerkvoorziening kan Apple TV automatisch materiaal vanaf een computer synchroniseren of geheel draadloos materiaal rechtstreeks naar de tv streamen vanaf vijf extra computers.***

[19] Prijzen en verkrijgbaarheid

[20] Apple TV wordt standaard geleverd met de draadloze afstandsbediening Apple Remote en is vanaf deze week in de Verenigde Staten en vanaf volgende week in België verkrijgbaar via de online

Apple Store - http://www.apple.com/belgiumflstore - en bij geautoriseerde Apple resellers - http://www.apple.com/benl/buy - voor een adviesprijs van 299 euro inclusief BTW.

[21] Voor Apple TV is iTunes 7.1 of hoger vereist op een Mac met Mac OS X versie 10.3.9 of hoger of een Windows-pc met Windows XP Home/Professional (SP2).

[22] Bovendien is een draadloos 802.11b/g/n-netwerk via AirPort of AirPort Extreme of een 10/100 Base-T Ethernet-netwerk vereist. [23] Verbinding met internet is vereist en een breedbandverbinding wordt aanbevolen. [24] Apple TV vereist een enhanced-definition of high-definition breedbeeld-tv. [25] iPod-games kunnen niet worden gespeeld via Apple TV. [26] De iTunes Store is beschikbaar in de VS en diverse andere landen, waaronder België. [27] Tv-programma’s en speelfilms zijn alleen verkrijgbaar in de VS; de verkrijgbaarheid van video’s varieert per land.

* [28] Videoweergave is gebaseerd op iTunes-video’s met een resolutie van 640 x 480. [29] De muziekcapaciteit is gebaseerd op 4 minuten per nummer en 128-Kbps AAC-codering. [30] De fotocapaciteit is gebaseerd op voor Apple TV geschikte foto’s die zijn overgezet vanuit iTunes. [31] De werkelijke capaciteit is afhankelijk van het materiaal dat wordt opgeslagen.

**[32] Compatibel met 802.11b/g/n. [33] Gebaseerd op een IEEE 802.11n-conceptspecificatie.
***[33] Voor draadloos streamen van video is een 802.11g/n-netwerk vereist.

[34] Apple gaf in de jaren ’70 het startschot voor de personal-computerrevolutie met de Apple II en vond in de jaren ’80 de personal computer opnieuw uit met de Macintosh. [35] Apple wordt algemeen erkend voor zijn innovatieve en bekroonde Mac-desktops en -notebooks, het Mac OS X-besturingssysteem, het iLife-softwarepakket en zijn professionele programma’s. [36] Apple is bovendien de drijvende kracht achter de digitale muziekrevolutie met zijn iPod muziek- en videospelers, en de on line iTunes Store. [37] Daarnaast zal Apple dit jaar de mobiele telefoonmarkt betreden met de iPhone.

[38] Perscontacten:

Steven Van den Eynde

PR Manager Apple Benelux

Rechtstreeks telefoonnummer: 02/474-42-57

GSM-nummer: 0475/53-34-29

Consumentenlijn: 02/474-42-11

E-mail: vandeneynde.s@euro.apple.com

En:

Stephanie Schollaert

PR-dienst Apple Benelux

Rechtstreeks telefoonnummer: 02/474-43-83

Consumentenlijn: 02/474-42-11

Appendix 2. 

The news report based on the release (418 woorden)

[1] Apple TV in de winkels

(rubriektitel:) Technologie 

[2] De AppleTV, een toestel om films van je pc op je tv af te spelen, ligt straks in de Belgische winkels. 
Van onze redacteur 
Wim De Preter 

Brussel. [3] Het Amerikaanse computerbedrijf Apple had de lancering van AppleTV afgelopen januari al aangekondigd op de beurs MacWorld, waar ook de spraakmakende iPhone werd voorgesteld. [4] Het gaat om een kastje dat je kunt aansluiten op je breedbeeldtelevisie en dat draadloos verbinding kan maken met (maximaal vijf) pc's die aangesloten zijn op je draadloze Wifi-thuisnetwerk. [5] Via AppleTV kun je dan alle media die op de harde schijf van je pc staan, afspelen op je televisie. 

[6] De adviesprijs is 299 euro. [7] Tegen volgende week zal het in heel België te koop zijn, maar dit weekend zouden al heel wat winkels bevoorraad moeten zijn, denkt Steven Van den Eynde van Apple Belux.

[8] AppleTV kan alle gangbare Wifi-netwerken aan die gebruikmaken van de 802.11/b of 802.11/g-normen. [9] Maar het kastje is ook klaar voor de volgende Wifi-standaard, 802. 11/n, die een snellere doorstroomsnelheid zal mogelijk maken. [10] De verbinding met de televisie loopt via de HDMI-poort, waarmee nagenoeg alle breedbeeld-tv's zijn uitgerust, of via een klassieke component-poort. [11] Een zogenaamde Scart-verbinding is er niet.

[12] ,,Met AppleTV richten we ons op de groep mensen die steeds meer media naar hun pc downloaden en die een makkelijke manier zoeken om die op hun tv af te spelen'', zegt Van den Eynde. [13] ,,We zien het als de dvd-speler van de 21ste eeuw''. 

[14] AppleTV kan echter niet gebruikt worden om video rechtstreeks van het internet naar je tv te streamen. [15] ,,In de VS is het wel al mogelijk om films die je van iTunes downloadt, tegelijkertijd te bekijken via AppleTV. [16] Dat komt er ook bij ons aan'', zegt Van den Eynde. 

[17] Apple is duidelijk van plan om via AppleTV meer volk te lokken naar zijn online muziek- en filmwinkel iTunes. [18] ,,Alle content die iTunes kan afspelen, is ook via AppleTV te bekijken. [19] Formaten die door iTunes niet ondersteund worden, zul je dus eerst moeten omzetten naar een formaat dat wel ondersteund wordt'', zegt Van den Eynde. [20] Wie zeker wil zijn dat hij een film kan afspelen, koopt die dus het best via iTunes, is de impliciete boodschap. [21] Overigens worden vandaag alleen in de VS films verkocht via iTunes, maar later dit jaar zal dat ook elders gebeuren. [22] Het bedrijf onderhandelt daarover nog met de film- en tv-sector.

[23] > www.apple.com/benl/appletv

> www.apple.com/belgiumflstore[image: image1][image: image2][image: image3][image: image4][image: image5][image: image6]
Appendix 3. 

The background corpus: 14 product releases and 21 corresponding news reports

	Date 

(d/m/y)
	Company issuing the release
	New product or service
	Newspapers reporting about the release event
	Length news report
	Contexts added

	08-08-06
	KPN, Tele2
	Soccer network on TV
	Het Financiële Dagblad
	425
	A

	20-07-06
	ABN-Amro
	Telephone banking with voice identification 
	1 Trouw 
	271
	A

	
	
	
	2 Het Financiële Dagblad
	410
	C L

	
	
	
	3 Eindhovens Dagblad
	153
	

	22-12-05
	Shell
	Fuel with biocomponent
	Trouw 
	286
	C L 

	21-09-05
	KPN
	Mobile text telephone
	De Telegraaf 
	156
	C

	15-09-06
	T-Mobile
	New system of telephone rates
	De Telegraaf 
	806
	C

	24-08-06
	Philips 
	Illuminated clothes
	Het Parool
	268
	H

	24-07-06
	KLM
	New flight paying system
	Het Financiële Dagblad
	448
	R

	13-07-06
	Campina
	Healthier milk
	Eindhovens Dagblad
	272
	C L

	26-01-06
	Google 
	Google News
	1 Zwolse Courant
	197
	

	
	
	
	2 Trouw
	152
	

	25-07-06
	NS
	Internet in trains
	1 Het Financiële Dagblad
	516
	R

	
	
	
	2 De Telegraaf
	478
	R

	30-6-04
	KPN
	Start of UMTS (mobile internet)
	1 NRC Handelsblad
	253
	C

	
	
	
	2 Het Parool
	451
	A

	30-06-04
	TGP Post, Rabobank
	New system for paying bills
	1 Het Financiële Dagblad
	348
	A

	
	
	
	2 Algemeen Dagblad
	305
	C

	
	
	
	3 Trouw
	186
	A

	31-10-03
	HEMA
	Cash dispensers in store
	NRC Handelsblad
	184
	A

	03-09-04
	E-Plus
	New technology for UMTS
	NRC Handelsblad
	291
	A


Added contexts:

A = the company’s aims with the product

C = the product and the competitors

L = limitations of the product

R = total re-conceptualization

H = the product as a historical breakthrough

