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Abstract: This Corporate image plays a crucial role in how a company presents itself to the public, and this study
explores its construction through the CEQO statements in the corporate social responsibility (CSR) reports of China
Mobile and Vodafone. By applying Transitivity analysis from Systemic Functional Grammar (SFG) and examining high-
frequency nouns, verbs, and keywords, the research compares the similarities and differences in the corporate images
of both companies. As leading players in the telecommunications industry, China Mobile and Vodafone provide a
compelling context for this comparison. The findings indicate that both companies tend to use positive terms such as
“improve," "support,” and "service" to convey responsible and approachable corporate images, focusing on
environmental sustainability and societal well-being. However, China Mobile’s CEO statements prominently feature
keywords such as "poverty," "alleviation," and "China," signaling the company’s focus on social responsibility and active
collaboration. On the other hand, Vodafone’s CEO statements emphasize keywords like "climate," "women," "global,"
and various country names, highlighting the company's commitment to globalization and the welfare of women and the
environment. These discursive strategies likely play a significant role in shaping the companies' corporate images and
supporting their broader objectives. This study offers valuable insights into the function of CEO statements in CSR
reports and contributes to further research on corporate image.
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1. Introduction

Corporate communication plays a crucial role in establishing desired relationships between enterprises and
stakeholders. The Chairman's or Chief Executive Officer (CEO) statement is the opening section of CSR reports,
offering an overview of other sections, thereby becoming a focal point of these reports. In corporate communication,
the CEO statement is a key instrument for projecting the corporation’s image, reflecting “the tone at the top” (Amernic
etal., 2010). Numerous studies have examined impression management in CEO statements, aiming to project a positive
corporate image (Conaway & Wardrope, 2010; Barkemeyer et al., 2014; Aerts & Yan, 2017; Boudt & Thewissen, 2019).
As an independent section at the beginning of annual and CSR reports, the CEO statement typically outlines a
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company’s major performance plans and missions for the year, reflecting the CEO’s perspective on the corporation’s
CSR activities. Given its significance, the CEO statement has been a topic of interest across various fields, including
management and applied linguistics. Any research on CEO statements should acknowledge their multi-semiotic nature,
encompassing both image and language (Rajandran & Taib, 2014b: 304).

Different stakeholders have varying expectations and interests, leading Pirson and Malhotra (2011) to suggest
that corporate leaders should tailor information disclosure to meet the diverse needs of shareholders, thereby building
a trustworthy image. Since CEO statements are voluntary and unaudited, CEOs have significant discretion in content
selection (Boudt & Thewissen, 2019). Therefore, identifying recurring themes in CEQO statements is crucial, as it reflects
the attention of corporate leaders (Amernic et al., 2010). This study aims to explore how the corporate images of China
Mobile and Vodafone are constructed by analyzing the interpersonal and ideational differences in their CEOs’
statements. Using the AntConc 3.5.8 software (Anthony, 2019) to identify frequently repeated words in these
statements, the analysis strives for greater accuracy and objectivity. The study investigates the linguistic features and
corporate images represented in the CEO statements of China Mobile’s and Vodafone’s CSR reports.

2. Literature Review
2.1. CEO Statements

Existing research has explored how companies legitimize CSR activities from various perspectives, such as firm
performance (Saha et al., 2020; Suler et al., 2021), stakeholder engagement for green products (lonescu, 2021), and
the financial behavior of retail investors (Priem, 2021). In recent years, corporate communication has garnered
significant academic attention, particularly in how companies depict their financial and sustainable performance and
activities to various stakeholders. CEO statements in CSR reports, however, have received less attention compared to
their counterparts in annual reports, despite the growing importance of CSR reports in evaluating corporate reputation
(Goodman et al., 2011). Given their significance, CEO statements in CSR reports merit more scholarly exploration.
Previous research on CEQ statements primarily derives from annual reports (Hyland, 1998; Bhatia, 2008; Amernic et
al., 2010; Conaway & Wardrope, 2010; Boudt & Thewissen, 2019). Only a few studies have investigated CEO
statements in CSR reports (Barkemeyer et al., 2014; Rajandran & Taib, 2014b). Although annual and CSR reports are
related genres that address different stakeholders and serve different communicative purposes (Fuoli, 2018), both are
crucial for understanding how CEOs employ discursive strategies in corporate communication. This study is motivated
by the need to explore these similarities and differences, particularly in the under-researched area of CEO statements
in CSR reports.

2.2. CEO Statements from Discourse Analytical Approach

Some studies have applied critical discourse analysis (CDA) to examine the rhetorical strategies that the CEOs
use to portray corporations as agents of positive change to different stakeholders of the companies (Rajandran & Taib,
2014a,b). For example, Rajandran and Taib (2014b) used a sample of 27 CEO statements in CSR reports of Malaysian
companies and identified six themes, i.e., achievement, identification, aspiration, disclosure, recognition, and
appreciation. Using the same sample of Malaysian companies, Rajandran and Taib (2014a) investigated the language
strategies of CEO statements in disclosing CSR performance. This study proposed three strategies in portraying
corporations as compliant and responsible agents, namely, the categorization of participants in CSR events, types of
evaluation, and temporal representation of CSR performance. Rajandran (2018) identified the main stakeholders in the
Malaysian CEO statements from CSR reports and examined CEOs’ communicative strategies through language and
image in interacting with these stakeholders.

Other research (e.g. Koller, 2011) focused on examining the relationship between CEO rhetorical strategies and
firms’ corporate social performance by adopting Aristotle’s classification of rhetorical strategies (pathos, ethos, and
logos) to divide CEO statement strategies while using the text analysis method. Marais (2012) employed a content
analysis of various CEO discourses from the areas of press articles to identify the nature of stakeholder pressures.
Covariance analyses have also been conducted to study how CEOs CSR rhetorical strategies vary between
communication channels dedicated to specific stakeholders. Research aiming to examine whether corporate
sustainability reports can serve as accurate and fair representations of corporate sustainability performance carries out
a sentiment analysis of CEO statements in corporate sustainability reports and corporate financial reports between
2001 and 2010 (Barkemeyer et al., 2014). The analysis shows that the rhetoric in the CEO statements of sustainability
reports is indicative of impression management rather than accountability, despite increasing standardization of
sustainability reporting.

CSR report usually includes its company’s sustainable strategies, policies, management, and revenues through
three aspects: economy, society, and environment to indirectly communicate with stakeholders. In the past few
decades, CSR report has attracted increasing interest of many scholars and institutions around the world. Lock and
Seele (2016) also investigate the credibility of CSR reports, but it is an empirical study. It analyzed 237 CSR reports
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from 11 European countries. Xia and Xu (2020) conducted an eco-discourse analysis of CSR reports of Geely and
Diamler from the perspective of systemic functional linguistics. Hu and Sheng (2020) studied a wide range of linguistics
in CSR reports of Huawei, BT and Telstra, such as high-frequency nouns and verbs, keywords and their collocates.
Differing from the previous research, the author uses Transitivity system from Systemic-Functional Grammar, while
combining corpus tools. Since scarce research (Chen & Xu, 2022) has focused on telecommunication industry, this
study will analyze the language features embedded in CEO statements from China Mobile’s and Vodafone’s CSR
reports.

Previous studies of the CEO statements are mainly extracted from annual reports (Hyland, 1998; Bhatia, 2008;
Amernic et al., 2010; Conaway & Wardrope, 2010; Boudt & Thewissen, 2019). By now, only a few studies have
investigated the CEO statements in CSR reports (Barkemeyer et al., 2014; Rajandran & Taib, 2014b). In fact, annual
reports and CSR reports can be seen as two related genres that address different stakeholders and convey different
communicative purposes (Fuoli, 2018). In annual reports, the main stakeholders are investors and shareholders. By
contrast, the stakeholders in CSR reports are more diverse and less concentrated. As the CEOs release statements in
both the annual reports and CSR reports, the exploration of how the CEOs employ discursive strategies and content in
CSR reports shall under no reason to be left behind. Aiming at such, the notice of similarities as well as differences of
CEO statements placed in annual reports and CSR reports of the same company has provided this study with major
inspiration and motivation.

3. Materials and Methods
3.1. Corpus Description

China Mobile and Vodafone are prominent telecommunications enterprises with significant global influence,
making them ideal subjects for this study. China Mobile is one of the largest telecommunication service providers in
China, while Vodafone is a major telecommunications company based in the United Kingdom. Comparing these two
companies offers valuable insights into the impact of business performance and cultural differences. English versions
of CSR reports from both companies were obtained from their official websites via Google search. Ten CSR reports
from each company, covering the period from 2012 to 2021, were selected for analysis, forming two small sub-corpora.
The reports were converted from PDF to text format, and CEO statements were extracted to create two text files. The
compiled corpora consist of 14,174 tokens (8,940 for China Mobile and 5,234 for Vodafone). The analysis was
conducted using the AntConc 3.5.8 tool developed by Laurence Anthony (2019).

3.2. Analytical Framework

This research utilizes Halliday's (1994) Transitivity System theory to analyze the corporate images of China Mobile
and Vodafone as conveyed through their CEOs’ statements. The qualitative analysis, based on Systemic Functional
Grammar (SFG), employs simplified elements to enhance the examination of these statements. The corpus-assisted
analysis identifies frequently recurring words and collocates that reinforce the constructed corporate images. The
supplementary qualitative analysis draws on SFG, which posits that speakers and writers make meaning by choosing
from various language options (phonology, morphology, lexicogrammar, discourse semantics). Language serves as a
resource, offering choices among alternatives (Halliday & Matthiessen, 2004; Eggins, 2004). Each instance of language
use simultaneously realizes three types of meaning: ideational, interpersonal, and textual. This study focuses on
ideational and interpersonal meanings, particularly how social actors and processes are represented through transitivity.
The analysis classifies processes into three main types—material, mental, and relational—and three intermediate
types—behavioral, verbal, and existential (adapted from Matthiessen & Halliday, 1997).

Transitivity analysis is employed to illuminate how CEOs represent their corporations and actions, and how they
position these in relation to other stakeholders. The analysis follows a systematic procedure: after collecting and
converting text formats, AntConc is used for descriptive analysis. The processes involve generating word lists to obtain
tables of high-frequency nouns and verbs, comparing keywords between China Mobile and Vodafone, and combining
these with qualitative analysis based on the Transitivity System to uncover discursive practices in the CEO statements
that reflect corporate images. Main process types:

e material: a process that requires some input of energy to occur and where one participant is likely to undergo
a change, for example ‘The Group manufactures display materials and components’;

e mental: a process involving a participant endowed with consciousness and typically a participant entering
into or created by that consciousness, concerning thinking, feeling and perceiving, for example ‘We believe
that by genuinely committing ourselves to these values we achieve our target to be the best in our field’,
‘Enjoy your work’, ‘Itochu Corporation has seen its own evolution follow the same trend';

o relational: a process with one participant having or developing an attribute or having a possession, for ex-
ample ‘ConocoPhillips is an international, integrated energy company’, ‘We are becoming more interna-
tional’, ‘the Group has the world’s top-level technologies’.
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e intermediate process types

e  behavioral (between material and mental): a process that requires some input of energy to occur but where
participants do not undergo change, for example ‘Our values are the basis on which we stand’;

o verbal (between mental and relational): a process with participants communicating, for example ‘As we often
say, “There’s no right way to do the wrong thing”;

o existential (between relational and material): a process of participants existing, for example ‘And yet there
is room for variety, entrepreneurship and local culture’.

In this analysis, Transitivity theory is employed to further elucidate how CEQOs present their corporations and
actions, as well as how they position them in relation to other stakeholders. The analysis procedure involves several
steps: after collecting and converting the texts into the appropriate format, AntConc will be used for descriptive analysis.
This includes generating a 'wordlist' in the tool to create tables of high-frequency nouns and verbs, allowing for a
comparison between China Mobile and Vodafone by examining 'keywords’. By integrating this with qualitative analysis
based on the Transitivity System, the study aims to uncover the discursive practices in the CEO statements of the two
companies' CSR reports, thus reflecting the corporate images constructed through the arrangement of language.

4. Results

This section presents the similarities and differences between the CEO statements in the CSR reports of China
Mobile and Vodafone, divided into three subsections. The analysis begins with a semantic examination of overused
domains in the CEO statement corpus compared to a general reference corpus, in this case, the 968,267-word written
sampler of the British National Corpus. The semantic annotation program assigns specific domains to each word in the
corpus, comparing their frequency with the reference corpus to identify statistically significant overused domains. Words
were analyzed for their frequencies and lexical collocates, followed by identifying co-occurring semantic domains. This
helped in understanding the labels attributed to companies and the corporate images suggested by the lexis and
semantics. Sub-corpora from both companies were then examined to identify the texts with the most occurrences of
search words (tokens) and the highest number of different search words (types).

Following the procedures, one text from each sub-corpus was selected for detailed manual qualitative analysis of
Transitivity in the sample mission statements, as outlined in Section 4.2. The findings are presented in three steps:
identifying overused semantic domains in the entire corpus, examining the semantic and collocational profiles of words
referring to corporations, and providing a contrastive summative analysis of several CEO statements using SFG. To
gain an overall understanding of the semantic profile of the CEO statements corpus, Figures 1 and 2 present the
overused domains compared to the reference corpus. The domains are grouped under semantic macro-domains,
following the structure of the program’s underlying lexicon. The first step in the process involved analyzing words and
creating word clouds from the data to extract highly recurring words (see Figures 4.1 and 4.2).

These figures provide a general overview of the CEOs' speech preferences, whether intentional or subconscious.
Corporate names were excluded from the analysis, as they did not significantly influence the results. After filtering, the
resulting high-frequency words reveal how companies aim to present themselves. It is evident that words such as ‘we,’
'China,' 'digital,' 'new," 'development,’ and 'service' are the most recurring in the CEO statements within CSR reports. In
the word cloud for Vodafone's corpus, terms like 'digital,' 'business,' 'report,' 'technology,' 'sustainable,' and 'customer’
appear with higher frequency. Additionally, the figures indicate that both China Mobile's and Vodafone's CEO
statements frequently use content words to highlight the issues they are addressing. Consequently, in the next section,
content words such as verbs, nouns, and adjectives are analyzed to identify the related process types within the
Transitivity System.
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Figure 1. Word Cloud of China Mobile corpus
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Figure 2. Word Cloud of Vodafone corpus

4.1. Material Process Presented in High-frequency Verbs

As Halliday (1997) described, a material process is "a process that requires some input of energy to occur and
where one participant is likely to undergo a change." This section, therefore, selects high-frequency verbs identified
through AntConc's automated calculation to uncover the characteristics of the material processes represented.
Additionally, to identify the representative actions of the two companies, the top 20 most frequent verbs are analyzed
for their keyness ratio and impact.

Table 1. High-frequency Verbs in Vodafone Corpora

Rank Frequency  High-frequency verbs Keyness Effect (P)
1 19 impact +93.47 0.0121
2 16 help + 48.05 0.0095
3 14 ensure + 72.09 0.0091
4 9 change +17.58 0.0053
5 9 provide +29.79 0.0057
6 8 improve + 35.66 0.0052
7 8 play +24.41 0.005
8 8 reduce +35.5 0.0052
9 8 work +18.43 0.0049
10 7 act +19.23 0.0044

Table 2. High-frequency Verbs in China Mobile Corpora

Rank Frequency High-frequency verbs  Keyness Effect (P)
1 31 support +90.36 0.0103
2 21 build + 88.64 0.0073
3 19 promote +112.4 0.0067
4 15 create +66.27 0.0053
5 15 launch +79.33 0.0053
6 13 win +51.28 0.0046
7 12 provide +43.66 0.0042
8 10 implement +68.79 0.0036
9 9 fulfill +84.6 0.0032
10 9 strive +72.91 0.0032

As shown in Table 1 and Table 2 above, the top 10 high-frequency verbs for the two companies, identified by the
corpus tool, exhibit clear differences. However, a general observation from these lists reveals that the verbs are
predominantly positive, suggesting that both enterprises strive to project a positive image, emphasizing their
commitment to serving the public and effecting change through their actions. A qualitative analysis will then be
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conducted by selecting sample texts from the compiled data. The focus will primarily be on the high-frequency verbs
identified earlier, without other verbs being disregarded. The analysis will begin with the CEO statements of China
Mobile.

(1)  We were actively engaged in building a national-level mass entrepreneurship and innovation demonstration
base and made an all-out effort to inspire entrepreneurship and innovation, both internal and external,
through a series of initiatives, including the And-Creation Space, independent development competitions as
well as employee entrepreneurship and innovation activities, and to support and empower SMEs and
individual entrepreneurs. (China Mobile CEO statement 2018)

(2) With the fast development of 4G, China Mobile has acted to show our sustainability core competence and
our contribution to economic and social sustainability and backbone telecommunications operator, namely,
to build the new generation of fast, ubiquitous and secure network infrastructure, and to provide state-of-art
information and communication services for the great mass of population. (China Mobile CEO statement
2015)

(3) As a community member, we fulfill our long-term commitments to support social welfare, and continuously
implement key programmes to help alleviate poverty, care for vulnerable groups, promote education
development as well as volunteering service, and share our company’s development achievements with a
wide range of people within the community. (China Mobile CEO statement 2012)

(4) Inthe future, China Mobile will continue to fuffill its responsibilities, proactively take part in the “CyberPower”
construction of China, fully support the “Internet+” development and go forward hand in hand with
stakeholders to jointly create a shared digital society benefiting the most people. (China Mobile CEO
statement 2016)

(5) We continuously strive to maintain a reliable network with comprehensive coverage for our customers,
address our customers’ greatest concerns, and protect their interests through a range of methods, from the
optimization of tariffs, accurate billing and prompt services reminders to the strict protection of customer
privacy and information security. (China Mobile CEO statement 2012)

(6) We help millions of consumers manage the increasing complexity of their digital lives, enabling people to
work smarter, more flexibly and remotely, enhancing individual quality of life while reducing carbon emissions
from travel. (Vodafone CEO statement, 2013)

(7) Indoing so, our intention was to ensure an even closer alignment between the core commercial goals of our
business and the maximum possible social and economic benefit achievable as a consequence of those
goals. (Vodafone CEO statement, 2016)

(8) We also provide details of our new approach to the reduction of greenhouse gases including a goal to use
our technologies to help our customers reduce their carbon emissions by twice the amount generated by our
own business by 2018. (Vodafone CEO statement, 2015)

(9) Our mHealth solutions are helping medical centres across Tanzania and the Gambia, making sure they don’t
run out of essential medicines; and our mobile information service has enabled Turkish farmers to improve
their productivity by an estimated 100 million. (Vodafone CEO statement, 2019)

(10) Smart working and machine-to-machine (M2M) connections offer the biggest potential here by enabling
people to live and work more sustainably, and businesses to operate more efficiently. (Vodafone CEO
statement, 2020)

In the context of material processes, notable features emerge from the selected texts. The CEO statements from
China Mobile exemplify corporate self-centeredness, as the company is frequently positioned as the primary social
Actor, more so than other entities such as customers and the public. Moreover, China Mobile is depicted as being
exclusively active. The material processes are primarily directed, as seen in the sample discourse, where the CEO uses
verbs like "empower," "support,” "build," "create," "strive," and "protect” to portray China Mobile as a company whose
actions significantly impact the Goals. Various Goals, including entrepreneurs, employees, the public, community
members, and customers, are emphasized throughout the speech. This presentation positions China Mobile as the
dominant social Actor in the identified material processes, underscoring its central role and capabilities in its operations.

In contrast, as illustrated in examples 6 to 10, the CEO of Vodafone tends to use verbs such as "enable," "make,"
"help," and "offer," while keeping the Goals influenced by Vodafone explicit, reflecting a more humanistic approach. The
texts reveal that a wide range of Goals benefit from Vodafone's performance and development. Different from China
Mobile's emphasis on the well-being and sustainability of its stakeholders, society, and itself, Vodafone focuses more
on its employees, climate change, and globalization, with numerous countries specifically mentioned in the CEQ's
statement. Vodafone also highlights the impact it has on individuals, drawing a contrast between the large corporation
and the individual, thereby emphasizing the company's benevolent actions.
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4.2. Mental Process Presented in Content Verbs

Mental process is a process involving a participant endowed with consciousness and typically a participant
entering or created by that consciousness, concerning thinking, feeling and perceiving. Following the sequence of
analysis, this section also starts by looking into China Mobile CEO statements.

(1) “New Dream with You” also symbolises a new harmonious and win-win industry ecosystem that we wish to
create with our value chain partners, where we shoulder responsibilities and share values together in a
sustainable way. (China Mobile CEO statement 2013)

(2) Never forget why you started, and your mission can be accomplished. (China Mobile CEO statement 2017)

(3) We inherently believe that a company should leverage its core competence and take its responsibility to
contribute to its stakeholders and the greater society. (China Mobile CEO statement 2012)

(4) Although encouraging progress has been made, we know very well that the journey of “Big Connectivity” has
just begun. (China Mobile CEO statement 2016)

(5) We deeply understand that China Mobile could never achieve any of these without the attention, confidence,
support and help from all our stakeholders. (China Mobile CEO statement, 2015)

(6) We believe all incidents are preventable and have put in place several programs to ensure that everyone goes
home safely to their families at the end of each day. (Vodafone CEO statement, 2018)

(7) We believe a commitment to enhancing lives and livelihoods should be integral to our duty to maximise returns
to our shareholders. (Vodafone CEOQ statement, 2017)

(8) And it has led to the inclusion of a new chapter in this Report setting out our total economic contribution, on a
country-by-country basis, which we hope will provide greater insight and clarity amid the current public debate
on corporate taxation. (Vodafone CEO statement, 2014)

(9) Our sustainable business strategy focuses our efforts on areas where we believe Vodafone can make the
greatest impact: women’s empowerment; energy innovation; and youth, skills and jobs. (Vodafone CEO
statement, 2016)

(10) We believe we have good cause to be optimistic and excited about the future as the digital economy drives
global progress, but we recognise that they continue to face a number of significant challenges. (Vodafone
CEO statement, 2019)

When the company expresses belief in its partners, terms such as "wish" and "believe" both interpersonally and
ideationally position the company as a benevolent initiator and trustworthy collaborator. It is noteworthy that the text
includes a rare instance where other entities are listed before stakeholders ("our partners, our communities, our
customers"). China Mobile is presented as engaging with stakeholders, albeit subtly ("wish to cooperate with partners,"
"receive help and support from stakeholders"). Overall, China Mobile conveys a strong belief in itself and its
stakeholders, emphasizing their collective effort to create a better future.From sample texts 6-10, it is evident that the
CEO of Vodafone prefers to use optimistic verbs like "believe" to express confidence in the company's ability to achieve
its core objectives: women's development, energy saving, and youth care, all of which highlight its focus on specific
humanistic initiatives. While China Mobile addresses social charity more broadly through poverty alleviation, Vodafone
takes a different approach, focusing on more specific needs of disadvantaged groups within society.

4.3. Relational Process Presented in Sample Texts

Relational process, by definition, is ‘a process with one participant having or developing an attribute or having a
possession’. Relational processes describe the relationship between two parts: something is said to be something else.
They are about what things are, what they are like, where they are, what they possess etc. (Halliday 1994/2000: 119;
Halliday & Matthiessen 2004: 210). As the words related to this process are diversified, the author decides to identify
sample texts manually. A relational process is defined as "a process in which one participant possesses or develops
an attribute or holds a possession." Relational processes describe the relationship between two elements, where one
thing is identified or described as being something else. They address what things are, what they are like, where they
are, what they possess, and so on (Halliday 1994/2000: 119; Halliday & Matthiessen 2004: 210). Given the diversity of
words associated with this process, manual identification is opted.

(1) We are committed to ensuring the realisation of our vision of “Mobile Changes Life”, and the promotion of
new technology such as TD-LTE. (China Mobile CEO statement, 2016)

(2) The year 2014 is a crucial year for our 4G deployment. (China Mobile CEO statement, 2014)

(3) Employees are our most valuable asset. (China Mobile CEO statement, 2015)

(4) This was the 4G Chinese Speed created by all China Mobile employees with our responsibility, endeavor and
passion. (China Mobile CEO statement, 2015)
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(5) Examples include our inclusion in the Dow Jones Sustainability World Index for the fifth consecutive year,
which is an accomplishment that no other companies from Mainland China have managed to achieve. (China
Mobile CEO statement, 2012)

(6) As we explain in this report, the protection of our customers’ privacy is one of our highest priorities. (Vodafone
CEO statement, 2015)

(7) M-Pesa is also the platform for many of our health and agricultural initiatives in emerging markets,
demonstrating the power of mobile to protect vulnerable people from disease. (Vodafone CEO statement,
2014)

(8) The outcome from our work during 2015-16 is a new sustainable business strategy for Vodafone. (Vodafone
CEO statement, 2016)

(9) Financial results are not enough: a commitment to behave ethically and responsibly always is integral to
ensuring the long-term sustainability of our businesses. (Vodafone CEO statement, 2013)

(10) The social consequences are significant: for example, as we explain in a new section in this report, mobile
can be enormously empowering for many women in emerging markets.

On the whole, China Mobile seems more focused on its credibility, as reflected in its own achievements, the
significant contributions it has made to society, and the value it places on its employees. For China Mobile, employees
appear to be a means to an end; they are portrayed as beneficial to the company and other stakeholders, but their
influence on the company is limited primarily to enhancing its credibility. In contrast, as a company deeply rooted in
globalization and reputation, Vodafone’'s CEO highlights the company’s technological achievements and its impact from
a global perspective. Not only is Vodafone’'s powerful platform mentioned, but so is the company’s key concern:
customer privacy. In summary, Vodafone seems more concerned with its overall reputation as a benevolent corporation
with a strong commitment to societal issues.

4.4. Other Intermediate Processes Presented in Sample Texts

Other intermediate processes in the Transitivity System include the behavioral process (a process that requires
some input of energy but does not result in a change in participants), the verbal process (a process involving
communication between participants), and the existential process (a process of participants existing). Given the
relatively small presence of these three processes in the data, this research has chosen to analyze them together in
this section. Manual identification remains the primary method for the qualitative analysis of the sample texts.

(1) Itis our belief that there are changes happening everywhere, and “Mobile Changes Life” is becoming so close
to reach” (existential process from China Mobile CEO statement, 2014)

(2) We are pleased to witness that “Mobile Changes Life” has embarked on a fast track in the 4G era as high-
speed 4G network is making mobile Internet applications increasingly popular and deeply integrated into
society, business, and personal lives. (behavioral process from China Mobile CEO statement, 2014)

(3) While there is no simple global solution, | am pleased with the progress we have made this year to ensure
that we will meet our targets in a credible and sustainable way. (existential and behavioral process from
Vodafone CEO statement, 2020)

(4) We exist to help more than 430 million customers in more than 27 countries communicate, share, create, learn
and grow. (existential process from Vodafone CEO statement, 2013)

Major differences are evident in the intermediate processes. China Mobile highlights the impact of its "Mobile
Changes Life" mission to demonstrate its commitment and hope to improve the lives of an increasing number of people.
In contrast, Vodafone asserts its existence as a corporation driven solely by goodwill for all of humanity. Through these
emphatic statements, both companies convey their ambition to be influential leaders in the global telecommunications
industry.

5. Conclusions

This This research, based on self-constructed corpora from China Mobile and Vodafone and utilizing Halliday’s
Transitivity analysis framework, investigates the corporate images reflected in the CEO statements within the CSR
reports of these two companies. The analysis identifies both the similarities and differences between the reports,
highlighting each company’s primary concerns. The findings reveal common themes: both companies portray
themselves as sustainable, optimistic, and confident leaders within the industry. However, differences emerge in their
focal areas: as a state-owned enterprise, China Mobile emphasizes its efforts to address poverty among disadvantaged
populations, while Vodafone focuses on empowering women and expanding its global reach. It is important to note,
however, that corporate images are not solely shaped by the CEO statements in CSR reports. Despite their significance,
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CEO statements are often met with limited reception within organizations, and readers may interpret them in various
ways, ranging from alternative or oppositional views to general skepticism. Future research should integrate textual
analysis with ethnomethodological studies to examine corporate images as they are constructed in corporate texts and
co-constructed through workplace interactions. Additionally, extending this research by utilizing a more diverse corpus
that considers various industries, and cultural contexts could provide further insights. A qualitative analysis of a larger
set of texts could also offer further validation of the findings. The implications of this study extend to the broader field of
corporate image research, bridging disciplines such as sociology, psychology, and linguistics. Specifically, combining
quantitative and qualitative corpus analysis, as demonstrated in this study, with conversation analytic methods could
enrich our understanding of how corporate images are shaped by external stakeholders, such as customer feedback.

Author Contributions: Conceptualization, Y.L.; methodology, Y.L.; software, Y.L.; validation, Y.L.; formal analysis, Y.L,
investigation, Y.L.; resources, Y.L.; data curation, Y.L.; writing—original draft preparation, Y.L.; writing—review and editing, Y.L.,
visualization, Y.L.; supervision, Y.L.; project administration, Y.L.; funding acquisition, Y.L. The author has read and agreed to the
published version of the manuscript.

Funding: This research was funded by Guangdong Planning Office of Philosophy and Social Science, grant number GD23XWY 14,
Institutional Review Board Statement: Not applicable.

Informed Consent Statement: Not applicable.

Data Availability Statement: Not applicable.

Acknowledgments: The authors would like to thank the Guangdong University of Foreign Studies, China, for supporting this
research and publication. The authors would also like to thank the reviewers for their constructive comments and suggestions.

Conflicts of Interest: The authors declare no conflict of interest.

References

Aerts, W., & Yan B. (2017). Rhetorical impression management in the letter to. shareholders and institutional setting. Accounting,
Auditing & Accountability Journal, 30(2): 404-432. https://doi.org/10.1108/AAAJ-01-2015-1916

Aiezza, M. C. (2015). “We may face the risks”... “risks that could adversely affect our face.” A corpus-assisted discourse analysis
of modality markers in  CSR reports. Studies in  Communication  Sciences,15(1):  68-76.
https://doi.org/10.1016/j.scoms.2015.03.005

Amernic, J., Craig, R., & Tourish, D. (2010). Measuring and Assessing Tone at. the Top Using Annual Report CEO Letters.
Edinburgh: The Institute of Chartered Accountants of Scotland.

Bedford, D., Chalphin, I, Dietz, K., & Phlypo, K. (2022). The Shifting Landscape of Organizational Communication. Bingley:
Emerald Publishing Limited.

Barkemeyer, R., Comyns, B., Figge, F., & Napolitano, G. (2014). CEO statements. in sustainability reports: Substantive information
or background noise? Accounting Forum. 38(4): 241-257. https://doi.org/10.1016/j.accfor.2014.07.002

Bhatia, V. K. (2008). Towards critical genre analysis. Advances in Discourse Studies. 6: 166-177.

Conaway, R. N., & Wardrope, W. J. (2010). Do their words really matter? Thematic analysis of US and Latin American CEO letters.
Journal of Business Communication. 47(2): 141-168. https://doi.org/10.1177/0021943610364523

Eggins, S. (2004) An Introduction to Systemic Functional Linguistics: 2nd edition. London: Pinter.

Fuoli, M. (2018). Building a trustworthy corporate identity: A corpus-based analysis. of stance in annual and corporate social
responsibility reports. Applied Linguistics. 39(6): 846-885. https://doi.org/10.1093/applin/amw058

Johansen, T. S., & Nielsen, A. E. (2011). Strategic stakeholder. dialogues: a discursive perspective on relationship building.
Corporate Communications: An International Journal. 16(3): 204-217. https://doi.org10.1108/13563281111156871

Grantham, S., & Vieira, E. T. (2018). Exxonmobil’s social responsibility. Messaging-2002-2013 CEO letters. Applied Environmental
Education & Communication. 17(3): 266-279. https:/doi.org/10.1080/1533015X.2017.1411216

Hyland, K. (1998). Exploring corporate rhetoric: Metadiscourse in the CEO’s letter. Journal of Business Communication. 35(2): 224-
244. https://doi.org/10.1177/002194369803500203

Koller, V. (2011). ‘Constructing Professional Identities in Corporate Mission Statements’ in J. Angouri, & M. Marra(ed.) Constructing
Identities at Work. New York: Palgrave Macmillan.

Lin, Y. (2020). Communicating bad news in corporate social responsibility. reporting: A genre-based analysis of Chinese companies.
Discourse & Communication. 14(1): 22-43. https://doi.org/10.1177/1750481319876770



https://doi.org/
http://dx.doi.org/10.1108/AAAJ-01-2015-1916
https://doi.org/10.1016/j.scoms.2015.03.005
https://doi.org/
http://dx.doi.org/10.1016/j.accfor.2014.07.002
https://doi.org/10.1177/0021943610364523
https://doi.org/
http://dx.doi.org/10.1093/applin/amw058
https://doi.org/
http://dx.doi.org/10.1108/13563281111156871
https://doi.org/
http://dx.doi.org/10.1080/1533015X.2017.1411216
https://doi.org/10.1177/002194369803500203
https://doi.org/10.1177/1750481319876770

Li, 2024/ International Journal of Advances in Social Sciences and Humanities, 3(3), 194-203. 203

Lock, 1., & Seele, P. (2016). The credibility of CSR (corporate social. responsibility) reports in Europe. Evidence from a quantitative
content  analysis in 11 countries. Journal  of  Cleaner  Production, 122(3): 186-
200.https://doi.org/10.1016/}.jclepro.2016.02.060

Marais, M. (2012). CEO rhetorical strategies for corporate social responsibility (CSR). Society and Business Review. 7(3): 223-243.
https://doi.org/10.1108/17465681211271314

May, A. Y. C.,, Hao, G. S., & Carter, S. (2021). Intertwining corporate social. responsibility, employee green behavior, and
environmental sustainability: The Mediation Effect of Organizational Trust and Organizational Identity. Economics,
Management, and Financial Markets. 16(2): 32-61. https://doi.org/10.22381/emfm16220212

Halliday, M. A. K., & Matthiessen, C. M. I. (2004). An Introduction to Functional Grammar: 3rd edition. London: Arnold.

Halliday, M. A. K. (1978). Language as Social Semiotic: The Social Interpretation. of Language and Meaning. London: Edward
Arnold.

Ngai, C., & Singh, R. G. (2014). Communication with stakeholders through. corporate web sites: An exploratory study on the CEO
messages of major corporations in Greater China. Journal of Business and Technical Communication, 28(3): 352-39%4.
https://doi.org/10.1177/1050651914524779

Pirson, M., & Malhotra, D. (2011). Foundations of organizational trust: What. matters to different stakeholders? Organization
Science. 22(4): 1087-1104. https://doi.org/10.1287/orsc.1100.0581

Priem, R. (2021). An exploratory study on the impact of the COVID-19. confinement on the financial behavior of individual
investors. Economics, Management, and Financial Markets. 16(3): 9-40. https://doi.org/10.22381/emfm16320211

Rajandran, K., & Taib, F. (2014). "The representation of CSR in Malaysian CEQ. statements: a critical discourse analysis".
Corporate Communications: An International Journal, 19(3): 303-317. http://dx.doi.org/10.1108/CClJ-02-2013-0011

Rajandran, K. (2019). Multi-semiotic interaction: The CEO and stakeholders in Malaysian CEO Statements. Corporate
Communication. 27(2): 392-404.

Saha, R., Cerchione, R., Singh, R., & Dahiya, R. (2020). Effect of ethical leadership and corporate social responsibility on firm
performance: A systematic review. Corporate Social Responsibility and Environmental Management. 27(2): 409-
429 https://doi.org/10.1002/csr.1824

Suler, P., Palmer, L., & Bilan, S. (2021). Internet of things sensing networks, digitized mass production, and sustainable
organizational performance in cyber-physical system-based smart factories. Journal of Self-Governance and Management
Economics, 9(2): 42-51. https://doi.org/10.22381/;sme9220214

Wu, X.,, & Habek, P. (2021). Trends in Corporate Social Responsibility Reporting: The Case of Chinese Listed
Companies. Sustainability, 13(15): 8640. https://doi.org/10.3390/su13158640



https://doi.org/
http://dx.doi.org/10.1108/17465681211271314
https://doi.org/10.1177/1050651914524779
https://doi.org/10.1287/orsc.1100.0581
https://doi.org/
http://dx.doi.org/10.22381/emfm16320211
https://doi.org/10.1002/csr.1824
https://doi.org/
http://dx.doi.org/10.22381/jsme9220214
https://doi.org/
http://dx.doi.org/10.3390/su13158640

	1. Introduction
	2. Literature Review
	2.1. CEO Statements
	2.2. CEO Statements from Discourse Analytical Approach

	3. Materials and Methods
	3.1. Corpus Description
	3.2. Analytical Framework

	4. Results
	4.1. Material Process Presented in High-frequency Verbs
	4.2. Mental Process Presented in Content Verbs
	4.3. Relational Process Presented in Sample Texts
	4.4. Other Intermediate Processes Presented in Sample Texts

	5. Conclusions
	References

